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ITIJ was launched in 1999. What was the impetus 

behind its release?

In 1999, the International Travel & Health Insurance 

Conference was already an established industry 

event, and regular delegates began to ask for more 

information about what was happening in the 

industry between conferences. ITIJ was the logical 

next step for the Voyageur Group. From its origins 

as a bi-monthly print publication in the early days, 

ITIJ now keeps the global industry continuously 

informed with up-to-the minute news across a variety 

of platforms.

How has the way ITIJ delivers industry news 

changed since its inception?

Back when we fi rst started ITIJ, we relied on being 

faxed press releases and picking up the phone 

and talking to people to get stories. Naturally, 

with the development of the internet and digital 

communication, we now have global news at our 

fi ngertips, it’s easier to conduct industry research, 

and we can push out relevant news as it breaks 

to our global audience. While our monthly print 

edition of ITIJ is still our prime product, each 

issue is available to read or download online, and 

we upload daily and breaking news stories to 

our comprehensive website, we send news and 

information regularly to those on our e-mailing list, 

and, of course, we broadcast a weekly news round-

up via ITIJ.TV. Despite the benefi ts of technology, 

though, I still always fi nd that talking to people face 

to face or on the phone is the best way to get to the 

heart of a topic.

ITIJ has come a long way over the years. Are there 

any particularly memorable milestones for you? 

Launching ITIJ was an unforgettable milestone, 

and it’s testament to the innovation and evolution 

of the international travel and health insurance and 

assistance industries that ITIJ is a stronger product 

than ever. Obviously, reaching milestones like our 

100th issue, our 10th anniversary issue, and now 

our 200th issue are very special. More widely, 

launching the ITIJ Industry Awards in 2002 was a 

great thing to be able to do for the industry; and I 

have to say that ITIJ.TV is a project I’m enjoying very 

much, having worked in television in the past. Not 

that my reel-to-reel editing skills are demanded much 

by the production team!

ITIJ.TV is your latest news platform – how’s 

it going?

The best thing about ITIJ.TV is not just providing an 

alternative platform on which to push out industry 

news, but the fact that we are able to include 

industry commentators from around the world in 

each of our online news updates. There’s so much 

to talk about in the global travel and health insurance 

industry, and by interviewing people each week for 

our Industry Insights segment on pertinent topics 

for which they can provide invaluable commentary, 

we’re able to keep the industry discussion going 

and put it out there for people to learn from and 

contribute to themselves.

What’s coming up next for ITIJ?

We’re focusing our attention on the 2017 ITIJ 

Awards at the moment, and are very much looking 

forward to presenting them on 9 November 

in Barcelona at ITIC Global. We’re working on 

enhancements to our industry Service Directory, 

which is always online and in our print issue of ITIJ; 

and we’ll be enhancing our ITIJ.TV news updates, so 

watch this space.

Issue 200 calls for a bit of a celebration and a lot 

of reminiscing, which is exactly what we’ve been 

doing here at the ITIJ offi  ces: from stories of sharing 

a dial-up modem connection to access the internet 

and faxing proofs to the original editor in our early 

days, to feeling good about how far ITIJ has come 

in terms of its news coverage and industry reach. 

We’re proud of where ITIJ is at right now, and we 

hope you enjoy reading it and fi nd it a useful tool for 

your business too – whether you’re reading it for the 

fi rst time today or have been with us throughout our 

entire journey so far. Having worked on ITIJ since its 

fi rst issue myself, it’s always refreshing to hear other 

people’s perspective on what we’re producing, 

so we caught up with some of our readers and 

advertisers to hear what they had to say about what 

ITIJ means to them – fi nd out their views on the 

inside back cover.  

We’ll be celebrating 20 years of ITIJ in 2019, but 

until then, we look forward to continuing to report 

on the issues that matter most to the global travel 

and health insurance community.

Introduction

Interview with IT IJ ’s  editor in  chief

Ian Cameron

Ed itor
Watson



The Health Insurance Group, based in 
the UK, has said that employers are 
underestimating the threat of kidnap 
and ransom, and that they should 
be doi ng more to protect their staff  
when abroad

According to the company, approximately 
40,000 kidnappings occur every year, and 
over 40 per cent of these are of business 
personnel or their dependants. It also 
points out that though there are several 
regions where employees are more at 

risk of ransom, Mexico and Bangladesh 
for example, it can happen anywhere.
Business travel in areas that are getting 
more and more dangerous is increasing, 
says the Health Insurance Group. Africa, 
for example, is seen as attractive for 
new business, but according to Result 
Group, has had a ‘significant deterioration 
of safety’ in the last four years. 
With this in mind, the Health Insurance Group 
says that companies need to conduct research 
before travel, get advice from experts and 
ensure the relevant insurance is in place 

before sending employees to a region.
“Sadly, we have to recognise that the risk of 
kidnap and ransom is increasing and it isn’t 
just limited to high-risk areas,” said Sarah 
Dennis, head of International for The Health 
Insurance Group. “The good news is, there 
are specific kidnap and ransom policies that 
have been designed to specifically protect 
companies with staff working abroad. A kidnap 
and ransom policy should be an integral 
part of the provisions that employers make 
to meet their duty of care for overseas and 
travelling staff – wherever they’re working.” 

Dutch 
deception

Figures from the Dutch Association of 
Insurers (Verbond Van Verzekeraars) 
have shown a dramatic increase in 
the number of fraudulent claims being 
identifi ed from holidaymakers between 
the ages of 25 and 35 

Members of the Association reported twice 
as many cases of travel insurance fraud in 
the fi rst half of this year compared to 2016, 
with most of the cases concerning false 
claims of property theft. The increase in the 
dubious claims rate is not down to the fact 
that more people are claiming under false 
pretences, according to  the Association, but 
is in fact due to the increase in vigilance and 
claims investigation on the part of insurers.
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Cancer cover back in the spotlight
Thousands of British holidaymakers who 
have had cancer have been denied travel 
insurance despite being diagnosed a 
decade ago, new research by Macmillan 
Cancer Support has revealed

A survey of more than 2,000 people, which 
was conducted by YouGov, revealed:
• An estimated 8,500 British holidaymakers 

who applied for travel insurance following 
a cancer diagnosis were unable to get 
a policy despite the fact that they were 
diagnosed with cancer a decade ago.

• An estimated 7,500 Brits who have had 
cancer at some point in their lives and took 
out single trip or annual travel insurance 
paid £1,000 or more for their policy.

• On average, people with cancer paid £133 
for their policies, nearly four times the 
average cost of an annual travel policy for 
the general public, which is just £37.

Macmillan’s research also revealed that almost one 
in fi ve (18 per cent) people who had cancer and took 
out travel insurance paid £200 or more for cover.
The organisation is calling on the insurance industry 
to ensure people living with cancer are treated 
fairly and aren’t priced out of the market, while 
acknowledging that those who have had cancer 
may have more medical needs and represent a 
higher risk for insurers than those without the illness; 
it says that current prices and policies refl ect an 
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Well done to us – we made it to 200!
It’s a pretty important milestone, really – who would have thought that 
when ITIJ fi rst landed on desks that it would still be here, bigger and better, 
18 years later?! I’ve been working on the magazine for 11 years now, and 
it’s been great to see it go from strength to strength over that time. The 
testimonials sent in by our valued readers really do mean a lot to us – it’s 
hard sometimes to get feedback from our global audience, but knowing 
that what we print genuinely helps to inform them about the industry and 
shape their understanding of the sector makes a huge diff erence.
This month’s issue contains the usual mix of stories from around the world 

– fraud in the Netherlands, employee wellness in New Zealand, enhanced 
coverage for mental illness for travel insurance customers in Australia, it’s all 
happening! We’re also following up last month’s news analysis with a closer 
look at how European insurers approach the issue of sending their clients to 
public or private medical facilities, and what happens when treatment costs 
get too high. Rumblings of more problems still to come from private healthcare 
providers in other parts of the world mean that this story has plenty of life left 
in it yet – we’ll be on the case to keep you up to date with all the goings-on.
In the meantime, have a great September – for all of those people in Europe 
who seemed to be on holiday in August , welcome back to the real world!
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In the aftermath of the attack in 
Barcelona, there are few words 
that I can write that differ from the 
sentiments expressed after the 
London, Nice, Paris, Manchester, 
Berlin and other IS attacks. Better 
the words of all who demonstrated 
in Plaza de Catalunya a day later. 

NO TINC POR – I am not afraid.

Ian Cameron
Editor-in-chief

ian@itij.com

Editorial 
Blog

CONTINUED FROM PAGE 1

Cancer cover back in the spotlight
outdated view of cancer as being something 
that only aff ects the minority or that those who 
have cancer are facing a ‘death sentence’.
Macmillan says that high travel insurance 
costs could leave people who have had 
cancer struggling fi nancially, prevent them 
from having a much-needed break or mean 
they travel abroad without appropriate medical 
cover. Going on holiday without insurance, 
or buying a policy that excludes their cancer, 
puts people at risk of eye-wateringly high 
medical bills if they fall ill when abroad.
Macmillan is thus calling on the insurance 
industry to try to use more accurate, 
relevant and tailored data in their policies 
and pricing so people living with cancer 
are treated fairly and aren’t priced out of 
the market. It also wants insurers to try 
and give clearer explanations about how 
quotes have been calculated and what an 
exclusion would mean if someone needed 
to make a claim to allow customers to 
understand why decisions have been made.
Lynda Thomas, chief executive for Macmillan 
Cancer Support, said: “For many people 
with cancer, getting travel insurance can 
turn a dream holiday into a nightmare. Every 
day, we hear from people who have longed 
for a holiday as a chance to recuperate, to 
celebrate the end of their treatment, or to 
spend precious time with friends or family, 
only to have those plans shattered by 
issues with travel insurance. It’s not good 
enough that they are being denied travel 
insurance or charged sky-high prices. Even 
those who were diagnosed a decade ago 
are being written off  as ‘uncoverable’.

We want insurance providers to give people 
with cancer a break. Travel insurance 
policies should be clear and fairly priced for 
everyone, including people with cancer.”
One of the problems that people with cancer 
face when trying to obtain travel insurance 
is that they head to well-known comparison 
websites, which are generally not built to 
cater to this type of traveller, hence the high 
premiums quoted by the providers on that 
site. However, there are specialist companies 
in the market that have worked hard to 
understand the true risks posed by travellers 
who have, or have had, serious conditions.
One of these companies is Travel Insurance 
Facilities Group (tifgroup). Fiona Macrae, head 
of client engagement for tifgroup, explained 
that it’s mostly down to the medical screening 
tool developed by the company: “Protectif was 
launched by tifgroup in 2006 as a medical 
risk rating tool to challenge the methodologies 
adopted by many insurers utilising other risk 
rating tools. The approach was diff erent in 
that we set out to rate risk based on actual 

travel risk, supported by claims and assistance 
data built up by tifgroup over many years. 
The actual travel risk of someone travelling 
with, say, a metastatic cancer, can in many 
cases be less than someone who travels 
with high blood pressure.” The screening 
tool has also been developed in co-operation 

with charities and medical professionals 
who fully  understand each illness it covers, 
and the needs of those patients, so the 
patients being screened are asked the 
appropriate questions at the point of sale.
Insurers, then, can off er travel insurance 
at a reasonable price, and it is important 
that high-profi le charities that work closely 
with those suff ering from an illness 
such as cancer are able to signpost 
people towards the right providers.

high travel insurance costs could 
leave people who have had cancer 

struggling fi nancially

Two suspected terrorist attacks 
occurred in the Catalonia region of 
Spain less than eight hours apart 
from each other in August

The fi rst incident saw a white van 
drive down the popular pedestrianised 
tourist spot of Las Ramblas, Barcelona, 
injuring dozens – at the time of writing, 
16 have died. The second attack, 
meanwhile, occurred in the seaside 
town of Cambrils – a car was driven into 
pedestrians, injuring six civilians; shortly 
afterwards police shot and killed all 
fi ve men that had been in the car. The 
two attacks are believed to be linked.
In the immediate aftermath, the UK 
Foreign & Commonwealth Offi  ce urged 
travellers to follow the advice of local 

security. It also told travellers that, if 
caught up in an incident, they should put 
their phones on silent and turn off  location 
tracking, so as not to advertise their 
presence and potentially make themselves 
a target. Currently, with regards to 
travellers heading to Spain, it advises: 
“Terrorists are very likely to try to carry 
out attacks in Spain. Attacks could be 
indiscriminate, including in places visited 
by foreigners. The Spanish authorities 
take measures to protect visitors, but 
you should be vigilant and follow the 
instructions of the local authorities.” 
Following the terrorist attack in Barcelona, 
Allianz Global Assistance USA  received 
40 claims for cancellations/interruptions 
to Barcelona – 33 cancellations claims 
and seven interruption claims.

Spain hit by two terrorist attacks

mailto:ian@itij.com
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Travel insurance 
industry exempt 
from NZ tax

The Insurance Council of New Zealand is 
supporting the decision by the New Zealand 
Government to exempt travel insurance 
and insurance on certain types of property 
from having to pay the Fire Service Levy.
“While we oppose the policy of taxing people 
who insure themselves to pay for the public 
good provided by Fire and Emergency 
New Zealand (FENZ), we are pleased to 
see common sense reign on the decision 
to exempt travel insurance as well as other 
insured property like swimming pools, water 
pipelines and tanks from the tax,” Insurance 
Council chief executive Tim Grafton said. 
“Without this decision, people who took 
out travel insurance to holiday overseas 
would have been taxed even though there 
was no way the FENZ would have provided 
any service at all. Ironically, most people 
buy travel insurance to cover themselves 
 for health costs, theft and cancellations, 
none of which involve the FENZ.”

A survey of 1,000 British adults 
published by UK-based website 
ElectricTobacconist.co.uk as part of 
the UK Gadget Usage Report 2017 
reveals that the average person 
takes at least three items of tech on 
holiday – one more than they would 
for an average day at work or study

As many as one in fi ve (20 per cent) travel with 
at least fi ve gadgets in their luggage, equating 
to over £1,000 of equipment. Technology 
most commonly taken on holiday by UK 
adults (other than the ubiquitous smartphone) 
are iPads or other tablets (42 per cent of 
holidaymakers) and laptops, which just under 

a quarter (23 per cent) take on holiday.  
Battery packs are increasingly becoming a 
holiday must-have, found in 38 per cent of 
suitcases, but interestingly, almost one in 10 
(nine per cent) of respondents say that they 
intend to have a technology-free holiday 
and ‘log off ’ from everyday life 
(Good luck with that – Ed).
Pascal Culverhouse, 
founder and CEO of  
ElectricTobacconist.co.uk, 
commented on the fi ndings of 
the survey: “These fi gures reveal just 
how much gadgets and tech are essential 
to our lives.  When we get a chance to 
enjoy some down time, we actually want to 

Put a ring on 
[your policy] 
A survey conducted by 
Comparetravelinsurance.com.au reveals 
that more than half of consumers (53 per 
cent) assume that travel insurance would 
cover their engagement rings, while a 
further 23 per cent are unsure. Given 
the many nuances of travel insurance, 
it’s understandable that consumers are 
unsure of the terms of their travel insurance 
policies, said Natalie Ball, director of 
Comparetravelinsurance.com.au: “It may 
come as quite a surprise to those planning a 
paradise proposal that many travel insurance 
policies exclude cover for jewellery or will 
only cover such items for a nominal sum. For 
example, insurers such as 1Cover, Columbus 
Direct, Fastcover, Medibank and Woolworths 
will not allow you to add specifi ed cover 
for items of jewellery to your policy. If 
you’re planning to propose overseas with a 
particularly expensive engagement ring, make 
sure you do your research and fi nd a provider 
that will insure the ring to its full value.”
When it comes to high value items in 
general, Ball says that travellers often miss 
the fact that sub-limits apply to non-specifi ed 
belongings: “If you don’t specify your 
high value items, you could be subject to 
depreciation and may only be able to claim 
back a set amount regardless of your total 
luggage cover. It’s essential for travellers 
to check the sub-limits of their policies to 
avoid getting caught out at claim time.”

Techyes
surround ourselves with more rather than 
less technology.” He went on to warn: “The 
growing use of technology does however 

mean people need to look at other aspects 
of their holidays. For example, making 

sure gadgets are covered under 
their insurance. Many home policies 
will exclude personal possessions 

taken abroad, whilst holiday cover may 
place limits on the value of single 

items. Also, carrying out pre-holiday 
back-ups is a sensible precaution.  
The pain of losing or damaging 

your gadgets will be soothed 
slightly if you know precious pictures or 

documents are safely stored at home.”
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Over 50 per cent of Aussie travellers 
go overseas without adequate 
insurance, according to research
commissioned by the Department 
of Foreign Affairs (DFAT) and the 
Insurance Council of Australia (ICA). 
One of the key issues highlighted in 
the survey is the failure to insure for 
risky activities like adventure sports, 
and even among travellers who do 
take out insurance, only around half 
check their policy to make sure their 
planned holiday activities are covered.
Travellers failing to check their policies 
for adventure cover is a major concern, 
especially among young Australian 
travellers, said the organisations. The 
survey shows that almost three-quarters 
of Aussie travellers aged under 30 

engage in risky activities while overseas. 
Meanwhile, according to travel insurer 
Columbus Direct’s latest customer survey, 
over 50 per cent of respondents between 
the ages of 18 and 49 are either actively 
planning an adventure holiday, or have 
adventure travel on their bucket lists. 
Sixteen per cent have already engaged 
in adventure sports while on holiday. 
“Engaging in adventure sports on holiday 
significantly limits the range of travel 
insurance options available to Australian 
travellers,” explains Antje Lauterbach, 
Columbus Direct’s marketing manager. 
“Those who engage in more than one 
adventure activity, or who have complex 
travel insurance needs, such as pre-
existing medical conditions, can find 
it difficult to get suitable cover.”

