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High-impact events drive demand
Extreme weather events, disease 
outbreaks and socio-political volatility are 
the top emerging risks for local travellers 
over the next 12 months, according to 
AIG Singapore

Claims data from the company reveals that high-
impact incidents such as those noted above are 
becoming more common than they were three 
years ago. Since 2014, AIG Singapore has noted 
an 85-per-cent increase in travel claims made 
for such incidents, with natural disasters being 
the costliest, with an average claim amount of 
S$2,610. The insurer has predicted that these 
trends will continue throughout 2017, resulting in 
a 10-per-cent rise in demand for premium travel 
products off ering a greater amount of cover.
AIG Singapore’s vice-president and head of group 
personal insurance Ignatius Chng commented: 
“As Singaporeans continue to be savvy and 
frequent travellers, their global mobility and 
increased awareness of travel insurance will see 
them taking a proactive approach and insuring 
themselves against unforeseen circumstances.” 
Chng went on to say that with natural disasters 
on the rise due to the onset of global warming, 
as well as more rapid disease outbreaks, such as 
the Zika virus epidemic in 2016, such issues have 
detrimental eff ects on travellers – from delayed 
fl ights and high medical expenses, to travellers 

More British holidaymakers are 
choosing Spain for their city breaks, 
long weekends in the sunshine and 
annual two-week getaways. Inevitably, 
this means more related claims for 
travel insurers to deal with

Analysis from UK-based Direct Line Travel 
Insurance reveals that of the 600,000-plus 
travel insurance claims made by British 
holidaymakers in 2016, almost a quarter 
(150,000) were claims for holidays in Spain. 
Taken over the course of the year, this is over 
400 individual claims every day and almost 
three times more than the US and France, 

Pain from claims in Spain
totalling over £75 million. Further analysis 
shows that one in eight (12 per cent) of the 
claims made in 2016 exceeded £1,000.
Tom Bishop, head of travel insurance at 
Direct Line, commented: “It is not surprising 
to see tourist hotspots such as Spain, the 
US, France and Greece appearing as the 
most popular destinations, and shows 
that holidaymakers are just as likely to fall 
unwell, lose baggage or need to cancel 
their holiday whether they are hopping over 
the pond or just crossing the Channel.”
Year-on-year, the number of travel insurance 
claims rose by more than 22,000 (four per 
cent) , with exotic destinations such as Western 

Africa (a 29-per-cent increase) and the 
Caribbean (a 15-per-cent increase) both seeing 
a significant increase in claims volume, while 
North Africa and Central Africa saw the most 
significant fall in claim volumes, with 74-per-
cent and 24-per-cent decreases respectively. 
  The most common reason for making 
a travel insurance claim in 2016 was 
cancellation, accounting for nearly 40 
per cent of claims. This was followed by 
outpatient medical incidents (25 per cent) 
and accidental loss of baggage (seven 
per cent) . Delays, either by airlines or by 

http://www.itij.tv
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Our lead story this month (p.1, High impact events drive demand) provides a 
fascinating insight into the evolution of travel insurance sales and distribution in 
Singapore. With a greater awareness of the need for travel insurance to protect 
against high-impact events, such as extreme weather and socio-political volatility, 
customers in Singapore are increasingly demanding greater levels of coverage. 
AIG Singapore expects travel insurance providers to concurrently disrupt the 
market by off ering more digital services, such as claims, besides already popular 
web and mobile-enabled sales. For more debate and insights on other travel 
insurance markets and issues in the region, be sure to check out the agenda 
for the 9th ITIC APAC in Bangkok on 12-14 June at itic.co/apac-agenda.
Before that event, though, ITIJ will be at ITIC UK in Brighton on 
17-18 May, reporting on the conference and talking to UK industry 
representatives about an array of topics for ITIJ TV’s new Industry Insights 
section. If you’d like to be involved, please email editorial@itij.com. 
The agenda for ITIC UK is fi rmly focused on – but not limited to – Brexit, 
a topic that is very much on the minds of UK-based insurers. For an 

insight into how Britons might best access healthcare in Europe post-
Brexit, see our op-ed piece from Doctor Care Anywhere on p.12. 
Also in this issue is our brand new Company Profi le section, where we’ll 
get up close and personal with a diff erent travel insurance company each 
month. This issue, we kick off  with Europ Assistance – see p.20.
One thing that’s very much on our minds in the ITIJ offi  ce at the moment is the 
2017 ITIJ Industry Awards. As your nominations have been coming in, we have 
been excited to read about the incredible work carried out by so many people in 
such a wide variety of sectors, in all parts of the world – all under the banner of 
assisting travellers in need. The new nominations process for this year seems to 
be proving popular, so whether you’d like to put your own company forward for 
an ITIJ Award in a particular category – or categories – or whether you’d like to 
tell us about one (or more!) of your partners that you feel deserves an  ITIJ Award, 
just head over to the ITIJ website (itij.com/awards) to fi nd the nominations forms, a 
full list of Awards categories, and plenty of information about what promises to be 
another spectacular evening for the global travel and health insurance industry.
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So, stag and hen parties (see page 
7) travelling abroad (sigh). Southern 
Cross in New Zealand has identifi ed this 
particular group of travelling lunatics, 
common to many nationalities across the 
globe, as a particularly high risk set of 
travellers (unsurprisingly). So, here’s a few 
tips for insurers to give to said travellers…

High on the list of claims is the loss 
of an engagement ring, which could 
be prevented by not using it:
a) As a beach volleyball
b) As a projectile for getting the 
attention of the air steward(ess)
c) As (b) except thrown into 
the sea during drunken sad/
angry/tearful refl ection on future 
marriage to horrible partner.

To minimise the risk of severe sunburn:
a) Don’t drink and fall asleep.
b) Don’t drink and fall asleep.
c) KY Jelly might be funny, but 
does not make good suncream.

To avoid food poisoning/
fl u (aka hangover):
a+b+c) What do you expect??? You’re 
on a stag/hen do for heaven’s sake.

And fi nally, my advice to 
insurers/underwriters…
Why do you bother?

(Even bigger sigh)

Ian Cameron
Editor-in-chief

ian@itij.com

Editorial 
Blog

CONTINUED FROM PAGE 1

CONTINUED FROM PAGE 1

fi nding themselves stranded thousands 
of miles away from home, making travel 
insurance a worthy investment.
Meanwhile, AIG Singapore noted that 
socio-political volatility is also an emerging 
risk, with claims data suggesting that travel 
insurance claims relating to socio-political 
volatility have more than doubled in the last 
three years, where people had their travel 
disrupted as a result of political instability, 
coup d’état, increased border security, and 
terrorist attacks. Chng said that such risks 
highlight the need for travel insurance to 
meet customers’ demands: “Singapore 
travellers are demanding greater levels of 
coverage and looking for travel insurance 
that suits their needs, especially since the 
global security environment has become 
increasingly volatile in recent years and 
high-impact incidents are more prevalent.”
Whether it is extreme weather events, 
disease outbreaks or political unrest, Chng 
said that it is important for insurers to adopt 
a seamless claims process supporting their 
customers wherever they are in the world: 
“These situations can be highly stressful, 
and consumers are looking to mitigate risks 
in potentially bad situations. This is why 
they are no longer focused on the latest 
deals when it comes to travel insurance. 
Instead, their priority is what will provide 
the most comprehensive coverage along 
with a customer-centric approach, so as 
to have peace of mind when travelling.”
To meet this growing demand for a more 
seamless claims and risk management 
process, AIG Singapore expects travel 
insurance providers to transform their 

off erings by expanding their digital 
capabilities: “We have seen an increase 
in customers making direct purchases 
digitally, but technology does not stop at 
distribution. The next step would be for 
them to embrace disruption and move 
more service off erings towards the digital.”
Looking at how digital sales channels 
have already improved the travel insurance 
take-up rate, NTUC Income head of 
personal lines Annie Chua said the 
insurer has seen an increasing trend of 
Singaporeans buying travel insurance, and 
that it can be attributed to ‘the process 
of buying travel insurance becoming 
increasingly convenient for consumers 
through various platforms such as the 
web and mobile phones ... coupled with 
the lowering of travel insurance costs’.
Awareness of the benefi ts travel insurance 
off ers holders is increasing in Singapore, 
according to industry experts, who attribute 
rising sales to improved understanding of 
insurance. Shirley Tan, the local marketing 
head of Etiqa Insurance, the insurance arm 
of Maybank, noted: “There is an increasing 
awareness that travel disruptions and 
events such as natural disasters, epidemics 
or terrorist attacks can happen any time 
and anywhere.” And with increasing 
awareness of the product will then come 
a deeper understanding of the variations 
between policies, added Himanshu 
Upadhyay, assistant vice-president at 
Ergo Insurance Singapore: “With that 
awareness comes the understanding that 
the cheapest products often do not provide 
all the coverage you are expecting.”

Meanwhile, research from Google, which 
recently launched its APAC fi nancial 
dashboard, found that travel insurance 
is high up in the minds of Singaporeans 
searching for insurance online, with 61 per 
cent of searches for insurance concerning 
travel cover, and 72 per cent of people 
buying it online. Three in four Singaporeans, 
said Google, search for cover with a brand 
already in mind. Michael Yue, industry 
head for banking and fi nancial services 
for Google Singapore, commented on 
the fi ndings: “Two in three Singaporeans 
have a brand in mind when searching, 
and I don’t think this is surprising because 
we have very dominant brands here in 
the fi nancial sector in Singapore. One of 
the key takeaways for new entrants [is 
that] establishing your brand, especially 
in the digital sphere, is very important.”

providers at the holiday destination, 
also accounted for a significant 
number of insurance claims in 2016.
Bishop added: “This analysis shows the 
extent that unforeseen circumstances 
can impact a holiday, from medical 
costs to rescheduled flights or lost 
luggage. Despite cancellation being 
the most common travel insurance 
claim amongst Brits, it is shocking 
how many holidaymakers leave 
buying travel insurance to the last 
minute. Losing out on a holiday is 
bad enough, but at least by taking out 
comprehensive travel insurance at the 
time of booking a trip there doesn’t 
need to be a financial loss too.” 

High-impact events drive demand

Pain from claims 
in Spain

holidaymakers are 
just as likely to fall 

unwell, lose baggage 
or need to cancel their 
holiday whether they 
are hopping over the 
pond or just crossing 

the channel 

mailto:ian@itij.com
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Medical Assistance 
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ABTA issues 
Brexit report
British travel trade organisation ABTA has 
released its 2017 Brexit report, Making a 
success of Brexit for travel and tourism, in 
which chief executive Mark Tanzer issued 
a call for open skies for airlines, no visas for 
travellers, continued access to free or reduced 
cost healthcare for British citizens, and free 
mobile roaming. “The outbound travel industry 
alone contributes £28.3 billion a year to the 
UK economy and the European Union (EU) 
is our main market for overseas travel, with 
75 per cent of business and leisure trips 
taken there,” said Tanzier. “The EU is also 
the main source market for visitors to the 
UK. With this in mind, it is essential that the 
industry can continue to prosper post-Brexit 
and holidaymakers and business travellers 
can continue to travel freely and enjoy the 
important benefi ts currently open to them.”
There are just under 26 million European 
Health Insurance Cards (EHIC) in 
circulation within the UK, according to the 
European Commission. Tanzer went on to 
say : “While it is not a substitute for travel 
insurance, access to free or reduced cost 
treatment across the EU has been a major 
benefi t for UK travellers. ABTA urges the 
Government to secure the UK’s continued 
participation in the EHIC scheme, which 
guarantees UK travellers reciprocal access 
to healthcare systems across Europe.”

Macau travel 
alert system up 
and running
Travellers from Macau will now be able to 
check the security status of their intended 
destination, following the launch of a 
new  Travel Alert System by the Tourism 
Crisis Management Offi  ce. The aim of the 
system is to allow ‘accessible and timely 
dissemination of information about crisis 
situations, emergencies or catastrophes’ 
aff ecting 77 countries around the world. 
Whether it is a terror attack, extreme weather 
conditions, political confl icts or a disease 
outbreak, the Travel Alert System will issue 
a warning, ranging from one to three, which 
will inform travellers whether or not there 
is an imminent threat to personal safety.
Currently, Belgium, France, Israel, Nepal 
and Tunisia are considered to be level one 
risks – where travellers are encouraged 
to exercise caution. Egypt and Turkey 
are level two, which means travellers are 
told that they should avoid non-essential 
travel to these destinations. The Tourism 
Crisis Management Offi  ce pointed out 
that the advice is not prohibitive in nature, 
and that it is up to the individual traveller 
to decide whether or not to adjust their 
plans based on the available information.

The increasing popularity of stag and hen 
parties heading overseas for a long weekend 
of delights and debauchery inevitably 
means that things can go wrong with these 
trips, and according to New Zealand-based 
Southern Cross Travel Insurance, things 
regularly do. Statistics from the company 
show that nine per cent of hens have lost 
their engagement ring while abroad on a 
hen weekend; 32 per cent have suff ered 
from sunburn while on their trip; and 29 per 
cent have experienced food poisoning [Ed 
note: food poisoning and hangovers can 
appear similar in certain circumstances!].
For the men, however, 34 per cent 
claimed to have suff ered from fl u while 

on an overseas stag trip [Ed note: see 
above comment re: hangovers]. Thirty-
four per cent of stag party attendees 
also said they have ‘had an accident’ 
resulting in a broken limb of some kind.
The above shows quite how important 
travel insurance can be, and while 
regular readers of ITIJ will be familiar 
with the words ‘if you can’t aff ord travel 
insurance, you can’t aff ord to travel’ (credit 
Australian Department of Foreign Aff airs 
and Trade), an astonishing number of 
Kiwi travellers don’t take out insurance for 
their trip. SCTI’s fi gures showed that:
• 24 per cent didn’t have travel insurance.
• 47 per cent didn’t consider travel insurance.

• 15 per cent forgot to get insurance.
• 11 per cent couldn’t aff ord it.
• Three per cent cited other reasons.
 [Ed: Sigh. Bangs head against 
wall repeatedly.]

Stags and hens go wild

mailto:taa@taa.at
http://www.taa.at
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European Air Ambulance (EAA) is one of the largest 
specialised air ambulance service providers in Europe 
offering worldwide air ambulance repatriation 
with outstanding end-to-end patient care.

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

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

We provide
expertise and care

European Air Ambulance

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

alert@air-ambulance.com
www.air-ambulance.com
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The most recent Financial Benchmarking 
Report (full year 2015) from the American 
Society of Travel Agents (ASTA) shows 
strong results among those surveyed, with 
81 per cent of respondents saying their 
revenues had either increased or stayed 
the same compared to 2014. Eben Peck, 
senior vice-president of government affairs 
and communications at ASTA, said that 
the improving economy has helped travel 
agents’ businesses. Other findings from 
the report showed that 56 per cent of 
respondents reported that cruise sales 
had increased, while 53 per cent reported 
an increase in travel insurance sales. 
Those polled were also positive about 
the future, with most forecasting similar 
trends for the year to come. ASTA noted 
that ‘although constrained by commission 
rates set by industry suppliers, agencies 
overall consistently receive the highest 
commission rates from selling travel 
insurance (19 per cent to 21 per cent)’.
In related news, Bob Chambers, vice-
president of operations at CSA Travel 
Protection, spoke recently about how 
travel agents boost their revenues through 
selling travel insurance. In an interview 
with Travel Weekly magazine, he also 
highlighted the high commission potential 
that travel insurance sales carry, and 
discussed the ways in which a travel agent 
might be able to increase the number of 
policies they sell, based on his experience 
and knowledge of which agents already 
sell the highest number of CSA policies. 
“They almost assume the sale,” said 

Chambers, “[They say] ‘OK, we’ve got 
your cruise locked down, we’ve got your 
dates and everything. Let’s go ahead and 
look at travel insurance now because 
that’s something you really need to 
have’, and just go along with that flow.” 
Selling with confidence, he said, is key, 
and framing insurance as a necessity 
rather than an optional extra can also 
be effective: “One of the things I’ve 
heard agents say is, ‘Look, oftentimes 
a vacation could be your third biggest 
expense after your house and your car, 
and you protect those investments; why 
wouldn’t you protect your vacation’?”

Australian insurer Travel Insurance 
Direct has released figures showing that 
it received almost 200 claims directly 
related to snowsports over the past 12 
months, with the majority being for medical 
expenses resulting from an injury. And 
it seems that Japan is the destination of 
choice for Aussie ski enthusiasts, with more 
claims originating there than from Canada, 
Europe and New Zealand combined. Phil 
Sylvester of Travel Insurance Direct said 

that the number of claims from Japan 
could stem from the fact that the snow in 
the country is different from that to which 
Australians are more accustomed – added 
to which, Australians are an adventurous 
bunch! “It can be a very dangerous sport 
and Aussies by nature like to ‘have a go’,” 
commented Sylvester. “Unfortunately, we 
just aren’t used to the snow conditions that 
are found in other countries such as Japan 
and North America, so they get hurt.”

ASTA reports increased travel 
insurance sales

Aussie ski claims figures in

mailto:alert@air-ambulance.com
http://www.air-ambulance.com
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they call it chaos

we call it home

In the complex healthcare landscape of Turkey, managing your claims euros is a hefty challenge. You are faced with �uctuating prices, complicated length of stay mechanisms, over
treatment  and  unnecessarily billed items. Eurocross Turkey’s  cutting-edge cost containment  system manages this  process   for  you, and saves you  substantial figures doing so. 
Managing   your healthcare  spendings  with passion  and  an unmatched  knowhow  in  local  healthcare dynamics,  Eurocross  Turkey  dedicates itself  to safeguarding  your  rights
and protecting your wallet.  Its transparent business model  is a proof of  this. This is why global assistance companies are  rapidly switching to Eurocross Turkey, one by one. 
Jump on the bandwagon now and discover the secret pattern of Turkish healthcare.

Healthcare in Turkey is a complex knot. But we’ve discovered the secret pattern!

