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Travel safe, travel happy Winter
woes
New analyses from two separate surveys
have shed light on the mysterious
travel insurance buying habits of
American travellers

Are older travellers taking more risks
on the slopes than younger ones?

A new survey from GO Group, an international
ground transportation provider, has shown that
just under half of those surveyed (42 per cent)
had bought travel insurance at least once. Of
those, 22 per cent said they always purchase
it, 16 per cent said they usually do, and 28
per cent said they do sometimes. Twenty-two
per cent of those who have purchased travel
insurance said they have had to cancel a trip
and use their insurance benefits in this regard.
Of those who had to cancel a trip, 45 per
cent reported that they were satisfied with
the results provided by their policy, while
12 per cent said they were not. Forty-three
per cent said they could not recall.
Comments included one from a respondent
who said they were not satisfied when they had
to use the insurance that they had purchased
from a cruise line, noting that not everything was
covered. Another said that the travel insurance
they purchased wasn’t worth it; the reimbursement
for a flight delay was only $50 and hotels near
airports often cost more than twice that amount.
Those who haven’t purchased travel insurance

CONTINUED ON PAGE 6

Pre-travel health screening ‘critical’
Despite the benefits it offers both staff
and employers, health screening before
sending staff overseas is currently
under-utilised, according to The Health
Insurance Group
“Health screening can help to identify new and preexisting illnesses as well as those an individual may
be at higher risk of developing,” said the company.
“Once identified, steps can be taken to prevent or
manage these appropriately. This is particularly
valuable for staff posted or travelling overseas,
who may be unfamiliar with or uncomfortable
accessing local healthcare. This becomes critical

for staff who are travelling to less developed or more
remote locations.”
Furthermore, health screening protects the
employee, as suitable healthcare in the intended
destination of the expatriate can be investigated
before travel, any medication regimes can be
evaluated to check that the medicines are available
at the destination and suitable alternatives can
be identified if not, which allows conditions to be
successfully managed with minimal disruption
or detriment.
For employers, meanwhile, health screening

CONTINUED ON PAGE 6

New research from British travel association
ABTA shows that winter sports holidaymakers
over the age of 55 are the least likely
demographic to check whether they have
taken out appropriate insurance for the
activities they are planning, including skiing
and snowboarding. Well over a third of those
over the age of 55 who take winter sports
holidays admit they never check that they
are covered correctly, significantly above the
average of 29 per cent. On the other hand,
younger generations take most care with
their winter sports holiday cover – only one in
seven 18-to-24 year olds say that they never
check if they have the right insurance.
With almost three in 10 people who take
winter sports holidays admitting that they
never check if they have the correct cover,
this leaves thousands of British skiers and
snowboarders at risk of hitting the slopes
without proper insurance – and as 1.75 million
Brits of all ages prepare to head off on snow
sports holidays this winter, ABTA is encouraging
them to stay safe on the slopes and make
sure they have appropriate insurance.
Winter sports holidays have experienced a
particular growth in popularity among 55 and
64-year-olds, with ABTA’s research showing that
238,000 people in this age range took a ski or
snowboarding trip last year – double the number
that said the same in the previous winter season.
The UK Foreign and Commonwealth
Office (FCO) reported 118 hospitalisations
and 58 British deaths from skiing and
snowboarding holidays between 2012
and 2016, with thousands more having
suffered injuries both on- and off-piste.
The knowledge gap
In similar news, new research from consumer
advice service Travel Insurance Explained
has shown that 54 per cent of holidaymakers
do not appreciate that they have to buy a
specialist policy if they plan on undertaking
winter sports activities on holiday. A study by

CONTINUED ON PAGE 8
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Happy New Year, dear readers!
What has 2018 got in store for the insurance industry? Tech, tech and more tech,
according to everyone we’re speaking to. Updates for travel assistance and insurance
apps that bring more convenience and better service to customers around the
world, no matter where they have gone to on their travels, are being announced
all the time, and insurtech start-ups are gaining ground on the established firms.
Without doubt, this year will see a positive surge forward for insurance providers
who are willing to take the step of partnering with the innovators out there and
provide the kinds of on-demand services that the new generation of buyers is
demanding. For suppliers of business travel services, meanwhile, the cost of
meeting duty of care requirements continues to rise, and technology can only assist
in developing the right kinds of services that this segment of the industry needs.
Our news analysis this month is about coverage in travel insurance policies for

Editor:

disruptions caused by volcanic eruptions – the cost of all those flight cancellations
in Bali is certainly adding up for some providers. Elsewhere, we have the first in
a two-part series about the needs of the international student insurance market.
This was an interesting feature to write, given the regulations surrounding US
healthcare changes at the moment; and while there are certainly challenges afoot
for providers of these kinds of policies, the companies contacted for the article
prove their agility to respond to the ongoing changes and demands of this market.
Enjoy this issue of ITIJ – it will be my last as title editor, as I’m concentrating
more on the feature-writing side of the magazine (do get in touch if
you want to contribute!) and also dedicating more time to our sister
publication AirMed & Rescue Magazine as its new editor.