Despite increased travel insurance 
sales in recent years, only half of 
Spanish people making long-haul 
trips take out a policy, according 
to a study released by Fundación 
InterMundial Seguros 

Of those who don’t take out specific travel 
insurance, some rely on the cover offered by 
booking with credit cards, while others rely on 
their health insurance policies. But although 
purchasing of policies is still lagging behind 
‘deep-rooted’ countries like Germany and the 
UK, the report says the market is expanding, 
thanks to a higher level of awareness of the 
risks faced by tourists in the modern world.
“Spaniards are ever more conscious 
of the risks they assume when they 
travel and the number of travellers with 
insurance has grown exponentially in 
the last 20 years,” commented Manuel 
López, CEO of InterMundial.
The survey, carried out through 2,500 travel 
agencies in 2016, covered policies taken out 
for both domestic and international travel, and 
shows that women are a third more likely to 
take out insurance cover than men; that the 
biggest buyers by age group are those aged 
46 to 55; and that policies are bought, on 
average, 48 days before starting a journey.
Aside from countries where travel 
insurance is obligatory, the US is the one 
for which most policies are bought, given 
its ‘especially expensive’ healthcare.
The cost of insurance was cited by 19 
per cent of travellers as the reason for 
not buying, according to Fundación 
InterMundial, while the biggest reason 
among those who do buy was to recoup 

their costs in case of cancellation – 31 per 
cent bought policies for their cancellation 
benefits, while the second most common 
reason given (26 per cent) was to cover 
problems with transport and luggage and 
the third, at 22 per cent, was health cover.

However, when it came to making claims, 
52 per cent involved health (31 per 
cent involving illness or accident and 
the rest covering the reclaim of medical 
costs), 25 per cent involved cancelling or 
aborting trips, and 14 per cent involved 
losing personal items and luggage.
Most people initially reported any problems to 
their travel agent (76 per cent) rather than to 
their insurer, due to the ‘confidence generated 
between traveller and agent through the 
process of booking a trip’, added the report.

Mahesh Anchan, chief operating officer 
of global travel services company Vasco 
Worldwide, has predicted an increase 
in the number of Middle Eastern 
residents buying travel insurance for 
their trips, fuelled in part by the number 
of countries that are making travel 
medical insurance a prerequisite for 
visitors. Anchan noted: “According to 
our international assessment, we expect 
a growth spike in global and regional 
travel insurance markets, primarily 
fuelled by rising healthcare costs, which 
are a major concern for governments 
around the world. An uninsured visitor 
or tourist can be a major liability for 
state healthcare systems, which is 
the reason why more countries are 
making travel insurance mandatory.” 
For Vasco Worldwide, which has seen 
40-per-cent year-on-year growth of travel 
insurance sales, the increasing need for 
travellers to prove they have insurance 
has been a good thing, particularly 
in the Middle East, said Anchan. The 
company has plans to enter 10 new 
markets with its travel and insurance 
proposition, including countries in the Gulf 
Cooperative Council, Oman and Bahrain.
While countries in the Schengen Area of 
Europe have long had travel insurance 
with a minimum medical cover of 
€35,000 as a prerequisite to granting 
a visa to a traveller, other countries 
that have recently followed suit include 
Turkey, South Africa, Russia and Saudi 
Arabia. Thailand is also considering 

introducing such a requirement.
An ongoing problem that the industry 
must face is awareness of limits on travel 
insurance policies, Anchan explained: 
“Some travel companies may issue 
travel insurance just for using it as 
documentation for a visa application, 
which may not be as effective as full 
travel insurance policies valid for all 
sorts of travel-related contingencies, 
including health and even repatriation 
of mortal remains in case of unfortunate 
mishaps. Travel insurance offered by 
credit card companies and medical 
insurance companies [is] basic insurance, 
which covers a minimum requirement of 
insurance for people to travel to Schengen 
countries. Customers need to look at travel 
insurance in a more [holistic] manner 
so that it is useful across all aspects of 
travel, be it issues related to booking of 
hotels, airlines and other services.”

Hope for Spanish market
 

Spaniards are ever more conscious 
of the risks they assume when they 

travel and the number of travellers with 
insurance has grown exponentially in 

the last 20 years

Mandatory requirements 
boost industry

Risk-taking rookies
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Air Alliance UK aeromedical team is

•  Worldwide operations, expertise in 
long range fl ights

•  Regular missions in crisis and 
remote areas

•  Medical excellence for all levels of 
aeromedical care
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• Headquartered in Germany
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•  Innovative aircraft technology

•  Premium medical equipment

•  Fleet of 14 dedicated aircraft: 
Challenger 604, Learjet 55 and 35A

Oh baby
A couple of incidents of babies being born 
in flight have made international news 
of late, prompting an Australian travel 
insurance comparison site to perform a 
survey asking women at which point they 
would stop travelling by air, if they were 
pregnant. Thirty-five per cent of those 
surveyed said that they would travel by 
plane up to week 32 (the point at which 
many airlines suggest you stop travelling 
if pregnant). Six per cent, meanwhile, said 
they would travel by air up to week 40 of 
their pregnancy, despite the increased risks 
of complication and pre-term delivery.
Natalie Ball, director at 
Comparetravelinsurance.com.au, said: “It’s 
surprising to learn how many mums-to-be 
are happy to travel late into pregnancy.” 
She warned expectant travellers to do 
their research and understand the risks 
involved with travel before booking.

The price is right 
… or is it?
An original investigation by a team of 
researchers in the US, published by the 
Journal of the American Medical Association 
(JAMA), has found wide variations in the 
charges made by emergency departments 
in hospitals compared to internal medicine 
charges. The questions asked by the 
study authors were: ‘How do emergency 
departments set chargemaster prices 
for services, and how do these practices 
affect patients?’, with the objective being 
to examine the variation in excess charges 
for the services provided. The study stated: 
“In this analysis of Medicare billing records 
from 2,707 US hospitals in 2013, different 
emergency departments charged between 
one and 12.6 times what Medicare paid for 
the services. Excess charges, or ‘markups’, 
on specific services were greater when 
performed by an emergency medicine 
physician compared with an internal 
medicine physician.” The study authors 
concluded that their results ‘inform policy 
efforts to protect uninsured and out-of-
network patients from highly variable pricing’.

Lee Health, a hospital operator in South 
Florida, has claimed in a lawsuit that 
Canada-based Global Excel Management, 
on behalf of its insurer clients, is paying 
below the customary rate for medical care 
received by foreign insured travellers. The 
suit alleges that, in violation of Florida 
law, Global Excel is using a ‘random 
methodology’ to calculate its payment 
terms. Mary Briggs, a spokesperson for 
the hospital operator, said: “After working 
in good faith with Global Excel for many 
months to negotiate and obtain fair 
payment for the services we provided, we 
have had no resolution and have been 
left with no alternative but to file this civil 

complaint to resolve the matter.” The lawsuit 
contains more than 70 instances of alleged 
underpayment, eight of which show that the 
difference between what was billed and what 
was paid was in excess of US$100,000.
Legal counsel for Global Excel Paul Reed 
said the company is ‘disappointed’ that 
Lee Health has escalated a dispute over its 
billed charges by filing a lawsuit. He added: 
“We arranged for the prompt payment 
of what was reasonably owing on these 
patient accounts. Although that occurred, 
Lee Health has nonetheless persisted with 
its claim that its full ‘billed charges’ must 
be paid. No one ever agreed to pay those 
exorbitant ‘billed charges’ amounts and they 

are far in excess of what Lee Health routinely 
accepts as payment. Consequently, we will 
be vigorously defending this case and are 
confident that a court will agree that Lee 
Health has already been fairly and fully paid.”

Florida hospital group takes on GEM

mailto:express@air-alliance.de
mailto:express@air-alliance.de
mailto:express@air-alliance.de
http://www.medfl
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REMOTE AFRICAN
RESCUE

Robert Muttock, partner with law 
fi rm Clyde & Co UK, and Miguel 
Relano, partner with Clyde & Co 
Spain,  discuss the problem of fake 
illness claims 

Holiday illness claims represent a new 
frontier in the fi ght against fraudulent travel 
claims, with the travel industry and its insurers 
experiencing an almost 500-per-cent increase 
in claims in recent years. These claims are 
typically low value and capable of being 
commoditised in the same way as motor 
claims, leading to a fl urry of claims activity 
that has caught the industry off -guard.  
This is not just a UK issue, with much of the 
risk being carried by hotels and their insurers 
who, due to contractual indemnities with 
tour operators, are the fi rst and last victims 
of this phenomenon. This problem has 
been encountered most acutely in Spain, 
with some regions experiencing 700-per-
cent increases in claims since 2015. 
This epidemic is largely due to claims 
management companies (CMCs) targeting 
tourists whilst on holiday. CMCs have 
expanded into the holiday market and are 
actively farming these claims following the 
UK Government’s clamp down on motor 
whiplash claims. Such claims still benefi t 
from a high recoverable costs environment, 
leading to signifi cant fi nancial incentives for 
claimant representatives. Experts predict that 
while the full cost to the industry has yet to 
be calculated (it was reportedly £52 million in 
2016), it is likely to lead to insurers charging 

higher insurance premiums for tour operators 
as they attempt to off set the costs increases.  
Defending these claims can present 
diffi  culties. When legal proceedings are 
issued, the high cost of defending what is a 
relatively low-value claim commonly prohibits 
an economically viable defence being raised. 
In addition, the current opportunities for 
Spanish insurers to defend these claims 
are quite limited, since they are not usually 
made aware the claims have even been 
brought in the UK until after settlement. 
The industry and regulators in both 
jurisdictions are beginning to fi ght back. 
Spanish tourism associations and hotels 
have launched a campaign, both in Spain 
and in the UK, aiming to raise awareness of 
these sham claims in a bid to cut numbers. 
The Spanish Government is also taking a 
proactive role to mitigate reputational problems 
arising from these fraudulent claims, in order 
to maintain the Spanish brand as a premier 

holiday destination, and the UK Government 
is starting to show its teeth and has recently 
sought to close the current legal loophole 
driving claims activity, by extending the fi xed 
recoverable costs regime to these claims. This 
move has been supported by Lord Justice 

The Mainichi newspaper in Japan has 
reported that an increase in the number of 
uninsured visitors heading to the country 
has resulted in major insurers taking the 
opportunity to off er these tourists travel 
insurance on arrival. A survey conducted 
by the Japan Tourism Agency found 
that around 30 per cent of international 
tourists in Japan arrive without any travel 
medical insurance, which means their 
medical costs are not covered when 
they fall ill. A separate survey from 2016 
claimed that 30 per cent of hospitals in the 
Osaka Prefecture that had treated foreign 
nationals had experienced this problem.

Insurers that have shown interest in 
providing travel insurance to inbound 
visitors include Sompo Japan Nipponkoa 
Insurance, Mitsui Sumimoto Ins urance 
and Aioi Nissay Dowa Insurance.

Japanese insurers see potential 
in travel

The Association of British Insurers (ABI) has 
launched a new guide to travel insurance 
to help travellers ensure they have the right 
cover. The guide includes information about 
what sorts of questions a traveller should 
ask themselves before narrowing down 
a policy selection – such as how often 
someone is planning to travel, and for how 
long. Then comes an explanation about the 
key features of standard travel insurance 
policies, highlighting particularly important 
exclusions – e.g. if medical information is 
purposefully withheld from the insurer, the 
medical benefi t may not apply. Information 
is also provided about how to get in touch 

with an insurer in the event of an accident 
and how to make a claim, and users are 
given a travel checklist to make sure they 
do certain things before they make a fi nal 
decision. These include shopping around to 
fi nd the best policy (with the advice noting 
that the cheapest policy may not cover 
everything a traveller requires), getting a 
European Health Insurance Card, checking 
the UK Foreign and Commonwealth website, 
applying for visas, getting vaccinations, 
being up front about medical conditions, 
and fi nally, taking care and staying  safe.
Sage advice indeed… let’s 
hope it gets through…

Education, education, education

Holiday illness claims: the fi ghtback begins

Jackson in his fi xed costs review, and the 
Law Society. So serious is the problem that 
even the UK’s main consumer claimant law 
fi rms have called for fi rms to report those 
who break the Solicitors Regulation Authority 
rules on marketing and referral fees. 
The Spanish Government is also targeting 
these criminal practices and is advising 
hotels and their insurers to report any 
suspected activity to the police so they 
can take appropriate action. In June 2017, 
the Spanish Guardia Civil arrested two 
British citizens, who were found at a hotel 
exit encouraging tourists to submit fake 
claims. The Criminal Court of Palma has 
opened a criminal enquiry to investigate 
this practice and has accused the touts of 
illegal association and fraud. It is hoped this 
discourages both the opportunistic claimant 
and industrial claims farming practices.

The industry may be seeing the fi rst fruits of its 
labours. In two recent cases (Amy Hughes v 
Thomson and Julia Lavelle & others v Thomas 
Cook), judges not only dismissed the claims, 
but also ordered the claimants to pay the tour 
operators’ legal costs due to the dishonest 
nature of their claims. It is hoped this is 
illustrative of the tide turning in UK court cases.  
And the activities of claimant fi rms may also 
be changing. British fi rm Law Room recently 
advised that all holiday illness claims will 
now be reviewed on a case-by-case basis, 
which has already led to the fi rm reportedly 
dropping 3,500 unmeritorious claims. It is to 
be hoped other fi rms adopt similar rigorous 
triage processes, so claimant fi rms act as 
principal gatekeeper in the claims process.   
Hopefully all these developments will 
ultimately culminate in a solution to the 
spurious holiday illness claims industry. 

The UK Government is also starting to 
show its teeth and has recently sought 

to close the current legal loophole 
driving claims activity

http://www.ace-ambulance.com
mailto:info@ace-ambulance.com
mailto:flights@ace-ambulance.com
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Are European and British insurers off ering very diff erent travel insurance 
products when it comes to limits and exclusions on private healthcare?

A level playing field
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Last month in ITIJ, we covered the story 
of British travellers with insurance who 

expect their cover to provide treatment 
in private hospitals in Europe. However, 
there are many variations within travel 
insurance policies, one of which is 
that some – many, in fact – exclude 
treatment for private healthcare. The 
Allianza de Sanidad Privada de Espana 
(ASPE) – Alliance for Private Healthcare 
in Spain – alleges that these exclusions 
are only seen in British travel insurance 
policies. ITIJ contacted several different 
insurance companies from around 
Europe to see what the consensus was.

European viewpoint
Dea Banse, head of brand communication 
and press office for Germany-based 
Europäische Reiseversicherung AG (ERV), 
told ITIJ: “As a matter of principle, our 
clients are at liberty to select any hospital 
abroad. However, in the event of the price-
performance ratio being disproportionate, 
ERV reserves the right to draw attention 
to the obligation of mitigating any loss 
and, in the interest of the community 
of policyholders, to work towards the 
situation in which the prices do not 
exceed the bounds of what is customary.” 
So German customers of ERV can opt 
to attend the hospital of their choosing 
– within reasonable bounds. However, 
ERV has a UK arm, and the policies 
sold in the UK do contain an exclusion 
for private healthcare in Europe. ITIJ 

checked the standard leisure policy 
details and found that private healthcare 
is specifically excluded, unless first 
approved by the assistance company. 
So why the difference? Sabine Muth of 
ERV in Germany said: “Mostly there are 
calculatory and regulatory differences 
between country policies, as in this 
case between Germany and UK.”
Onwards to the Netherlands, where 
Charles Koks, network manager for 
ANWB Assistance, said that while 
there are no insurers it represents that 
would deny life-saving treatment for a 
patient in a private hospital, patients 
are moved to public facilities where 
possible once they are stable, and if 
a client calls the assistance company 
before heading to hospital, they will be 
directed towards a public institution. 
The exclusions in British travel insurance 
policies have been put in place primarily 
as a cost control measure, so customers 
are not overcharged for treatment that 
they could have received for free or at 
a much lower cost in a public hospital. 
Koks agreed that charges seen in 
some private facilities are in excess of 
what is usual and customary: “Some 
hospitals are charging twice or triple 
the price for the same treatment in the 
Netherlands. We have placed these 
private hospitals on a blacklist. My 
opinion is that the EHIC is a perfect 
system and we steer on this document, 
our insurers expect us to do so as well.”
For Spanish patients on holiday in other 
European countries, Lola Martinez of 
Intermundial Seguros confirmed that the 

company’s insurance policies do not 
contain any exclusions related to private 
hospital care. “We always choose the 
most convenient hospital or medical 
centre according to our client’s situation,” 

she explained. “If the hospital where our 
client has been referred recommends 
him/her a treatment which is higher 
than the maximum limit of his/her travel 
insurance policy, the client will decide 
if they want to remain in that hospital 
(in that case, we only pay the amount 
included in the policy and the client will 
pay the rest) or want to be moved to 
another one cheaper (when possible) .”
It seems that while British insurers are 
the only ones currently writing specific 
exclusions for private healthcare into their 
travel insurance policies, there is a general 
agreement that if a hospital is thought to 
be charging excessively for the services 
provided, the patient will be moved to 
a suitable public facility. Alternatively, 
cost containment measures such as 
negotiating discounts and appropriate 
examination of the bills will take place.