This ar twork has been designed by local ar tists. We thank Aponia for their valued contribution. © Aponia Store
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We’re scammin’ 
Out of the 10 countries to which 
Australians travel the most, six come 
with specifi c warnings about scams 
from the Department of Foreign Aff airs 
and Trade (DFAT). The countries 
concerned are Indonesia, Thailand, 
China, Singapore, Fiji and India.
After New Zealand, the favourite 
destination for Australian travellers is 
Indonesia, and the DFAT noted that the 
most common scams perpetrated in the 
country are credit card/ATM fraud and 
confi dence tricks. Travellers were told 
that the best way to minimise the risk of 
becoming a victim of such practices is to 
only use an ATM during the day, obscure 
their PINs and only withdraw money from 
inside a bank building. The warnings 
regarding scams in Fiji are very similar.
In Thailand, meanwhile, Aussies are 
falling for the same ATM scams, as 
well as gem scams and jet ski scams. 
DFAT reported that there have been 
several cases where Australians have 
been harassed by jet ski operators on 
beaches in Phuket, Pattaya, Koh Samui 
and Koh Phangan, and recommended 
that people take pictures of a jet ski’s 
condition before using it so as to help 
settle matters in the event of a dispute.
In China, massage scams pose a 
particular danger, said DFAT. The scams 
see victims approached and invited to a 
massage parlour, or to a café or bar for 
a variety of reasons, but frequently the 
perpetrator claims to want to practice their 
English. After a conversation has taken 
place, the tourist is handed a large bill and 
prevented from leaving the establishment 
until it has been settled. DFAT explained: 
“In Shanghai, male foreigners can be 
targeted on the Bund and around East 
Nanjing Road and People’s Square and 
occasionally Hongqiao by people off ering 
‘massages’. The foreigner is guided to 
a building and, after the massage is 
provided, threatened and sometimes 
assaulted by a group of men connected 
with the establishment. Foreigners have 
been forced to pay large sums of money.”
Singapore is generally considered to 
be a relatively safe destination, but 
travellers are getting caught out by 
‘outrage of modesty’ scams, which 
involve people taking advantage of 
strict local laws to issue fake fi nes and 
confi scate the passports of people who 
are unaware of the regulations regarding 
inappropriate language and behaviour.

Celent has released a new report titled IT 
Spending in Insurance: A Global Perspective, 
2017, which analyses regional IT spending 
patterns of insurance companies and 
presents a high-level view of the global 
insurance market. The report examines 
estimates for IT budgets based on premium 
growth as well as the impact of technology 
on strategic and business trends. 
Using IT spending as a percentage of 
premium, Celent estimates that global IT 
spending by insurance companies will 
reach US$184.8 billion by the end of 2017. 
Three overarching trends – digitalisation, 
data analytics, and legacy and ecosystem 
transformation – still dominate investment. 

Diff erent geographical markets are at 
diff erent states of maturity. Developing 
markets remain aggressive in their focus on 
new platform acquisition and technology in 
support of sales distribution. More mature 
markets are characterised by agendas of 
digital transformation and modernisation.
“In a few markets globally, we have seen 
a slight reduction in IT spending this 
year,” commented senior vice-president 
Jamie Macgregor. “Generally, the more 
mature markets remain under pressure 
to demonstrate value through effi  ciency. 
Digitisation and, increasingly, analytics are a 
dominant piece of the technology investment 
agenda, with  a clear focus on the front end 

of the business in sales and distribution.”
For more details about how technology and 
digitalisation is aff ecting the delivery of travel 
insurance services, check out the 19 April 
episode of ITIJ TV, which includes comments 
from IMG and Aon Affi  nity Travel Practice.

IT spending by insurers in the billions
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The latest security measures 
aff ecting travellers to the US and 
Britain have forced some insurers 
to rethink their policies covering 
valuables carried in hold luggage.
Robin Gauldie reports

In March, the US Department of 
Homeland Security barred travellers on 
some airlines fl ying into the US from 
eight countries from carrying electronic 
items larger than smartphones in cabin 
baggage. Such items – including laptop 
and notebook computers, tablet devices 
and game consoles – may now be 
carried only in checked baggage.
“Evaluated intelligence indicates that 
terrorist groups continue to target 
commercial aviation and are aggressively 
pursuing innovative methods to undertake 
their attacks, to include smuggling 
explosive devices in various consumer 
items,’’ the Department said in a statement. 
The rationale behind the ban appears to 
be a concern that even a relatively small 
explosive device concealed in a laptop or 
tablet would cause catastrophic damage 
if detonated in the pressurised passenger 
section of an aircraft. A similar explosion in 
the hold section might be less destructive.
The measure aff ects direct fl ights to the US 
operated by non-US airlines from Amman, 
Cairo, Istanbul, Jeddah, Riyadh, Kuwait, 
Casablanca, Doha, Dubai and Abu Dhabi. 
US carriers are exempt. The UK has already 
introduced similar restrictions, and has said 
the action is not based on identifi cation 
of a specifi c terrorist plot, but stems from 
growing concerns about the continuing 
threat from Middle East-based terrorist 
groups. That seems to indicate that the ban 
is here to stay, in common with other airline 
security measures like the ban on carrying 
liquids on board. When introduced in 2006, 
that was supposed to be a temporary 
measure, but it is still in place worldwide.
The UK devices ban is open-ended, but 
the US restrictions will be reviewed by the 
end of 2017. The US has not excluded 
the possibility of adding more routes to 
its list. However, no other countries have 

agencies 
that 

terrorist 
groups are 

now smuggling 
explosive devices 

hidden in electronic devices such 
as laptops. Counter-terrorism experts 
are equally divided over the need and 
eff ectiveness of the new travel restriction.”  
That lack of unanimity did not deter the UK 
from following the US’s lead. Instead, the 
Government went even further, extending 
the ban to all British and foreign carriers 
operating direct fl ights to the UK from any 
airport in Turkey, Egypt, Tunisia, Jordan, 
Lebanon and Saudi Arabia. While the 
US appears to consider Casablanca, 
Doha, Dubai and Abu Dhabi as high-risk 
departure points, Morocco, Qatar and 
the UAE are not included in the British 
ban. The UK’s specifi cation of which 
items must be checked in is also more 
precise, and more generous, than that of 
the US restriction, permitting passengers 
to carry devices no larger than 16cm 
long, 9.3cm wide and 1.5cm in depth, 
compared with Homeland Security’s vague 
‘no larger than a cellphone’ defi nition.

The smallest smartphone on the market is 
not much bigger than a credit card, while 
the average phone is around 11cm by 6cm.    
Saudi Arabia ranks among the world’s 
least popular destinations for British 
and US travellers. Jordan and Lebanon 
are not mass tourism destinations. The 
number of Britons holidaying in Tunisia 

plummeted from 425,000 in 2014 to 
24,000 last year after the killing of British 
tourists at Sousse in 2015 and a UK 
Foreign and Commonwealth Offi  ce warning 
against all but essential travel, which 
remains in force until at least May 2017.
The number of US insureds travelling to 
and from the aff ected countries on non-US 
airlines is relatively small, and US insurers 
appear unconcerned by the actions, said 
Megan Freedman, executive director 
of the US Travel Insurance Association. 
“Anecdotally, members have not seen an 
impact from the ban in its current state; 
if the restrictions were to stay in place or 
become more widespread, companies 
would take the time to evaluate the impact 
and possibly make changes,” she said.
However, Turkey and Egypt remain popular 
tourism destinations for Britons, and British 
airlines aff ected by the new restrictions – 
such as easyJet, Jet2, Monarch, Thomas 
Cook and Thomson – carry large numbers 
of holidaymakers to and from their airports. 
Both countries have seen visitor numbers 
from the UK tumble in the last two years, 
but 1.7 million Britons visited Turkey last 
year and around 900,000 visited Egypt, 
so British insurers have more cause for 
concern than their US counterparts.

To cover or not to cover?
Reports in mainstream media quoted 
a warning by ABTA, the UK travel trade 
association, that ‘these devices are typically 
not covered by travel insurance policies 
either for loss, damage or theft when 
placed in the hold’ – this move by ABTA 
prompted several British insurers to clarify 
that they will, at least for the time being, 
waive some exclusions and honour claims.
British secretary of state for transport 
Chris Grayling appealed to the insurance 
industry to ‘be realistic’ about the 

the ban is here to stay, in common with 
other airline security measures like the 

ban on carrying liquids on board

Theft will increase and fraudulent 
claims will escalate

agencies 
that 

terrorist 
groups are 

now smuggling 
explosive devices 

hidden in electronic devices such 
as laptops. Counter-terrorism experts 

Technical trials 
and tribulations

so far shown 
any appetite 
for introducing 
similar restrictions. The 
Netherlands and Italy have 
both stated they see no need 
to introduce such measures. Germany, 
Ireland and Switzerland have ruled them 
out, and the European Commission 
said it was not aware of plans by any 
member state to introduce a ban.

A considered act?
As a result of the actions by the two 
governments, travel insurers are likely 
to see an increase in claims for stolen, 
lost or damaged items carried in hold 
baggage, say industry sources. “Theft 
will increase and fraudulent claims will 
escalate,” cautioned Kate Huet, managing 
director of International Travel and 
Healthcare, a British insurance provider. 
“It’s a poorly thought through measure.”  
Others agree.
Shashank Joshi, senior research fellow 
at security think tank the Royal United 
Services Institute, said: “This risks being 
seen as a form of pointless ‘security 
theatre’ which causes great disruption 
with little benefi t to aviation security.”
“The travel restriction is not based on a 
credible, specifi c threat of an imminent 
attack,” said Barbara Chin of US law 
fi rm Mintz Levin. “Instead, it refl ects a 
new consensus among US intelligence 
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of policy limits and exclusions.
“As well as taking the time to thoroughly 
understand the terms and limits of the 
policy ahead of their departure, UK 
customers travelling to and from the 
countries aff ected should check the cover 
provided by their household and gadget 
insurers, as this may already provide cover,” 
said Barry Smith, Allianz Global Assistance 
Underwriting Manager, UK and Ireland. 
“It’s important to note that any other items 
of electronic equipment and valuables 
which are not included in these restrictions, 

such as cameras and MP3 players, but 
which have been checked in to the hold 
by customers, will not be covered.”
Huet also raises the issue of whether 
travellers whose fl ights originate elsewhere 
but travel to the US or UK via one of the 
aff ected airports will be aff ected by the 
restrictions. Abu Dhabi, Doha, Dubai and 
Istanbul are popular stopover hubs for 
travellers from Asia and Australia. “If a 
fl ight starts in India and goes to the US 
via Dubai, are Indian authorities going 
to apply the same rules?” she asked.
In Australia, as in the UK, there has been 
confusion over whether laptops and 
other items carried in hold luggage will 
be covered, but Australian law seems to 
imply that they will be. Industry sources 
say Australia’s Insurance Contracts Act 
implies that travel policies must provide 
cover for travellers if their airline insists 
that laptops and other devices must be 
carried as hold baggage. Some, including 
Fastcover, an Australian insurer whose 
policies are underwritten by Allianz, 
and 1Cover Travel Insurance, have said 
they will now cover electronic devices 
transported in the hold luggage if the 
airline requires them to be checked in.

Long-term solution?
However, some industry voices warn that 
this newly relaxed approach may change 
if the restrictions remain in place. Stephen 
Howard, head of product at TIFGroup, 

insurers already take a fl exible 
approach to claims where passengers 

have been forced to place items in 
hold baggage

all such claims must be supported 
by a property irregularity report from 

the airline

restrictions by extending cover to include 
electronic items carried in hold baggage, 
while Mark Shepherd, head of property, 
commercial and specialist lines at the 
Association of British Insurers, said some 
insurers already take a fl exible approach 
to claims where passengers have been 
forced to place items in hold baggage due 
to circumstances beyond their control.
Shepherd also said some travellers 
may be covered under their household 
contents policy and suggested they could 
seek compensation from their airline for 
damaged devices. That raises the issue 
of squabbles between travel insurers, 
contents insurers and airlines over who 
pays out on such claims. Airlines are 
notoriously reluctant to pay compensation, 
and in any case their responsibility for 
lost or damaged luggage is limited by 
the Montreal Convention to €1,131.
“Gadget insurance is best placed to 
counter this ban, by increasing their 
terms of insurance to cover previous 
exclusions, so that damage/theft from 
electronic devices in hold luggage is 
covered,” noted Kate Huet, adding: “This 
is already available. Taurus Insurance 
Services, which provides travel gadget 
cover in partnership with many UK travel 
insurers, has decided to extend cover to 
include items that are placed in the hold 
of aircraft, for all fl ights aff ected by this 
ban.” Taurus provides gadget cover of 
up to £3,000 per person when travelling 
abroad, but it won’t take much to breach 
this when you consider the number of 
expensive electronic items people are 
now routinely taking away with them.
Other insurers, while acting to reassure 
clients that they would honour claims, 
have generally extended even less 
generous levels of cover. Saga Travel 
Insurance, for example, limits cover 
to £600 per item – not enough to 
cover the replacement cost of a high-
specifi cation notebook, tablet or laptop.
“Valuables – including electronic devices 
– carried in suitcases, trunks or similar 
containers are typically excluded from travel 
insurance cover unless they are on the 

customer’s person all the time,” said Allianz 
Global Assistance UK in a statement. 
However, the company then confi rmed that 
it will cover claims made because of loss of, 

or damage to, electronic devices checked 
in with hold baggage by passengers 
fl ying to the UK from Turkey, Lebanon, 
Jordan, Egypt, Tunisia and Saudi Arabia.
Already alert to the potential for 
fraudulent claims, insurers have 
emphasised that all such claims must 
be supported by a property irregularity 
report from the airline and have urged 
insureds to make themselves aware 

As ITIJ went to press, there was 
speculation that the ban on mobile 
devices could be extended to include 
fl ights from Europe to the US. Gillian 
Christensen, a spokeswoman for the 
US Department of Homeland Security, 
was quoted as saying: “We’ve said 
we will continue to evaluate the threat 
environment and make determinations 
based on that assessment, but we 
have not made any decisions on 
expanding the current restrictions 
against large electronic devices in 
aircraft cabins from selected airports.”
Mark Jenkinson, director of air charter 
fi rm Hunt and Palmer, talked about 
the eff ect the potential expansion 
of the ban could have on business 
travellers: “If Donald Trump really 
is considering extending the laptop 
ban to US-bound fl ights from major 
European countries, this could have 
a deeply negative impact on the 
international business community. A 
broadening of the laptop ban away 
from select high-threat countries has 
the potential to both hinder business 
and hit the airlines’  bottom line, as 
execs decide they cannot aff ord a 
day of time fl ying to the US without 
such a crucial business tool.”

said: “If we were to take the long (and in 
some ways pessimistic) view of the how 
this ban could aff ect insurers’ behaviour, 
if the ban becomes permanent, travel 
insurers may well decide to withdraw from 
covering gadgets. This could lead some 
to start recommending that customers 
should take out specifi c annual gadget 
insurance with a travel extension.”
Almost inevitably, he added, the ban will 
lead to an increased number of claims, 
and when this happens, premiums will 
increase, sums for insured losses are 
reduced, and the policy excess goes up.
“In an ideal world,” concluded Howard, 
“travel insurance would not look to 
cover gadgets as a standard cover – 
this is now an additional risk which the 
technological world has imposed on 
the travel insurance profession.” ■
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Card (EHIC), which gives British citizens 
the right to access healthcare in the 
European Economic Area (EEA), will be 
withdrawn when the UK leaves the EU. 
It is always important to take out travel 
insurance and yet millions of Britons fail 
to do so each year when they travel to 
European countries because of an over 
reliance on the EHIC. The Association of 
British Travel Agents (ABTA) estimates 
that 34 per cent of people currently do 
not take out insurance when visiting 
Europe, with close to a quarter of 25 
to 34-year-olds saying that they don’t 
do so because they rely on the EHIC. 
Losing the right to the EHIC post Brexit 
therefore makes it even more vital 
that travellers obtain comprehensive 
health and travel insurance cover.
As well as affecting travellers to 
Europe, millions of expats living in 
the EU, who have previously been 
entitled to receive healthcare as part 
of reciprocal agreements between EU 
states, will now be forced to choose 
between either taking out private 
medical insurance or returning to 
the UK for their healthcare needs. 
For insurers, the loss of the EHIC means 

additional pay-outs to cover travellers’ 
health expenses and repatriation for 
travellers if they cannot be treated within 
the country they are visiting. In cases 
where a traveller does need to seek 
treatment or advice, the costs to insurers 
to arrange hospital or doctor visits abroad 
are already exceptionally high, especially 
for emergencies that would be quickly 
dealt with by a GP, such as an emergency 
prescription for an asthma inhaler. In 
2015, health expenses for travellers cost 
insurers £196 million, 36 per cent more 
than the combined cost of lost baggage/
money (£16 million) or cancelled 
trips (£128 million) , according to the 
Association of British Insurers. Insurers 
will also have to consider the cost of 
offering and servicing policies that 
cover prescriptions abroad, particularly 
those for pre-existing conditions.
Insurers are increasingly recognising that 
technology and digital health services are 

a solution to these challenges – keeping 
costs low and offering a convenient 
and accessible service for travellers. As 
barriers to public healthcare systems 
go up around Europe, one option 
insurers can offer is a consultation 
with a virtual GP in the UK, who can 
be accessed via a secure video or 
phone. We at Doctor Care Anywhere 
already work with a growing cohort of 
travel providers and private medical 
insurers seeking a solution to these 
challenges, including Flight Centre, Aetna 
International and AXA PPP healthcare.
Video and phone appointments are 
easy to set up and provide travellers and 
expats access to a UK-trained doctor 
from anywhere in the world. It is very 
similar to seeing a local GP, only from a 
hotel room or villa, or even in a cab on 
the way to a business meeting. There 
is no language barrier so it avoids any 
confusion over whether patients are being 
treated by the right person. Such services 
also provide private prescriptions, which 
enable patients to have prescriptions 
delivered directly to them from the UK, or 
sent to a local pharmacy, or the GP can 
simply provide over-the-counter advice, 

depending on the local regulations of 
the country the customer is in. Patients 
can also track their individual symptoms, 
conditions and lifestyle factors while 
abroad to aid consultations with the 
doctor through our Health Tracking app.
 Following Brexit, insurers, expats 
and travellers will need to adapt to a 
changing market to overcome barriers 
to accessing healthcare in Europe. With 
an estimated one in five people not 
taking out any insurance when travelling, 
according to ABTA data, insurers will 
also need to evolve their offering more 
broadly to encourage travellers to 
cover themselves when abroad. Digital 
healthcare initiatives, such as virtual 
GP services, provide an opportunity 
to address these challenges through 
innovation, keeping costs low for insurers 
and providing travellers and expats 
with timely and convenient access to 
healthcare, in the UK as well as abroad.