Sarah Watson
sarah@itij.com

Title editor:

Mandy Langfield
mandy@itij.com

Deputy editor:

Stefan Mohamed

Writer & copy-editor:

Christian Northwood

Subscriptions:

Richard James
subscriptions@itij.com

Advertising sales:

All the best for 2018!

Finance:

News

Design team:

Industry Voice
p10

No exercise + more food + late nights = risky travels

Insurance 2018: The tech
turning point

p17

The year ahead

Lauren Haigh

Copy writer:

CONTENTS HIGHLIGHTS

Business travellers forego
self-care

Ian Cameron
ian@itij.com

Mike Forster
James Miller
Carlton Romaine
sales@itij.com
Elspeth Reid
Alex Rogers
Kirstin Reid
Tommy Baker
Eli Butler
Katie Mitchell

Web team:

Steve Mundey
William McClelland

ITIJ TV:

Peter Griffiths

C

M

Y

CM

MY

CY

Director of events:

Denise Clements

+44 (0)117 922 6600
editorial desk:
extension 3
advertising desk:
extension 1
subscriptions desk:
extension 243
accounts desk:
extension 4
Telephone:

+44 (0)117 929 2023

fax:

Industry Voice

Taking fraud protection to the
next level

Feature

Slumming it
p11

Deep learning technology could save billions

p27

Growing numbers of travellers are adding some of the world’s
most deprived urban areas to their holiday bucket lists

email:

mail@itij.com

web:

www.itij.com

19 Lower Park Row, Bristol BS1 5BN, UK

WOULD YOU LIKE TO
SUBSCRIBE TO ITIJ?

www.itij.com/subscribe
Published on behalf of: Voyageur Publishing & Events Ltd.

Company Brief

Travel smart with TravelSmart

The information contained in this publication has been published
in good faith and every effort has been made to ensure its
accuracy. Neither the publisher nor Voyageur Publishing
& Events Ltd can accept any responsibility for any error or
misinterpretation. All liability for loss, disappointment, negligence
or other damage caused by reliance on the information
contained in this publication, or in the event of bankruptcy
or liquidation or cessation of the trade of any company,
individual or firm mentioned is hereby excluded. The views
expressed do not necessarily reflect those of the publisher.

p14

App updates from Allianz and Chubb

Printed by Pensord Press, South Wales, United Kingdom
Copyright © Voyageur Publishing & Events Ltd 2017. Materials in this
publication may not be reproduced in any form without permission

Proﬁle

INTERNATIONAL TRAVEL & HEALTH INSURANCE JOURNAL

James Page

ISSN 2055-1215

p30

Senior Vice President and Chief Administrative Ofﬁcer, AIG Travel
PEFC/16-33-447

4

CMY

K

60 YEARS

OF AIR AMBULANCE &
MEDICAL ASSISTANCE
LONDON

STOCKHOLM

DUBAI

CHINA

ROME

BEIJING
TOKYO

DAKAR
CONAKRY

DOUALA
MADAGASCAR

CAPE TOWN

JOHANNESBURG
AUSTRALIA

FROM AFRICA TO THE REST OF THE WORLD
24 Hour Emergency Control Centre
Tel: +254 20 6992000 / +254 20 6992299
Mob: +254 (0) 733 639 088 / 722 314 239
Fax: +254 20 344170
Email: emergency@flydoc.org
www.flydoc.org

EDITOR SIGN.

IMAGE ED SIGN.

SALES SIGN. 1

SALES SIGN. 2

CONFR. SIGN.