Cost recovery
The high cost of private healthcare in 
tourist resorts is not an unfamiliar lament 
from travel insurance providers – hence 
the inclusion of the clause excluding 
treatment given by private facilities – and 
in the case of private care not being 
covered under the policy, what is the 
patient to do? Well, more often than 
not, they have already given their credit 

Is it fair on patients to make them sign paperwork when 

they are ill/injured and in need of urgent medical care

ASPE is concerned that exclusions are 

not made clear to clients at the point 

of sale

The high cost of private healthcare 

in tourist resorts is not an unfamiliar 

lament from travel insurance providers

card details to the hospital, explained 
an ASPE spokesperson: “When any 
patient that is not a regular client enters 
the hospital, they are always asked by the 
hospital to sign a document recognising 
the debt and for a credit card or a 
deposit in case their insurance company 
does not cover medical expenses. 
Hospitals always try to be paid by the 
patients before leaving the hospital 
because claiming the amount of an 
invoice in a foreign country, especially 
the UK, involves very high expenses.”
Is it fair on patients to make them sign 
paperwork such as this when they 
are ill/injured and in need of urgent 

medical care? One could argue that 
most people will sign anything at this 
point, just to get in to see a doctor. So 
when an insurer then refuses to pay 
a bill that it considers not to be a fair 
reflection of the treatment provided, 
this can leave the patient, the hospital 
and the insurer in a difficult position.
The ASPE spokesperson went on to say: 
“Companies know that it is often not 
worth complaining about and encourage 
patients to leave the hospital quickly and 
not pay the bill, since if the amount of the 
invoice is not high, the expenses to claim 
in the UK are higher than the amount we 
can recover. If a patient decides to leave 
without paying, the hospital cannot stop 
him. The hospital has to claim the debt, 
which is a slow and expensive process.”
Protracted legal proceedings between 
insurers and hospitals are not 
uncommon in the travel insurance 
world. Disagreements between medical 
professionals over what constitutes 
‘necessary’ care, and where the 
line between usual treatment and 
overtreatment lies, are fairly regular 
occurences. As mentioned in last month’s 

ITIJ, insurers are also concerned that 
in some cases, the private clinics are 
not the right places for an insured to 
go when they are injured – the clinics 
may not have the necessary equipment 
or expertise to treat the injuries or 
illness being presented – and this is 
why customers are sometimes urged 
to leave a private clinic and attend a 
better-equipped public hospital.
When an insurer – even one that does 
have private healthcare exclusions in its 
policies – decides that its client has acted 
reasonably and urgently needed the care 
the private hospital has provided, most 
will then engage in cost containment 
practices to limit their expenses. This 
can be as simple as making sure that all 
the treatment provided falls within the 
scope of the illness, or agreeing with 
the hospital in advance that there will 
be a discount on treatment given as a 
high number of clients will most likely 
attend the clinic over the course of, say, 
a year. Simple negotiation, said the ASPE 
spokesperson, is not going to work: “The 
rates are not negotiable, since they are 
free in Spain and each centre applies 
their rates to the companies. In the case 
of travel assistance companies, hospitals 
usually have a single rate for all these 
companies, and make special agreements 
with some of them depending normally 
on the volume of business, ability to refer 
patients directly and prompt payment 
of the bills.” Volume discounts, then, do 
exist, as do prompt payment discounts.

Where next?
Private hospitals are, almost without 
a doubt, going to charge higher 
rates than public facilities. Carrying 
out appropriate cost containment 
on medical cases in Spain is always 
going to happen, and whether or not 
refusing to pay a bill is ‘appropriate’ 
very much depends on who you talk to. 
Tensions are going to keep simmering 
in this debate, and with a conference 
session on this matter planned for ITIC 
Global in Barcelona this November, 
this is not the end of the story. ■
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Mobile and cloud technology provider 
Deem has announced an extended 
partnership with travel assistance company 
FocusPoint International. The deal will see 
FocusPoint International’s Crisis Assistance 
Plus (CAP) integrated into Deem’s Work 
Fource travel booking software.
CAP currently allows members to access 
up to date destination-based health, 
safety and security information; itinerary-
based traveller tracking; on-demand 
travel security and medical specialists; 
and in-country assistance. The addition 
of this software to Deem’s travel booking 
framework will allow travel managers to 

rest easy knowing their ‘travellers are using 
a powerful safety and security tool like 
CAP’, according to John F. Rizzo, president 
and chief operating officer at Deem.
“Developing this strategic partnership with 
FocusPoint to offer CAP travel assistance 
memberships with our clients conveys 
our understanding of the heightened 
geopolitical uncertainties travellers face, 
and the need for a comprehensive duty 
of care plan,” added Mike Daly, vice-
president of travel and car services at 
Deem. “It presents millions of travellers 
with the most comprehensive travel 
assistance coverage in the market.”

Generali Global Assistance’s (GGA) travel 
insurance division recently announced the 
expansion of its product offerings to provide 
additional plans with enhanced coverage. 
The company also announced the launch 
of its first direct-to-consumer website under 
the Generali brand, ‘to complete the loop 
on a 360° sales and service portfolio’.
The new plans were developed through 
consumer input all the way down to their 
naming conventions: Standard, Preferred, and 
Premium. All three plans include access to 
Generali’s network of approximately 425,000 
medical providers; trip cancellation coverage 
that includes cover in the event of sickness or 
injury of family members that are not travelling; 
and a medical expense service which 
includes no out-of-pocket medical costs and 
can arrange a traveller’s appointment and pay 
up to $1,000 up front for acute treatments. In 
addition, coverage for pre-existing conditions 
is available if the plan is purchased prior 
to, or within 24 hours of, final trip payment, 
as long as other requirements are met.
Commenting on the new plans, Chris 
Carnicelli, CEO of Generali Global Assistance, 

said: “These moves are directly indicative 
of our consumer-centric mindset. We 
recognised that our current offerings were 
far too limited and lacked the customisation 
that today’s customer desires. These new 
plans have been built using direct customer 
feedback and I am pleased to say they are 
just the beginning of a new comprehensive 
suite of offerings we plan to roll out.”
Meanwhile, the company’s new consumer 
website has been designed to make it 
more responsive and allow customers to 
better understand the product they are 
buying. Tiffany Glass, head of marketing 
and e-commerce for Generali Global 
Assistance, said: “This site was designed 
in tandem with consumers, allowing them 
to self-service, access decision making 
information, or even read peer reviews of 
the products and services during optimal 
touchpoints in the customer journey. This 
site is not a replacement of our third-party 
sales model, but rather a complementary 
add-on to help put more information and 
access to our tools, under the Generali 
brand, in the hands of the consumer.”

Specialist integrated travel and medical 
insurance provider Cover-More Group 
recently announced that it would be 
introducing new mental illness coverage to 
its travel insurance policies in Australia and 
New Zealand, following Zurich taking on the 
role of underwriter for Cover-More earlier this 
year. The new coverage is one of a variety of 
alterations that Cover-More and Zurich are 
jointly making to policy benefits and wording, 
in order to improve the protection offered 
to travellers when they head overseas.
Cover-More has now removed the general 
exclusion for mental illness from all of its 
travel insurance policies, and if a traveller 
experiences a serious mental health 
issue for the first time while on holiday, 
trip amendment and cancellation will be 
covered, and medical expenses if necessary.
“We also recognise the importance of 

providing protection for travellers with 
existing mental illness conditions, so 
we have commenced a comprehensive 
pilot of cover for existing conditions in 
the Cover-More direct sales channel in 
Australia,” said Cover-More Group’s CEO 
Mike Emmett. “We are trialling cover for 
travellers with existing mental illness at this 
stage because we want to get it right and 
give people with mental illness a fair deal 
and effective care.” The new cover, he said 
is a ‘significant step’ for Cover-More and 
Zurich as they work to better recognise the 
critical nature of mental health issues.
“It seemed a natural, and overdue, 
extension for Cover-More and Zurich 
to incorporate cover for mental illness 
into our travel insurance policies 
and we hope other travel insurance 
providers follow our lead,” he added. 

UK-based travel insurance provider 
Staysure Limited, which specialises in 
coverage for over-50s travellers, has 
announced the acquisition of fellow 
travel insurer Avanti, also based in the 
UK. The deal, which was effective as 
of 16 August, ‘strengthens Staysure’s 
position in the highly competitive 
insurance marketplace’, according to 
the firm. As a result of the purchase, 
the two insurers’ combined customer 
base will swell to nearly two million. 
Avanti’s brand – under which a variety 
of insurance products will still be 
offered – will continue to operate as 
a standalone business, headed up 
by managing director Chris Little. 
“This is a deal that we’re very pleased to 
have concluded and an announcement 
in what is set to be a landmark year for 
Staysure,” enthused Ryan Howsam, 
Staysure’s chairman. “It is a fresh 
statement of our intent to continue 
to lead the sector through growth 
in our specialist area of expertise 
and ongoing product innovation. The 
move will strengthen both Staysure 
and Avanti’s position in the market. We 
welcome Avanti’s customers into the 
Staysure family ... Avanti will benefit 
from further investment to enhance 
its offering, products and customer 
services. The Avanti range of insurance 

products will also allow us to bring 
further choice to Staysure customers.” 
Glen Smith, Avanti CEO, said that he was 
‘proud of how the Avanti brand has grown 
over the past few years and the great 
customer service provided’: “I believe I’ve 
passed it on to a great new home which 
will see it go from strength to strength.”
Existing Avanti policies remain unchanged. 

GGA enhances coverage New mental illness cover from 
Cover-More and Zurich

Staysure acquires AvantiFocusPoint and Deem partner
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Cwmbran, Wales-based product 
comparison software development 
company Comparison Creator has 
launched Protect Your Gadget, the 
only comparison website in the UK 
that specifically caters to gadget 
insurance. It compares multiple brands, 
giving consumers the opportunity to 
review the various coverage options 
available; already, the service has 
been taken up by GoCompare.
“We are thrilled to launch Protect Your 
Gadget,” said Steve Jones, CEO of Protect 
Your Gadget and Comparison Creator. 
“It’s our first direct proposition and we’re 
excited about the opportunities that 

this presents for our insurance partners 
as well as consumers looking to cover 
their prized tech possessions. A survey 
found that the worldwide mobile phone 
insurance market alone is worth in the 
region of £10 billion in 2015 and will 
reach £14 billion by the end of 2019. We 
want to be an innovator in the comparison 
market and bring to the market products 
that consumers want and need. We 
have big plans for the coming years.”
Comparison Creator launched in 
2010, and provides white label 
breakdown comparison services for 
GoCompare, Moneysupermarket, 
Confused.com and Comparethemarket. 

Travelex 
rebrands
After 21 years of operation, US-based 
Travelex Insurance Services has revealed a 
new logo and brand identity, which it hopes 
will ‘better reflect its new ownership [as part 
of Cover-More Group] and evolution into a 
global travel protection specialist’. As part of 
the transition process to an ‘inspiring travel 
protection brand’, Travelex – while retaining 
its name – is updating its corporate identity in 
order to better reflect its current incarnation.
“Travelex Insurance Services’ modernised 
logo visually represents the windows of 
an aircraft, cruise ship or travel vehicle,” 
explained Christine Buggy, vice-president of 
marketing for the insurer. “The new tag line 
(Dream. Explore. Travel On.) encourages 
people to fulfil their travel dreams while 
providing assurance they can travel with 
confidence and peace of mind.”
Travelex will soon begin leveraging the 
underwriting abilities and global commerce 
platforms offered by its new owners, and 
expanding its travel insurance and assistance 
provision accordingly. Michael J. Ambrose, 
president of Travelex, said: “Travelex’s new 
ownership and branding reaffirm that we 
are here to stay, with the quality protection 
plans and personal service our customers 
and partners trust and rely on. We are 
committed to improve and innovate.”     

Go go gadget protection
 

Your phone will 
see you now
Allianz Worldwide Care has announced that 
its MyHealth app will now feature a new 
symptom checker function. The new feature, 
which is driven by artificial intelligence 
(AI), according to Allianz, asks questions 
about members’ medical conditions 
anonymously and provides a preliminary 
evaluation of their symptoms to assess 
whether or not medical treatment is needed. 
The MyHealth app has so far been 
popular with consumers, with Allianz 
saying more than half of claimants 
now use it to submit their medical 
claims. It is part of Allianz Worldwide 
Care’s ‘Digital by Default’ strategy.
“Our members expect continuous 
innovation, and we are seeing a strong 
trend towards digital usage and uptake in 
paperless claims submissions,” said Alexis 
Obligi, chief sales and marketing officer 
at Allianz Worldwide Care. “Developed in 
conjunction with medical professionals, 
the Symptom Checker is by no means a 
replacement for the real thing. It is, however, 
a valuable tool to be used to secure an initial 
assessment for our members, and we’ve 
had an incredibly positive response so far.”

mailto:taa@taa.at
http://www.taa.at
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Our network of 3,000+ providers across the globe 
help close the gap when your patients need it most.

Making the 
impossible possible.

SUN. 05:30

Remote Russia. Patient faces 
grueling 12-hour drive to airport. 
Likely won’t survive the trek; 
Gateway International EMS is 
called to help find a better way.

SUN. 06:30

Solution Found.  We coordinated 
ground ambulance and helicopter 
transportation.

SUN. 08:30

Turn and Burn. Medical crew 
flown to remote area; patient is 
loaded in helicopter.

LIFT-OFF 
We achieved the impossible by 
turning a 12-hour drive into a 
4-hour transport, ensuring the 
safety and comfort of the patient.  

SUN. 10:30

Arrive at Airport. Within 4 
hours, patient handed over 
to Air Ambulance company.

Worldwide EMS Solutions, Simplified™  | Call Us 24/7: +1-888-828-5258  |  gateway-ems.com  |  operations@gateway-ems.com

ANCILLARY ASSISTANCE SERVICE 
PROVIDER OF THE YEAR

Allianz SE’s corporate insurer carrier 
Allianz Global Corporate & Specialty 
SE (AGCS) has announced a new 
partnership with InsurTech startup 
Flock to develop on-demand digital 
insurance solutions for the growing 
drone market

The fi rst product under the partnership, 
set for launch into the UK market later in 
2017, is a mobile app that will allow drone 
operators to purchase ‘pay-as-you-fl y’ 
insurance for their unmanned vehicles.
“Allianz is at the forefront of insuring the rapidly 
expanding Unmanned Aircraft Systems 
[UAS] industry,” said Tom Chamberlain, 
underwriting manager for aerospace and 
general aviation at AGCS, “and we’re excited 
to partner with Flock to explore big data-
driven risk intelligence solutions directly 
addressing the safety and insurance needs of 
both commercial and recreational users. This 
partnership further aligns with Allianz’s digital 
strategy to focus on new distribution channels 
for our products and provide enhanced 
customer journeys in a technologically 
and digitally changing landscape.”
According to a recent report from AGCS, 
Rise of the Drones - Managing the Unique 
Risks Associated with Unmanned Aircraft 
Systems, the number of drones is set to 
triple by 2020, and the global market is likely 
to reach 4.7 million units, which could be 
worth somewhere in the vicinity of $127 
billion. Drones are becoming ever cheaper 
and easier to use, which is driving availability 
and demand – but it is also increasing 
the risk of collisions, which is where Flock 
and Allianz’s drone insurance solutions 

come in. The app will be available to both 
commercial and recreational UAS operators, 
enabling them to insure themselves fully 
for the duration of their fl ight time, within 
whichever geographical region they specify.
“Flock is reinventing drone insurance 
from the ground up,” enthused Ed Leon 
Klinger, CEO of Flock. “Increasing drone 
use will bring complex risks. Flock uses 
cutting-edge data analytics to identify and 
quantify these risks and together with Allianz, 
you’re now able to insure against them. 
Our app puts control back into the hands 
of the pilot, allowing them to purchase 
insurance exactly when they need it and 
fully customised to the needs of their job.” 

A good start
Elsewhere, Allianz SE has said that its 
clients are ‘already benefi ting’ from the 
strategic partnership that it recently 

entered into with Brokerslink, a company 
of risk consultancy fi rms and brokers. 
According to Allianz, Brokerslink’s SME 
clients in 95 countries are now benefi ting 
from easier access to insurance solutions 
from Allianz, as well as the company’s 
market access and global expertise.
“We can already observe an increase 
in business growth across the globe,” 
commented Jean-Marc Pailhol, head of 
group market management and distribution 
at Allianz SE. “As part of our corporate 
strategy ‘Renewal Agenda’, Allianz is 
expanding its insurance business in 
growth markets. This includes expanding 
insurance off ers for small and medium-sized 
enterprises with international operations.”
The partnership between the two 
organisations was signed in June this year, 
and will be extended on an annual basis, 
based on feedback from both parties.

Drones of a feather Flock together Follow the 
right PATH

In August, Canada’s RBC Insurance 
launched a new free mobile app, PATH, 
which it says will enable its travel insurance 
policyholders to access crucial information 
such as travel alerts and policy documents, 
and useful facilities such as a geolocator that 
can fi nd local doctors and medical services. 
“Our idea was to help our clients access 
emergency medical assistance anywhere 
in the world and receive up-to-date travel 
information and advice on the go,” said RBC 
Insurance’s head of travel Stacey Hughes-
Brooks. “With the PATH app, RBC Insurance 
clients are only one click away from fi nding 
the help they need while travelling.”
The app was conceived by students 
participating in RBC’s Amplify programme; 
last spring, a number of students from across 
a variety of diff erent academic disciplines 
were put into teams and given various 
business and industry challenges to solve. 
One of the concepts that came out of that 
process was PATH, which RBC has now 
put through production and development.
“PATH exemplifi es our commitment to 
providing best-in-class mobile solutions 
to our clients and becoming a digitally 
enabled insurer,” said Hughes-Brooks. 

mailto:operations@gateway-ems.com
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Personal point of view

From Greg Lawson, head of travel 
insurance at Collinson Group
 
What is your experience in the travel 
insurance industry, and what do you 
enjoy most about your current role? 
I have been working in the travel insurance 
industry for 23 of my 25 working years, 
including 10 years in the London Market 
as a Lloyd’s broker, and have gained a 
broad range of experience across B2B 
and B2C sales, underwriting, medical 
screening, claims and assistance services, 
digital marketing, e-commerce, business 
strategy and proposition development, 
even compliance for my sins! In that 
time, I have chaired the Association of 
Travel Insurance Intermediaries, spoken 
at conferences and sat on various 
committees. After all these years, I have 
developed a passion for the product and 
will happily engage in debate about how 
the UK market needs to evolve – but, in 
recent years, I have taken this passion 
to the global markets to explore ways to 
develop and innovate product in order 
to increase the perceived value of travel 
insurance to clients and end-customers. 
With understanding customer behaviour 
being a driving force for us, working 
for Collinson Group means I can 
introduce innovative and progressive 
elements to our insurance products 
and services and deliver a positive 
customer experience that can be both 
tracked and promoted by clients.