Dr Eric R Miller, global head 
of corporate at Doctor Care 
Anywhere, discusses how Britons 
in Europe could access healthcare 
after Brexit

The starting pistol has been fi red on 
Brexit and insurers, expats and travellers 
are unsure what to expect when the 
UK leaves the European Union (EU). 
With reciprocal healthcare agreements 
in doubt, the cost of treatment abroad 
seems certain to rise. Online technology, 

which many insurers have already 
begun to incorporate into their provision, 
can provide an affordable solution for 
travellers who seek peace of mind when 
they go abroad for holidays or business. 
Foreign languages and unfamiliar health 
systems already act as barriers when 
accessing healthcare abroad, limiting 
options and making it difficult to get 
the necessary help. With Brexit, new 
arrangements need to be made to cover 
healthcare requirements, as it seems 
likely that the European Health Insurance 

Th e post-Brexit healthcare problem
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Milan Korcok assesses the current 
situation in the US concerning 
healthcare policy reform, and 
looks to the not-too-distant future 
to see its eff ect on the spiralling 
cost of healthcare

The ignominious failure of America’s new 
political leaders to ‘repeal and replace 
Obamacare’ has left healthcare providers 
and consumers still feeling imperiled by 
unsustainable rising costs. Just minutes 
before the Republican-designed American 
Health Care Act (AHCA) was due to be 
voted on by the House of Representatives 
on 24 March, President Donald Trump, 
chief advocate of ‘repeal and replace’ 
pulled the bill from the table, admitting 
it didn’t have the votes within his own 
fractious Republican party to approve 
its passage to the Senate. In effect, it 
was dead, and the Affordable Care Act 
(ACA) remained the law of the land.
Ironically, the death of the AHCA 
was attributable not so much to any 
perceptions of success or failure of the 
Obama administration’s ACA (which 
remains a fiscally-troubled vehicle) , but 
to the inability of House Republicans 
to agree on a proper balance between 
free market choices and government 
mandates, and defiance of Democrats 

still stunned by their loss in last 
November’s general election. Not one 
Democrat would vote for the new 
bill – even though it reinforced many 
elements of the ACA they passed into 
law seven years earlier, and which they 

gleefully subtitled ‘Obamacare-Lite’.
According to the independent, non-
partisan Kaiser Family Foundation, the 
AHCA would have retained the health 
insurance marketplaces; maintained 
Medicare inviolability; required coverage 
of pre-existing conditions (except for 
short-term non-renewable policies); 
maintained coverage of young people 
to the age of 26 on their parents’ plans; 
prohibited lifetime dollar caps on services; 
and maintained comparable coverage 
of 10 ‘essential’ categories of healthcare 
needs (with only a little trimming).
On the other hand, it would have 
repealed almost all of the ACA’s taxes on 
prescription drugs and health insurance 
plans; reined in future Medicaid expansion 

Forced to keep their prices low to 
remain competitive on the exchanges, 

insurers took huge losses and 
eventually vacated many of the markets

price spikes will moderate in 
future years

(the state-federal programme for the poor) 
by gradually converting federal funding to 
a per capita basis as opposed to lifelong 
entitlements; reconfigured tax-based 
individual subsidies to lower the costs of 
premiums for younger adults and increase 
them for the elderly; prohibited federal 
Medicaid funding for Planned Parenthood 
clinics and prevented tax credits from 
being applied to plans that cover abortion 
services (the hottest of hot buttons in 
American  political discourse). That’s what 
House Speaker Paul Ryan, chief architect 
of the AHCA, was prepared to put to the 
House floor for a vote, which likely would 
have passed with a small majority, except 
for the stubbornness and solidarity of the 
far-right House Freedom Caucus, a group 
of approximately 25 Republican hardliners 
who insisted ‘Obamacare-Lite’ was an 
insufficient response to the American 

voters who elected them to ‘repeal’ and 
‘replace’, with emphasis on the ‘repeal’. 
If that meant scuttling the President’s 
keystone election promise, so be it. 
Given that Democrats were galvanised in 
their conviction to avenge their shocking 

election loss to Trump and were sworn not 
to give the ACHA one vote – which they 
did not – it took relatively few Freedom 
votes to defeat their own party’s bill.
 
What now?
For the foreseeable future, and for all 
stakeholders and participants in the 
most expensive healthcare system in the 
world – including international insurers 
and their cost containment arms – it 
means a continuation of the ACA and 
mounting anxiety about its affordability, 
and by extension its contribution to 
the overall costs of healthcare – a 
spiral that eased somewhat over the 
past decade, but is on the rise again. 
According to the government’s own 
National Health Expenditure Projections 
for the years 2016 through 2025, health 
spending is projected to grow at an 
average rate of 5.6 per cent per year 
through the next decade, rising from 
17.8 per cent of GDP in 2015, to 19.9 
per cent by 2025, or, put another way, 
peaking at close to $10,000 for every 
adult and child residing in the US. 
As for the uninsured and underinsured, 
the ACA’s main charge is to provide 
low-cost private insurance to low income 
families, many on state Medicaid rolls, 
as well as individuals working for small 

American healthcare reform: 
one step forward, two back
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of Health Policy and Strategic Associates, 
a policy and marketplace consulting fi rm. 
Laszewski chides the health insurance 
industry for completely ignoring the 
fi nancial problems they are having in the 
ACA marketplace: “Too many sick people 
have signed up and not enough healthy 
people because the insurance plans the 
carriers are off ering are so unattractive 
to all but the sickest because of the tight 
regulatory box [the ACA] puts them in.”
The ACA’s defenders, however, insist 
that any attempt to insure all, or virtually 
all Americans, without resorting to a 

single payer model, is complicated 
and challenging and will take time. 
They contend that the price spikes will 
moderate in future years, and though 
the costs of healthcare in America will 
continue to rise, their trajectory will 
not be as steep as it is right now. 
No one argues however, with the 
prediction that by 2025, almost one- 
fi fth of the total value of the goods and 
services produced in the US in that given 
year (GDP) will be spent on healthcare – 
$10,000 for every adult and child. That’s 
some trajectory; some price tag. ■

though the costs of healthcare in 
America will continue to rise, their 

trajectory will not be as steep as it is 
right now

businesses whose employers can’t 
afford existing private insurance. It is not 
intended to substantially alter the existing 
insurance framework for coverage of 
the majority of employed, non-Medicaid 
insureds – the American mainstream. 
Though the ACA is a vast programme 
that reaches into all parts of the health 
system, its most visible component is the 
creation of health insurance exchanges 
– or marketplaces – in which competing 
health insurers showcase and offer their 
products to prospective consumers online. 
The exchanges are run either by the 
states alone, by the federal government 
under HealthCare.gov, or a combination 
of the two. The insurers set their own 
premium prices, but they must reveal 
details about their provider networks, 
deductible requirements, co-insurance 
and co-pay limitations, and other such 
details for four ‘affordability’ levels of 
which the ‘Silver’ category (not the lowest 
premiums, but lower deductibles than 
the category below) has proven the most 
popular, being chosen by 70 per cent of 
purchasers – some, but not all of whom, 
are eligible for tax-based subsidies to help 
them pay for the premiums. (About 80 
per cent of ACA exchange products are 
said to qualify for government tax-based 
subsidies.) Silver level plans nationwide, 
however, averaged 25 per cent increases 
nationwide from 2016 to 2017.
But premiums are only half the equation. 
The other half is the deductible, and 
that’s what trips up many applicants 
looking for ‘cheap insurance’. According 
to an analysis of ACA exchange policies 
done by HealthPocket (a healthcare 
research firm), deductibles for the 
most popular Silver plan level average 
$3,572 in 2017 (15 per cent more 
than last year) . And for families they 
average $7,474 per year, a situation 
many critics have convincingly argued 
is akin to having no insurance at all.

Health insurers’ lost revenue
Part of the reason for the relentless 
spiral in the price of premiums is the 
elusiveness of universality: the inability 
to spread risk across the universe of 
applicants to cover the costs of the few. 
This inability was exacerbated by the 
ACA promise to provide pre-existing 
condition coverage for all plans – which 
only encouraged young healthy people to 
hold off getting insurance until they felt 
a spot of trouble coming on. Then, they 
could sign on and get coverage instantly.
To discourage these delayed sign ups, 
the ACA instituted mandates – hard-
fought all the way to the Supreme Court 
– requiring all individuals and families to 
have health insurance or pay a fine when 
filing their federal taxes. For 2017, the 
penalty for a single applicant is $695, 
or 2.5 per cent of income (whichever is 
greater) , and for a family it’s $2,085 or 
2.5 per cent of income, up to a maximum 
penalty of $13,100. The Republican 
AHCA bill would have eliminated this 
penalty, but that’s now history.
For many young people, the choice 
is easy – pay the penalty and wait to 
get sick. That’s cheaper than paying 
premiums every month. And for the 45 
million Americans who pay no federal 
taxes, most of whom file no IRS (tax) 
forms, the choice is just as easy. 
As a consequence, health insurers lost 
the revenues they needed to pay for a lot 
of sick people and were forced to trim 

back their benefi ts, by severely narrowing 
consumer choice of providers, access to 
prescribed drugs, and other non-essential, 
but important benefi ts. Forced to keep their 

prices low to remain competitive on the 
exchanges, insurers took huge losses and 
eventually vacated many of the markets 
in the 36 states that off ered exchanges.
Aetna, which claims it lost more than 
$430 million on the exchanges, is pulling 
out of 11 of the 15 states in which it 
was off ering exchange products. This 
means that approximately 670,000 
people who were covered by Aetna 
last year will have to shop for another 
carrier, and in the process, possibly 
lose the doctor they have grown 
accustomed to seeing, or the hospital 
they may have been using for years.
UnitedHealthcare is scaling back its 
exchange programmes dramatically and 
will operate them in only three states 
in 2017. Humana is withdrawing from 
nearly 1,200 counties in eight states. One 
third of the counties in the US now have 
no exchanges. And in states that use 
the HealthCare.gov portal, the average 
number of insurers participating in an 
individual marketplace is 3.9 in 2017 
(down from 5.9 per state in 2015).  A Kff .
org survey shows that Alabama, Alaska, 
Oklahoma, South Carolina, and Wyoming 
have products from only one company to 
choose from, and such heavily populated 
states as North Carolina, West Virginia, 
New Jersey, Hawaii, and Delaware have 
only two each. So much for competition.

Price spikes to moderate? 
The combination of spiralling premiums 
and deductions, the continuation of 
mandated penalties, the withdrawal 
of major insurers from the exchange 
marketplace, and the reduction of provider 
choice, has been likened to a ‘death spiral’ 
by some of the ACA’s critics, among them 
Robert Laszewski, a prominent blogger 
on health fi nancing issues and president 
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Travel insurance provider Allianz Global 
Assistance USA, in response to increasing 
numbers of complaints from customers that 
the claims process is ‘too cumbersome, 
rigid and time consuming and doesn’t meet 
the needs of today’s on-the-go consumer’, 
has rolled out a suite of innovations and 
improvements, through which it intends to 
make the fi ling of a travel insurance claim – 
and the receipt of payment – quicker and 
more effi  cient. Among these improvements 
are re-designed claim forms that Allianz 
says are ‘easier to understand and use’, the 
option to select a direct deposit payment 
to a customer’s checking account, and the 
ability to use the company’s TravelSmart 
mobile app to fi le and track claims.
Going forward, if an Allianz customer 
needs to fi le a claim, they will now be able 
to select their preferred payment method 
(with further options forthcoming later in the 
year). Allianz also reports that it has made its 

claims forms ‘more intuitive, with an easier to 
understand look and feel’. This should, it is 
hoped, expedite the claims process, improve 
accuracy and necessitate fewer questions. 
Customers should also be able to avoid 
delayed payment due to incomplete claim 
forms, and will have the option to fi le travel 
insurance claims via Allianz’s website using 
any device, or via its TravelSmart mobile app.
“We’re proud to roll out innovations that will 
reinvent the Travel Protection industry,” said 
Joe Mason, Allianz Worldwide Partners USA’s 
chief marketing offi  cer. “Now consumers 
can fi le travel insurance claims faster and 
easier and may be reimbursed almost 
immediately.  These improvements to the 
customer experience are just the beginning 
of the exciting innovations we have planned.”

For more on the exciting new frontier 
of claims automation, check out our 
feature Man vs Machine on p.36

Ireland-based travel insurance provider 
Multitrip.com has announced 

that it will shortly be 
launching two-year multi-

trip travel insurance 
cover exclusively 
for Irish customers. 
This new two-year 
cover is a fi rst on the 
market, according to 

the insurer, and ‘will 
allow consumers to make 

further savings and avoid 
the hassle of having to renew 

their policies each year’.
“The launch of our 
unique two-year multi-
trip travel insurance 
product is in line with 

our commitment to 
deliver innovation, great 

value, and quality to our customers,” 
commented Ciaran Mulligan, managing 
director of Multitrip.com. “It will also 
provide consumers with a diff erentiated 
off ering, price certainty, convenience and 
real savings, something other insurance 
companies can’t off er. We expect sales 
to increase by 20 per cent as a result 
of this new innovative product.”
Mulligan further commented that insurance 
companies had been slow to move 
forward and be innovative. “In order to 
off er consumers better choice and build 
your consumer base, you have to invest 
in technology, you have to off er new 
innovative products, and you have to give 
your customers a convenient solution 
to their needs,” he said. “As a result, we 
have invested heavily in new technology, 
which allows us to off er our customers 
new and better product off erings.”

Nomad SOS, a Peru-based company 
that provides medical assistance, 
telemedicine and travel concierge services 
to travel insurance companies, recently 
launched a Medical Risk Map for Latin 
America, intended as a free resource to 
aid travellers who are heading to Latin 
America on holiday or for work purposes. 
The map shows the various medical risks 
that travellers could face in each of the 
countries that make up Latin America, 
colour coded from low to extreme risk; 

risk levels have been calculated based 
on the average standard of care travellers 
can expect in each country. Medical 
infrastructure, environmental concerns, 
access to prescription drugs, political 
risk and corruption, and emerging 
medical risks (such as food / water-
borne illness and infectious diseases) are 
among the factors taken into account.
Nomad SOS also recently launched 
its brand-new website, from which 
the risk map is available. 

Allianz aims for more 
fl exible claims

Two-year cover from Multitrip

Nomad SOS launches Latin 
America risk map
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Is your travel insurer 
about to sail into  
the sunset?
Not if you team up with Berkshire  
Hathaway Travel Protection.

If your travel-insurance underwriter is leaving you high and dry,  

know that Berkshire Hathaway Travel Protection’s commitment to  

travel businesses like yours won’t rise and fall with business tides.

With our top-rated balance sheet, excellent service, and legacy  

of integrity, we’re with you (and your customers) for the voyage.

www.bhtp.com

All of the travel insurance policies are underwritten by Berkshire Hathaway Specialty Insurance Company, Central States Indemnity Co. of Omaha, National 
Indemnity Company, or National Liability & Fire Insurance Company, all rights reserved. Consult your policy for all applicable terms and conditions.

Concur, a provider of integrated travel and 
expense management services and solutions, 
recently unveiled its integrated Traveller Risk 
Management solution. The solution includes 
a new Active Monitoring service powered 
by Healix and HX Global, which has been 
designed to help companies manage the 
safety of their employees 24/7, wherever 
they are in the world. Through this service, 
Healix and HX Global can help communicate 
with and assist employees at any time on 
a company’s behalf, whether they require 
pre-travel guidance or emergency safety 
information, helping businesses to deliver 
on their commitment to ensure employee 
safety and wellbeing as they travel.

“Our strategic partnership with Concur brings 
together the leading travel risk technology 
provider with the leading travel risk 
management services provider,” commented 
Declan Meighan, global security director 
at Healix International/HX Global. “The 
partnership utilises the existing Concur Risk 
Messaging solution and integrates it with our 
risk intelligence and 24/7 global monitoring 
and response services. This powerful 
and unique combination provides more 
granular and location-specific information 
in order to minimise risk and delivers the 
risk manager a dedicated 24/7 monitoring 
service that locates and communicates 
with employees during a crisis.”

Other features contained within Concur’s 
new solution include the ability to issue 
pre-travel advisories; two-way messaging 
via text, email, phone and Concur Mobile; 
traveller location mapping and reporting; 
incident analysis and reporting; and 
custom message and alert creation.

New website for 
IMG
Global benefits and assistance services 
provider International Medical Group (IMG) 
has unveiled a new, redesigned website. 
Among the new features, according to IMG, 
are ‘fully responsive design with seamless 
transition between desktop and mobile 
devices’, ‘a more engaging user experience 
with intuitive, streamlined navigation’, 
‘enhanced functionality that makes 
purchasing a plan even easier’, and ‘a new 
look and feel that reflects the IMG brand’.
“We listened closely to feedback from 
thousands of members and have 
dramatically increased the value we provide 
visitors [to our website],” said IMG’s chief 
revenue officer Craig Peters. “Our website 
now provides a simple, personalised 
experience for all visitors – whether they are 
healthcare providers, producers, members 
or prospective customers in search of 
plan options and helpful resources.”
The website also features IMG’s new blog, 
Global Connect, which offers ‘insightful 
information and tips on travel, health, tourism 
and insurance’ and aims to ‘connect travellers 
and expatriates with the information they need 
when planning an international trip or stay’.