PAGE UPDATE

NEWS
CONTINUED FROM PAGE 1

CONTINUED FROM PAGE 1

Travel safe, travel happy
cited various reasons, the top one (at 55 per
cent) being that they don’t think it is necessary,
followed by those who would rather take
the risk. Fourteen per cent said that travel
insurance was too expensive, five per cent
said they were unaware that it existed, and
two per cent said it wasn’t offered by their
trip planner. Others said they already have
travel insurance through their credit cards.
When those who have never purchased travel
insurance were asked if they would consider
doing so, 33 per cent said yes, 40 per cent
said maybe and 27 per cent replied no.
“According to our survey, almost half of
travellers have already purchased or are
considering purchasing travel insurance
to protect against financial loss due to
family emergencies and other unforeseen
circumstances,” noted John McCarthy,
president of GO Group. “These numbers
may rise as we are seeing an uncertain
travel climate due to natural disasters

Pre-travel
health screening
‘critical’

and violence in tourist areas.”
Elsewhere, a study conducted by flight
comparison site USjetcost found that 41
per cent of the 4,784 people polled had
not taken out travel insurance for their last
trip outside the US; when asked why they
hadn’t bought insurance, 42 per cent said

As the winter skiing season slaloms
into full swing, with it comes the
latest round of doom-laden statistics
to make underwriters choke on
their double decaf mocha (with a
dash of whisky) (see page 1).

Fourteen per cent said that travel
insurance was too expensive, five per
cent were unaware that existed
it was too expensive, 28 per cent said it
was because it was only a short holiday,
25 per cent forgot, 16 per cent didn’t feel
it was needed and eight per cent deemed
travel insurance a waste of money.
Some of those who chose not to buy
insurance inevitably had to attend a hospital
while abroad, and paid an average price
of US$1,295 for the care they received.

enables the company to identify trends
across the organisation and manage them
proactively. For example, THIG pointed out
that workplace stress is a common cause
of claims, and screening allows a company
to spot trends in particular locations or
among particular groups of staff, giving
them the chance to intervene. There are
many wellness programmes available, from
one-off workshops to ongoing annual fitness
challenges, which support the prevention or
reduction of ill health. Screening also allows
an employer to insure based on real data
about its own employees rather than have
premiums set based on averages which may
not be an accurate reflection of its needs.
Sarah Dennis, head of international for The
Health Insurance Group, said: “Employers
should make far greater use of health
screening before sending staff overseas
as it protects both the individual and the
company and can help to manage costs.”
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Editorial
Blog

So, who are the dastardly uninsured
or underinsured this year? Well, this
time it’s those who fall into the 55to-64 age bracket. If anything goes
amiss, therefore, it looks like it’ll be the
kids who have to bail out the parents
(unlikely) or even a kind underwriter
(mythical beast) to waive the lack of
specialist cover (not happening).
So, what can an insurer do? Well, might
I suggest compulsory torture for every
passenger boarding a flight? We’d
soon get to know who has a policy or
not, but I suspect that even then, most
people wouldn’t know what’s in it.
I mean which is worse – torture at the
airport (which it is anyway) or reading
a travel health insurance policy?
Ooh … that’s a tough decision.
Ian Cameron
Editor-in-chief
ian@itij.com
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Premium clarity at last
Research from UK-based health
insurer VitalityHealth has revealed
that 70 per cent of private medical
insurance (PMI) policyholders
have no idea how their premiums
are calculated under the no claims
discount structure (NCD)
The study also found that only around one in
10 policyholders found it easy to explain how
their insurance premium is worked out. This
is compared to more than a third of those
surveyed saying they found it easy to explain
football’s notoriously confusing offside rule,
and more than a quarter who found it easy
to explain the human digestive system.
VitalityHealth recognises the difficulties
people have in understanding the pricing of
premiums under the industry-standard NCD
structure and has changed its approach to
ensure renewal premium changes are fair,
intuitive and transparent for members. The
new renewal pricing mechanism calculates
renewal premiums based on an ‘ABC’ model,
which takes into account increasing age;
the Base medical inflation rate; and a new
claims and wellness engagement measure.
Additionally, in an industry first, the combined
claims and engagement measure means
any increase associated with members
claiming can be reduced by efforts to
manage and improve their health.
Neville Koopowitz, CEO of VitalityHealth,
said: “With seven in 10 PMI policyholders
having no idea how premiums are calculated
under the no claims discount structure, it’s

no wonder many people find the renewal
process complex and opaque. We believe
that no member should ever be surprised
when they get their VitalityHealth renewal,
which is why we have introduced the ABC
model, a groundbreaking approach that
sees the effects of age, medical inflation
and wellness engagement combined to
deliver a fairer, more intuitive and transparent
pricing structure. Furthermore, not only do
our members now know how to calculate
the changes to their premium at each
annual renewal date, but by engaging with
their health and increasing their Vitality
status, they can more actively control
their premium through an alternative
method than simply not claiming.”
Independent financial adviser Roy
McLoughlin, associate director at Cavendish
Ware, said: “It’s true that many consumers

can be confused about how PMI premiums
are calculated, so we welcome any move
from insurers that aim to make the process
simpler and clearer. The increasing

With seven in 10 PMI policyholders
having no idea how premiums are
calculated under the no claims discount
structure, it’s no wonder many people
find the renewal process complex
and opaque
cost of medical treatment is a challenge
across the industry and Vitality’s ABC
model should ensure clients and advisers
are better informed about any premium
increases and why they have occurred.”