What are your current key objectives? 
After continuous development of our 
B2C retail proposition within the UK and 
overseas including Italy, Australia and 
the Middle East for Columbus Direct, 
our aim is to continue to demonstrate 
our innovation and focus on customer 
experience through our own brand. 
At the same time, our travel insurance 
experience and culture of evolution will 
deliver the tools for our clients to optimise 
conversion and segment product off erings 
using their own data sources, as well 
as ‘Big Data’ such as social media. 
In addition, we are looking to expand our 
travel insurance services beyond the UK, 
supported by the wider Collinson Group, 
and continue to focus on the travel and 
fi nancial services sectors. Leveraging 
our group’s suite of added-value travel 
products, such as 360 Assistance, ID 
Sentry and Stranded Traveller, we will 
deliver global travel insurance solutions for 
airlines to help them drive ancillary revenue 

Collinson Group

both within and outside the booking 
paths. Our aim is to off er additional value 
outside of travel insurance and to work 
in partnership with our clients to enable 
growth and enhance customer experience. 
Ultimately, we want to establish for 
ourselves a global reputation for travel 
insurance through innovation, expertise, 
reliability, customer experience, 
profi tability, partnership and consistency 
– not much to aim for really!

What are some of the biggest 
challenges currently facing global travel 
insurers, and how are these being met?
Consumers globally have experienced a 
huge amount of upheaval and change in 
the last 12 months. The true ramifi cations 
of Brexit cannot yet be understood, with 
many insurers having to consider their 
access to market in case passporting 
rights are taken away. The falling pound 
has already made overseas travel more 
expensive for British holidaymakers 
– our own consumer research has 
revealed that 16 per cent of Brits are 
considering a staycation instead of a 
vacation this year. At the same time, 
the weakened pound is driving up 
medical costs overseas for insurers.  
Recent terrorist incidents in popular 
holiday destinations like Tunisia, France 
and Turkey have put more pressure on 
other already popular destinations, such 
as Spain and the Balearics. This can put 
a strain on local facilities, as well as drive 
increased medical costs simply through 
demand exceeding supply at peak times. 
At the same time, there is an increase 
in people travelling further afi eld to 
explore places that are less populated by 
tourists. The travel industry is very well 
equipped to provide help and support 
in popular locations, but when tourists 
encounter issues or require urgent medical 
treatment in less familiar/developed 
territories, inadequate local medical 
facilities or higher extraction costs might 
require them to be brought back home 
for appropriate treatment, which can 
increase medical costs for insurers. 
Ultimately, the biggest challenge to the 
UK market for insurers is how to ensure 
there is suffi  cient margin to meet the 
requirements of running their business, 
as well as satisfying the regulator, 
their clients and specifi cally the end-
customers. In recent months, some 

insurers have reviewed their approach 
in the UK and others may follow.

How do you see travel insurance 
products and services developing 
in the coming years?
Consumers today have embraced the 
world of technology; it plays an integral 
part in their daily lives, with travel being 
no exception. Key areas of innovation 
like telemedicine allow insurers a new 
way to engage with consumers and 
provide value added services, thereby 
saving travellers’ time and giving them 
immediate feedback but also with the 
potential to minimise costs for insurers. 
In a similar vein, technology can play a 
key role in enabling more effi  cient claims 
processes through automatic claims 
settlement/real time compensation, 
further streamlining customer experience. 
Machine learning and artifi cial intelligence 
and other elements of Insurtech will 
add most value to low margin lines 
such as travel, provided that there is the 
commitment to invest for the long term.
There will be a need for insurers to re-

examine their off erings and explore ways 
to tailor their products and services to 
minimise potential gaps in cover, in light 
of developments such as people visiting 
far afi eld destinations or terrorist attacks. 
As some market players have started 
introducing cover for terrorism, there will 
be pressure within the industry for more 
insurers to take a similar approach. Of 
course, travel insurance will not be able 
to provide a security blanket for every 
circumstance, but insurers need to refl ect 
travel patterns and evolving risks, rather 
than stick to the safe and known format. 
In addition, the industry will continue 
to explore a more inclusive market 
through specialist schemes for older 
people, or travellers with pre-existing 
conditions, partly driven by increasingly 
sophisticated medical screening services 
in recent years. However, niche risk areas 
demand high premiums for higher risks 
and the search for the ultimate balance 
of these factors will continue among 
the bigger insurer players – leaving 
opportunities for the more agile and 
focused entrants to enter the market.

With over 25 years’ experience, Collinson Group is a global leader 
in shaping and infl uencing customer behaviour to drive revenue 
and add value for its clients. Built on a history of success within the 
travel and fi nancial services sectors, the group develops and delivers 
innovative products and services that increase engagement and value 
for customers across four core capabilities: loyalty, lifestyle benefi ts, 
insurance and assistance. It employs over 2,000 individuals in 25 global 
locations and manages over 20 million end customers for more than 800 
clients in 170 countries. 
Since its inception, Collinson Group has been bringing innovation to 

the market – launching the fi rst independent global VIP lounge access 
programme, Priority Pass, being the fi rst to sell direct travel insurance 
in the UK through Columbus Direct, and establishing the fi rst loyalty 
agency of its kind in the travel sector with ICLP. 
As a private company, Collinson Group has the agility to serve and 
accommodate its clients’ evolving needs quickly and eff ectively and, 
by doing so, it has remained a trusted partner for many renowned 
companies across multiple industry sectors, including Visa, MasterCard, 
American Express, Hilton, Delta and Cathay Pacifi c, who have been 
partnering with Collinson Group for over 10 years.
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Key Facts

Location of HQ: London.

Number of countries in which the company has 
offices: Five including the UK, Ireland, Australia, 
Dubai and Singapore, and we are able to sell cover 
under Columbus Direct in over 45 countries.

Subsidiary companies: Columbus Direct.

Number of travel insurance policies sold last year: 
We cover over two million people a year through 
our B2B and B2C travel insurance relationships.
 
Premium income (TI)/annual turnover for travel insurance 
products for the group/company: We underwrite 
more than £75 million of gross written premium.

Industry insights 

What are your main distribution 
channels for travel insurance? 
We distribute travel insurance 
through global B2B and B2C travel 
insurance relationships where 
Collinson Group is managing and 
delivering an insured solution to a 
client or direct to the consumer.  
Our direct retail brand Columbus Direct 
was established in 1988, selling both 
online via www.columbusdirect.com 
and offline via call centre channels. 
It also works with affiliated travel 
companies and aggregators to bring our 
products and services to consumers. 
In addition to selling direct to consumers, 
we have the capabilities to deliver 
white label or branded, bespoke travel 
insurance services, from capacity only, 
through to full product design, pricing 
and underwriting, depending on clients’ 
requirements. We also provide assistance 
and claims management services for 
insurers and brokers around the world 
and work directly with utility companies, 
affinity organisations, travel specialists, 
governments and non-governmental 
organisations, including some of the 
biggest brands in the UK and Ireland. 
Our B2B2C distribution channel 
contributes to the majority of our 
travel insurance business and we are 
able to leverage the loyalty expertise 
of Collinson Group to enhance each 
end-customer’s experience. 

In which countries/regions do you sell 
the most travel insurance policies?
Taking all direct, white label and affinity 
products into account, we sell most travel 
insurance in the UK, followed by Ireland, 
Italy, Australia and the Middle East. 

Who are your assistance partners?
We provide differentiated and bespoke 
assistance propositions through Intana, 
our in-house global assistance and claims 
service. Our own operation centres are 
based in the UK, Ireland and South Africa. 
Soon we will have operations embedded 
in the Collinson Group’s international 
service centres in Hong Kong, Australia, 
the US and United Arab Emirates.
Due to the Group’s heritage in the travel 
sector and its international presence, 
we have the scale and capabilities to 
operate on a business model that allows 
us to engage travellers at every point of 
their journey, from providing access to a 
network of 1,000 global airport lounges 
through our ownership of Priority Pass 
and concierge services, all the way to 
assistance and medical support. 
To enable efficient delivery of global 
services at a local level, we have invested 
in expanding and refining our international 
medical and logistical network of over 
40,000 quality assessed partners. This 
puts us in a unique position to provide 
Columbus Direct’s own customers, but 
also the customers of our partnered 
clients, with pre-travel medical and security 
advice, plus 24/7, global assistance 
services and emergency travel support. 
Our medical and travel assistance 
packages can be purpose-built to our 
clients’ specifications, from medical 
screening and impaired life cover to travel 
assistance and legal advice and expenses. 
With the support of our specialist teams, 
we can leverage our in-depth travel 

membership programmes. We adopt 
a customer-centric approach to the 
handling of claims to provide a personal 
and quick service that helps clients 
keep their costs under control.  
Furthermore, we have our own medical 
claims management teams who take 
care of billing, filing, updating and 
processing medical claims that relate 
to patient diagnoses, treatments and 
medication. Supported by our medical 
assistance teams, many hospitals and 
medical facilities use our expertise 
to look after patient records, work 
with health insurance agencies and 
issue invoices for medical services.

knowledge, network management 
expertise and cost containment 
capabilities to provide tailored assistance 
solutions for clients and their customers, 
both on a standalone basis or embedded 
within a broader insurance proposition. 

What are your latest travel 
insurance products?
To address the risk of people travelling 
uninsured, Columbus Direct has rolled 
out self-service digital kiosks at 10 UK 
airports since last summer, allowing 
travellers to buy last-minute travel cover 
at the same prices as online quotes in 
just three minutes. The introduction of 
digital kiosks also speaks to changing 
consumer purchasing behaviour, as more 
travellers are buying travel insurance 
policies online or via mobile. As customers 
are becoming more discerning, we 
recognise the importance of multi-channel 
engagement and timeliness of service. 
Following the successful launch in the 
UK, we are looking to expand our digital 
kiosk offering in Europe this year. 
As travel insurance is seen as a 
commodity, there is a growing need 
for travel insurers to provide innovative 
services and unique product features 
to offer customers additional value. 
Utilising our access to more than 1,000 
airport lounges via Priority Pass and our 
technology, we are able to add airport 
lounge access as a free benefit to our 
travel insurance, both for Columbus 
Direct’s customers but also our clients, 
in the event that a customer’s flight is 
delayed for two hours or more. Historically, 
travel delay is claimed after the event, 
but it doesn’t help relieve customers’ 
pain point at the moment. With this 
‘Stranded Traveller’ proposition, we want 
to help customers solve a problem at a 

time that they are experiencing it and 
will proactively deliver an email/SMS to 
enable them free access to a lounge. 
In addition, telemedicine will play an 
increasingly important role in delivering 
medical and healthcare services. Instead 
of sending people to hospitals, for 
example, mobile diagnosis or a doctor 
outpatient visit can spare tourists from 
having to travel to healthcare facilities and 
give them the right level of support that 
serves their needs, as well as providing 
prescription delivery to their hotel door. 
Not only does this give tourists alternative 
access to healthcare, this also allows 
insurance and assistance companies 
more flexibility in managing their costs. 
We are currently prioritising investment in 
research and development to incorporate 
innovative product offerings such as digital 
mobile health in our service spectrum. 

Do you underwrite your 
travel policies in-house? 
We underwrite our own travel policies 
in-house through Astrenska Insurance 
Limited, part of the Collinson Group and 
administered by Collinson Insurance 
Services Limited. We also provide 
full insurance underwriting on behalf 
of Great Lakes, Axis, Munich Re as 
well as Lloyd’s of London, essentially 
as a managing general agent.  

Do you manage your own claims, 
or do you work with a claims 
management company?
We manage our claims in-house 
through Intana and we handle travel 
insurance claims for major travel-
based schemes, independent insurers, 
insurance included in packages from 
tour and cruise operators, and policies 
within employee benefits, loyalty or 

http://www.columbusdirect.com
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the insurance industry; they will just make it 
far easier for insurers to identify claims and 
circumstances which appear exceptional. 
These are based on analysis of the entire 
history of claims available, and this is only 

made possible through the automation of 
the analytics process, which will go beyond 
what any individual adjuster could hope to 
evaluate. For example, no individual adjuster 
could possibly review all the similar claims an 
insurer has experienced across hundreds of 
variables and notes to identify trends and then 
apply this to all current claims. However, an 
algorithm can do this. When a serious claim is 
identified, it will still need to be reviewed and 
evaluated by experienced claims advisors 
and medical professionals for proper advice 
on the appropriate next steps – something 
that can’t yet be accomplished purely by AI. 
Through the automation of time-consuming 
processes, adjusters will have more time 
available to devote to working on cases, rather 
than having to identify them in the first place.
The advantages of AI and automation to 
the insurance industry are not just isolated 
to claims with serious injuries; the first 24 
hours after an incident occurs are critical 
in order to ensure that rapid and effective 

action is taken. When someone first notifies 
their insurer or agent about the claim, 
a key focus area is getting to the most 
appropriate claim professional. By using 
automation technology to read the email 
notifications and documents, the claim can 
be passed on to the appropriate person in 
the insurance company more accurately 
and rapidly than traditional approaches.
The technologies of artificial intelligence, 
analytics and automation combine to provide 
an ability to read and understand information, 
and make complex recommendations. This 
isn’t just about one technology, but how 
the technologies come together to create 
the overall capability. Beyond improving 
services for a lower cost, insurers are also 
using a combination of these technologies to 
leverage information, previously unavailable 
due to the cost of analysing it. This includes 
information on applications, notes from 
property inspections, video of accident 
locations, and other valuable data that 
previously had to be reviewed by a person 
to evaluate one at a time and can now be 
processed by a computer across much larger 
volumes for analysis. Through emergent 
technologies, insurers will have the ability 
to utilise this data for further analysis, giving 
them the ability to refine what drives risk and 
how to reduce it, identify what new products 
are suitable for today’s rapidly changing 
world, and improve customer experience 
by effectively leveraging information already 
gathered, in order to reduce the need to 
ask the same questions year after year.

According to the National Association of 
Insurance Commissioners (NAIC) in the US, 
overall insurance premiums across all lines 
rose by four per cent in the US between 2015 
and 2016, reaching US$2.2 trillion. Of this 
total, health accounted for $914 billion (42 per 

cent of the overall premium share), while life 
and annuity accounted for $665 billion (30.5 
per cent), property/casualty accounted for 
$576 billion (26.4 per cent), title insurance 
accounted for $13 billion (0.6 per cent) and 
risk retention groups accounted for $2.5 billion 
(0.1 per cent), while $7.3 billion (0.3 per cent) 
was accounted for by other types of premium.
Broken down in terms of individual states, 
the most premiums (across all lines) were 
written in California ($315 billion), followed by 
New York ($163 billion), Texas ($151 billion), 
Florida ($148 billion) and Pennsylvania ($105 
billion). This order did not change between 
2015 and 2016, according to the NAIC. 

Executives at US-based insurer AIG have 
said that following the WannaCry self-
replicating ransomware in May, which 
affected hundreds of thousands of 
computers in 150 countries, demand for 
cyber insurance is likely to soar in China. 
The company has already noted an 87-per-
cent jump in enquiries relating to cyber 
insurance policies in May, immediately 
following the attack, compared with 
April, in China (including Hong Kong). 
The global increase was 38 per cent.
“Organisations are aware they really need 
protection,” said Cynthia Sze, head of 
an AIG-affiliated business in China that 

sells cyber breach-related products.
Additionally, it is not just large insurers 
that are concerned. “WannaCry has really 
changed the dynamics,” said Jason Kelly, 

AIG’s head of liabilities and financial lines 
for Greater China, Australasia and South 
Korea. “We used to tap large multinational 
companies that understood where 
the exposure was. Now we are really 
talking about mid-market and SMEs.”

Life insurer Prudential has announced 
that it is to combine its fund management 
business with its life insurance arm in 
the UK and Europe, a move that analysts 
suggest could prefigure a sale of its 
UK-based operations. The combined 
entity, which will merge M&G Investments 
with Prudential UK & Europe, will be 
called M&G Prudential, and will be led 
by John Foley, who took on the role 
of chief executive of Prudential UK & 
Europe at the beginning of last year.
Group chief executive Mike Wells 
commented: “In recent years, we have 
seen a convergence in the investments 
and savings markets. Bringing together 
these two high-quality businesses, 
while transitioning to a capital-light 
model, will enable M&G Prudential 
to increase its growth prospects.”

Makes me WannaCry

Organisations are aware they really 
need protection

The urge to merge

At a premium

AI is set to streamline the 
insurance sector, writes Nathan 
Root, vice-president for insights 
& data, insurance at Capgemini 
Financial Services

For all its efforts at digital transformation, 
the insurance industry’s approach to policy 
development and claims handling has yet to 
produce significant benefits. Expense ratios 
have remained almost static for the past 10 
years while claim and policy services continue 
to be areas where customers are consistently 
seeking improvement from their insurers.
The advancement in emerging technologies 
such as automation and artificial intelligence 
(AI) provide an opportunity for the insurance 
industry to make significant changes and 
improvements to its current systems. By 
utilising the growing ability of AI software to 
analyse documents and language through 
existing character recognition software, 
insurers will be able to automatically digitise 
the data within an individual claim directly 
from the documents, drastically improving 
the efficiency of the overall process. Not 
only that, but insurers have vast troves of 
useful information held within old paper 
claims, submission applications and policies 
that all have the potential to be unlocked 
through these emergent technologies. 
In the future, analytics and automation will 
have the ability to empower more people to 
leverage the experience from thousands of 
similar claims, enabling streamlining of their 
current service and providing the same service 

of an adjuster with decades of experience. 
For example, when it comes to Workers’ 
Compensation, by reading the content of an 
individual’s claims history and analysing trends 
in all claims across hundreds of variables 
and adjuster notes, an insurer can develop 
algorithms that can then be applied to current 
and new claims. These algorithms will have 
the ability to identify serious claims based on 
signals in the data. By using this information, 
adjusters can flag these claims in time to get 
them the specialised attention they need.
The implementation of these technologies 
won’t lead to the complete automation of 

Enter the matrix

 insurers have vast troves of useful 
information ... that all have the 

potential to be unlocked through 
emergent technologies
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Want to join a genuine network 
of real-life partners?
Through our unique global alliance of qualifi ed independent providers, 
our partners work together in harmony to deliver fi rst-rate assistance 
services in all fi ve continents around the world. And because through 
our partnership they have access to their global counterparts directly, 
they’re able to deliver global services more quickly, effi ciently and 
cost-effectively than ever before. Come join us for the next chapter!