Raising the 
coverage bar
Multinational risk advisor and brokerage 
Willis Towers Watson has introduced 
CyFly, which it describes as ‘an innovative 
and flexible insurance solution specifically 
tailored to cover cyber exposure affecting 
the airline industry’. This follows the Willis 
Towers Watson Industry Risk Index’s 
recent identification of failure of critical 
IT systems as the most significant risk 
facing the global aviation industry.
The company says that it recognises that 
airlines are exposed to significant financial 
and reputational damage in the event of 
a network incident caused by people or 
technology risk, and explains that CyFly 
forms part of its integrated approach to 
cyber risk by focusing on the human element 
associated with risk and technology. 
According to Willis Towers Watson, CyFly is 
available globally and includes the following 
coverages specific to the airline market: 
extension of business interruption referable 
to third parties; cover in respect of a broad 
range of technology and non-technology 
providers such as global distribution systems, 
baggage processing, aircraft maintenance, 
fuelling and catering and airport security; 
network business interruption cover at a pre-
agreed minimum value per flight cancellation 
and claims preparation costs cover; and cover 
for aviation regulatory fines and compensation 
in relation to specific cyber incidents.
John Rooley, CEO of Willis Towers Watson 
Global Aerospace, commented: “The risk 
landscape is evolving for our clients and 
we have been listening to and gathering 
extensive feedback through initiatives such 
as the Willis Towers Watson Risk Index and 
forums such as our recent airline conference 
held in Singapore. Equipped with extensive 
data and insight we are uniquely positioned 
to interpret succinctly what our clients want. 
Our expert cyber colleagues have worked 
seamlessly with our Global Aerospace team 
to launch this innovative product which 
raises the bar of coverage for this sector.”

Healix and HX Global concur with Concur
 

http://www.bhtp.com
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Founded in 1963, Europ Assistance is a pioneer in assistance and services with over 50 years’ experience behind it. Europ Assistance has a broad 
international footprint, serving 300 million customers in 208 countries (in 2015, EA realised more than 11.6 million interventions, and managed over 71 
million calls, serving customers directly or through 750 000 partners around the world, and a medical network composed of 400 doctors and nurses). 
The company provides emergency and on-demand services to corporate clients and individuals (i.e. direct-to-consumer) in selected markets.
EA operates five business lines: Automotive, Travel, Health, Home & Family and Concierge & CRM. Examples of travel services include 
travel insurance and assistance, medical repatriation, cancellation insurance and lost luggage insurance. Examples of Health & Corporate 
services are health assistance, treatment of dependency, chronic disease management, medical monitoring before and after hospitalisation, 
prevention, health solutions for employees, business travelers and expatriates, travel for treatment, and on-site medical care.

Europ Assistance
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Key Facts

Location of HQ: 
The Europ Assistance Group has its headquarters 
in Paris, France. The Global Travel team is 
based in Paris and Madrid and co-ordinates 
the overall business in all countries. 

Number of countries in which 
the company has offices: 
32

Subsidiary companies: 
34 subsidiaries in the world

Premium income (TI)/annual turnover 
for travel insurance products 
for the group/company: 
Group total turnover €1,5 billion. Europ Assistance 
Group is a company of the Assicurazioni Generali 
S.p.A., one of the leading insurance group in the world.

Interview with Pablo Moreno, 
global head of travel

What is your experience in 
the travel insurance industry, 
and what do you enjoy most 
about your current role?
I’ve been with Europ Assistance for 10 
years, starting out as head of sales and 
marketing at EA Spain and now in my 
current role as head of the travel global 
business line. This role is very exciting 
for me as I get the opportunity to build 
on some of the capabilities I started at 
EA Spain and work with the sales and 
marketing teams across our companies 
to develop global products and meet 
the needs of our international clients.

What are your current 
key objectives?
Continue to deliver best-in-class service 
both to travellers and our distribution 
partners, become the global reference for 
clients seeking international travel insurance 

solutions, and develop innovative solutions 
that are tailored to the market needs.
What are some of the biggest 
challenges currently facing 
global travel insurers, and 
how are these being met?
It’s interesting to look at the larger travel 
industry because on one end there is a 
lot of consolidation among large, global 
players but at the same time there are new 
upstarts popping up every day creating 
new segments and niches. The challenge 
for global travel insurers is how to meet the 
needs of both – with the ability to accompany 
the global expansion of these large 
distributors/partners and provide quality, 
consistent products and customer service 
in a turnkey fashion while also being able 
to tap into these new niches and segments 
with innovative products. The rise of the 
sharing economy is also a huge opportunity 
for travel insurers. The growth of the sharing 
economy is founded on trust – the two ends 

‘sharing’ the asset have to trust each other. 
This is something insurance, and more 
specifically travel insurance, provides. Finally, 
the continued rise of digital and mobile 
demands that all players in the travel industry 
meet consumer expectations about how 
they want to interact with companies they 
do business with. This is even more critical 
when we look at emerging markets which 
have completely leapfrogged past traditional 
channels and are mobile first markets.

How do you see travel insurance 
products and services developing 
in the coming years?
I think we will see travel insurance 
products and services evolving to meet the 
challenges I noted above. Products that 
fit the needs of large, global distribution 
partners, those tailored to niche segments 
like holiday rentals, for example, and a 
more digital mobile customer experience 
for travel insurance customers.

Industry info 

Do you have any affinity 
deals/white-labelling 
agreements in place? 
As the pioneer of travel assistance and 
insurance, the Europ Assistance brand 
has been trusted for over 50+ years 
and our distributors rely on this element 
to drive sales and provide the end 
customer with peace of mind. For this 
reason, most of our B2B deals are Europ 
Assistance branded. We are also able 
to white label our services to maximise 
the brand visibility of our clients.

Who are your assistance partners?
We have in-house teams including over 
400 doctors and manage a network of 
more than 750,000 providers globally. Our 
teams ensure 24/7 services to travellers 
in the leisure and corporate segments, 
with the highest possible quality of 
service and well-mastered claims costs.

What are your latest travel 

insurance products? 
Presented to the 2017 CES in Las 
Vegas, Europ Assistance has launched 
the new generation of travel insurance 
product, associating the traditional 
travel insurance with a connected 
device to track luggage and reduce to 
minimum the risks of baggage loss.

In which countries/regions 
do you sell the most travel 
insurance policies?
We are a global travel insurance and 
assistance player. We guide our clients 
everywhere in the world. When it comes 
to regional footprints, we are leading the 
markets in Europe, North and Latin America.

Do you have any new products/
deals on the horizon? 
Yes of course. Our global teams have 
a strong commercial presence and are 
always working on the development 
of new solutions to answer to our 

clients’ needs in a customised way.

Do you underwrite your 
travel policies in-house? 
Given our extensive experience in the travel 
business, we underwrite in-house, reaping 
the benefits of our global presence. 

Do you manage your own claims, 
or do you work with a claims 
management company?
We always want to provide the best service 
to our customers and managing claims is 
a key aspect in the customer journey. We 
strive every day to continuously improve 
the customer experience and count on 
cutting-edge technology combined with the 
unique expertise of our people to do so. We 
have rolled out a global NPS programme to 
ensure that we are consistently measuring 
the quality of service that we provide 
among multiple attributes. For these 
reasons, we believe claims management 
is part of the DNA of Europ Assistance.
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According to a new catastrophe 
report from global reinsurance 
intermediary Aon Benfi eld, severe 
weather in the US is expected to 
cost insurers more than US$2 billion 
in March

The monthly Global Catastrophe Recap 
report, which evaluates the impact of 
the natural disaster events that occurred 
worldwide, found that an extremely active 
period for severe weather persisted in the 
US throughout March, as four separate 
signifi cant outbreaks led to extensive damage 
in central and eastern parts of the country.
According to the report, the most prolifi c 
outbreak – from 6 to 10 March – resulted 
in major damage from tornadoes, large hail 
and straight-line winds in the Plains, Midwest 
and Southeast. Total economic losses for this 
event alone were estimated at $1.7 billion, 
while public and private insurance claims 
were listed at $1.2 billion. The aggregated 
cost to the insurance industry from the four 
events was expected to exceed $2 billion. 
In Australia, meanwhile, Cyclone Debbie 
caused fl ooding that killed 10 people in 
southeastern Queensland and northern 
New South Wales. The Insurance Council of 
Australia declared an insurance catastrophe 
following extensive wind and fl ood damage, 
and preliminary data indicated that 35,370 
claims had been initially fi led, with insurance 
payouts exceeding $310 million. These 
totals were expected to rise, and the overall 
economic cost is forecast to be even higher.
“There was no shortage of signifi cant 
natural disasters in March, and while re/
insurers’ focus was largely on the events 

The UK’s Financial Conduct Authority (FCA) 
recently implemented new rules pushing for 
more transparency and better engagement in 
the insurance industry, with customers given 
more room to shop around and compare 
deals, rather than pushed to quickly renew 
existing policies. The new rules, which came 
into force at the beginning of April, also 
require that at each renewal, insurers disclose 
last year’s premium, making it easier for 
customers to compare it to whichever new 
premium is off ered. Additionally, insurers 
are told they should identify customers 
that have renewed their policies at least 
four times consecutively, and encourage 
them to shop around for better deals.
“These rules are intended to encourage 
consumers to engage with insurance 

renewal on both cover and price,” said the 
FCA. “Firms are encouraged to, and should 
feel free to, communicate the benefi ts of 
their products and services in addition to 
the new disclosure requirements, provided 
that doesn’t attempt to distract consumers.” 
The regulator also said that it had written 
to fi rms, strongly advising them to put the 
new rules in place and consider how they 
might apply to their business: “We will be 
monitoring how fi rms implement these rules.”
The FCA suggests that under current pricing 
practices, long-time customers could end 
up paying more than new customers – and 
now that the new rules have taken eff ect, 
the regulator believes that consumers may 
potentially save up to £100 million when 
they renew their insurance this year.

Transparency – clearly the way 
to go

Disaster strikes

there remain areas around the world 
where insurance can play a critical role 

in helping people in the aftermath of 
a disaster

in the US and Australia, there were other 
major occurrences in emerging areas for 
the industry,” said Steve Bowen, impact 
forecasting director and meteorologist. “For 
instance, a phenomenon deemed a ‘coastal 

El Niño’ was blamed on catastrophic fl ooding 
in both Peru and Colombia, highlighting 
that there remain areas around the world 
where insurance can play a critical role in 
helping people in the aftermath of a disaster.

www.itij.tv

.TV
News updates every Wednesday at 12:00 UK time 

The latest headlines for the global travel and health insurance 
industry, plus analysis from industry experts

NOW WEEKLY

http://www.itij.tv
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Asia’s cyber insurance market 
is likely to expand considerably 
over the next few years, but low 
penetration remains an issue

Adoption of cyber insurance is slow, due 
to the fact that risk managers are having 
trouble quantifying exactly what coverage 
their businesses require, according to 
Paul Bantick, head of technology, media 
and business services at specialist insurer 
Beazley. Speaking at the recent Asia 
Cyber Risk Seminar held by Lloyd’s in 
Singapore, Bantick said that education 
is an essential first step in the journey to 
wider take-up of cyber insurance, and so 
long as companies misunderstand this 
new landscape, progress will stagnate and 
risk exposure will increase, as businesses 
are unprotected. However, said Bantick, 
things are likely to improve on this front, 
in Asia at least, as expertise improves. He 
also cited recent high-profile cyber losses 
in Europe and the US as reasons for Asian 
firms to take notice and be proactive 
about obtaining the cover they require.
“As an insurer,” said Bantick, when 
asked about the problem of quantifying 
the need for coverage when measured 
against premium costs and deductibles, 
“I want to see that risk appetite aligned. I 
don’t think we should be providing cyber 
policies where you’re getting something 
you couldn’t get [with] your PI or your 
primary policy, at a low deductible. If the 
driver for cyber insurance is business 
interruption or downtime, then your risk 

appetite is the same as what you’re buying 
under your BI or your property or your 
primary policy. And getting the board 
level to see that is tricky – that there’s 
a gap to [get] over, and this could cost 
the same amount of money as those 
other policies. Or you’re just taking that 
risk in-house and saying that you are 
comfortable with that risk assessment. 
Then you need to consider the frequency 
– is it a one-in-200 chance, [and so on].”

In terms of high-profile cyber losses, 
Bantick said that brokers are a key 
weapon in this fight, due to the experience 
they have working with different financial 
businesses around the world. “The risk 
models that the brokers have are really 
good,” he said. “They’re independent, 
and major brokers have acquired 
technology and IT security expertise 
over the years, through acquisitions. I 
think everyone agrees on what the risks 

According to the UK’s Insurance Fraud 
Bureau (IFB), more than 60 per cent 
of the UK’s general insurance market 
has signed up to the Insurance Fraud 
Register (IFR). The IFB’s Insurance 
Fraud Taskforce report, published in 
January of last year, urged all insurers 
to sign up to the IFR, calling it an 
essential tool in the anti-fraud arsenal.
The IFR records details of fraudsters, both 
first and third-party, as well as professional 
enablers who either facilitate or actively 
perpetrate fraudulent practices across 
all insurance lines. Members of the IFR 
are able to share information on known 
fraudsters in order to help each other 
identify potential fraud at all stages.
“Insurers are recognising that joining the 
register provides them with an additional 
level of protection from fraudsters,” 
commented the IFB. “Membership isn’t 

the only success sitting at an all-time 
high. More fraudsters’ records are being 
loaded into the database, with the total 
volume of records now approaching 
the 15,000-milestone mark. More 
quality records of proven fraudsters 
on the database means more data is 
shared between the IFR members.”
The IFB’s director Ben Fletcher 
elaborated: “The IFR is a key component 
within the industry’s counter-fraud 
strategy, which focuses on prevention, 
detection and enforcement. Reaching 
this significant milestone is a positive 
step demonstrating that the industry 
recognises the importance of the 
IFR.” For the first time, the IFB recently 
opened up its membership to parties 
within the insurance supply chain, 
including investigators, third-party 
administrators and defendant solicitors. 

According to Abdolnasser Hemmati, 
president of Iran’s insurance regulator, 
the Central Insurance of Iran (CII), in 
the last financial year (ending 20 March 
2017) Iran’s insurance industry grew 
by 22 per cent. Additionally, insurance 
penetration improved by 0.4 per cent, 
reaching 2.1 per cent overall. Although 
Hemmati was positive about the penetration 
rate, which is higher than average in the 
Middle East and North Africa, he said 
that ‘it is still below global standards’, 
and could stand to improve further.
Hemmati was speaking to an Iranian news 

agency, and went on to lay out some 
of CII’s objectives for the forthcoming 
year. These include: ratifying corporate 
governance roles, implementing 
International Financial Reporting Standards, 
launching the Natural Disaster Insurance 
Fund, absorbing foreign investments 
and eliminating value added tax from all 
insurance policies. If the latter proposal 
is approved, said Hemmati, insurance 
premiums will likely drop by nine per cent. 
“We also endeavour to raise the capital 
of Iran Insurance Company by settling 
government debts to the insurer,” he added. 

Fusionex, a provider of analytics and 
big data software, recently announced 
that it has won a five-year multi-million-
dollar contract with an unnamed Asian 
insurer, following a competitive tender 
process, for its ‘next generation’ GIANT 
2017 upgraded big data platform. 
The client will use the platform to 
put together, analyse and cleanse 
external datasets, pick out historical 
patterns and predict future trends.
“We are delighted to enter into this 

long-term partnership with such a 
valued client,” commented CEO Ivan 
Teh, “which is in line with our mission of 
using technology to enable businesses 
to be more agile and more impactful. 
Through this initiative, the value of data 
from the client’s customers, products and 
business information can be harnessed 
to unlock powerful, vital insights. We 
look forward to the official launch and 
believe it will support the continued 
growth in the number of our clients.”

Brave new world?
brokers are a key weapon in this 
fight, due to the experience they 

have working with different financial 
businesses around the world

are, what the brokers also have is an 
extent of how quantifiable that would 
look like in dollars – [e.g.] if that event 
happens, how much would that cost 
and how much should be insured.”

Meanwhile, in Israel
It’s not just in Asia that the need for 
cyber insurance is being recognised, 
however. It was recently announced that 
Israeli firm Waterfall Security Solutions, 
in partnership with global insurers CAN 
Hardy and THB, is to offer a new form 
of industrial cyber insurance for critical 
infrastructure. The firm’s CEO and co-
founder Lior Frenkel, when explaining 
the new product, cited a network 
disruption at a pharmaceutical plant as a 
potential example of cyber risk, as such 
an attack could, among other things, 
affect production of life-saving drugs.
“If the machinery there is broken,” he told 
The Jerusalem Post, “you can’t restore 
it from a backup. You don’t have the 
fall-back that IT has. You can’t rely on 
the fact that you can move your asset 
at the speed of light with no cost, to the 
other side of the world.” Firewalls cannot 
always be relied on, he went on to say, 
particularly in an industrial context.

The art of the deal

Can you affraud not to sign up?Once Iran to you
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Research by UK-based travel search 
engine KAYAK has found that flight 
prices for many key destinations have 
significantly dropped for holidays this 
summer (June, July and August).
According to the research, Croatia is the 
European bargain of the summer, with 
prices down 43 per cent, while Spanish 
destinations Ibiza, Mallorca and Alicante 
are down by up to 32 per cent and Mexico, 
Rio and Singapore have shown some 
of the biggest worldwide price drops.
Additionally, KAYAK found that searches 
for flights to key US destinations have 
significantly fallen, with searches for flights 
to Tampa and Orlando down 58 per cent, 
Fort Lauderdale down 57 per cent and 
Miami down 52 per cent when compared 
to last year. Also, searches for San Diego 
are down 43 per cent, Las Vegas 36 per 
cent and Los Angeles 32 per cent.
Meanwhile, Stavanger in Norway was found 
to be the place where prices have risen 
most. For example, flights from the UK were 
found to have increased, on average, by 
153 per cent. Montenegro has also seen an 
increase in flight prices (up 122 per cent), 
along with Gothenburg (98 per cent), Kiev 
(71 per cent) and Tangier (56 per cent).
“The news overall for Brits is good – many 
of the most popular European destinations 
in Spain, Portugal and Eastern Europe have 

seen nice falls in prices which will benefit 
many travellers,” commented Suzanne 
Perry, travel expert at KAYAK. “And factors 
are combining to lead to some massive 
price drops in more far-flung locations like 
Singapore, Brazil and Mexico – meaning 
that it could be the time to go for those who 
have been interested in these destinations 
for a while. However, the story of the summer 
is the fall of interest in the States. We noted 
that searches to the US dropped after the 
new president came to office – but it seems 
like this is a longer-term trend. The US has 
historically been one of the most popular 
countries for Brits, but searches to popular 
destinations falling by over half in one 
year is a massive shift. It will be interesting 
to see if it can bounce back in 2018.”