However, according to new FCO research,
making sure to take out the appropriate
travel insurance policy languishes at
the bottom of travellers’ list of holiday
priorities, with other, more important
aspects of travel being recognised as:
• Getting to the airport (18 per cent)
• Going through airport

the organisation has shown that although
the majority of Brits stick to skiing and
snowboarding, alternative sports like
paragliding and visiting terrain parks
are becoming more popular, and even

only one in seven 18to-24 year olds say that
they never check if they
have the right insurance
winter sports policies do not generally
cover such activities as standard.
Travel Insurance Explained’s Fiona
Macrae has warned about the dangers of
travellers making assumptions about their
insurance cover, and urged winter sports
enthusiasts to check their policy wording
and buy additional cover if they are
planning on taking part in riskier activities.

FCO says ‘buy before you go’
As the travelling population looks
ahead at plans for 2018, the UK
Foreign & Commonwealth Oﬃce
(FCO) is advising holidaymakers to
ensure they are properly insured

Winter
woes

security (20 per cent)
• Waiting for luggage (11 per cent).
These are the biggest concerns for
travellers going on holiday abroad,
with a measly two per cent worrying
about remembering to take out
appropriate travel insurance.
Seventy-two per cent of people aged over
55 plan to travel abroad in 2018 and half
of these identify themselves as having a
pre-existing medical condition. The FCO is
advising British holidaymakers to research
the appropriate travel insurance options,
understand the potential cost of not being

adequately insured, and give a detailed
and accurate medical history to insurers.
Research shows that the price of travel
insurance is the most important factor for
the over-55s when considering whether
or not to buy it (23 per cent), and one
in 20 have knowingly not declared
their medical condition due to the
increased cost of their travel insurance.
The number of studies into the lack
insurance shows the challenges faced
by the industry at the moment, and the
question remains over how to make
sure people are properly covered.
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Business travellers forego self-care
According to a national survey by
On Call International, a travel risk
management company in the US,
over half of business travellers (54
per cent) say they are less likely to
exercise on a work trip compared
to when they are not travelling, and
compounding this is the revelation
that 44 per cent say they are more
likely to eat unhealthy foods during
business travel
Business travel usually means early mornings,
late nights and non-stop meetings, all
without the normal comfort and routine one
experiences while at home, and according
to On Call International, the high-pressure
nature of business trips could be playing
a significant role in travellers’ unhealthy
behaviours. Over a third of business travellers
(36 per cent) surveyed believe work-related
travel makes them more stressed than
normal. Thirty-six per cent also reported
having difficulty sleeping while on these trips.
“An unhealthy diet and a lack of regular
exercise can have adverse consequences
on a business traveller’s wellbeing, often
leading to, or worsening, serious health
problems,” said Dr William Siegart, chief
medical officer at On Call International. “In
addition to this, chronic and acute stress
can cause several issues for a business
traveller that can lead to deterioration of
health and a decrease in work productivity
and performance while on the road.”
He went on to explain that not only can stress
lead to headaches, gastrointestinal distress
and chest pain, it can exacerbate nearly
every pre-existing condition and potentially

lead to the development or worsening of
anxiety, depression, skin rashes, asthma,
cardiovascular disease and more.
Of greater concern to travel health industry
professionals was the fact that 13 per cent
of those polled have difficulty remembering
to take daily medications while on a work
trip. Sixteen per cent, meanwhile, say they
drink more on business trips compared to
when they are not travelling, while eight per
cent are more likely to smoke cigarettes.
“These results are concerning, and it is
up to both business travellers and their
employers to turn the trend around,”
noted Dr Siegart. “Organisations have

These results are
concerning, and it is
up to both business
travellers and their
employers to turn the
trend around