Meet us at www.international-assistance-group.com

LOCAL PARTNERS GLOBAL SOLUTIONS

Commonwealth 
Bank refunds 
unsuitable 
insurance
Australia-based Commonwealth Bank 
has been forced to refund around AU$10 
million (US$7.8 million) to more than 
65,000 customers after it was found 
to have sold unsuitable consumer 
credit insurance by the Australian 
Securities and Investments Commission 
(ASIC). Additionally, the bank has 
had to refund $580,000 in premiums 
after it over-insured nearly 10,000 
customers against their home loan.
According to ASIC, the bank sold its 
CreditCard Plus insurance along with 
credit cards, personal loans, car loans 
and home loans between 2011 and 
2015. The policies were supposed to 
be targeted at those who became sick, 
injured or involuntarily unemployed, 
but ASIC found that the bank had been 
selling the policies to students and 
the currently unemployed, meaning 
they would be unable to claim. It also 
found that the bank did not adjust just 
the amount of cover under a policy if 
customers borrowed an amount less than 
the original loan they applied for, meaning 
that customers were overcharged.
ASIC deputy chair Peter Kell said: 
“Insurance must meet the needs of the 
consumer first and foremost. All add-
on insurers should review the sale of 
policies and refund consumers who 
were sold policies they didn’t need.”

A new whitepaper from insurance 
technology disrupter Insurance 
Nexus advises insurers on how 
to harness new technology when 
dealing with customer claims

With input from Alexander Schmidt, global 
chief claims officer at AXA Direct, Eberhard 
Witthoff, head of claims at Munich Re, and 
Martin Kroos, head of claims at Achmea, the 
whitepaper claims that the future of claims is 
now here, and that a customer’s experience 
of a claim forms their view of a company.
“[Claims are] the moment where you can 
make an abstract product like insurance 
more tangible,” explains Witthoff. “If you put 
yourself in your customer’s shoes, they’re 
asking themselves right now: ‘What is the 
value of my policy?’. This is the pivotal point 
for the insurer to demonstrate that value.”
The whitepaper first deals with how refining 
the claims experience can build loyalty in 
a customer base. It states that there is ‘no 
doubt’ that technology now plays a pivotal 
role in the claims experience, allowing 
speed and efficiency for the customer, and 
that tying data together in the back end 
of an automated system is key: “It doesn’t 
mean the actual customer contact has to 
be automated, just that everything in the 
background is humming away seamlessly.”
There are several ways that claims could 
be handled without customers talking to 
a member of the claims team, however, 
with Witthoff citing the example of photo 
recognition software that allows the 
insured to take pictures of damage using 
nothing more than their phone to alert the 
insurer. In the report, Kroos also asserts 

that these ‘machine-based’ forms of claim 
automation can actually be trusted more 
by consumers: “When you start digitising 
claims, the nice thing is that everyone 
thinks that when a machine determines 
the payment, the public seems to trust that 
more than talking to an employee. They trust 
the machine to give a fair assessment.”
Another area of technology that the 
whitepaper says could significantly influence 
the claims process is the internet of things 
(IoT). With more and more appliances being 
able to collect data, insurers will be able to 
amend policies to respond to changes in 
circumstances, instead of just blanket denials.
Technology does not mean the need for less 
human expertise, however. Schmidt asserts 
that the more claims become automated, 
the more need for experts: “You’ll find 
many more claims analytics people in the 
department than there were 10 years ago. 

The skill set spectrum has widened.”
The whitepaper concludes by discussing the 
effects of start-ups and how they may disrupt 
the business of more traditional insurers. 
Kroos explains that there is absolutely still 
space for traditional insurers: “The start-
ups tend to get clients who don’t claim 
that much. Those are the ones that make 

the claim portfolio look better and we do 
tend to lose those to the newcomers. But 
the good thing for traditional companies is 
that we do have to think about better ways 
of preventing claims, of lowering claims 
handling costs. We have to constantly search 
for more innovation to get costs down.”

A totally outrageous paradigm

There are several ways that claims 
could be handled without customers 

talking to a member of the claims team

http://www.international-assistance-group.com
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US travellers have been warned about 
the potential dangers of drinking alcohol 
in Mexico due to stories of tainted 
alcohol resulting in hospital stays and, 
according to insurer Allianz, authorities 
in the country have recently opened an 
investigation into an illicit manufacturer 
who had been supplying numerous 
resorts, nightclubs and restaurants.
Allianz has released a guide for US 
travellers detailing what tourists should 
look out for when consuming alcohol 
abroad. Compiled by former trauma nurse 
Kimberly Seay, who is now director of 
assistance at Allianz Global Assistance US, 
the guide said that tourists need to remain 
vigilant ‘whether staying at an all-inclusive 

resort, or an Airbnb within the city’. 
Seay suggested that travellers drink in 
moderation; insist on watching their 
drink being made; trust their instincts; 
drink bottled or canned beer; buy their 
own alcohol at ‘duty free’; never leave 
their drink unattended; be observant 
and aware of their surroundings; seek 
medical attention if they feel ill; and 
call their travel insurance provider if 
they need help finding medical care.
Daniel Durazo, director of communications 
at Allianz Global Assistance US, also 
reiterated to travellers that having travel 
insurance can not only cover the cost 
of treatment, but provide information 
on where best to receive it.

Australians are more likely to spend 
their tax returns on travelling, rather 
than paying off debts or investing the 
money, according to new research 
from travel company G Adventures.
The research, which saw over 1,000 
Australians interviewed, found that the 
average Australian tax payer is set to 
receive a refund of AUS$1,536, and that 
most plan to spend around 20 per cent of 
that on travel. Almost half of Australians 
plan to use at least some of the money 
to help fund a trip away, with the survey 
finding that people were far more likely to 
invest in memories than material goods.
“Travel is the ultimate experience, and 

the right travel experiences create 
memories that last a lifetime, and stories 
to tell your grandkids,” said Adrian Piotto, 
managing director of G Adventures 
Australia. “Being in the travel industry, 
we know the power that a life-changing 
travel experience can have. We want to 
continue helping Aussies realise their 
travel dreams, through adventures to 
some of the greatest places on Earth.”
When pushed on what they’d rather 
spend their money on, 48 per cent said 
they would rather spend the money on 
travelling over paying off debts, whilst 
86 per cent would rather spend the 
money on travel than a night out.

Saudi Arabia has announced new plans 
for a large-scale tourist project that will see 
100 miles of Red Sea coastline transformed 
into a ‘exquisite luxury resort destination’. 
The project, part of the Kingdom’s wider 
Vision 2030 initiative to move its economy 
away from its reliance on oil, is reportedly 
going to cost around US$4 billion.
One of the biggest attractions for potential 
western tourists will be the area’s semi-
autonomous status, meaning that it will be 
governed by laws on par with international 
standards. This means conservative 
rules on alcohol and restrictive dress 
codes may not apply in the new resort.
Saudi Arabia has also pledged to make 
the new tourist resort eco-friendly, and has 
said that there will be a nature reserve. 

“Visitors will be able to enjoy nature 
through various experiences including 
stargazing, camping, hiking on dormant 
volcanoes, or observing rare animals and 
plants in their natural habitat,” it said.
There are several historic sites in the Red 
Sea area, including the ancient ruins at 
Mada’in Saleh, and holidaymakers will be 
able to visit the Arab Heritage Museum and 
the Archaeology Centre. Saudi Arabian 
authorities also stated that holidaymakers 
will be able to participate in scuba diving, 
rock climbing, trekking and parachuting.
It is hoped that the first phase of 
the project, which includes the 
development of hotels, residential units 
and infrastructure, will be completed 
by the last quarter of 2022.

Multi-billion-dollar resort planned 
for Saudi Arabia

Travellers given advice on drinking abroad

Aussies just wanna have fun

Despite the horrendous terrorist atrocities 
that have occurred in France and Tunisia 
over the last couple of years – all of which 
led to noticeable drops in the numbers 
of foreign tourists heading to these 
destinations – tourism turnover is happily 
on the rise again. Figures from French 
hotels show a very visible rebound after 
drops that followed the attacks in 2015 
and 2016, with stays by foreign tourists 
rising by 14.9 per cent this year compared 
to last year. In fact, the 7.6 million stays 

by foreign visitors recorded this year is 
the highest tally recorded since 2008. 
Additionally, stays by French tourists were 
up across the country, by 6.4 per cent.
Tunisia is also seeing a rebound. Since 
the beginning of 2017, turnover of foreign 
tourists has risen by 19 per cent, according 
to tourism minister Salma Loumi, with 
4.58 million foreign tourists heading to 
the country between 1 January and the 
beginning of August. The number of 
European tourists alone rose by 16 per cent.

The resilience of tourism
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Travellers are always wanting to see 
something special, something that they 
can brag about when they get back to 
their friends. But with travelling becoming 
more accessible to more and more people, 
what can travel agents do to ensure their 
customers see something no one else will?
Well, UK travel agent Expedia has created a 
new travel guide for those who want to see – 
or more likely not see – mythical creatures.
The interactive web-based guide features 
infamous beasts such Bigfoot, vampires 
and the Loch Ness monster, and allows 

potential Buffys or Van Helsings to find 
out key information on the supernatural 
beings they’re searching for, book 
nearby hotels, get their flights, and most 
importantly, find the answer to whether or 
not the mythical creature is indeed real.
Unfortunately, there is no word from Expedia 
of what insurance travellers would need to 
protect themselves against the mischievous 
pranks of Japan’s Kappa or the frankly 
terrifying Bunyip from Australia (although 
apparently children are their favourite food, 
so adults might not need any coverage).  

A new survey by travel insurer Allianz 
Global Assistance has found that half of US 
travellers are likely to use sharing economy 
services when on holiday this year. 
According to Allianz’s previous surveys, 
this represents a significant increase on 
the 17 per cent that said they would use 
services like Airbnb, Uber and Lyft in 2015.
The uptake in these services by 
consumers has coincided with an 
increase in familiarity with them. Over half 
of consumers are familiar with Airbnb, 
a significant increase compared to the 
36 per cent that were familiar in 2017. 
Both Uber and Lyft have seen a large 
increase in familiarity, with Uber being 
familiar to 73 per cent of US travellers.
Despite this increase in use, Americans 

still do not completely trust sharing 
economy services, with only 17 per cent 
saying that they fully trust them, and 
one-third of US travellers being put off 
by negative news stories. Just under half 
responded that sharing economy services 
are ‘somewhat trustworthy’, however.
“In the years that we’ve conducted the 
Sharing Economy Index, it has been 
incredible to see the significant growth 
in familiarity and use of sharing economy 
services for summer travel,” said Daniel 
Durazo, director of communications at 
Allianz Global Assistance USA. “We’re 
seeing more and more travellers, 
especially millennials, utilising services like 
Airbnb because they are seeking value 
and a locally authentic experience.” 

Fantastic beasts and which hotel to stay inInterest in sharing 
economy growing
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A ‘first of its kind’ series that offers 
new insights into the breadth 
of fungal diseases was recently 
published by researchers at the 
University of Manchester in the UK

The University said that the series, which 
was published in The Lancet Infectious 
Diseases, is also a call to action for world 
health bodies to prevent millions of infections 
each year. According to the University, fungal 
diseases have been the most neglected 
topic by public health authorities, yet kill 
more than 1.5 million people and affect 
more than a billion. It highlights that most 
deaths from fungal diseases are avoidable.
The University is seeking to shed a light 
on these diseases by commissioning an 
authoritative set of articles that it says covers 
almost all aspects of fungal disease, with 
a focus on global inequalities in treatment. 
The series was commissioned by Professors 
David Denning and Juan Luis Rodriguez 
Tudela from the University of Manchester and 
the Global Action Fund for Fungal Infections.
“The massive advances in fungal disease 
and understanding over the last two 
decades should have resulted in much 
better outcomes – but sadly not in many 
countries,” commented Professor Denning.
“Improvements in patient outcomes require 

changes in all parts of the healthcare 
‘ecosystem’, notably clinical training, access 
to and resources for fungal diagnostics, 
access to affordable antifungal therapy. A 
major public health response is called for,” 
Professor Rodriguez Tudela highlighted.
The University said that the series has 
brought together authors from six continents 
to tackle fungal infections in patients 
suffering from AIDS, cancer, TB, and asthma, 
as well as those who contract and infection 
after transplantation and major abdominal 
surgery, and those in critical care, and the 

rare patients with immunodeficiencies. 
Notably WHO also highlighted ‘neglected 
tropical fungal diseases’ mycetoma and 

chromoblastomycosis. “The expertise is 
available, now it just needs government 
and international action to make it a 
reality,” said Professor Denning.

A malaria outbreak in Cape Verde, Africa, 
has been reported by the World Health 
Organization (WHO). Public health 
authorities in the country are reportedly 
working alongside WHO to investigate 
the outbreak and control the spread 
of the disease. The US Centers for 
Disease Control and Prevention (CDC) 
recommends that travellers heading to the 
city of Praia on São Tiago Island, where 
there has been a substantial increase 
in cases of malaria, take prescription 
medicine to prevent infection before, 
during and after their trip. The CDC 
said that it will continue to monitor the 
progress of the malaria situation in 
Cape Verde, and that it will update these 
recommendations as needed.

Watch out 
– rabies 
infectious areas
The Malaysian state of Sarawak has 
declared parts of three divisions to be 
‘rabies infectious areas’. As of July 2017, 
800 cases of people being bitten by rabid 
animals, resulting in five human rabies 
infections, had been reported in the 
Serian, Sri Aman and Kutching divisions, 
with all five cases having died. 
Public health officials are treating people 
bitten by local dogs or cats for rabies 
exposure and advising the public on how 
to prevent the spread of the disease.
The US Centers for Disease Control 
and Prevention (CDC) said that, when 
recommended, travellers should be 
vaccinated for rabies before travelling. 
It has advised people to talk to their 
doctor about their travel plans and has 
highlighted that even with the pre-
exposure rabies vaccine, immediate 
medical treatment is required should 
a person be bitten or scratched 
by an animal during travel.
The CDC’s advice to travellers is to avoid 
touching all animals, including wild animals 
and pets, closely supervise children, 
and avoid bringing animals home.

New research by Cigna International 
Markets has revealed that UK 
residents’ sense of wellbeing has 
declined over the last three years, 
slipping from third to eighth out of 
13 countries profiled

The Cigna 360° Well-being Survey, which 
is conducted annually, surveyed over 
14,000 people globally, 1,000 of which 
were in the UK. It found that residents 
of India, Thailand and China had the 
highest sense of personal wellbeing.
Cigna blamed the drop in UK residents’ 
wellbeing on mounting financial 
pressure, which in turn puts a strain on 
family health. Over half of respondents 
said that their work did not value their 
work-life balance, whilst another 50 per 
cent said that the current economic 
situation is having a negative effect 

on their personal financial situation. 
Only 20 per cent of respondents said 
that they would be able to financially 
support themselves if they lost work.
Peter Mills, medical director at Cigna 
Global Health Benefits, said: “Today, 

people are faced with an uncertain 
political and economic environment, and 
concerns about the future are inevitably 
taking a toll on their wellbeing. People feel 
that they are not spending enough time 
with their families, and they’re also worried 
about the future – for their children, for 
themselves and for their parents.”

In Australia, confirmed cases of the flu are 
reported to have exceeded the 75,000 mark 
this year, with the season believed to be the 
worst since 2009, and in New South Wales 
(NSW) the worst on record.
NSW’s case count is 35,315, and is 
followed by Queensland, which has 
a case count of 19,662. Chair of the 
Immunisation Coalition Professor Paul 
VanBuynder said that it is never too 
late to vaccinate and urged those who 
have not been vaccinated to do so.
Travelvax Australia, a travel wellness firm, 
has recommended vaccination for all 
travellers over six months old. It reminded 
travellers that seasonal flu is the most 

common vaccine-preventable travel-related 
illness, and that it poses a risk onboard 
aircraft, in crowded airport terminals, and 
at destinations. It also said that travellers 

should avoid close contact with people 
showing flu-like symptoms, and thoroughly 
wash hands using soap and water after 
using the toilet and before eating.

Public health officials have reported that 
mosquitoes in Peru are infected with Zika 
and are once more spreading it to people. 
The US Centers for Disease Control and 
Prevention (CDC) said that although there 
is a risk of Zika in Peru, travellers whose 
itineraries are limited to areas above an 
altitude of 6,500 feet are at minimal risk 
of getting Zika from a mosquito, as the 
mosquitos that spread the virus usually do 
not live at these altitudes. According to the 
CDC, many people infected with Zika virus 

do not get sick or only have mild symptoms. 
However, it warned that infection during 
pregnancy can cause severe birth defects, 
and has advised, therefore, that pregnant 
women do not travel to areas with risk of 
Zika infection. It also said that as there is 
no vaccine or medication for Zika, travellers 
should take steps to prevent it during travel, 
as well as steps to prevent spreading it when 
they return home. These include preventing 
mosquito bites and using condoms (or not 
having sex).

Fungal findings

The expertise is available, now it just 
needs government and international 

action to make it a reality

UK slips down wellbeing rankings

people are faced with an uncertain 
political and economic environment, 
and concerns about the future are 

inevitably taking a toll on their wellbeing

Malaria outbreak in Cape Verde 

Worst flu season on record

Zika in Peru

seasonal flu is the most 
common vaccine-
preventable travel-

related illness
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Aetna International announced 
at the end of July that it had 
acquired the Bupa Group’s 
Thai business, Bupa Thailand, 
for an undisclosed sum

According to Aetna, the acquisition will 
significantly increase its presence in Asia, 
and is key to the company’s strategy to go 
‘broader and deeper’ into local healthcare 
markets: “Aetna’s expertise, coupled with 
Bupa Thailand’s in-depth knowledge of 
the local healthcare system and culture, 
will ultimately offer customers in Thailand 
broader choice and continue to build 
on Bupa Thailand’s first-rate service.”
“This is a significant and exciting expansion 
for Aetna in Asia, and clearly demonstrates 
our commitment to investment and growth 
in the region and globally,” said Richard di 
Benedetto, president of Aetna International. 
“Thailand is an important market for us, 
with increasing local wealth driving greater 
adoption of health insurance. Aetna’s 
wide product portfolio, together with an 
excellent talent and knowledge base 
transferring from Bupa, will put us in a 
very strong position in the local market.”  

Flexible functions
Aetna also recently announced the launch 
of a new service approach for organisations 
with over 1,500 employees overseas. 

Following detailed broker consultations, a 
fully flexible solution has been developed 
to meet the needs for the largest 
organisations with international operations. 