The number of travellers staying in eco-friendly 
or ‘green’ accommodation at least once 
while holidaying could double this year, with 
65 per cent of global travellers expressing 
this intention versus 34 per cent who stayed 
in one or more such properties in 2016, 
according to travel site Booking.com.
“Just as where we stay on holiday plays a 
pivotal role in the enjoyment of our trip, so 
it also plays an increasingly important role 
in helping people to travel sustainably,” 
commented Pepijn Rijvers, chief marketing 
officer at the company. “Whether by serving 
locally grown food, using or selling local crafts, 
conserving water and energy, recycling or 
connecting guests with the local community, 
accommodations today are working on a range 
of sustainability efforts and it’s heartening to 

see travellers so keen to explore and embrace 
these. The sustainable appetite is there.”
Travellers would also be willing to give up 
certain luxuries when they travel in order to be 
more sustainable. Nearly all of the travellers 
questioned said they would give up traditional 
light bulbs in place of energy saving ones, 
while 64 per cent would pay a higher cost 
for food if it meant it was locally sourced.
Chinese travellers are the most 
environmentally conscious demographic, 
according to the survey, with over 90 
per cent claiming they would be more 
likely to consider accommodation if they 
knew it was eco-friendly. Over half of 
those questioned said that reducing their 
environmental impact was the reason for 
picking eco-friendly accommodation.

Thomas Cook has released its Pre-close 
trading update, in which it reveals that 
winter 2016/17 is closing out as expected, 
with bookings similar to last year’s levels, 
while summer bookings are up 10 per 
cent, with strong growth for Greece 
and smaller European destinations.
“Customers’ appetite to go abroad on 
holiday this summer is good across all 
our markets despite continued political 
and economic uncertainty,” commented 
Peter Fankhauser, chief executive of 
Thomas Cook. “Our decision to expand 
our holiday offering to Greece has 
helped support customer demand, with 
bookings to Greece up by around 40 
per cent versus last year, while smaller 
destinations like Cyprus, Bulgaria and 

Croatia are also proving popular.”
Fankhauser also said that after a slow 
start to the season and a tough year in 
2016, Thomas Cook is seeing early signs 
that customers are beginning to go back 
to Turkey and Egypt, and that following 
strong growth last year, bookings to the 
Spanish Islands have levelled off in a 
very competitive market. “Competition is 
particularly intense in the airline sector, 
putting downward pressure on pricing,” 
he said. “As we look ahead to the rest of 
the year, I am confident that the work we’re 
doing to strengthen the quality and appeal 
of our holiday offering will win more fans for 
Thomas Cook, demonstrating continued 
progress in our transformation to put our 
customers at the heart of the business.”

The World Economic Forum (WEF) has 
released its 2017 Travel and Tourism 
Competitiveness report, with Spain being 
ranked the first most travel and tourism-
enabled economy out of the 136 examined. 
France and Germany were ranked second 
and third. According to the WEF, these 
countries ‘have successfully created an 
enabling environment for travel and tourism 
to thrive by facilitating travel to their nation, 
promoting their natural and cultural heritage, 
and ensuring rewarding and hopefully 
unforgettable experience[s] for their visitors’. 
The Travel and Tourism Competitiveness 
Index measures ‘the set of factors and 
policies that enable the sustainable 
development of the travel and tourism 
sector which, in turn, contributes to the 
development and competitiveness of a 
country’. The countries that improved 
most since 2015, the last time a similar 
report was published, included Japan, 

which had a 6.18-per-cent performance 
improvement, Azerbaijan, which had a 
5.98-per-cent improvement and jumped 
up 13 places, and Tajikistan, which 
had a 5.01-per-cent improvement.
One of the key trends shown in the 
results, according to the WEF, is the 
continued increase in travellers heading 
from the northern hemisphere to the 
southern hemisphere. “Since the global 
financial crisis, tourist expenditures 
from developing nations have grown 
faster than that of expenditures from 
advanced economies – a trend on track 
to continue in the coming years,” said 
WEF. “Developing and emerging markets 
are not only becoming larger source 
markets, but they are also improving 
their travel and tourism competitiveness 
in order to position themselves as more 
attractive destinations for developing 
the travel and tourism sector.”

Two-thirds of domestic tourism operators in 
the UK say that they have seen an increase 
in domestic visitor numbers and bookings 
since last year’s referendum on the UK’s 
membership of the European Union (EU). 
The Domestic Tourism Industry Snapshot 
Survey was completed by travel and 
tour operators at the British Tourism and 
Travel Show, held on 22 and 23 March.
Over half who completed the survey think 
that customer spending habits will improve 
over the next year, whilst 78 per cent are 
feeling either very or fairly optimistic about 
the future of the domestic travel trade.
“This is a really exciting time for British and 
Irish tourism. Yes, there are challenges 
ahead but also plenty of potential for growth 
– reflected both at the show and in our 
latest survey results,” said David Maguire, 

group event director of the British Tourism 
& Travel Show. “Visitor bookings are up 
and expected to stay up, with more people 
holidaying closer to home, while inbound 
tourism is enjoying a record high – with 
more overseas visitors than ever before.” 
Brexit is expected to have an influence on 
future consumer spending. When asked 
specifically about the Brexit vote: 39 per cent 
said last year’s referendum result had no 
discernible impact on their business, while 
28 per cent reported a positive impact. The 
remaining 33 per cent, many of whom also 
cater to the outbound tourism market, said 
it was already having a negative effect.

Flights up, prices down

Green light for green travel 

Summer bookings hot

Tourism in southern hemisphere continues 
to grow

UK domestic tourism growing 
post-EU referendum



25

TRAVEL MATTERS

10

NEWS

POWERED BY Your solution. Enhanced. 

Partner with a global intelligence authority to create visibility for your 
clients and differentiate your solutions.

Intelligence & Data Syndication: global alerts, 
location intelligence and risk ratings, combined 
with shared profile and location data.

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

Powered by iJET is dedicated to partner success. 
Whether you’re closing a market gap or creating 
a competitive edge, choose our expert offerings to 
enhance your solution.

CONTACT US for more information at pbiinfo@ijet.com

RESELLER

REFERRAL

DISTRIBUTOR

COLLABORATION

CHOICE

EXPERTISE

As the UK’s referendum on its 
membership of the European 
Union gets closer – with neither 
polls nor betting odds offering 
a clear picture of which way 
the vote may go – more and 
more businesses and financial 
institutions are coming forward to 
offer their thoughts on what the 
potential effects of ‘Brexit’ might be

One of the latest is reinsurance intermediary 
and capital advisor Aon Benfield, which 
described the referendum as ‘a cause for 
uncertainty for insurance and reinsurance 
companies’ and said that these entities 
‘should consider the potential impacts of 
Brexit even though the exact nature and timing 
of any change is as yet very uncertain’.
Some of the areas of impact that Aon 
Benfield identified will depend on exactly 
what form Brexit might take – such as UK 
withdrawal from the European Economic 
Area (EEA) and consequent absence of 
bilateral agreements, and situations in which 
insurers are providing local policies throughout 
the EEA and UK under the Freedom of 
Services Directive and have only one licensed 
insurer in one EEA country. Other areas 
are independent of the specifics of Brexit 
itself, such as investments and capital relief 
under Solvency II regulations. “Should Breixt 
be confirmed,” said Aon Benfield, “then a 
mitigation plan will need to be drawn up.”
For a UK insurer with no EEA-licensed 
subsidiary, a separate EEA insurance 
company would be required to issue locally 
licensed policies for EEA risk exposures. “It 
may be that UK insurance companies with 

no EEA licensed subsidiaries establish 
EEA licensed insurers,” suggests Aon 
Benfield. For an EEA insurer with no 
UK-licensed subsidiary, a separate 
UK insurer would be required to issue 
locally licensed policies for compulsory 
risk exposures – although this would 
only hold true for motor and employer’s 
liability; all other risk exposures, says Aon, 
can be insured by non-UK insurers.
With regard to investments, said Aon, 
‘insurers and reinsurers hold substantial 
investments against past and future liabilities’ 
and ‘the UK government and economists 
have predicted economic volatility’ should 
Brexit come to pass. This would have an 
effect on the UK’s economic performance, 

the value of bond or equity portfolios and 
the value of Sterling. “Advice should be 
sought from investment managers as to the 
likely impact on the company’s asset base,” 

suggests Aon, “which could also impact 
solvency or ability to meet obligations.”
Furthermore, the capital relief usually 
automatically granted for cessions to EEA 
reinsurers under Solvency II may no longer 

Aon Ben�eld analyses Brexit impact

Detailed planning is not possible at the 
present time due to uncertainty over 

both the referendum outcome and the 
nature of exit negotiations

be automatically available post-Brexit, and 
would instead need to be based on the 
achievement of equivalence, a rating, or 
the provision of some form of collateral.
“Detailed planning is not possible at the 
present time due to uncertainty over both 
the referendum outcome and the nature of 
exit negotiations,” said Aon. “Insurance and 
reinsurance companies should, however, 
consider the extent of their exposure to 
change following a vote in favour of Brexit. 
Should Brexit occur, there is a two-year 
notice period to exit the EU, although it is 
suggested that the actual negotiations could 
take considerably longer than this with the 
inherent uncertainty that ensues – with 
an even longer period to effect change.”

Malaysia Airlines has become the first 
airline to track its fleet via satellite after 
reaching an agreement with US-based 
Aireon, FlightAware and SITAONAIR, 
according to Aireon. The move comes 
three years after the disappearance of 
Malaysia Airlines’ flight MH370, which 
vanished during a flight to Beijing with 239 
people onboard. Aireon says that the new 
system can track aircraft over polar regions 
and the most remote oceans from space. 

“Real-time global aircraft tracking has long 
been a goal of the aviation community,” 
Malaysia Airlines’ chief operating officer 
Izham Ismail said. “We are proud to be 
the first airline to adopt this solution.”
Aireon says that it is launching a 
new satellite network with Iridium 
Communications Inc. that will 
allow their technology to track the 
planes. The organisation plans 
to complete this by 2018.

According to US-based travel insurance 
comparison site Squaremouth, 
more Americans are travelling out 
of the country than ever before.
Squaremouth analysed sales data for trips to 
its 10 most popular destinations to decipher 
key travel trends over the past three years, 
and found that the top three destinations 
for US travellers are: the US (with a three-
year growth rate of 22 per cent); Mexico 
(+63 per cent); and Italy (+35 per cent). In 
fourth and fifth place are Canada (+117 
per cent) and the UK (+35 per cent).
Further findings from Squaremouth were 
that: over the past three years, travel to 
popular international destinations has 
grown at a faster rate than domestic travel; 
the US was the top overall destination, 
but remains one of the slowest growing; 
and Canada was the only top destination 
to double its total number of visitors. 

Squaremouth also discovered that average 
spending for US travellers has decreased over 
the past three years. The Bahamas and the 
US were found to have the largest increases 
in average trip cost (30 per cent and 25 per 
cent, respectively), while no other country 
on the list saw an increase above 10 per 
cent. Trips to Italy were found to be the most 
expensive of the destinations, with an average 
trip cost of US$4,654, while trips to Mexico 
were the least expensive, averaging $2,264.
According to Squaremouth’s findings, 
terrorist attacks and inclement weather have 
become two of the most common concerns 
for US travellers purchasing trip cancellation 
coverage. The number of travellers buying 
insurance with terrorism coverage for trips 
to the top 10 destinations was found to have 
quadrupled in the past three years, while 
interest in hurricane and weather coverage was 
found to have more than doubled in that span.European commission and consumer 

protection authorities have said they will 
act on ‘misleading travel booking websites’ 
after stating that a joint study found that 235 
such websites had prices that were ‘not 
reliable’. Lead by the Consumer Protection 
Cooperation (CPC) network, the study 
screened 352 price comparison and travel 
booking websites across the European Union 
in October 2016. Of these, nearly two-thirds, 
said the CPC, contained unreliable prices. For 
example, additional price elements were 
added at a late stage of the booking process 
without clearly informing the consumer, 
or promotional prices did not correspond 
to any available service, said the CPC.
The screening also found: in a third of cases, 
the price on the page of the comparison 
list was not the same as the price ultimately 

displayed on the booking page; a quarter of 
the websites gave the impression that certain 
offers were scarce (e.g. ‘only 2 left’, ‘only 
available today’) without specifying that this 
scarcity applied strictly to their own website; 
20 per cent of the websites presented special 
prices, which were not then available as 
advertised through the actual booking page.
Věra Jourová, Commissioner for Justice, 
Consumers and Gender Equality, 
said: “The Internet provides consumers 
with plenty of information to prepare, 
compare and book their holidays. 
However, if the reviews on comparison 
websites are biased or prices are not 
transparent, these websites are misleading 
consumers. The companies concerned 
need to respect the European consumer 
rules, just like a travel agent would.”

Satellite tracked flights a reality for 
Malaysia Airlines

Two-thirds of travel booking 
sites ‘unreliable’

Travel trends
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At the recent 27th European Congress 
for Clinical Microbiology and Infectious 
Diseases (ECCMID), malaria researcher Dr 
Tom van Gool discussed a breakthrough 
in the world of malaria detection. 
The presentation, which coincided 
with World Malaria Day, surrounded 
Dr Gool’s research on the delicacy of 
illumigene Malaria, a molecular-based, 
field laboratory-deployed test for malaria 
developed by Meridian Bioscience, Inc. 
of Cincinnati, Ohio, US. The test is said 
to be 80,000 times more sensitive to the 
presence of the malaria parasite than 
current diagnostic testing options and 
was developed by Meridian Bioscience, 
with technical assistance from the 
US Centers for Disease Control and 
Prevention (CDC) and Cheikh Anta 
Diop University of Dakar, Senegal.
Dr Gool said that according to his 
research, which took the form of a multi-
centre study in a non-endemic western 
European setting, among returning 
travellers and immigrants, 100-per-
cent accurate detection of malaria was 
observed using the illumigene Malaria 
molecular test, including detection of all 
five malaria species and double infections. 
“These findings support burgeoning 
evidence that illumigene Malaria and 
illumigene Malaria PLUS assays are 
among the first molecular diagnostic 

tests for malaria in which high sensitivity 
and specificity, ease of handling and 
short time to result are combined,” he 
explained, “all being essential elements 
in the emergency setting of malaria 
diagnosis in clinical laboratories.”

A further spread of measles infections 
was recently reported in western Sydney, 
Australia, with the case count for New 
South Wales (NSW) for this year at 19. 
NSW Health has issued a health alert.
Dr Vicky Sheppeard, director of 
communicable diseases at NSW Health, 
said that the resent six cases follow 
four confirmed in western Sydney 
the previous week, many of which 
were infectious while in the area. 
“The recent cases reinforce the importance 
of getting vaccinated,” she said. “A 
highly effective measles vaccine has 
been freely available for many years and 
it is vital for everyone, including adults 
and children, to have two doses of the 
measles vaccine during their lifetime.”
According to the NSW Government, 
public health units are contacting people 
known to have been in those locations to 
offer preventive injections, as appropriate. 
However, it warned that it will not be possible 
to identify and contact all people who 

may have been exposed to the disease.
NSW Health said it is urging people in 
western Sydney to take advantage of the free 
measles vaccine, available from GPs, and 
to watch for measles symptoms, particularly 
in babies who are too young to receive 
this vaccination. It advised that symptoms 
of measles include fever, sore eyes and 
a cough followed three or four days later 
by a red, blotchy rash spreading from the 
head and neck to the rest of the body.
Dr Sheppeard’s advice to people with 
measles symptoms is to call ahead to 
their doctor or emergency department so 
that arrangements can be made to keep 
them from others to minimise the risk of 
spreading the infection. “Measles is highly 
contagious and is spread in the air through 
coughing or sneezing by someone who is 
unwell with the disease,” she said. “Unless 
you are certain you have had two doses 
of measles vaccine, you should visit your 
GP as soon as possible for free measles 
vaccination, as it is safe to have it again.”

According to Travelvax, flu season is 
coming to an end across Europe, with only 
Greece reporting medium-level activity, 
and all other countries’ indicators being 
low. The predominant strain is believed to 
have switched from A(H3N2) to B, which is 
typically the case at the end of the season.
The World Health Organization (WHO) 
global flu update noted that influenza 
activity is dropping in North America 
but remains high in south Asia, mainly 
in India, the Maldives and Sri Lanka.

The Women in Focus Awards were 
recently held in Geneva, Switzerland, 
to celebrate the crucial role women 
play in the ongoing fight against 
neglected tropical diseases (NTD)

The Awards formed part of the NTD Summit 
that took place 19-22 April. Hosted by the 
World Health Organization (WHO) and 
the NTD community, the event sought to 
celebrate the community’s achievements 
over the past five years and plan for the 
future, with the intention to control, eliminate 
and eradicate 10 NTDs. The Summit also 
included technical discussions to define a 
clear path to the 2020 goals and beyond.
With 2017 marking the fifth anniversary of the 
WHO’s roadmap on NTDs and the London 

Declaration, the awards set out to celebrate 
this milestone by highlighting the inspirational 
women working in the area of NTDs.
“The Women in Focus Awards shine a light 
on women from all over the world who are 
working in their local communities, making a 
remarkable impact on tackling NTDs,” said 
Dr Wendy Harrison, chair of the Neglected 
Tropical Diseases NGDO Network (NNN). 
“One in seven people on the planet suffer 
from these diseases. That’s more than the 
entire population of Europe. Every day women 
all around the world are making crucial 
contributions to help defeat them and this is 
our chance to celebrate and acknowledge 
their vital role. We were blown away by the 
standard of entries and delighted to be 
honouring these truly remarkable women.”  