Mounting pressures require new strategies
As the healthcare industry faces mounting
pressures to cut costs while improving health
outcomes, consumer engagement has
become increasingly important. However,
strategies to engage consumers – and their
effectiveness – vary greatly. The latest white
paper from International Medical Group
(IMG) addresses this issue, and evaluates
viable solutions to consumer engagement,
providing insights that can influence the
success of today’s healthcare organisations.
While companies in other industries turn to
technology as the chief solution for engaging
consumers, it isn’t as simple for healthcare
organisations. IMG’s white paper, Consumer
Engagement in Health Care: Refocusing
the Industry’s Approach, reveals that across
all generations, consumers are seeking
a trusted doctor-patient relationship and

involvement in healthcare decision-making.
Millennials’ preferences are perhaps more
surprising, as the white paper indicates
that this cohort values ‘high-touch’ just as
much as ‘high-tech’ healthcare solutions.
“With technology continually evolving and the
information channels themselves becoming
less important, consumers have begun to
value advice before the device,” said IMG’s
chief medical officer Dr Geoff Tothill. “The
trusted guidance and supportive services
offered by health advocates are increasingly
central to consumers’ preferences for care.”
For health advocates – including
providers, insurers, agencies, educational
organisations, employers and government
entities – engaging consumers in their
healthcare is a complex process that
requires ongoing research and resources.

a duty of care to ensure the health and
safety of their travelling employees and
should focus on mitigating the dangers
of their travellers falling into unhealthy
habits on the road. I would recommend
hosting pre-travel health workshops to
reinforce healthy travel behaviours such as
eating right, finding time for quick, simple
exercises that can be executed anywhere,
and working to identify and manage their
most frequent causes of stress. These best
practices can also have a positive impact
on travellers’ overall, long-term health.”
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As new travel insurance figures reveal that
69 per cent of the British public who have
had travel insurance say they have never
made a claim against a policy, UK travel
app specialist Aquarium Software says that
the industry needs more than ever to make
the case for the value of travel insurance.
The research, undertaken by YouGov on
behalf of Aquarium Software, shows the
‘never claimed’ figure rises to four-fifths
among 25-to-34 year olds, while only 17 per
cent per cent have claimed in the last 10
years. As three-fifths of over-55s have also
never claimed, Aquarium is asking: “Is travel
insurance in danger of being seen as a cost
too far, during leaner economic times?”
The company says that travel apps will give
the industry the tools to keep prices down,
and remove the small print exclusions that
can see the market realise its potential – if the
24 per cent who only cover their travel plans
with insurance ‘sometimes’ or ‘never’, can
be persuaded to change their minds, that is.
“The headline figures from this new research
are at first glance amazing, but it is important

they are seen in context, rather than used as
an easy excuse not to have travel insurance,”
said Mark Colonnese, Aquarium software
director. “With so few people claiming, the
industry simply needs to ensure we get better

travel apps will give the
industry the tools to keep
prices down
perceived value from travel insurance. In
defence of the industry, the costs involved
in a serious claim can be enormous.”
However, given how few people make
a claim, low premium expectation and
frustration with exclusions is understandable.
“On the flip side,” added Colonnese, “most
of us do not go for cheap home or motor
policies if they don’t offer adequate cover, yet
happily plump for cheap holiday insurance,
hundreds or thousands of miles away from
home – where repatriation and medical
costs can rapidly spiral out of control. Apps
can positively change these dynamics.”

• Medical excellence for all levels of
aeromedical care
Air Alliance UK aeromedical team is

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

Visit our Blog at www.medflight.de
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Taking fraud prevention to the next level
A new system based on deep
learning technology could save
the insurance industry billions
in fraudulent claims, says David
Fulton, CEO at WeSee
Fraudulent claims are costing the
global insurance sector dearly. Last
year, some 125,000 false claims –
worth £1.3 billion – were detected in the
UK alone, according to research by the
Association of British Insurers. Moreover,
it is estimated that a similar amount of
fraud goes undetected each year. So it’s
no surprise that insurers in the UK, which
boasts the fourth-largest underwriter
community in the world, invest at least £200
million annually to identify fraudsters.
Looking globally, the getmeIns USA
Focus predicts that detecting just one
per cent of fraudulent claims would save
companies in the leading 10 insurance
nations $35 billion collectively. This
has made the quest for a solution of
paramount importance to insurers.
Up until now, they have remained
disappointed – but sophisticated artificial
intelligence (AI) driven by deep learning
could be their saviour. Huge strides have
been made recently in terms of image and
facial recognition. This new technology
understands every multi-layered element
within images and videos in the same way
humans do. This allows it to analyse and