Aetna International’s proposition is 
comprised of four main pillars:
• Member support: “Focusing on the 

member means covering core inpatient 
and outpatient needs and adding 
layers of additional flexible benefits in 
line with customer stipulations. A full 
suite of wellness and security benefits 
will reinforce the insurance cover with 
health assessments and proactive 
medical out-reach, pre-trip planning and 
personal security protection, through 
[Aetna’s] partnership with red24.”

• Service delivery: “Service too 
will be tailored around member 
specifications, from language needs 
to bespoke management information 
and claims processing requirements. 
Aetna International is also ready 
to assist, and provide solutions to, 
clients wishing to self-insure.”

• Full programme transparency: “Granular 

In the 
short term

Specialist international insurer Expatriate 
Group recently announced that it would be 
introducing shorter-term policies, effective 
immediately, in the hope that this will lend 
greater flexibility to its suite of international 
private healthcare policies. Customers will 
now be able to purchase international private 
medical insurance (IPMI) policies for as short 
a period as three months (with a defined 
end date), and as long as 11 months.
“This is an initiative by the Expatriate Group 
Customer Care team,” explained Lee Gerry, 
director of Expatriate Group, “who have 
highlighted that this is something that’s 
regularly requested by new members.”
The change has specifically been introduced 
to support customers who may be on a 
short-term overseas secondment, people 
who travel extensively and either don’t want 
to return home for treatment or do not have 
the time, and students who may prefer to 
buy overseas policies in bite-size chunks.
“Travel polices might not work in all cases,” 
said Gerry, “as the aim, in the event of a 
claim, is to get the customer back to their 
home country for treatment. Whereas the 
short term IPMI policy allows customers 
to receive local medical treatment without 
any break in their obligations overseas.” 

According to the newest Wellness 
in the Workplace Survey from 
Southern Cross Health Society 
and BusinessNZ, New Zealand 
lost approximately 6.6 million 
working days last year to 
employee illness, at a cost of 
$1.51 billion

This is the third iteration of the survey, 
and those behind it have said that they 
can now use it to observe trends about 
workplace wellness and absences in 
New Zealand, and their causes.
“In 2016, New Zealand lost an average of 
6.6 million working days to absence and, 
reflecting over the life of the survey, we can 
now see the country loses an average of 
6.1 million to 6.7 million days annually,” 
said BusinessNZ’s chief executive 
Kirk Hope. “For employers, the direct 
cost of an absent employee is typically 
between $600 and $1,000 annually.”
The survey took in 109 businesses in the 
private and public sectors, representing 
more than 93,000 employees, or five 
per cent of the total workforce in New 
Zealand. According to the results, the 
primary causes of absence from work 
are non-work related injuries or illnesses, 
followed by sick or injured family members 
or dependents requiring that workers 
take time off to care for them. The 
average rate of absence, per employee, 
was between 4.5 and five days.
Additionally, the survey found that 
stress levels are on the rise, with 
anxieties on the part of workers 
driven by growing workloads.
“Last year, we surveyed more than 500 
of our corporate customers and for 
those that have a wellbeing initiative in 
place, their top motivator for doing so is 

to reduce stress,” said Southern Cross 
Health Society CEO Nick Astwick. “But 
New Zealand is by no means unique in 
this area. It’s estimated around 38 per 
cent of the world’s workers are suffering 
from excessive pressure on the job.”
Happily, the survey found that businesses 
both large and small are increasingly likely 
to have employee assistance programmes 
in place in order to help their workforce 
better manage stress – although three out 
of four businesses unfortunately do not 
have policy procedures in place specifically 
catering to older employees. 

“There’s recognition now that wellness 
programmes can boost factors like staff 
engagement, productivity and retention,” 
said Astwick. “During our lifetimes, most of 

us will spend about 90,000 hours at work, 
so it makes sense for employers to support 
the health and wellbeing of their staff 
while they’re on the job – it’s a win-win.”

Aetna buys Bupa Thailand

Thailand is an important market ... with 
increasing local wealth driving greater 

adoption of health insurance

analytical data and bespoke management 
reporting will be a key element of the 
service to plan sponsors, providing detailed 
account analytics. Employers will be able 
to understand their scheme’s precise 
medical costs and where savings are made. 
Claims data can be drilled down to provide 
area and condition specific metrics.” 

• Partnership approach: “A dedicated 
management and servicing solution 
will provide clients with a fully 
resourced and responsive team, 

able to handle every eventuality.”
Damian Lenihan, executive director of UK 
distribution at Aetna International, said: “The 
infrastructure and approach we’ve put in place 
this year to succeed in the large group market 
means Aetna International will be able to 
deliver one of the strongest and most reliable 
offerings available today. Andy O’Cain, who 
joined us earlier this year as new business 
sales director, is leading our expansion in 
this area and is already working closely 
with a number of broker partners.”

Kiwi wellness

it makes sense for employers to support 
the health and wellbeing of their staff 

while they’re on the job – it’s a win-win
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It has been reported that the government 
of Oman is in the final stages leading 
up to the implementation of mandatory 
health insurance for employees in the 
private sector, which will come into effect 
in January of next year. Rashid bin Amer al 
Musalhi, head of the Services Committee 
of the Oman Chamber of Commerce 
and Industry, was quoted by the Oman 
Daily Observer as saying: “A directive 
to provide health insurance for both 
nationals and expatriates will be issued 
after necessary approvals.” He quoted 
from Oman’s labour law, which states 
that all companies must provide health 
insurance for employees: “An employer 

may satisfy this legal obligation in relation 
to the payment of medical treatment 
for expatriate employees by providing 
medical insurance for its employees with 
a third-party insurer, which would pay the 
government or private hospital directly 
when the employee receives medical 
treatment at these health institutions.”
It has been suggested that SMEs may 
find it a financial burden – or perhaps an 
impossibility – to cover all their employees, 
to which al Musalhi responded that ‘a 
unified insurance scheme with the help 
of all private hospitals and insurance 
companies should be introduced so 
that all employees get the benefits’. 

Allianz caters 
to IGOs

Allianz Worldwide Care (AWC), 
the international health division 
of Allianz Worldwide Partners, 
recently announced the launch of a 
new international health insurance 
product catering to small to 
medium-sized intergovernmental 
organisations (IGOs)

AWC provides international health, life 
and disability insurance to the IGO, non-
governmental organisation (NGO) and 
governmental segment, and its new solution 
is aimed at IGOs with between 10 and 
300 staff members. The plan will enable 
small to medium-sized IGOs to provide 
their staff members with ‘comprehensive 
international health insurance’, including 
interchangeable levels of cover to suit 
varying budgets; dedicated support teams; 
a simple pricing structure; access to over 

750,000 medical providers worldwide; 
24/7 multilingual assistance and an app 
through which claims can be submitted.
“We work hand-in-hand with our clients to 
understand their culture, needs and wishes,” 
said Hendrik Boelens, head of IGO, NGO and 
governmental business at Allianz Worldwide 
Care. “We recognise the complex internal 
and external challenges that some IGOs 
face and the need for a fully transparent 
approach when it comes to reporting.” 
This plan, according to Allianz, intends 
to relieve some of the burdens on IGOs 
by providing an efficient and simple 
solution catering to various needs, 
supported by a dedicated team.
“With over 50 years of experience in providing 
international health insurance to IGOs, 
we recognised a need for a product that 
simplified the process for both the employer 
and staff member,” Boelens continued. 
“Often, smaller IGOs do not have a dedicated 
HR team, or the resources to address and 
investigate every element of international 
health insurance for their staff members. 
Likewise, staff being sent abroad for work 
have several different stress factors when it 
comes to a major relocation. Having easy 
access to health and wellbeing support for 
them and their families, is one thing we want 
to make sure they don’t have to worry about.”

Often, smaller IGOs do 
not have a dedicated 

HR team, or the 
resources to address 
and investigate every 

element of international 
health insurance for their 

staff members

Man Oman
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Travellers embarking on cruise 
holidays present a broad set of risks. 

Mandy Langfi eld looks at how the 
insurance industry has developed unique 

products for this niche travelling population

CRUISING 
COVER
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Cruise Lines International Association 
(CLIA), the trade body representing the 

cruise industry, said in January 2017 that the 
sector is ‘growing at an incredible pace and 
on a global scale’. And cruising is no longer 
just the domain of older travellers, as CLIA's 
president and CEO Cindy D’Aoust said: 
“While there is a wealth of fi ndings in the 
2017 Cruise Travel Report, one that stands 
out is that the cruise industry has been 
successful in engaging younger generations.” 
ITIJ spoke to Steven Benna, marketing 
specialist for US-based insurance 
comparison site Squaremouth, about what 
the company has experienced with regards 
to cruise insurance. He told us: “We’ve seen 
a steady increase in interest from travellers 
looking for insurance specifi cally for a cruise 
over the past few years. The percentage of 
total policies purchased using our ‘cruise’ 
fi lter has increased each year since 2012.”
In the UK, International Travel & Healthcare 
Limited (ITHC) has been providing cruise-
specifi c travel insurance since 2009, which it 
started in response to growing demand from 
travellers over the age of 75 who were fi nding 
it increasingly diffi  cult to obtain appropriate 
cover. Kate Huet, managing director of the 
company, explained: “The cruise industry 
was seeing a decline in their most stalwart 
and loyal clients, because insurance was 
becoming impossible to acquire.”
Scott Adamski, senior vice-president of sales 
for AIG Travel in the US, noted that ‘while a 
cruise-specifi c product is not readily available 
from third-party travel insurance providers, 
most providers off er a robust set of travel 
insurance coverages that will provide trip 
protection for cruise travellers’. He added: 
“Cruises are one of the most common trips 
travellers seek coverage for, and I expect 
there to be even greater demand in the 
coming years as the industry continues 
to grow and awareness of the variety of 

insurance products available to travellers also 
grows in the US. Travellers booking emerging 
specialty cruise types, such as river cruises, 
long-term cruises and weight-loss cruises, 
may have unique needs – travel insurers are 
certainly paying attention to these trends, 
and will evolve their off erings, as needed, 
to accommodate.”

Comprehensive coverage
First of all, why should consumers pick a 
cruise-specifi c policy over standard travel 
insurance cover? Diff erent risks mean 
diff erent cover is needed, and policies that 
are designed with cruises in mind will have 
more comprehensive cover that meets the 
needs of those travellers. GoCompare in the 

UK pointed out that cruise policies will take 
into account the fact that medical expenses 
are potentially greater at sea than on land, as 
well as the fact that some insurers will even 
waive the excess for any medical treatment 
needed while a passenger is on board. 
Adamski of AIG Travel added: “Cruises are 
often multi-leg – many travellers drive or fl y to 
a port, and then embark on their cruise from 
there, making several stops throughout their 
trip. With all these transportation modes and 
destinations, there are a lot of variables, and 
opportunities for one of those variables to 
result in a traveller needing to fi le a claim.” 

New research from Defaqto in the UK served 
to highlight the importance of travel insurance 
that is designed for cruise passengers. 
According to the company, around half of all 
the travel policies (455 single trip and 441 
annual travel policies) will cover travellers 
on a cruise, but only if the customer states 
they are going on a cruise, and pays an 
additional premium. More worryingly, 117 
(13 per cent) single trip and 105 (12 per 
cent) annual policies will never cover a 
customer on a cruise holiday. Furthermore, 
holidaymakerswho fi nd themselves confi ned 

to their cabin under doctor’s orders during 
a cruise run the risk of missing out on more 
than the odd excursion and a few days of 
sun. Less than two-fi fths of single trip (39 
per cent) and annual (37 per cent) policies 
provide compensation benefi ts in the event of 
cabin confi nement, and those that do would 
protect for considerably less than the cost of 
a cruise. The average maximum amount of 
money an insurer will pay out in the event of 
cabin confi nement is £540 on a single trip, 
and £545 on an annual policy.
InsureMyTrip, a US-based travel insurance 
comparison site, recently completed its 2017 
cruise survey, which reinforced reasons why 
specialist cruise travel insurance is a must. 
According to the fi ndings of the survey, 
which interviewed 568 people who had all 
researched or purchased travel insurance 
in the past two years, cruisers are more 
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concerned about an illness or injury aff ecting 
their trip than they are about weather or 
terrorism. Forty-nine per cent of those polled 
said they were most concerned about 
themselves or a family member becoming ill 
or being injured.
Another major player in the US travel 
insurance market, Allianz Global Assistance 
(AGA) USA, completed a cruise industry 
survey in March 2017. According to the 
fi ndings of that survey, 59.2 per cent of 
Americans believe their cruise line would 
be equipped to handle serious medical 
emergencies, when the reality is that in most 
cases, passengers will be taken off  the ship 
and transported to the nearest medical 
facility. Daniel Durazo of AGA USA pointed 
out that travel insurance is a must-have 
for these situations: “Often, local medical 
facilities may not be equipped to handle 
major medical problems and some cruisers 
may need to be evacuated by air ambulance 
to the US for treatment." Now, ITIJ readers are 
well aware of the costs such an evacuation 
could incur, but sadly, consumers are not – 
according to the survey, 56 per cent believed 
that an air ambulance from Mexico or the 
Caribbean back to the US would cost less 
than US$20,000. If only!
The CLIA report also highlighted why 
cancellation cover is especially important 
for cruise passengers: “The vast majority 
of cruisers plan a trip between four and 18 
months prior to departure, as opposed to 
half of non-cruisers who book land-based 
vacations less than three months before.” 
With that length of time between booking 
and travelling, having cancellation cover 
is vital. 
The fact that cruises tend to be more 
expensive than an average holiday is also 
a factor that encourages travellers to buy 
insurance, said Adamski, as it allows them 
to travel with peace of mind. AGA USA's 
Daniel Durazo concurred that cash is a factor: 
“Cruising is a signifi cant investment, and 
getting travel insurance before a cruise is of 
equal or more importance than with other 
types of trips.”

Needs must
The travel insurers ITIJ spoke to broadly 
agree that it should be a requirement 
of booking a cruise that customers buy 
comprehensive travel insurance. But cruise 
lines don’t always make travel insurance 
a necessity. Carnival, Royal Caribbean, 
Disney and MSC Cruises all off er their own 
cruise insurance packages, for example, 
but it is not a necessity of travel with these 
companies to have such cover in place, even 
if some ‘strongly recommend’ it. Norwegian 
Cruise Line, headquartered in the US, does, 
however, insist on cancellation and medical 
cover as a prerequisite for travel. Similarly, 
Cunard in the UK insists on a minimum of 
£2 million worth of cover for medical and 
repatriation costs, and P&O Cruises, also 
in the UK, requires passengers cover all 
pre-existing medical conditions, emergency 
evacuation from the ship, shore hospital 
medical costs and repatriation, with a 
minimum of £2 million of coverage.  
Kate Huet told ITIJ that having travel 
insurance should be a prerequisite for clients 
booking cruises, as ‘the cruise companies 
don’t want the liability of having uninsured 
passengers’. “However,” she continued, 
“while they state ‘adequate’ insurance is 
required, they are not checking that the client 
has covered all of their pre-existing health 
conditions – and that becomes a problem for 
the insurer further down the line.”

InsureMyTrip’s statistics show that Carnival 
Cruise Lines was the most popular on 
the market based on purchases made so 
far in 2017, followed by Royal Caribbean, 
Norwegian and Celebrity.
Benna of Squaremouth said: “To our 
knowledge, it is not a requirement to have 
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travel medical insurance in order to book 
a cruise. However, we do recommend it in 
certain situations, especially for cruisers 
travelling out of their home country where 
their health insurance will not cover them (for 
example, cruisers on Medicare).”
Availability of cruise-specifi c travel insurance 
policies has seen a dramatic increase in 
line with the popularity of such holidays, 
although insurers might be disappointed 
by the level of consumer awareness of 
this type of protection. InsureMyTrip’s 
fi ndings highlighted the fact that consumer 
misunderstandings about the need for travel 
insurance remain concerning. Over 36 per 
cent of those polled were not sure whether 
their domestic health insurance plan would 
cover any doctor or hospital visits while 
travelling out of the country. Thirty-fi ve per 
cent were confi dent that their domestic 
health insurance would cover them for out-of-
country healthcare costs, while 28 per cent 
said their plan would off er them no coverage.
Glen Smith, chief executive of UK-based 
Avanti Insurance, said that in the past couple 
of years, the company has recognised the 
importance of the cruise market, which has 
prompted it to develop three single-trip and 
two multi-trip cruise specifi c products. He 
went on to explain: “As we all know, a claim 
off  of a ship in the Caribbean can be huge 
and so it’s important, especially with a brand 
such as ours which tends to specialise in 
older travellers, to be able to ringfence this 
risk. In addition, customers are seeking 
enhanced benefi ts such as a higher level of 
cancellation cover and cabin confi nement 
benefi ts.”
Frequent readers of ITIJ will be well aware 
of the expensive nature of medical bills 
from cruise ship medical facilities. Industry 

fables of insurers being charged hundreds 
of euros for saline drips and similar amounts 
for simple anti-sickness pills are (stomach)-
upsettingly common. Benna of Squaremouth 
said: “Due to the cost of medical expenses 
on a cruise, we recommend cruisers 
purchase a policy with at least $100,000 
in emergency medical coverage. Likewise, 
a medical evacuation can be a signifi cant 
expense, especially in a remote cruise 
destination. For this reason, we recommend 
$250,000 in medical evacuation coverage.”