Measles watch in NSWWomen against neglected tropical diseases

Developments in malaria detectionSaying goodbye to 
flu season 
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A recent study by the National Institutes 
of Health (NIH) in the US found changes 
in antiviral and immune response genes 
that pinpointed key transition points in 
the response to Ebola infection. These 
changes included a marked decline in 
antiviral response that correlated with 
clearance of virus from white blood cells.
The analysis was based on one patient 
who was admitted to the NIH Clinical 
Center on day seven of illness, and 
remained at the hospital for 26 days. The 
patient received intensive supportive care, 
including fluids and electrolytes, but did 
not receive any experimental Ebola drugs. 
The research team used blood samples 

taken daily throughout the patient’s 
hospitalisation and recovery to measure 
the rise and decline of virus replication 
inside white blood cells and to track the 
timing, intensity and duration of expression 
of numerous immune system genes. 
This allowed the team to correlate 
changes in gene expression with 
subsequent alterations in the patient’s 
clinical condition. For example, the study 
characterised changes associated with 
the development and resolution of blood 
clotting dysfunction and multiple organ 
failure during the critical phase of illness.
It is hoped that, despite the small 
sample size, the study could assist in 

the fight against Ebola by shedding 
new light on the host response to 
the disease, thereby assisting in the 
development of novel therapeutics.

Rio de Janeiro 
at-risk for yellow 
fever

According to a recent Pan American 
Health Organization (PAHO)/World 
Health Organization yellow fever update, 
the entire state of Rio de Janeiro, Brazil, 
including urban areas of Rio city, is now 
in the risk area for yellow fever infection 
where vaccination is recommended.
This followed a PAHO report that five 
of the six locally acquired cases in Rio 
de Janeiro state were residents of a 
city approximately 136 kilometres from 
Rio, called Casimiro de Abreu.
Advice for travellers is that proof of 
vaccination may be required from any 
traveller entering or leaving an area at 
risk of yellow fever transmission.

Tackling drug 
resistance
Global leaders in the fight against antibiotic 
resistance gathered in Brisbane recently for 
the Solutions for Drug-Resistant Infections 
(SDRI) conference, which was hosted by 
Australia’s University of Queensland (UQ) 
and involved more than 250 health and 
medical research, policy and industry 
experts discussing solutions and an 
integrated ‘one health’ approach to the 
challenge of drug-resistant infections.
According to the University, prior to the 
conference, UQ Institute for Molecular 
Bioscience Centre for Superbug Solutions 
researcher Dr Mark Blaskovich said that 
integrating global research efforts and 
expertise is critical for saving lives.
“Drug-resistant infections are one of the 
greatest challenges facing global human 
health,” he said. “The conference will bring 
together multidisciplinary and expert teams 
driven to solve this challenge through 
research, innovation and collaboration. 
Co-ordination and collaboration can 
help ensure that new approaches to 
track, treat and prevent drug-resistant 
infections can be developed and applied 
to save lives here and abroad.” 
UQ also reported that the University’s vice-
chancellor and president Professor Peter Høj 
said – prior to the conference – that the event 
would build on UQ’s research excellence and 
experience in the fight against drug-resistant 
infections. “The Medical Research Future 
Fund has listed antimicrobial resistance as a 
priority issue for Australia,” he said. “Scientists 
across UQ are working to translate their 
discoveries into new drugs and diagnostics for 
an innovative and rapid response to this global 
challenge. This conference and the solutions, 
connections and conversations that flow from 
it will help create positive change in our fight 
against superbugs in Australia and beyond.”

Ebola study treads new ground 
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Global international private 
medical insurance (IPMI) 
provider Now Health International 
recently announced that it 
will be launching its group 
products in Abu Dhabi, marking 
the completion of its planned 
operational expansion across the 
United Arab Emirates (UAE)

The move is part of a wider strategy of 
global growth, which has been put into 
practise following Now Health’s 2015 
acquisition of Best Doctors Insurance. 
Now Health’s WorldCare Advance, 
Excel and Apex insurance plans, which 
are already available in the rest of the 
UAE, are now officially compliant with 
Abu Dhabi’s Health Authority, and will 
be available to group customers that 
have a minimum of 10 employees. 
WorldCare plans issued in Abu Dhabi 
will be insured by RSA Insurance and 
administered by Now Health International, 
as part of the partnership the two 
companies launched in June last year. 
New group customers in Abu Dhabi 
will be able to access the full range 
of Now Health International benefits 
and services available to existing UAE 
customers, including claims processing, 
an online portfolio and the company’s 
smartphone app, which allows customers 
to search for nearby medical providers 
and submit claims electronically. 
Zahir Sharif, managing director of 
Middle East and Africa at Now Health 
International, commented: “We are thrilled 
to be able to offer our award winning 

products and services to customers 
in Abu Dhabi, and this expansion of 
our operations is [testament] to our 
commitment to the region. By completing 
our presence across the UAE, we are 
now able to add value to our distribution 
partners by offering a single IPMI 
solution for their clients across the 
region. Our operations in the UAE have 
grown from strength to strength since 
we launched almost six years ago, and 
we are continuing to tailor our offer to 
meet the needs of the local market.”

Martin Garcia, CEO of Now Health 
International and Best Doctors Insurance, 
added: “Today’s launch marks the 
next step in our journey to expand 
our offering across the Middle East 
and Africa, as we work to create a 
truly global service proposition for our 
customers. I am confident that our new 
Abu Dhabi offering, combined with 
our innovative products and customer 
service, make us well placed to 
capitalise on the rapid growth the IPMI 
industry has seen in recent years.”

Expatriate 
Group simplifies 
policies

In response to customer feedback, 
international insurance services provider 
Expatriate Group has simplified its 
Expatriate Healthcare international private 
medical insurance (IPMI) policy. 
The company has modified the way 
that customers can choose their 
area of cover, reducing the number 
of areas from five to three. 
“By reducing the number of areas from 
five to three, we have taken another step 
in making our Expatriate Healthcare IPMI 
policy the most straightforward available 
in the international healthcare market,” 
commented Lee Gerry, Expatriate Group 
director. “Feedback from our customers 
suggested that this was an area where 
we could do better. So we did.” 
Gerry also said that the change is 
effective immediately for new customers, 
and that existing customers will benefit 
on renewal of their policies.
Expatriate Group said that its new IPMI areas 
are now: EMEA and Asia (excluding China, 
Hong Kong and Singapore); worldwide 
(excluding North America); and worldwide. 

Abu Dhabi launch for Now Health International

http://www.mdabroad.com


29

INTERNATIONAL HEALTHCARE

Doctor-founded digital healthcare company 
Doctor Care Anywhere has entered into a 
new partnership with Asian international 
insurance broker Abacare, which specialises 
in employee benefits, medical, health and 
life insurance, to provide primary care via 
its virtual doctor service to international 
corporate, SME and individual clients of 
Abacare across the Asia-Pacific region. 
Abacare has ‘an extensive footprint 
across the Asia-Pacific’, according to 
Doctor Care Anywhere, ‘with clients in 
China, Hong Kong, Singapore, Thailand, 
Malaysia, Indonesia, Cambodia, Japan, 
Myanmar, Vietnam and the Philippines’.
Clients of Abacare will now be able to access 
virtual doctor appointment services, with 
referrals to specialists and fit notes when 
required, as well as medication through 
Doctor Care Anywhere’s Global Prescription 
Management Service, and the company’s 
Health Tracking app, which can be used to 
monitor symptoms and ongoing conditions 
and set reminders to take one’s medication. 
The app, says Doctor Care Anywhere, 
‘is designed to improve compliance 
and adherence to medication, increase 
engagement with self-management 
and provide richer information to 
the doctor during consultations’.
“With our Doctor Care Anywhere 
partnership, Abacare clients will 
be able to enjoy easy access to 
international doctors at a reasonable 
price and reduce their outpatient claims,” 
commented Patrick Marie Herbet, chairman 

of Abacare Group. “This will help staff 
of our corporate clients, who often have 
geographic difficulties accessing healthcare, 
better attend to their medical needs. We 
are glad to explore this opportunity with 
Doctor Care Anywhere and we believe 
this will be a tremendous success.”
Doctor Care Anywhere’s global head 
of corporate Dr. Eric R Miller had this to 
say: “Our partnership with Abacare is a 
significant step for Doctor Care Anywhere 
as we continue to expand our services 
internationally and provide high-quality 
healthcare to patients no matter where they 
are in the world. With a well-established 
network across the Asia-Pacific region, 
Abacare have an ideal client base that gives 
us further traction in Asia’s rapidly growing 
virtual healthcare market. We are delighted 
to be working with Abacare and look forward 
to our mutual 
success in 
Asia.”

GBGI Limited, an integrated provider of 
international benefits and private health 
insurance trading as Global Benefits 
Group (GBGI), recently announced the 
signing of a strategic partnership with 
Global Benefits Georgia, a new Georgia-
based insurance company. JSC Risk 
Management and Insurance Company 
entered the Georgian insurance market as 
Global Benefits Georgia in March this year, 
‘with the objective of penetrating local and 
regional corporate insurance sectors both 
in Georgia and across central and eastern 
Europe’, according to GBGI, and the new 
partnership ‘will see Global Benefits Georgia 
offer the full suite of international insurance 
products currently available through GBGI 
to the local and regional markets’. 
Bob Dubrish, CEO of GBGI, commented: 
“We are tremendously excited about this 
new partnership, Global Benefits Georgia, 
and its potential for growth in Georgia 
and across central and eastern Europe. 
This agreement is a great example of 

our highly scalable, flexible distribution 
capabilities which currently service clients 
in over 120 jurisdictions worldwide.”
Alfred Strobel, deputy regional vice-
president of GBGI, meanwhile, added: 
“The opportunity to expand our business 
not only in Georgia, but also to use Global 
Benefits Georgia as a hub for the region, 
is extremely attractive. Considering the 
insurance segment in the region is still 
maturing, the potential is huge for new 
entrants to obtain significant market share 
and become an active and successful player.”
Nina Kobakhidze, general director of Global 
Benefits Georgia, was also enthusiastic about 
the new partnership, commenting: “GBGI 
Limited is one of the largest independent, fully 
integrated global providers of international 
benefits and we are excited to partner with 
them. Global Benefits Georgia aims to create 
opportunities and establish new standards 
in the Georgian industry and together 
with the GBGI team, we are committed to 
achieving ambitious results in the area.”

MAXIS Global Benefits Network, the 
international joint venture between MetLife 
and AXA, has launched a new website, client 
portal and member portal, as part of extensive 
investment in its digital infrastructure. 
The new client portal, OneClient, will provide 
clients with 24/7 access to reports and 
further services including compliance and 
market data on employee benefits markets 
across the globe, and the ability to book 
report walkthroughs, meetings and webinars. 
Additionally, clients will be able to provide 
the MAXIS team with direct feedback. 
The new member portal, OneMember, 
meanwhile, will ‘increase MAXIS GBN’s 
capability to engage with its members and 
help forge a stronger sense of community’, 
according to the company. Members 
will be able to access MAXIS’ client list 

and shared prospect pipeline, download 
marketing collateral from a single location, 
and watch training videos and webinars. 
The new website has been revised with 
fully up-to-date information, and will host 
‘new and innovative thought leadership 
created by MAXIS GBN, including its 
new monthly Viewpoint series, webinars 
and health and wellness whitepapers’.
“We are delighted to launch these new 
digital tools,” enthused Mauro Dugulin, 
CEO of MAXIS Global Benefits Network, 
“which offer our clients, members, brokers 
and prospects a greatly improved online 
service. We’re committed to building an even 
stronger, more successful global network 
and the new website and portals are part of 
our promise to deliver best-in-class digital 
services and communications to clients.”

MAXIS rejuvenates online offering

GBGI announces partnership with 
Global Benefits Georgia

Doctor Care Anywhere and 
Abacare, everywhere 
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Man vs machine
Investment in claims automation processes is picking up pace 
as insurers continue to embrace the digitisation of their industry. 
Anthony Harrington looks at what you get for your money

There are two diametrically opposed views 
of where claims automation in the insurance 
industry, generally, is going. On the one 
hand, there are already press headlines 
about artifi cial intelligence (AI) and software 
robots taking over claims processing, leading 
to mass redundancies among insurers’ 
claims staff . The alternative view is that 
claims automation, even ‘smart’ AI-driven 
claims automation, will simply digitise the 
boring, process driven, ‘if-that-then-this’ 
elements, leaving experienced claims 
staff  with far more time to either engage 
directly with customers, or put more time 
into examining potentially dodgy claims. 
Of course, in many ways, this is simply 
the insurance industry’s version of the 
long running debate about whether 
technology is enhancing our lives or 
whether the paranoia about robots taking 
over the world has something going for 
it after all. In a very real sense, however, 
the debate is meaningless, for in the view 
of many experts, the insurance industry 
has no option but to embrace digitisation 
and automation just as fast as it can. 
The crunch point is that customers want 
to be able to deal with the industry via 
their smartphones or the device of their 
choosing and insurers without an eff ective, 
effi  cient digital channel will be at a clear 
disadvantage vis-à-vis the competition. 
Moreover, because a fairly high degree 
of automation is part of what makes a 
digital channel fast, effi  cient and eff ective, 
automation is an unavoidable, inevitable 
part of this process – though each insurer 
will have to decide for itself where the hand 
over between a robotic system and human 
experts should happen (or even whether it 

wants to keep humans in the loop at all!). 
Jamie Hersant, head of lifestyle claims 
at AXA, makes the point succinctly: “As 
insurers, we have to evolve solutions that 
deliver what the customer wants. So there is 
no option here for any insurer but to move 
forward and embrace both digitisation 
and claims automation,” he says. 

First steps
Customers want to do things in their own way, 
and in their own time. So, in terms of travel 

insurance, this means automating virtually all 
straightforward claims, such as claims for lost 
baggage, lost mobile phones and protracted 
fl ight delays or cancellations. Judging whether 
a large medical emergency claim is excessive 
or fraudulent is another matter entirely and 
there is still considerable doubt over just 
how far automation can go in accurately 
deciding complex ‘big ticket’ claims. 
Hersant points out that, as one of the 
largest insurers, AXA was one of the fi rst 
to invest signifi cantly in online claims 
processing. The next step, which the 
company is close to announcing, he says, 
will allow customers to track the progress 
of a claim online, using whatever device 
they choose. “Our systems are ready and 
able to deal with this challenge,” he says. 
However, full automation, which would entail 
AI ‘robots’ making complex decisions about 
whether a particular claim is fraudulent or 
overstated, still seems some way off . Most of >>

insurers without an effective, 

efFicient digital channel will 

be at a clear disadvantage
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the industry (though not all, as we will see) still 
believes that expert assessors are much better 
at this than any AI driven process. Hersant 
explains that AXA has chosen to automate the 
process of submitting the claim, while keeping 
the expert assessor very much in the loop 
as far as making decisions about the validity 
of larger value claims is concerned. At the 
same time, AXA has built software solutions 
as part of the claims validation process that 
zero in on common risk factors in higher value 
claims and can fl ag up a particular claim for 
further examination by an expert assessor. 
“When a customer builds their claim online, 
our system works out a risk profi le for that 
particular claim, and if it hits certain key 
‘triggers’ then the claim is routed, via our 
automation and workfl ow software, to 
an expert for further examination. In this 
way, the technology supports our claims 
handlers in a way that we weren’t able to 
do prior to automation,” he comments. 
Of course, it is always possible for someone 
to attempt to systematise the kinds of 
analysis and reasoning that a claims expert 
goes through when deciding whether and 
to what degree a particular claim needs to 
be investigated. This is exactly what Fukoku 
Mutual Life Insurance is doing. According to 
press reports, the insurer expects to lay off  
some 30 staff  and save around £1 million a 
year once its £1.4-million AI claims automation 
system is installed. Based on IBM’s Watson 
Explorer AI, which IBM claims can analyse 
unstructured text, images, audio and video, 
the system is going to be used to calculate the 
132,000 payouts to policyholders the insurer 
makes in a year. However, Fukoku Mutual will 
still have a human expert in the loop, since the 
fi nal decision on any payout will still be made 
by a member of staff . And, of course, the 
insurer will continue to require expert claims 
investigators to look into any dubious claims. 