The system currently being developed for
do their job more effectively by flagging
insurance companies assesses claimants’
up clearly the most suspicious claimants
facial expressions for suspicious signals. The
for further, more detailed investigation.
claims handler would simply interview the
In a lighthearted test, early versions of
claimant using their smartphone camera,
the system were used to assess just how
which would be feeding back visual data
convincing UK Leader of the Opposition
and cues to an AI-driven intelligent computer
Jeremy Corbyn and Prime Minister Theresa
system. Using advanced deep learning
May’s speeches were during this year’s
techniques, the system would analyse
General Election, with strong results –
an individual’s responses and microwhich remain behind closed doors!
emotion reactions to a set of questions
In 2018, insurers will get the chance
in real time and deliver an assessment
to use the technology on bonafide
of their veracity to the insurer almost
claimants to help reduce the huge burden
instantly. This would be in the form of a
of fraudulent claims that is currently
visual dashboard delivering key guidance
draining insurance company profits – and
printadd.pdf
1
26.09.2016
18:07
to the claims
handler, enabling
them to
it looks set to transform the industry.

We take your complex challenges in Turkey
and turn them into simple, high quality and low cost solutions !

facial recognition will be
able to detect suspicious
behaviour in real time
through monitoring and
analysing pupil dilation,
eye movement, gaze,
speech patterns and
tone of voice
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recognise images and faces in video content
MY
with up to 98-per-cent accuracy – and
1,000 times faster than the human brain. CY
In its current form, this advanced AI
CMY
technology is helping broadcasters
K
to identify key people and objects in
video footage to streamline the editing
process. Media data science company
Genistat used the technology during this
year’s European Open Golf Tournament
to detect leading golfers and sponsor
logos quickly and accurately across
hours of footage, significantly speeding
up the creation of highlight clips.
Make way for the future
However, it is the next step in this
technology’s development that spells good
news for insurers. Soon, facial recognition
will be able to detect suspicious behaviour in
real time through monitoring and analysing
pupil dilation, eye movement, gaze, speech
patterns and tone of voice, along with
identifying seven key human emotions.
Applied to claimants, it has the power to
transform the way insurance companies help
process claims and assess their validity more
scientifically and accurately than ever before.
Imagine you could simply interview a
claimant and instantly be able to assess
the probability of them telling the truth.
Well, this is no longer the stuff of insurers’
dreams or fraudulent claimants’ nightmares.
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ERUPTIONS

AND DISRUPTIONS
On 18 September 2017, the official alert level for
Mount Agung, the active volcano that dominates
Bali, was raised from ‘normal’ to ‘vigilant’.
Chaos threatened as international flights were
cancelled. Now the dust has settled, insurers
are reflecting on lessons learned from past
events. By Robin Gauldie

I

nternational media quickly latched onto the
ever-popular meme of ‘trouble in paradise’,
rolling out the familiar tale of holidaymakers
marooned while travel insurers refused to
help them. Australian newspapers claimed
as many as 150,000 people were stranded
when local authorities shut down flights to
Bali and neighbouring Lombok as a safety
precaution when Agung began pumping out
clouds of ash.
More than one million Australians visit Bali
annually, which makes Australia its second
biggest visitor source (after China). Almost
all of the 330,000 Britons who visit Indonesia
each year also go to Bali. Around 15,000
Australian holidaymakers, and a much
smaller number of Britons, are estimated
to be on the island on any one day.
At the time of the volcanic activity, an

exclusion zone of 10km was set up around
Mount Agung, and visitors wanting to
leave the island made their way to the
airport. In December, Heather Pennock,
destinations manager in charge of health,
safety, crisis and operations at UK travel
association ABTA, commented: “The
airport is well out of the 10km exclusion
zone around the volcano. Stranded Britons
and those who have not yet travelled and
wish to change their holiday arrangements
should refer to their tour operator.”
Beyond warning against all travel within
the 10km exclusion zone around Mount
Agung, British and Australian governments
issued no advisories against travel to Bali.
An Australian Department of Foreign
Affairs and Trade spokesperson, however,
said the country’s Denpasar consulate

had provided assistance or information to
‘several hundred’ Australians. STA Travel
reported it had ‘around 500’ British clients
in Bali. Most, the travel company said,
had flight-only bookings, and their airline
would therefore take responsibility for

some insurers stated they would refuse
claims on travel policies bought after
18 September, when the Indonesian
Government raised its official volcano
alert level from ‘normal’ to ‘vigilant’. Others
announced they would not honour claims