Onboard medical expenses, said Huet of 
ITHC, are ‘in line with the US’; it is essentially 
a captive market – private medical care 
without the benefi t of the opportunity for cost 
containment. However, it’s not medical claims 
onboard ships that are actually of major 
concern to insurance providers according 
to Smith, who said there is not a greater 
propensity for customers to claim on cruise 
policies, ‘just a potential higher claims value’. 
The most common claims Avanti receives are 
for cancellation, along with trips and falls that 
lead to fractures. 
The average cost of a cruise holiday being 
more expensive than a typical beach holiday 
means that cancellation claims will inevitably 
cost more. “The claims loss ratios can be 
huge,” said Huet. “The risks are high, and it’s 
not just cancellation claims that represent 
the volume, but the sheer value of medical 

expenses claims too.” Medical claims that 
might be relatively straightforward for many 
travellers are made more complex and 
expensive by the nature of the traveller – 
many cruise passengers are in the older age 
demographic, and ITIJ readers are well aware 
that injuries such as breaks and fractures 
become more complicated to treat in later life.
Cancellation claims were also noted by 
Adamski as being the most common claims 
fi led by cruise travellers, along with claims 
for benefi ts under the trip interruption part 
of the policy. “The second most common 
claim,” he added, “is medical expense and 
medical evacuation.” Other benefi ts that are 
not exclusive to cruise insurance, though, 
remain important for many travellers. “There 
are also other services with a comprehensive 
plan that cruise travellers may have access to 
without ever needing to fi le a claim, such as 
security assistance and concierge services,” 
Adamski pointed out. “Through the former, 
travellers may benefi t from access to updates 
on evolving security situations around the 
world (which, depending on the destination, 
may be critical).”
The InsureMyTrip survey found that 25 per 
cent of respondents had fi led a claim on their 
travel insurance. The most common reasons 
for fi ling a claim were given as medical care 
required during a cruise; a medical issue 
forcing trip cancellation; bad weather forcing 
delay or cancellation of a cruise; a missed 

fl ight leading to a delay or cancellation of a 
cruise; and items were stolen or lost during 
a trip. “Our internal data also suggests that 
cruisers are also interested in travel insurance 
products that are geared specifi cally for their 
needs. We anticipate this buying trend will 
continue,” said InsureMyTrip product director 
Lynne Peters.
Much is made in the media of norovirus 
outbreaks on cruise ships causing misery, 
and according to the US Centers for Disease 
Control and Prevention, reports from some 
cruise lines last year showed an incidence 
rate of as many as 30 per cent of passengers 
suff ering from norovirus. Kate Huet 
challenges this assertion, though, saying 
she has never seen a claim for norovirus 
from a cruise passenger. Instead, she says, 
gastroenteritis claims are common. “Years 
ago,” she continued, “I didn’t even see 
these because the cruise companies ‘over 
compensated’ while onboard and those who 
were aff ected were off ered free cruises in 
replacement. That’s not the case any more.” 

Challenge accepted
It seems that, in general, the travel insurance 
industry has responded well to the challenge 
of providing a complex product to those who 
need it. Increased limits, extended cover 
for cancellation and consequential loss as 
a result of cabin confi nement, missed port 
of call insurance – all of these added extras 
mean that the policies on off er are, broadly 
speaking, more than fi t for purpose and 
are fulfi lling the needs of travellers around 
the world. And while the loss ratios can be 
signifi cant,  with the correct underwriting, 
screening, risk rating and pricing, the industry 
can shoulder the burden of care without 
compromising its bottom line. ■
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GONE MISSING
The rise of social media means that more travellers are being reported missing to a 
wider audience in a more timely fashion. But how many of these cases are genuine, 
and why should the travel insurance industry care? Robin Gauldie investigates    >>
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Last year’s film The Lost City of Z told 
the story of Colonel Percy Fawcett, 

the legendary explorer who vanished in 
the Amazon rainforest in 1925. But not all 
missing persons cases involve journeys 
into unexplored jungle. Most begin in 
more familiar territory – and it has been 
suggested that insurers could do more to 
help those involved in tracing them.
“I can think of no occasions where an 
insurer has assisted in the tracing,” says 
Matt Searle, chief executive of the Lucie 
Blackman Trust, which provides British 
families with free information, liaison, 
advice and support throughout missing 
person cases overseas. “Normally, they 
kick in when it comes to repatriation after 
injury, illness, or death, but I’ve never seen 
any assistance in the actual searching 
stages. Perhaps a good working practice 
would be to provide details of our charity 
to all policyholders.”

False alarms
“Modern technology means people are 
always in touch and when they aren’t, for 
whatever reason, people easily panic,” 
says Searle. “Many of our cases are down 
to technology issues – lost signal, roaming 
not allowed, poor quality networks. 
Facebook is everywhere, unless you’re 
suddenly in the middle of nowhere. That 
causes a lot of problems. I always recount 
one story of a young man who was 
suddenly out of contact and the family 
were convinced the worst had happened. 
We tracked him down to the middle of 
a rainforest – where, unsurprisingly, his 
mobile devices didn’t have good signal.”
Social media cuts both ways, agrees 
Michelle Bernier-Toth, managing director 
of the US State Department’s Office of 
Overseas Citizens Services. “It can mean 
that when someone does not receive 
an expected phone call, text, tweet or 
Facebook post from a family member 
telling them that they have arrived safely, 
they will immediately contact us. Very 

often, we are soon after informed that 
the person in question has called and 
that there is no need to pursue a welfare 
whereabouts case.”
By helping travellers stay in touch, social 
media can be very useful when problems 
arise within a destination, she notes, and 
can reduce pressure on departments such 
as the Overseas Citizens Service: “We see 
that most dramatically in the aftermath 
of natural disasters or terrorist incidents, 
when relatives are often concerned for 
the safety of family members known 
to be in the area at the time. At such 
times, we urge travellers to contact 
people at home to reassure them, and 
that has led to a drop in the number of 
‘welfare whereabouts’ calls to us after 
such events.”  

Common sense advice
The Lucie Blackman Trust advises worried 
relatives or partners first to take certain 
basic steps such as contacting the last 
known lodgings at which the missing 
person was staying and checking social 
media: “In the case of younger people, 
consider the time of day – is it likely 
they may still be in bed with a bit of a 
hangover? Call the police and hospitals in 
the area to see if they’ve been taken ill, or 
perhaps got into a bit of trouble.”
Tracing a missing vacationer or business 
traveller frequently involves multiple 
entities. ABTA, the UK travel association, 
says that holiday companies can offer 
some immediate help in tracing missing 
holidaymakers in the destination in 
which they vanished: “If a customer on 
a package holiday goes missing, tour 
operator staff and their suppliers will 
do everything they can to assist local 
authorities, even to the extent of joining 

search parties. They will also support 
any other party members who are in 
[the] resort and inform the Foreign & 

Commonwealth Office (FCO), which will 
then take steps to inform next of kin in 
the UK.”

However, the advent of online booking 
means millions of people now arrange 
their flights and accommodation 
independently of conventional package 
tour operators, so there has to be another 
main point of information where travellers 
can be tracked – at least to some degree. 
And that’s where government safe travel 
websites come into play. “All travellers are 
encouraged before they depart to register 
their travel details with the Department of 
Foreign Affairs and Trade (DFAT),” states 
the Australian government department on 
its Smartraveller website.
Such entities as DFAT, the FCO and the 
US State Department, alongside national 
police forces in the missing person's 
home country, are normally the ‘first 
responders’ contacted by relatives who 
have lost contact with a family member 
abroad. Like DFAT, the State Department 
operates a Smart Traveler Enrolment 
Program and urges US travellers to file 
their planned itineraries before departure.
The British FCO tells those concerned 
about a missing person to make their 
first report to UK police ‘with a specific 
request that they inform the UK National 
Central Bureau of Interpol, who have the 
resources and jurisdiction to investigate 
missing persons and liaise with 
foreign police’.
However, Interpol’s role in the process is 
limited to liaison. If asked by a national 
police force, Interpol can issue an alert 
known as a Yellow Notice to forces in all 
member countries asking for their help in 
tracing a missing person.  

Where in the world?
Even specially trained and well-equipped 
missing persons units of police forces 
in developed countries find such cases 
challenging; under-resourced local police 
forces in developing countries more so. 
As a result, they are sometimes accused 
by media in the missing person's home 
country of incompetence, insufficient 
enthusiasm and even corruption.
“Thailand is our biggest provider of 
work,” says Matt Searle. “There is a 
lot of difficulty in any case in Thailand. 
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Westerners are certainly not a high 
priority and there is often no support from 
police. Added to the high levels of alleged 
corruption, it is very difficult to get good 
results there.”
Cases involving ‘disappearing’ 
backpackers or businessmen attract most 
coverage, but this needs to be seen in 
perspective. More than 1,000 people go 
missing in Thailand every year, The Nation 
newspaper reported in 2014. Two out of 
three are Thai children. Only a handful 
are foreigners.  
National government entities also 
emphasise that responsibility for 
conducting searches rests with local 
police. The FCO points out that it cannot 
conduct physical searches ‘even where 
the local investigating authority is not 
considered effective’. 
Organisations involved in tracing the 
missing agree that there is no typical 
profile. British nationals being sought 
with the help of the Lucie Blackman Trust 
in 2017 range in age from under 10 to 
over 70 years old. “A lot of cases are 
middle aged men in Asia,” Searle told ITIJ. 
“Thailand is notoriously easy to disappear 
in, with cases of men falling for a Thai girl, 
or just running away from problems at 
home – we find people getting away from 
problems are much more frequently men 
than women.”

That has led to a proliferation in the 
number of private detective agencies 
based in Bangkok and Pattaya, Thailand's 
biggest resort. “I have done lots of 
insurance fraud cases,” says one Pattaya-
based investigator. “We get hired to try 
and locate missing persons, normally 
by the insurance company's legal 
department, to determine if the insured is 
hiding out in Thailand, Cambodia or
Laos. Family members ask us to locate 

missing relatives as well. I've found plenty 
over the years, usually with a Thai wife. 
Sometimes they have children here also.”
Some travellers go astray only briefly, like 
21-year-old Jordan Jacobs, who in 2016 
reportedly called his mother claiming 
he was being held against his will on Ko 
Phi Phi Don, a Thai island, then failed to 
contact her for five days, prompting her to 
launch a Facebook appeal. He later said 
he had been unable to charge his mobile 
phone and had been ‘having a bit too 
much fun’.
The mother of Grace Taylor, a 21-year-old 
Briton, initiated a search after Grace failed 
to get in touch from Pattaya in February 

2016. She called home six days later, 
reportedly ‘stressed and hallucinating’.
Some are accident victims, like Nathan 
Hansford, an Australian businessman who 
was located in Cambodia in March 2014 
– reportedly suffering from amnesia after 
a vehicle accident – around six weeks 

after he went missing and a social media 
campaign was launched to trace him.
Some disappear apparently of their own 
free will. Justin Shetler (35), a US national, 
remains missing after reportedly posting 
from India’s Kullu Valley in September 
2016 that he ‘wanted to experience the life 

of a sadhu (Indian holy man)’.
And a few vanish with fraud in mind. 
Stephen Kellaway faked his death while 
in Russia so he and his wife could claim 
on his life policy. He was discovered alive 
in Bangkok in 2011. Anthony McErlean 
did the same in Honduras to defraud his 
insurer of £500,000 but was caught.  
DFAT says consular officials ‘will only 
pursue whereabouts enquiries that are 
based on a well-founded concern for the 
welfare of an Australian citizen overseas’. 
Before it will act on such an enquiry, DFAT 
expects enquirers to have exhausted all 
normally available channels. That can be a 
time consuming and challenging process. 
Dozens of explorers went in search of 
Colonel Fawcett – but his fate is still 
a mystery.

Industry practice
Travel insurers and their assistance 
partners are ‘very unlikely’ to play a 
key role around co-ordinating a search, 
according to Randall Gordon-Duff, head 
of product and corporate travel at UK-
based Collinson Group. “An assistance 
company’s involvement might start once 
the person is located and there are 
medical circumstances that lead to a claim 
or request for assistance,” he told ITIJ. 
“In the case of business travellers, if a 
kidnapping is ruled out, usually there is no 
further cover to continue any investigation. 
In some cases, employers might request 
a specialist company to help locate the 
individual. This is commonly a private 
fee arrangement.”
As part of their duty of care, employers 
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Additional Sources

https://www.gov.uk/report-missing-person

www.missingpersons.police.uk

cyndislist.com/finding.htm, a portal 
site with links to a large number of other 
sites around the world concerned with 
finding missing people.

http://www.
australianmissingpersonsregister.com/
AussiesMissingOverseas.htm

http://www.smartraveller.gov.au/
hospitalised_or_missing.html

https://www.gofundme.com/
Justin2016Search

some policies might include search and rescue 
cover but this is largely limited to extensions 

around activities and winter sport policies

can work with assistance and travel 
management companies that offer 
tracking services that provide real-time 
information on where their employees are, 
Gordon-Duff notes.
“There is no ‘one-size-fits-all’ approach,” 
says James Page, senior vice-president 
and chief administrative officer at AIG 
Travel. “If a person is kidnapped and 
has travel insurance coverage but not a 
specific Kidnap and Ransom policy, AIG 
Travel may still be able to provide support 
through our security related products or 
by negotiating resources, such as security 
specialists, to assist with the search. In 

cases where clients go missing during 
a crisis or natural disaster, AIG Travel 
will work closely with local authorities, 
first responders, foreign consulates and 
embassies to locate clients.”
In other cases, where clients may go 
missing for an unknown reason, AIG 
Travel takes an active role in contacting 
foreign embassies, local area police and 
hospitals on behalf of the client’s family. 
“If the policy includes financial coverage,” 
says Page, “then we would work with the 
family member to cover financial needs 
in the search for the missing client or 
identification of remains.”
In situations where a client is missing 
for a significant period of time before 
being found, AIG Travel could, in certain 
circumstances, still play a role. "For 
example, if a client was to go missing 
while travelling, and was not found for a 
significant period of time – say another 12 
to 18 months after being reported missing 
– depending on the circumstances, AIG 
Travel may still be in a position to assist 
the family in the recovery and/or the 
repatriation of the remains,” added Page.
There is no significant evidence that the 

increased popularity of adventure holidays 
in remote regions has contributed to an 
increase in missing persons in such cases, 
according to interested parties like Matt 
Searle and Phil Sylvester, travel safety 
expert at World Nomads, an Australian 
insurer that specialises in niche travel 
insurance. “Once upon a time, the world 
was a more uncertain place and it was 
easier to go missing,” Sylvester says.
The Lucie Blackman Trust averages 
around 3,000 enquiries per year, according 
to Searle: “Most are sorted out quickly and 
are what we could consider false alarms, 

but we take on around 800 cases a year. 
That’s been about the same for several 
years now.”
And in some cases, the government of the 

citizen can help in locating someone who 
is lost. “Very often, we can reach out to the 
travel insurance company or assistance 
provider in helping to find somebody and 

Thailand is notoriously easy 
to disappear in

they will become involved if the person 
requires medical assistance or evacuation,” 
says Michelle Bernier-Toth. The issue of 
who pays, ultimately, is a topic for debate: 
As the FCO points out: “Costs should be 
met by relatives or the insurance company; 
some insurance policies will cover search 
and rescue costs.”
“In the leisure travel market, some policies 
might include search and rescue cover but 
this is largely limited to extensions around 
activities and winter sport policies,” says 
Randall Gordon-Duff.
That could change, though, if World 
Nomads adapts its policies: “We do 
not have anything in any of our policies, 
worldwide, addressing costs associated 
with mounting a search for a ‘missing’ 
person,” says Sylvester. “As such, it’s not 
covered. But I’m certainly going to take it 
to our product and underwriting teams. 
We’re always looking to improve our 
product, and this seems like a humane 
and compassionate service to attempt 
to provide.”
So sometimes, there is a happy ending! ■

https://www.gov.uk/report-missing-person
http://www.missingpersons.police.uk
http://www
http://www.smartraveller.gov.au/
https://www.gofundme.com/
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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, 
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 

NEWS ANALYSIS:            p.14

Technical trials and 
tribulations
Travel insurers react to 

                         gadget ban

Stop the press! ITIJ is launching a brand 
new pared-down version of the Journal, 
designed with the travel trade in mind 

Taking content from ITIJ, and adding in extra news that 
is relevant to the trade audience, ITIJ’s Travel Trade 
Edition will be distributed to travel agents and tour 
operators in the UK. This new version of the magazine 
will give travel agents a new avenue to fi nd out about the 
travel insurance marketplace, giving them insights into 
trends in the industry. The Travel Trade Edition will also 
cover health alerts, immunisation recommendations and 
disease outbreaks, so that agents can be more aware of 
the dangers that are lurking in the destinations to which 
they are sending their clients; and trends in the global 
travel industry will be identifi ed and analysed to show 
how travellers are reacting to events around the world. 
Also included in this new publication will be longer 
articles on issues such as travel agent duty of care, gap 
year travel habits , cruising and emerging destinations.
With geopolitical violence, civil unrest and terrorism 
higher on travellers’ radars than ever before, ITIJ 
can off er travel agents a unique insight into what 
kinds of risks travellers are taking, and how best 
these risks can be mitigated. Providing assistance to 
tourists, expats and business travellers is a complex 
business, and by educating travel trade personnel, 
who are often responsible for organising trips, 
about the problems experienced by these travellers, 
the insurance industry can work better with its 
partners to off er the right cover at the right time.
If you want to get your brand in front of UK travel agents, 
then this is your opportunity to reach them through the 
powerful medium of a recognised print publication.
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long weekends in the sunshine and 
annual two-week getaways. Inevitably, 
this means more related claims for 
travel insurers to deal with

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, 
totalling over £75 million. Further analysis 
shows that one in eight (12 per cent) of the 

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.”