Streamlining global payments
So far, we have been talking as if automating 
anything short of an investigation into an 
obviously dodgy claim is a straightforward 
process. In reality, solving the various 
challenges involved in ‘straight through 
processing’, which would see a small claim, 
say, processed and the money automatically 
deposited into the claimant’s account, can 
be non-trivial. Anil Sawrup, chief commercial 
offi  cer at Cambridge Global Payments, 

roles. “Over this entire period, I have seen 
insurers working towards digital solutions, 
trying to get as digital as they can to 

bring benefi ts to customers and effi  ciency 
gains to themselves,” he comments.
One of the biggest parts of this push 
to digitalisation has been the eff ort to 
translate stagnant paper-based data into 
digital form so that it can be mined for ‘big 
data analysis’, showing trends in claims, 
fraud and so on. “Data is ‘the currency’ of 
insurance and the challenge has always 
been to make this data work. Insurers 
have vast amounts of data that could help 
them but until recently they have just had 
no way to sift it. Time and again, one saw 
insurance companies go into projects 
designed to improve their operations and 
these would fail because they were working 
off  false assumptions. The challenge has 
been how to get that data off  the paper 
and make sense of it all so as to make 
more informed decisions,” Hiegert says. 
What Lexmark does is to create what it 
calls an ‘omni-channel’ experience that 
can collect and direct communications 
and information from all sources, 
email, online and paper, into the claims 
automation system. “We try to break 
any business process down into fi ve 
phases: initiation, collection, evaluation 
(or decision making), interaction and 
then closure. We can then look at the 
various ways an insurer engages with the 
customer or the internal stakeholders of 

the process at each of these phases. 
That enables us to fi nd opportunities 
for digitisation and automation at a 
fi ne level of detail,” he explains. 
One of the smart things that companies 

such as this brings is the ability to recognise 
the type and purpose of a paper form. It can 
tell if it is digitising a claims form, versus an 
application for travel insurance, for example. 
“We can identify and classify the type of 
document, extract the relevant data off  the 
paper and feed it into the claims process. 
Business rules can then be applied to 

automate routing, trigger certain investigation 
tasks or even submit the document for 
straight-through processing,” he says.
The role of more sophisticated AI in claims 
automation is still in the experimental 
stage, he believes. Hiegert recently gave 
a presentation on cognitive computing 
at a conference on the Internet of 
Things and argues that there are two 
fundamentally diff erent types of AI being 
talked about, namely ‘doing’ and ‘learning’. 
The roboticisation (or doing) of simpler 
processes and tasks is going ahead full 
speed. The learning part is really about data 
analytics, or pattern recognition operating 
on historic data in big data warehouses, 
which is useful mainly for trend analysis 
on claims. While insurers seem willing 
to let technology handle some of the 
‘doing’, they still want human experts to 
play a signifi cant role in the ‘learning’.
 “What we see is insurance companies using 
AI to mine data and then using human logic 
to check the validity and usefulness of what 
is coming out of the patterns. For decisions 
about complex higher value claims, it is still 
very much a question of just routing that 
claim to the relevant expert,” he concludes. ■

points out that the routing instructions to 
get payments into client bank accounts 
can be very complex, particularly 
where the claimant is not 
resident in the same 
country as the insurer. 
So the insurer might 
have a perfectly adequate 
claims automation process, 
but they will still need a 
payments capability to close 
the loop on the claim by 
ensuring that the right payment gets 
through safely to the right bank account. 
“Take Brazil, for example. There is a 
lot of complexity involved in making 
sure that you have all the necessary 
banking information and all the ancillary 
information that is needed to get payments 
progressed through to claimants’ 
accounts,” Sawrup notes. Any 
country that is engaged in tight 
management of its currency, 
perhaps to control marked 
imbalances in the position of its 
currency versus foreign currencies 
like the dollar, euro or sterling, is 
going to have complex rules relating 
to currency payments into local bank 
accounts. “What we do is all the upfront 
screening and validation, particularly 
relating to the complexities introduced 
by various national anti-money laundering 
provisions. We also screen all the details 
relating to the benefi ciary, making sure that 
all the data is clean and in order before we 
release the funds for payment,” he says. 
A key part of closing the payments loop is 
to have a very secure in-country messaging 
capability, and the ability to customise the 
payments technology to interface with 
the insurer’s systems. “Our approach is 
very much a cloud-based system with no 
software installation required. It is all web-
based, so the company that we are selling 
our services to does not need to make any 
upfront capital expenditure. We do all the 
data mapping to get the information from 
their system into the payments system free 
of charge, including cleaning and validating 
benefi ciary information,” he comments. 
“It is important to stress that we do not 
validate claims. That is down to the 
insurance company. What we do is to 
enable them to pay out claims in a secure 

there is no option here for any insurer 

but to move forward and embrace both 

digitisation and claims automation

the insurer expects to lay off some 30 staff and 

save around £1 million a year once its £1.4-million AI 

claims automation system is installed

way, without them having to solve all 
the messaging, routing and regulatory 
requirements involved in making both local 
and cross-border payments,” he says.
This becomes particularly important when 
an insurer is trying to open up a new 
overseas market for one or more of their 
insurance products. Claims for payment are 
a natural corollary of any insurance product, 
and handling these payments in foreign parts 
requires specialist payments technology 
to complete any automation process. 

Making data work
Another piece of the technology puzzle that 
insurers have to solve is how to get paper- 
based correspondence into digital form so it 
can be handled by their claims automation 
system. Lexmark’s Jeff  Hiegert points 
out that document scanning, document 
management and workfl ow are all things 
that companies such as his can bring to 
the table to complement and complete 
claims automation. Hiegert has spent the 
past fi ve years working for Lexmark and 
the past 20 working in various capacities in 
the insurance sector, as a property casualty 
underwriter and in various insurance vertical 
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Turn anywhere and you’ll see a story 
on a family heading off for a year of 

adventure around the world. The children 
are usually pre-school or in primary 
school, the mum and dad are having a 
mid-life crisis – everyone, it seems, is 
taking a year out from school, from work 
(unless it’s the portable kind as many 
increasingly are), from the daily grind, and 
are blogging about it. Some have even 
written a book detailing their experiences, 
dos and don’ts and tips for success. 
Few actually answer the question of how 
on earth did you finance it, and few talk 
about the nitty gritty of insurance cover 
for the family on an extended global trip. 
It’s perhaps no wonder that insurers 
are playing catch-up in catering for this 

new and burgeoning customer base. 
Karen Edwards made headlines in the 
UK’s national press last year when she 
and her partner Shaun rented out their 
London home and used Karen’s 10-month 
maternity leave as an opportunity to 
travel to Singapore, New Zealand, 
Australia and South-East Asia. When 
they left, their baby Esmé was just 10 
weeks old. However, finding one travel 
insurance policy to cover them all for 
a year proved to be a headache.
“I’ve worked as a repatriation nurse so I 
was very keen to have a good medical 
policy as part of the travel insurance,” 
explains Edwards, who writes the blog 

Travel Mad Mum. “It was challenging to 
find a policy to fit all three of us – Esmé 
was young and my husband has type I 
diabetes, which a lot of insurers wouldn’t 
cover. In the end, we had three or four 
different policies to cover us for the entire 
time. Then there were restrictions about 
not being away from home for more than 
30 days, which made it very challenging.” 
Edwards recalls one period of their trip 
when they were in New Zealand, when she 
wasn’t covered or entitled to care in the 
country but her husband (as a NZ national) 
and daughter were. “However, if either of 
them needed to be repatriated home to 
London they wouldn’t have been covered,” 
she says. “Then, when we left we had to get 
more policies without a fixed address and 

we had to get a separate one for Shaun 
because the policy we had didn’t cover 
a medical condition. It was a mission!” 

The search for coverage
Florian Fehr, head of product management 
at Europäische Reiseversicherung AG 
in Germany, admits that while the AG 
Group can offer a range of products, 
including an annual travel insurance 
with medical, cancellation and luggage 
insurance, there is nothing yet tailor-
made for a family on a gap year: “For the 
moment, we don’t have a real customised 
product for a family travelling abroad 
for a one-year period. The limitation of 

the duration of the stay would, for the 
moment, be the most challenging issue.”
Type ‘family gap year insurance’ into 
Google and the overwhelming majority 

of results are policies catering for young 
backpackers. The ‘gap’ here is a tailored 
product for families on a year out who, 
ironically, may be more security conscious 
and risk averse than young backpackers.
So, what might this tailored family product 
look like? Martin Clark, a traveller from 
the UK who took a gap year with his wife 
and two children that turned into two 
years and a total of 79,000 miles, found 
that quotes pre-trip for his insurance 
varied from as little as £600 a year to 
over £2,000. On the family’s blog, he 
listed his insurance ‘must-haves’ as 
‘confidence in insurer (someone with a 
brand to protect rather than a company 
you had never heard of)’; ‘repatriation 
to the UK if in medical need’; ‘24/7 
help line’; ‘most adventurous activities 
covered’; ‘and a sensible price’. He also 
listed ‘nice-to-haves’ such as ‘volunteering 
covered’; ‘longer than 12 months as 
14 months was our likely minimum 
(three school terms plus two summer 
holidays)’; ‘£2,000-plus of baggage cover’; 
‘USA stop overs’; and ‘low excess’.
Sue Crowley, author of the book Road 
School, which recounts the experience 
she had of travelling globally and home-

schooling her children, agrees that getting 
the right travel insurance policy was a 
concern: “We’re seasoned travellers 
and we’ve lived overseas but not having 
travel insurance was never an option. You 
absolutely need that peace of mind and 
when you’re travelling with your children, 
you can’t take risks. In particular, you need 
to look in detail at medical insurance.” 

Inherent risk
Edwards was very conscious of her baby’s 
health and made sure she had several 
vaccinations before she left the UK and 

Baby’s
out

year
Travelling with a baby or young children on 
a gap year poses many challenges, not least 
finding the right insurance cover. Could 
this growing demographic be better served 
by insurers? Lucie Wood investigates

few talk about the nitty gritty of 
insurance cover for the family on 

an extended global trip

there is nothing yet tailor-
made for a family on a 

gap year
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more in New Zealand. She is currently 
expecting another baby and all being 
well would like to do another big trip. 
“We’re not going to New Zealand this 
time so we won’t have that luxury of 
having [vaccinations] where the baby 
is entitled to [them],” she explains. 
“I’m currently talking to people online 
in different countries about where 
we can get the vaccinations. I don’t 
want to get that side of it wrong.”
But even with meticulous planning and 
the right insurance, as any parent knows, 
children can be at risk of unforeseen 
events. Sophie Phillips, brand manager 
at Alphatravelinsurance.com, says that 
anyone travelling abroad must take into 
consideration their destination and health: 
“In some areas, it might not be wise to 
travel with a young child because local 
medical facilities may not be capable of 
handling a serious illness or injury to a 
young infant or small child. The same 
consideration would have to be made for 
someone travelling with a serious medical 
condition. The local climate may also 
exacerbate certain medical conditions 
or have an adverse effect on a young 
child. Even something as simple as an 
infected mosquito bite could be fatal if the 
local medical facilities are inadequate.”
Gapyear.com, a website offering gap 
year advice, says that primary school age 
children (aged four to 11) are probably the 
easiest to travel with, will be better able to 
remember and enjoy the experience than 
babies, and have fewer connections to 
peer and social groups than teenagers. “A 
year out with children of primary school 
age is probably the easiest in terms of 
travelling long haul or going to strange 
new countries,” it advises. “They will be 
able to really enjoy and remember their 
experiences, to learn new skills, try new 
food and become more confident.”
However, children are more complicated 
to travel with than babies because of the 
little matter of school. Under Section 7 
of the 1966 Education Act in the UK, 
parents are obliged to ensure that their 

children receive adequate schooling, 
although home schooling is increasing 
in popularity in the UK and in the US 
(although laws vary from state to state) .
“What seems to be happening is that 
there are more parents like us who have 
work that isn’t sensitive to location,” 
says Crowley. “There are more people 
commuting to work across countries, you 

are getting more people working overseas 
on a short or long-term basis. The law 
in the UK is that you have to give your 
children full-time education from the age 
of five. How you do that is up to you.” 
Edwards agrees that the family gap years 
trend will only keep growing – she has 
had a huge response from other young 
families or parents-to-be who would 
like to do the same thing. “I had an 
email from a woman who said that their 
husband has wanted to have a baby for 
ages, but she didn’t because she didn’t 
want to give up travelling,” she says. 
“Now she’s realised she can do both.” 
Crowley thinks that escaping the daily 
slog of work and school is an attractive 
proposition for many families: “I hear 
more and more people saying that 
it’s something they are thinking about 
doing since I published the book. 
People say I’m thinking quite seriously 
about doing this. I think it helps that 
the world is much more globalised.” 
Both say that there is a huge gap in the 
market in terms of insurance. “I think 

that gap years for families are going to 
snowball,” says Edwards. “I get emails 
from people all the time asking me 
what they need to do, how to do it, 
and so on. I’ve had big conversations 
with people about travel insurance, 
travel health and vaccinations.” 
Phillips says Alphatravelinsurance.com 
may consider updating its underwriting 
to accommodate this new type of travel 

customer. “We are constantly working 
with our underwriters to review our 
products and rating mechanisms to 
ensure that we can offer the best terms 
possible to our customers,” she says; 
while Florian Fehr of Europäische 
Reiseversicherung AG tells ITIJ that 
his company is ‘fully aware of this 
new interesting target group and will 
monitor the market very carefully’. ■

The ‘gap’ here is a tailored product 
for families on a year out who … 

may be more security conscious and 
risk averse than young backpackers

even with meticulous 
planning and the right 
insurance … children 

can be at risk of 
unforeseen events
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What’s your background in the assistance 
industry, and how did you progress to 
founding Emergency Assistance Japan?
Originally, I had no association with assistance; 
I was working for a Japanese investment 
bank. In 1989, while I was stationed at the 
bank’s French subsidiary in Paris and serving 
as executive vice-president of marketing, 
an officer of GMF (la Garantie Mutuelle des 
Fonctionnaires) visited to say they planned 
to invest in the Japanese stock market. At 
the same time, he asked whether we would 
help their affiliated assistance company 
establish a presence in Japan. This was 
the first time I heard of assistance. 
First, I did a little research to understand what 
it was, and then I went to people like the 
president of Japan Airlines’ French subsidiary 
and the owner of the Seibu Saison Group and 
asked if they thought the assistance business 
model had a chance of succeeding in Japan. 
The consensus of everyone I spoke to within 
the Japanese business community was that 
since, in Japan, services are an expected 
part of ordinary business transactions and 
not something to be paid extra for, it would 
be difficult for the concept of assistance 
to gain market acceptance. Consequently, 
I did not pursue the matter further.
Later, however, I was recruited by a 
French bank to head up their operations 
in Japan, and since the bank also had 
good relations with GMF, I was asked 
to assist in establishing an assistance 
company in Japan. Due to legal issues, 
and as a matter of expediency, I was made 
president of the new assistance company 
in tandem with my position at the bank.
In the 1990s, Japan’s economy collapsed and 
all the European financial institutions, including 
mine, went through drastic restructuring and 
downsizing. Around the same time, friends of 
mine at the Yasuda Fire and Marine Insurance 
Company (now Sompo Japan Nipponkoa) 
brought me together with an American 
assistance company called World Access, and 
I became president of World Access Japan.
The reason for establishing EAJ has to do 
with the special nature of our Japanese 
clientele. When compared to customers in 
Western and even other Asian societies, 
Japanese customers have expectations that 
require a different mindset and a different 
concept of service if they are to be met. 
It had become apparent to me that this 
difference was difficult for the management 
teams of non-Japanese assistance 
companies to adequately appreciate.
As part of World Access, I enjoyed a good 
working relationship with World Access’s 
CEO and owner, Sol Edelstein. When 
World Access was acquired by a large 
European group, however, all that changed, 
and exploring the unique needs of the 
Japanese market did not align with the 
desired direction of the new management.
When we first established EAJ, we did 
so in partnership with Europ Assistance, 
because Europ Assistance’s managing 
director understood that the Japanese 
market needed to be treated differently from 
the company’s European markets. Once 
he retired, however, the new management 

team wished to make our Japan operations 
conform to the same standards used in 
their European operations. I saw it was 
difficult to meet the needs of our customers 
under those circumstances and organised 
a management buyout of the company.

Can you tell us how your previous role 
as president of World Access Japan 
helped equip you to found EAJ?
The ‘Japan-style assistance’ that we deliver 
and advocate as the ‘Japan Standard’ of 
assistance did not just appear magically out 
of nowhere. When we were part of the World 
Access Group, we enjoyed the support of 
an experienced organisation willing to listen 
to and accommodate our needs; you could 
say we had a lucky start. Next, working for 
first Allianz and then Europ Assistance, both 
icons of the European assistance industry, I 
learned a great deal about the industry and 
its behaviour and about medical and service 
provider networks. These experiences also 
provided me the opportunity to look at what 
worked and what didn’t work in Japan, and to 
really think about what the correct standards 
of Japan-style assistance should be.

As the first medical assistance company 
in Japan at that time, did you face any 
major logistical or legal challenges?
I had already overcome most of the legal 
and organisational issues in the course of 
operating, first as an American subsidiary 
and then as a European one. So in this 
respect we were quite lucky and could 
begin operations almost immediately.
Additionally, when we made it known 
that our mission was to implement a 
truly Japan-style assistance, we were 
fortunate to be able to recruit experienced 
personnel who had worked for foreign-
owned assistance companies but who 
also harboured doubts and grievances 
about the way these companies were 
conducting themselves in Japan.

What impact did EAJ’s inauguration have 
on Japanese travellers and expatriates and, 
indeed, the world of medical assistance 
at large? For example, did it help foreign 
assistance companies to access the 
Japanese medical system more smoothly?
In terms of the effect it had on travel insurance-
related assistance services in Japan, the 
founding of EAJ was unprecedented.
One could say that assistance has gone 
through three stages of development in 
Japan. These are: assistance as a service 
that helps persons in need; assistance 
as a service, rendered in Japanese, that 
helps persons in need; and assistance as 
a service that renders the kind of help that 
the person in need wants and expects.
The evolution of that third stage of 
development occurred, I believe, 
with the founding of EAJ.
As regards your question concerning access 
to the Japanese healthcare system, such 
access is not easy for foreign assistance 
providers and is not likely to become easier 
any time soon. The Japanese market for 
medical services is about US$400 billion, while 

Blazing a trail
ITIJ spoke to Kazumasa Yoshida, president and CEO of Emergency 
Assistance Japan (EAJ), about his career, his company’s future plans, 
and the idiosyncracies of providing assistance in Japan  

the market for services delivered to foreign 
expats and visitors represents, at best, no more 
than 0.2 per cent of that number. Japanese 
nationals are all covered under public health 
insurance, so hospital billing and payment 
systems are not set up to handle other types 
of insurance or billing arrangements, nor 
is there an incentive for them to do so.
That said, there is a push, with the coming 
of the Olympic Games to Tokyo in 2020, 
to increase the number of institutions 
accepting foreign patients. EAJ is playing a 
key role in these efforts: we are working with 
the Ministry of Health, Labor, and Welfare 
and the Ministry of Economy, Trade, and 
Industry, as well as local administrative 
authorities and medical institutions, to 
promote a better understanding of travel 
insurance issued abroad, and, I am happy 
to say that we have made some progress.
With EAJ acting as an intermediary, I believe 
it has become easier for foreign insurers and 
assistance companies to work with Japanese 
hospitals. However, the process of gaining 
access for foreign patients to Japanese 
medical institutions is still laborious, and, 

consequently, associated assistance costs are 
quite high. We are seeing some businesses 
go to other providers who make promises and 
offer lower prices but are unable to deliver 
results; unfortunately, this causes problems 
for both insurers and their beneficiaries. EAJ 
recognises the need to improve and simplify 
the admission process so that we can lower 
the costs, and are working toward that end.