Travel providers will make their own decisions based on commercial
considerations. It’s entirely up to individual businesses how they
manage their own contingency plans
providing assistance or compensation.
Following the first alerts regarding the
volcanic activity, Australian media reported
allegations of Australians ‘stranded’
in Bali after their homebound flights
were cancelled, and that they had been
‘abandoned’ by travel insurers. Naturally,

by insureds who bought their policies
after 22 September, when the alert
level was hiked to ‘level four’, indicating
that an eruption might be imminent.
Others said they would accept claims on
policies issued up to 22 November.
In fact, the number of international insured
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travellers whose homeward journey was
affected was far lower than might have
been feared. The immediate threat of a
full-scale volcanic event receded, and by
7 December, Australia’s Department for
Foreign Affairs and Trade advised that
Bali’s airport was ‘operating normally’.
So, the cost and potential reputational
damage to insurers has been relatively
low. This is partly because insurers have
learned from previous experience.
The earlier Eyjafjallajökull eruption
In 2010, Eyjafjallajökull, a volcano in Iceland,
erupted. Iceland attracts a mere 500,000
visitors a year, but the ash cloud thrown up
by Eyjafjallajökull had far-reaching effects
beyond the temporary closure of Keflavik
airport. No-fly restrictions closed airports
in the UK and mainland Europe for days,
stranding an estimated 400,000 travellers
from Britain alone. Thousands more were
forced to change or cancel outbound
travel arrangements. An estimated 107,000
flights were cancelled over an eight-day
period. The Association of British Insurers
(ABI) estimated the cost to the travel
insurance industry to be £62 million.
As with other unpredictable events,
the disruption caused by any volcanic
eruption predictably triggers a round of
buck-passing as customers call insurers,
airlines and package tour operators
to find out who should pick up the
tab. “Travel providers will make their
own decisions based on commercial
considerations. It’s entirely up to individual
businesses how they manage their own
contingency plans,” said ABTA’s Heather
Pennock at the time of the Bali event.
At the time of the Eyjafjallajökull eruption,
some insurers sought to turn down claims,
while some airline bosses, including
British Airways’ Willie Walsh, called the
closure of airports an over-reaction – hardly
surprising, in view of the €148-billion loss
to airlines estimated by the International
Air Transport Association. According
to Kevin Pratt, a consumer expert at
British insurance and financial products
comparison site MoneySuperMarket,
many insureds mistakenly believed they
were covered for delays caused by the
eruption of the volcano, and this event
highlighted the gaps in many policies. “The
word ‘volcano’ was not in travel insurance
policies. Some insurers paid out, but
many refused to do so. With some policies
not covering extreme weather events or
natural disasters, customers were unsure
of what was and was not covered,” Pratt
commented on his company’s blog.
Since this time, some insurers have taken

a tougher position on claims for travel
disruption caused by volcanic ash. In 2010,
although as few as one in four insurers
covered such claims under standard
policies, some offered goodwill payments.
They were no doubt influenced by the UK
Financial Ombudsman Service, which
decided in favour of claimants, ruling that the
ash should be treated as a ‘weather event’,
not as an uninsurable ‘natural disaster’.
Who is responsible?
Meanwhile, the insurance sector’s argument
that airlines, not insurers, should be
responsible for assisting and compensating
passengers in such cases was strengthened
when Europe’s largest airline Ryanair
lost a court case in which it argued that
the ash cloud was an ‘extraordinary
circumstance’ and so the airline could not
be held accountable. According to the ABI,
there is no broad ‘Act of God’ exclusion in
travel insurance that would give an insurer
automatic grounds to turn down a claim.
“The term is not these days commonplace
in insurance policies,” said ABI chief media
relations officer Malcolm Tarling. “Any
cover against volcanic eruptions and, in
particular, disruption caused by a volcanic
ash cloud, will be set out in the policy.
While it is not uncommon for disruption

caused by this to be excluded, it is possible
to get some element of cover against
this risk, either through an add-on to your
travel insurance or through a specific
policy available in the market. From the
perspective of an individual traveller, the
golden rule is to check the scope of cover
offered by any existing travel policy you
have or are considering purchasing.”
Travellers heading for any destination that
could be affected by a volcano-related event
– even if quite remote from the volcano

Any cover against volcanic eruptions
and, in particular, disruption caused by
a volcanic ash cloud, will be set out in
the policy
itself – would be well advised to make sure
their travel policy covers them not only for
emergency expenses incurred if they are
temporarily stranded by an incident, but
also should they decide to change their
travel arrangements because a volcano
alert level at their planned destination
has been raised (as happened in Bali). “If
it does not and you are concerned, you
can ask your travel insurer if such cover
is available as an optional add-on to your
travel insurance policy,” said Tarling. Since
2010, many insurers have introduced such
options. Columbus Direct in the UK, for
example, offers bolt-on volcano ash cover
from £8, offering £1,500 for emergency
accommodation and alternative transport.
That, in practise, allows insurers to say
‘Don’t say we didn’t warn you’, in the
event of claims from clients who decline
such additional cover. Given that volcanic
eruptions are hard to forecast, some parts
of the world are at higher risk than others.
Indonesia is one. In 1883, volcanic island
Krakatau (Krakatoa), between Java and
Sumatra, went off with a bang that was
heard in far-off Australia. In 1982, volcanic
ash from Mount Galunggung, 180km
southeast of Jakarta, caused failure of all
four engines on a BA B747 south of Java.
Thanks to the professionalism of its crew,
the aircraft landed safely. In October 2010,