Stop the press! ITIJ is launching a brand ITIJ is launching a brand ITIJ
new pared-down version of the Journal, 
designed with the travel trade in mind 

Taking content from ITIJ, and adding in extra news that 
is relevant to the trade audience, ITIJ’s Travel Trade 
Edition will be distributed to travel agents and tour 
operators in the UK. This new version of the magazine 
will give travel agents a new avenue to fi nd out about the 
travel insurance marketplace, giving them insights into 
trends in the industry. The Travel Trade Edition will also 
cover health alerts, immunisation recommendations and 
disease outbreaks, so that agents can be more aware of 
the dangers that are lurking in the destinations to which 
they are sending their clients; and trends in the global 
travel industry will be identifi ed and analysed to show 
how travellers are reacting to events around the world. 
Also included in this new publication will be longer 
articles on issues such as travel agent duty of care, gap 
year travel habits , cruising and emerging destinations.
With geopolitical violence, civil unrest and terrorism 
higher on travellers’ radars than ever before, ITIJ
can off er travel agents a unique insight into what 
kinds of risks travellers are taking, and how best 
these risks can be mitigated. Providing assistance to 
tourists, expats and business travellers is a complex 
business, and by educating travel trade personnel, 
who are often responsible for organising trips, 
about the problems experienced by these travellers, 
the insurance industry can work better with its 
partners to off er the right cover at the right time.
If you want to get your brand in front of UK travel agents, 
then this is your opportunity to reach them through the 
powerful medium of a recognised print publication.
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Pain from claims in Spain

ITIJ’s Travel Trade Edition is a new magazine that will be sent directly to top decision makers 
as well as shop floor staff in the UK travel trade. Containing news on travel insurance, 

assistance, security, travel health, and international healthcare, this new publication will 
support the travel trade in its understanding of issues related to the travel and health 
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For 200 years (200 issues actually – not-
immortal Ed), ITIJ has been blinking hard 
at ludicrous claims, trying to understand 
the mindset of the people who submit 
them – or simply trying to get our heads 
around situations in which they arose 
– and eventually retiring, baffl  ed, to the 
sofa with a cold fl annel over our faces. 
Here are a few more cold fl annel-worthy 
claims, with a plot twist – these were 
all approved.
First, the children who buried their 
family video camera in 
the sand on the beach 
while holidaying in 
Cornwall with their 
parents. The offi  cial 
reasoning? They 
didn’t want it to get 
stolen. Of course, 
the camera was never 
found … but the insurer 
paid out when a claim was made for a 
new one.
Then there’s the young British traveller 
who was holidaying in Athens, became 
distracted by a gaggle of comely young 
ladies in bikinis, walked into a bus 
shelter and broke his nose. His insurer, 
very graciously in our opinion, paid for 
the hospital bills that resulted.
Or how about the insurer that must 
have included ‘act of monkey’ in its 

David Ing brings us a fragrant little 
comic gem from Spain

Some readers may be unaware of the 
popular saying in English ‘it’s just like 
a pee in the ocean’ when referring to 
something that is so small as to be totally 
insignifi cant. But a seaside resort in 
southeast Spain does see it as important, 
and has literally included urinating in the 
sea on a long list of ‘misdemeanours’ that 
tourists can be fi ned for from this summer.
Naked sunbathing, playing loud music and 

beach tennis are among other activities 
being banned from the six beaches of 
San Pedro del Pinatar, according to the 
regional newspaper La Opinion de Murcia. 
While supporting some of the town 
council’s moves on anti-social behaviour, 
the paper points out: “It has still not been 
set out how the police are going to control 
who pees in the water.” 
However, the council has agreed on what 
it could cost someone who breaks the new 
by-law – up to €750 euros, an amount that 
is defi nitely not a pee in the ocean.

I’m sorry, what? Get out of the water! (if you 
want to pee)policy documents – after all, the couple 

who claimed for lost clothes after monkeys 
broke into their Malaysian lodge and 
scattered their garments in the surrounding 
rainforest claimed successfully for 
the incident.
Or, fi nally, the couple who claimed for 
ruined wedding outfi ts after the groom 
hurled the bride into the ocean – because 
her dress had caught fi re on the barbecue. 
At least those two had specifi c wedding 
cover, so it’s a little more understandable.
Not all strange claims, however, are 

approved. And it is interesting to 
consider why these were rejected, when 
the above strange claims resulted in a 
thumbs-up. For example, the family on a 

camping holiday in Wales whose tent 
and other equipment were destroyed 
after a parachutist from a nearby 
airbase landed on them. No ‘act of 

parachutist’ provision, presumably. 
And then there was the skier who 

headed off  to an Alpine resort, 
discovered that there was 

barely any snow and tried 
to claim for the cost of the 
skis she had purchased. 
The insurer’s response? 
“Nope" (They probably 
used more offi  cial-
sounding language than 
that, actually – Ed).
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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

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

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

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)

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 and Marketing CSO

Flughafenstasse. 124; 90411 Nuremberg; GERMANY

tel: 
fax: 

+49 911 36009 31
+49 911 36009 59

email: 
website: 

Volker.lemke@fai.ag
www.fai.ag

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

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
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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 

To have your company listed in our service directory 

contact the sales department now:

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

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

tel: 
fax: 

+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

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

ASIAN TRAVEL AND MEDICAL SERVICES 
Rahul Gupta – Sr. Manager - International Business

131/1 , PICNIC GARDEN ROAD , KOLKATA - 700039 , INDIA

tel: 
fax: 

0091-9836309173
033-23440170

email: 
website: 

rahul.gupta@asiantms.com
www.asiantms.com

Alpine Rescue Service Pvt Ltd 'Mission: Save Life'
Mr. Ram Nepal – Executive Director
Ekikaran Sadak, 16 Kha.2.37, Naya Bazar - 16, 
Kathmandu, Nepal, POBOX: 21100; NEPAL
24/7 tel: 
24/7 fax: 

+977 1 436 2652 
+977 1 442 5111

email: 
website: 

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

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

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

Jet-Rescue Air Ambulance
Carlos Salinas – CEO

Suite 100, 7777 Glades Road, Boca Raton, Florida 33434, USA

tel: +1 786 619 1268 email: 
website: 

operations@jet-rescue.com
www.medjetsUSA.com
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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

EgyCross Assistance
Dr. Hany Benyamen – CEO

Av. del General Perón, 25 . Planta 10 F, 28020 Madrid, SPAIN

tel: 
tel: 

+34 910 602 414
+20 100 6222 910

email: 
website: 

ecanetwork@egycross-assistance.com
www.egycross-europe.com

Eurocross Turkey
Dr. Michael Adams – Director Business Development
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: 

int@eurocrossturkey.com.tr
www.eurocrossturkey.com.tr

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
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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
Alain Durand – President Director
Cibis Nine, 5th Fl, Jalan TB. Simatupang No. 2, 
Cilandak – Pasar Minggu, 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

Global MediCALL Assistance
Sridhar K – Chief Operations Officer

MALAYSIA

tel: 
fax: 

+6 03 3359 6969
+6 03 3359 6161

email: marketing@globalmedicallassistance.com

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

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

email: 
website: 

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

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

tel: 
fax: 

+596 596 701 889
+596 596 579 128

email: 
 

ste.iwia@orange.fr

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

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

tel: 
fax: 

+1 786 888 6792
+1 786 551 0763

email: 
website: 

khaber@sunmedint.net
www.sunmedint.net

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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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
Mr. Joseph Akiki – CEO

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)

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

Inchcape Medical & Assistance Services
Mara Mytilineou – Operations Manager

3, Agiou Dionysiou street, 18545 Piraeus, GREECE

tel:
fax:

(+30) 210 42 24 805
(+30) 211 79 07 790

email: 
website: 

assistance@iss-shipping.com
www.iss-assistance.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

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

AirPort Plaza, Ankara Caddesi, No:486, Kurtkoy 34912, Istanbul, 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
Sarah Hume – Vice President, Client Services

4273 King St E, Kitchener, Ontario N2P 2E9, CANADA

tel: 
(ext.)

+1 866-520-8823
52345

email: 
 

sarah.hume@allianz-assistance.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 – Director Business Development
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: 

int@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
Alain Durand – President Director
Cibis Nine, 5th Fl, Jalan TB. Simatupang No. 2, 
Cilandak – Pasar Minggu, 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
Sarah Hume – Vice President, Client Services

4273 King St E, Kitchener, Ontario N2P 2E9, CANADA

tel: 
(ext.)

+1 866-520-8823
52345

email: 
 

sarah.hume@allianz-assistance.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

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)

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

Rowland Brothers International Ltd.
Fiona Greenwood – Operations Director

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

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)

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 – Director Business Development
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: 

int@eurocrossturkey.com.tr
www.eurocrossturkey.com.tr

Marm Assistance
Mahmut Kadirbeyoglu – CEO

AirPort Plaza, Ankara Caddesi, No:486, Kurtkoy 34912, Istanbul, 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
Patrick Hrusa – Regional Head, North America, Medical Provider Management

4273 King St E, Kitchener, Ontario N2P 2E9, CANADA

tel: 
(ext.)

+1 866-520-8823
52922

email: 
 

patrick.hrusa@allianz-assistance.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

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

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)

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

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

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)

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

Doctors At Your Home Inc.

 

 

                    We Send the Doctor to You® 

Jose B. Gardens P.A CHE – President/C.E.O

5201 Blue Lagoon Drive, 8th Floor, Miami, FL 33126, USA

toll free: 
tel: 

+1 888 933 3305
+1 305 629 3612

email: 
website: 

corporate@doctorsatyourhome.com
www.doctorsatyourhome.com

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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Birger Oldorff

Will Sommerville

Hans Biekmann

UK-based Consularcare, a company 
providing private consular support 
services to overseas travellers, has 
announced the appointment of Will 
Sommerville as its new business 
development director. Will brings over 
two decades’ experience in sales and 
business development to the role, 
having previously held key roles at Healix 
International and Collinson Group.
“The world is changing, business travel 

is changing, and the global marketplace is 
evolving, but the support available to travellers 
is not keeping pace,” Will commented. 
“Through its unique products and services, 
Consularcare is able to bridge the gap 
between help currently available in the 
private sector, such as medical and security 
assistance, and the support provided by 

governments. The reach [of] Consularcare’s 
[product] is enormous, and I believe that it 
should form an integral part of all corporate 
travel and insurance policies for both leisure 
and business travel. I believe that there 
is massive scope for this service, and as 
business development director I am keen to 
take Consularcare to the next level and be 
part of the team.” 
Mike Jones, Consularcare’s commercial 
director, had this to say: “The benefi ts and 
value of our products and services are 
internationally acknowledged now, so it 
is crucial that our business development 
director not only understands the global 
marketplace, but has an appreciation of the 
key drivers and client requirements. Will’s 
knowledge, experience and expertise within 
the industry make him perfect for the role.”  

Allianz Worldwide Care has made 
fi ve new appointments in senior sales 
roles internationally.
The fi rst sees Gordon Delaney, who has been 
in the organisation for 13 years, progressing 
to the role of head of sales for Northern, 
Eastern and Central Europe from his offi  ce 
in London. The second sees Michael Baltes 
move from his position as senior sales 
manager to head of sales for Germany, 
Austria and Switzerland. Based in Munich, 
Michael will be responsible for growing 
business in these regions.
Allianz has also decided to expand its head of 
sales and distribution for the Middle East role, 
which Cheryl Beattie has held for two years, 
to now include Africa. Cheryl operates out of 
the company’s Dubai regional hub.
Singapore-based Tobias Meckert will bring 
his experience from a number of roles across 
the Allianz Group in Germany, Russia, Japan, 

China, Hong Kong, Singapore, Taiwan, 
Australia and most recently, Qatar, where he 
was general manager for Allianz Worldwide 
Care, to his new position as head of sales in 
the Asia Pacifi c region.
Finally, Bolivian native Sandra Asin will 
be bringing 18 years of experience to her 
new role establishing a new hub for Allianz 
Worl dwide Care in Latin America, based out 
of Miami.
Alexis Obligi, chief sales and marketing 
offi  cer at Allianz Worldwide Care, said: “I am 
delighted to be in a position to announce 
not one but fi ve senior sales appointments 
at Allianz Worldwide Care. Gordon, Michael, 
Cheryl, Tobias and Sandra each bring a 
wealth of experience to their new roles and I 
am confi dent that under their leadership we 
will have a very strong second half of 2017 
and continue to grow the business in each of 
these key regions for the years to come.”

Global Excel Management Inc. (GEM) 
has welcomed Birger Oldorff  as its new 
vice-president of international business 
development.  Birger’s primary area of 
focus will be Germany, in addition to 
certain closely surrounding markets, where 
he will be responsible for developing 
new business opportunities, servicing 
the existing client base and creating 
customised solutions for customer needs. 
David O’Connor, president of Global Excel, 
was enthusiastic about his appointment: 
“Birger has a proven record of facilitating 
long term business relationships with 
multinational corporations, insurance and 
assistance companies. His strong winning 
attitude and personality are assets that will 
complement and enhance Global Excel’s 
ability to meet the needs of our clients as 

we continue to provide quality, innovative 
products to the marketplace. I am very 
excited by the wealth of experience that 
Birger brings to the team.”
Birger, meanwhile, said: “The 
depth of expertise and client 
focus within the Global Excel 
family of companies and the 
clear potential for sustained 
growth was very compelling. 
Our industry is very competitive 
and Global Excel has a unique 
set of tools that sets it apart 
from the competition. I’m 
looking forward to contributing 
further to build and develop 
these capabilities, to enhance 
the service experience, and to 
further develop this market.”

Assistance company Generali Global 
Assistance (Generali) has announced two 
key hires. Sven Thorslund has assumed the 
role of vice-president of sales and product 
strategy for travel assistance, where he will 
develop and implement sales, account 
management, product and marketing 
strategies to expand the company’s 
portfolio of travel assistance services. Sven 
previously served as chief marketing offi  cer 
at AXA Assistance USA and also worked 
as the director of business development 
with Europ Assistance USA (now Generali 
Global Assistance) from 2004 to 2010. He 

holds a Master’s degree in International 
Management from Thunderbird School of 
Global Management.
Additionally, Charles Hall has been named 
senior product manager at the company’s 
travel insurance division, where he will 
be responsible for product planning and 
development, and bringing ‘innovative 
travel insurance products to the consumer, 
retail, and vacation rental marketplaces’, 
according to Generali. Prior to joining 
Generali, Charles served as a senior product 
manager at Munich Re’s American Modern 
Insurance Group. 

Spain-based medical assistance and cost 
containment fi rm MRI Assist has announced 
that Hans Biekmann has joined the 
company as its new director of international 
business development.
Hans stated: “Spain is a very popular tourist 
destination and a country where strong 
medical cost control programmes and 
quality-based medical assistance are needed. 
With my experience throughout the years in 
a number of countries and with the dynamic, 
agile and excellent team of MRI Assist, I am 
convinced we can let its business grow.”
Dr Armando Hernandez, principal and owner 
of MRI Assist, added: “We are happy to have 
an industry senior like Hans on board. He 

will bring us a world of knowledge in this 
business. Growth is planned and projected 
within MRI Assist as t ourism in Spain and 
Portugal increases steadily every year. With 
our advanced approach, we will be able to 
serve the foreign insurance and assistance 
market very effi  ciently 
and eff ectively with 
interfaces, digitalising 
the main claims and 
assistance fl ows. The 
results will be lower 
overall costs and 
higher quality. We are 
looking to the future 
with great optimism.”

Turkish assistance 
provider marm has 
strengthened its 
management team 
with the appointment 
of Hamdi Inan as 
chief operating offi  cer. 
The appointment 
took eff ect on 26 July.

Hamdi has considerable experience and 
has been very successful in structuring 
and operating call centers for large-
sized companies, steering operations 
and customer relations in a managing 
director role.  marm said it is 'excited and 
proud' to work with Hamdi to maximise 
the quality level of its operations and 
assistance services. 
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WHAT THEY SAID. . .

I read ITIJ to keep up to date with best 

practice in the emergency assistance 

industry, and fi nd the complex case 

studies interesting. I also like to 

understand new trends within the industry, 

in particular around cost containment 

practices as well as other issues my colleagues 

in the industry face. I have been reading ITIJ since 

2012, and fi nd there is increasingly more input from reputable 

contributors, giving an ever more credible lens to the magazine. 

L is a F rya r
Head of Emergency Assistance - We Assist

ITIJ is a valuable resource keeping 

the travel industry up to date with the 

latest news, views and analysis from 

experts across a wide range of fi elds. 

It also provides unparalleled insight into 

innovation within the industry.

T om Bishop
Head of Travel Insurance - Direct Line

I read ITIJ to get a great global 

perspective of what is happening in 

the travel insurance industry globally 

and for the product and traveller trends 

that inform on the drivers shaping our 

business. The stories that discuss events – 

for example hurricanes and terrorism – and the 

claims stats are particularly interesting. The in-depth 

special reports are also great. Since starting to read ITIJ, it seems 

to be more global than ever – from its coverage of the wider 

industry to detailing company news. 

Chr is t in a M a rg a r i ta T unn a h
Regional Manager - The Americas

World Nomads

Congratulations to the International 

Travel & Health Insurance Journal on 

the occasion of their 200th issue! Since 

they published their fi rst edition in 1999, 

the topic of travel insurance has evolved 

to become a vital part of our ongoing 

conversation about how best to serve travellers. 

As the industry continues to grow, it is increasingly 

critical to educate travellers on the best way to protect themselves 

and their purchases and to dispel common misconceptions about 

the role and value of travel insurance. ITIJ has undoubtedly been 

a cornerstone in the international eff ort to raise awareness for the 

importance of travel insurance and related assistance services, 

particularly as the evolution of the off ering generates new innovations 

in coverage, delivery vehicles and technology. As a global company, 

we cater to many audiences, including emerging markets, and ITIJ 

has been indispensable as a source of information, particularly 

for those regions where awareness of travel insurance has been 

historically lower. We feel fortunate to have ITIJ’s voice in this 

important conversation, and we look forward to their insights and 

expertise for decades to come! 

Jef f Ru t l ed ge
CEO - AIG Travel

In a few short words, ITIJ is my go-to 

forum for up-to-the minute reporting on 

the whole of the travel insurance industry. 

It is the only publication specialising 

in information on insurance, claims, air 

ambulance, assistance services, healthcare 

providers and cost containment at all levels 

around the world. Through ITIJ, my sales teams, 

assistance/claims specialists and I regularly learn about new global 

resources and topics that aff ect our business and our community.  

Robin Ingl e 
Chairman - Ingle International
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It is the only publication specialising 

in information on insurance, claims, air 
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ITIJ allows us to gain insights into the 

travel insurance industry from a broad 

point of view, covering worldwide trends 

that have an impact on our industry. 

The content is both informative and 

engaging. It’s always interesting to read 

about travel and claims trends happening 

around the world and compare these trends with 

what we’re seeing amongst our own customers. This year, we’ve 

closely followed travel and claims trends specifi c to the UK; 

between Brexit and the unfortunate series of terror attacks, ITIJ 

has kept us up to date on the latest developments and how they 

are aff ecting the travel insurance industry.

C a roly n L eck ie
Media Specialist - squaremouth.com
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