As president and CEO of EAJ, what 
excites you most about your role? 
Even though we are still small, we have 
established ourselves as the pioneer of 
Japan-style assistance, and consequently, 
as president, my recommendations and 
opinions regarding healthcare and security 
risk management carry some weight 
within the Japanese Government and 
can have some effect on public policy.
Furthermore, to receive a postcard from 
a little boy or girl we have helped after 

an accident suffered abroad and who 
is now writing to say he or she is fully 
recovered is extremely satisfying.

What are the most important lessons you 
have learned in your career to date?
Whether my business counterparts are 
Japanese, Westerners, Chinese or African, 
the most important thing in making key 
decisions, I have found, is to establish a high 
level of personal connection and trust.

Can you discuss some of the most exciting 
changes afoot at EAJ? What is on the 
horizon in the coming five to 10 years?
While it may or may not be good news to my 
employees, I will probably still be serving as 
president when that time comes (laugh)!
As one of our 2017 corporate objectives, 
we have implemented a plan to improve the 
salaries and earnings of all employees. To be 
realised, this plan will need the full participation 
of not just management but all segments of 
the organisation. Assistance benefits society, 
and it is important to me that the employees of 
EAJ understand the social importance of the 
work they are doing, that they take pride in it, 
and that they derive satisfaction from it. They 
should also share in the determination of their 
compensation and that of their co-workers.
I also believe this to be an indication 
that, after 14 years of activity, EAJ has 
achieved financial maturity and stability.
One of EAJ’s goals is to assume some of 
the roles and functions currently performed 
by Japan’s embassies and consulates – to 
become a civilian provider of consulate 
services. In the years ahead, I believe, 
the Japanese Government will outsource 
more and more of its functions to private 
corporations. This will begin in Japan and then 
extend to Asia, Africa, Europe and America.

Professionally and personally, 
what are you most proud of?
If I had to choose one thing, I would point 
to the number of friends I have in so many 
different occupations and so many different 
parts of the world. None of these are friends I 
have cultivated intentionally or with a particular 
purpose in mind. While many are people I 
have met through work, they have become 
friends outside of work too. In this respect, 
I feel my life has been a lucky one. ■

"I feel my life has been 
a lucky one"
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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

Asia Air Ambulance
Mr. Toranit Sripal – Managing Director
Asia Air Ambulance Co. Ltd., Bangkok599/59 Ratchadaphisek Road, 
Jatujak, Bangkok 10900, THAILAND

tel: 
fax: 

+668 9896 9000
+662 192 1801

email: 
website: 

operations@asiaairambulance.com
www.asiaairambulance.com

CareFlight International
Paul Smith – National Manager

Locked bag 2002 Wentworthville NSW 2145, AUSTRALIA

tel: 
fax: 

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

email: 
website: 

international@careflight.org
www.careflight.org

Flying Doctors Asia
Prithpal Singh – CEO , Director

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

tel: 
fax: 

+65 6483 5412
+65 6734 1338

email: 
website: 

prithpal@flyingdoctorsasia.com 
www.flyingdoctorsasia.com

LifeFlight 
Peter Elliott – General Manager – Air Ambulance

PO Box 5078, Robina Town Centre, QLD, AUSTRALIA

24/7 (int) tel: 
fax: 

+61 7 5553 5955
+61 7 5553 5965

email: 
website: 

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

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

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

tel: 
fax: 

+86 2163 558289
+86 2163 558285

email: 
website: 

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

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

fax: 
+662 247 3392
+662 535 4734

email: 
website: 

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

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

tel: 
fax: 

+596 596 701 889
+596 596 579 128

email: 
 

ste.iwia@orange.fr

AAA Alpine Air Ambulance AG
Jürg Fleischmann – CEO

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

tel: 
24/7 tel: 

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

email: 
website: 

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

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

SIEGERLAND AIRPORT, Werfthalle G1, 57299 Burbach, GERMANY

mob: 
24/7 tel: 

+49 170 366 4933
+49 2736 4428 45

email: 
website: 

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

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 Ambulance
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

Dr. Peter Huber – 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

EURO LINK GmbH
Dr. Friedrich Renner – Medical Director

Allgemeine Luftfahrt, D -85356 München Flughafen, GERMANY

tel: 
fax: 

+49 89 6137 2103
+49 89 6137 2106

email: 
website: 

info@flyeurolink.de 
www.FlyEuroLink.de

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

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
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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)

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

Rescue Wings Malta
Andrew Lee – International Business Executive

186 Ix Xatt Santa Maria Estate Mellieha MLH 2771, MALTA

tel: 
dir. tel: 

+356 2703 4129
+356 999 43 112

email: 
 

andrew.lee@er24.co.za

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

tel: 
fax: 

+596 596 701 889
+596 596 579 128

email: 
 

ste.iwia@orange.fr

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

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

tel: 
fax: 

+1 786 888 6792
+1 786 551 0763

email: 
website: 

khaber@sunmedint.net
www.sunmedint.net

ADAC Ambulance Service
Christoph Ullrich – Senior Manager International Network

Hansastr. 19, D - 80686 Munich, GERMANY

tel: 
24h Alarm: 

+49 89 7676 2912
+49 89 7676 8912

email: 
website: 

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

AIG Travel 
Sally Waithe – General Manager, AIG Travel EMEA
21 Cecil Pashley Way, Shoreham Airport, Shoreham-By-Sea, 
West Sussex, BN43 5FF, UK
tel: +44 (0)1273 456 484 email: 

website: 
sally.waithe@aig.com
aig.com/travel

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

Customer Care Solutions Call & Assistance Center GmbH
Irina Oberascher – Int. Marketing & Network Manager

A-1080 Vienna, Skodagasse 28/5, AUSTRIA

tel: 
24/7 tel: 

+43 140 190 130
+43 140 190

email: 
website: 

irina.oberascher@customer-care-solutions.at
www.customer-care-solutions.at

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

German Air Rescue

Dr. Peter Huber – 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
Dr. Michael Adams – 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: 

michael.adams@eurocrossturkey.com.tr
www.eurocrossturkey.com.tr

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

AIG Travel 
Martin Villarino – General Manager, AIG Travel Asia Pacific
Level 15 Menara Worldwide, 198 Jalan Bukit Bintang, 
55100 Kuala Lumpur, MALAYSIA

tel: 
fax: 

+603 2772 5555
+603 2685 5673

email: 
website: 

martin.villarino@aig.com
aig.com/travel

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.carejetassist.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
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Save Assistance France
Thomas Blanchet – Key Account Manager / Responsable Grands Comptes
6 Rue Jean-Pierre Timbaud, Le Campus, Bat. B1, 
78180 Montigny-Le-Bretonneux., FRANCE

tel: 
24 tel: 

+33 (0)13062 6752
+33 (0)13062 1122

email: 
website: 

blanchet@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

Paseo de la Castellana, 18 –Plta 7, 28046 Madrid, 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

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)

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

Interamerican Assistance S.A.
Inez Tissink – Coordinator International Activities

Syngrou Avenue 350,17680 Kallithea, Athens, GREECE

tel:
fax:

(+30) 210 94 61 750
(+30) 210 94 61 004

email: 
website: 

tissinki@interamerican.gr
www.interamerican.gr

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

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

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
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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
Dr. Michael Adams – 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: 

michael.adams@eurocrossturkey.com.tr
www.eurocrossturkey.com.tr

CoreSource (Third Party Administration)
Ben Frisch – Regional President CoreSource Western Region

6240 Sprint Parkway, Suite 400, Overland Park, Kansas, 66251, USA

tel: 
fax: 

+1 913-814-6102
+1 913-387-5902

email: 
website: 

bfrisch@coresource.com
coresource.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 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

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

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

Active Care Management
Paul Schlosser – Client Relationship Manager

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

tel: 
fax: 

+519 945 8256 ext.4111
+519 251 5165

email: 
website: 

pschlosser@active-care.ca
www.active-care.ca

AIG Travel 
Jim Koziol – General Manager, North America

3330 Business Park Drive, Stevens Point WI 54482, USA

tel: +1 715 295 9105 email: 
website: 

jim.koziol@aig.com
aig.com/travel

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

TMCA Group Corp
Crystal Wharton  – President

217 Broadway Suite 608, New York, New York 10007, USA

tel: 
fax:

+1 646 398 9021
+1 646 398 9025

email: 
website: 

Crystal@tmcatravel.com
www.tmcatravel.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

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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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

Gateway International EMS
Oliver L. Müller – Managing Director

600 Pennsylvania Ave SE, Washington DC, 20003, USA

tel: 
fax: 

+1-202-499-2294
+1-201-205-2239

email: 
website: 

oliver.mueller@gateway-ems.com
www.gateway-ems.com

One Call Medical Transport
24 Hour Worldwide Ground Transports

 3815 E Main St., Suite C St. Charles, IL 60174, USA

tel: 
fax:

+1 630 444 2100
+1 630 823 2900

email: 
email: 

ops@ocmt.com
www.ocmt.com

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
Dr. Michael Adams – 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: 

michael.adams@eurocrossturkey.com.tr
www.eurocrossturkey.com.tr

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

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
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Acıbadem Healthcare Group
Berna Gür – International Network Supervisor
Fahrettin Kerim Gökay Cad. 
No:49 34662 Altunizade İstanbul, TURKEY

tel: 0090 530 9768398 email: 
website: 

ops@acibadem.com.tr
www.acibademinternational.com

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

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 – Vice President, Sharp GPS

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

toll free: 
tel: 

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

email: 
website: 

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

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

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

tel: 
fax: 

+1 619 471 0466
+1 619 543 5282

email: 
website: 

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

AAA Alpine Air Ambulance AG
Jürg Fleischmann – CEO

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

tel: 
24/7 tel: 

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

email: 
website: 

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

AMREF Flying Doctors
Dr Bettina Vadera – Medical Director

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

tel: 
fax: 

+254 20 6000 090
+254 20 344 170

email: 
website: 

emergency@flydoc.org
www.flydoc.org

CareFlight International
Paul Smith – National Manager

Locked bag 2002 Wentworthville NSW 2145, AUSTRALIA

tel: 
fax: 

+61 2 9893 7683
+61 2 9689 2744

email: 
website: 

international@careflight.org
www.careflight.org

European Air Ambulance
Patrick Schomaker – Director Sales & Marketing

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

24hr tel: 
fax: 

+352 26 26 00
+352 26 26 01

email: 
website: 

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

Gamma Air Medical LTD.
Dr. Gregory Kyriakou – CEO

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

tel: 
fax: 

+30 210 284 6600
+30 211 770 4141

email: 
website: 

ops@airmed.gr
www.airmed.gr

GlobalMed International
Gert Muurling – CEO & Medical Director

Auf Roedern 7c, 56283 Pfaffenheck, GERMANY 

tel: 
fax: 

+49 6742 897 425
+49 3212 100 5018

email: 
website: 

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

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

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

Cambridge Global Payments
Brad Loder – VP Marketing & Corporate Sponsorships

212 King Street West, Suite 400, Toronto, ON M5H 1K5 CANADA 

tel: 
 

+1 (416) 646 6401 
                             ext. 2392

email: 
website: 

bloder@cambridgefx.com
www.cambridgefx.com 

Firemelon (Magenta Insurance System)
David Corney – Managing Director

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

tel: 
 

02895 213 831 email: 
website: 

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

Socrates Systems Limited
Jody Brooks – Managing Director

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

tel: 
 

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

jody@socrates.systems
www.socrates.systems

Voyageur Aeromedical Travel
Marc Banting – Director

19 Lower Park Row, Bristol, UK

tel: 
fax: 

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

email: 
website: 

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

V Creative Design
Steve Annette – New Media Director

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

tel: 
fax: 

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

email: 
website: 

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

Geoff  will soon complete his formal 
professional investigator accreditation.
CEGA has also appointed a new business 
development manager, as part of its 
eff orts ‘to meet the growing demand for its 
integrated medical and security assistance 
for the corporate business travel sector’. 
Nathan Holloway will take on this role, 
drawing on experience across the general 
and health insurance segments, including 
business development-related positions at 
SSP Worldwide and BUPA.
“My focus will be on enhancing clients’ existing 
travel assistance and risk management 
provision, whilst also developing dynamic new 
medical and security assistance solutions, 
tailored to the individual needs and budgets of 
clients whose customers or employees travel 
abroad,” said Nathan. 
Jody Baker, commercial director at CEGA, 
commented: “This latest appointment supports 
CEGA’s ambitious growth agenda in the wake 
of our acquisition last year by Charles Taylor 
plc, [and] reinforces our ongoing commitment 
to add real value to our existing and new 
business propositions, both within the UK 
and internationally.”

Dedicated Account Management Team. 
North America and Worldwide.

ITIJ MedACC 0916.indd   1 2016-09-26   4:14 PM

AllClear, a specialist provider of travel 
insurance for people with pre-existing 
medical conditions, has announced 
the appointment Andrea Norris to 
the newly minted position of head of 
business development, as part of the 
company’s plans to strengthen its 
relationship with the travel industry. 
Andrea worked for 20 years as head of 
insurance and travel trade partnerships 
at Holiday Extras, appears regularly as 
a speaker at travel conferences, and 
‘has built an excellent reputation in the 
industry’, according to AllClear. “Her 
wealth of experience covers commercial 
negotiations, product development, 
medical screening, claims handling, 
fraud detection and overseas medical 
assistance,” the company continued.
Andrea, who said that she has long been 
an advocate of AllClear’s approach, 
off ering valuable solutions to travellers with 
medical conditions, commented: “I am 
looking forward to working with new and 
existing distribution partners to promote 
AllClear’s product range. I am particularly 
impressed by the technology used to 
provide partners with straightforward 
sales solutions, using at-a-glance pricing 
for clear and appropriate cover.”
According to Chris Wacey, CEO and co-
founder of AllClear, the new role has been 

introduced as part of ‘a renewed company 
focus on partnerships within the travel 
trade industry, specifi cally with cruise 
travel agents’: “Andrea’s reputation, wealth 
of experience and expertise put her in an 
excellent position to help drive business 
within certain key sectors, notably 
cruises, which tend to be extremely 
popular within our customer base.” 
Andrea is also a member of the 
Institute of Travel and Tourism and is 
vice-chairperson of the Association 
of Women Travel Executives.

Global claims and assistance provider 
CEGA recently announced the expansion 
of its Special Investigations Unit. The 
company has appointed an additional 
investigator, Geoff  Foster, who ‘will play an 
active role in increasing fraud awareness 
amongst CEGA’s front-end claims handlers’, 
according to the company: “Many of the 
latter are encouraged to pursue investigator 
qualifi cations themselves, as part of the 
provider’s proactive fraud detection initiatives.”
Geoff  brings over 14 years’ experience in the 
insurance industry to CEGA’s fraud team. Five 
of these were spent within CEGA’s own claims 
handling operation, between 2003 and 2008, 
and his multidisciplinary skills span various 
diff erent sectors of the industry, including 
travel insurance and motor insurance.
“Geoff ’s appointment has been driven by 
a growing demand for our global fraud 
investigation services,” commented Simon 
Cook, CEGA’s head of technical claims. “His 
skills add considerable value to our existing 
team, which works with our representatives 
all over the world to provide desktop and ‘on 
the ground’ investigations for travel, health, 
personal accident and household claims.”

The board of the Insurance Council of 
Australia recently announced that it had 
made a number of new appointments 
at a Special Board Meeting. Anthony 
Day, CEO of insurance at Suncorp, was 
appointed president of the Insurance 
Council and chairman of the board, 
while Richard Enthoven (CEO of The 
Hollard Insurance Company) was 

appointed deputy president, Patrick 
Regan (group chief financial officer and 
CEO of Australian and New Zealand 
operations for QBE) joined the board as 
a director, and Niran Peiris (managing 
director of Allianz Australia Insurance) 
stepped down as acting president 
and deputy president, although he will 
still continue to serve as a director.

Data and technology-driven insurance 
specialist Hood Group recently announced 
the appointment of Mark Izzard  to its board, 
as director of its dedicated travel insurance 
division Hood Travel. Mark is a leading fi gure 
in the world of travel insurance distribution, 
said Hood Group, having had close 
involvement with a number of diff erent travel 
insurance brands over the last decade and 
a half. In this new role, his focus will be ‘on 
providing guidance, support and direction 
to the Group’s travel insurance proposition 
for its insurer and brand partners’.
Hood Group CEO Simon Hood commented: 
“Mark is well-known and highly regarded 
in the travel insurance industry. Not only 
does he have a proven track record of 
launching and managing travel insurance 
brands, but he is a recognised expert in 
digital marketing and e-commerce. I am 
delighted that we have attracted someone 
of his calibre and am confi dent that his 
expertise will help build upon and improve 
our already successful travel proposition.”
Speaking about his new role, Mark added: 

“I share Hood Group’s view that the use of 
data and innovation is the key to transforming 
the customer experience and delivering 
sustainable solutions. I look forward to bringing 
my relationships and knowledge to the 
team and working with them to create travel 
insurance products and services that will add 
real value to our partners and their customers.”

Canadian insurer and fi nancial services 
provider Manulife has announced that 
Roy Gori, who is currently head of its Asia 
division, has been appointed president of 
the company. He will take on the new role 
as of 5 June, and have responsibility for 
Manulife’s global operating business, leading 

its investment operations in Asia, Canada 
and the US. He will also take on responsibility 
for developing and executing business 
strategy. At present, Roy is based in Hong 
Kong, but when he takes on his new role of 
president he will move to Toronto, where he 
will report to company CEO Donald Guloien.
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is demonstrated when a Cost Containment
firm uses steerage to direct patients in-network.
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HEALTHCARE RISK MANAGEMENT SOLUTIONS

is demonstrated when Risk Management Experts recognize 
a network with wider scope can increase customer value, 
reduce net claims costs and reinforce business relations.reduce net claims costs and reinforce business relations.

StandbyMD provides medically appropriate, escalating 
directional care from Telemedicine to House Calls, 
Urgent Care Centres, and ERs in the USA.