13

Mount Merapi on Java erupted, shutting
down airports including Jakarta. In 2014,
flights to Surabaya and six other airports on
Java were suspended due to the eruption
of Mount Kelud. In 2015, thousands were
stranded when Bali’s airport was closed
by ash from Mount Raung on Java.
Checking the small print
Bali is not the only holiday destination in
the shadow of a volcano. Roman Pompeii,
buried by ash and lava in 79AD and
disinterred during the 18th Century, has
been a tourist attraction for more than 250
years, with 2.5 million visitors annually.
Santorini is one of Greece’s most-visited
and picturesque islands. Around 3,800
years ago the explosion of its volcano, Thira,
wrecked civilisations across the ancient
world and created a vast sea-filled caldera
where up to a dozen huge cruise ships drop
anchor daily. Thira last grumbled in 1950,
when the Greek Government evacuated
hundreds of islanders from villages like Oia.
Deserted for decades, that former ghost
village is now home to some of the Greece’s
poshest boutique hotels. Within sight
are the islets that rose from the sea after
Thira’s last episode. The sea around them
is warmed by vulcanism. Above Pompeii,
Vesuvius still smoulders. The Canary
Islands, favoured by millions of northern
European holidaymakers, are dotted by
active volcanoes like Teide on Tenerife and
Cumbre Vieja on La Palma. Meanwhile,
hundreds of flights pass near Iceland and
its volcanoes daily. Aviation authorities say
they have learned from the chaos caused
in 2010, and that a similar event now would
have no significant impact, but insureds
planning a trip to Naples, Santorini or the
Canaries, or a flight through North Atlantic
airspace, should double-check the small
print on their travel policies for volcano cover.
By mid-December, as far as the UK media
was concerned, the focus was no longer
on hundreds marooned in Bali but on
thousands stranded at London Heathrow
(the world ‘s second busiest international
airport) and other UK airports by snow.
Snow? In December? In the northern
hemisphere? Now that’s unpredictable. ■

COMPANY BRIEF

Travel smart with TravelSmart
Global travel insurance and assistance
provider Allianz Global Assistance
recently launched an updated version
of its TravelSmart app. Among the new
features the insurer has reported are a
simplified, ‘more intuitive’ user interface
through which travellers can access their
coverage details, claims status, flight
status and useful information such as local
emergency contact numbers. Additionally,
the app now features an extensive
directory of global medical facilities,
police stations and US embassies, a
medication dictionary, a first aid terms
translation tool and an expanded suite of
contact options through which users can
get in touch with Allianz’s service team.
“Using our newly updated TravelSmart
app is a great way for travellers to feel
safe, secure and protected abroad and
get the most out of their Allianz Travel
Insurance policy,” said Joe Mason, chief
marketing officer for the Americas at
Allianz Partners USA. “We’ve completely
redesigned our award-winning app
with new features that enable everyone
to travel confidently and quickly and
easily get access to the information and
services they may need. TravelSmart
is just one of many innovations we’re
bringing to the market to serve the
digital traveller now and in the future.”

to fulfil their duty of care requirements
for business travellers, and to provide
necessary travel information and safety
alerts for business travellers. The app
has reportedly been rewritten ‘from the
ground up’, with various new features; it
takes in information from thousands of
global sources, including government
bodies, news media, health databases
and social media, filters and aggregates
the data – which is reviewed regularly
by experts – and pushes out alerts to
users. At its best, threats can be verified
and travellers warned within 15 to 20
minutes of an incident occurring, and
updates can then be sent regularly to
keep users abreast of what is happening.
As well as containing a medical database
of conditions and medications, an
embassy locator and a currency converter,

the app also provides country-specific
advice and pre-travel information,
and can instantly connect them to
emergency services while abroad.
“The new version of the Chubb Travel
Smart app represents a real stepchange,” said Stéphane Baj, regional
director for corporate and affinity accident
and health for Europe, Eurasia and
Africa at Chubb, “delivering significant
improvements to both travellers and the
people tasked with the responsibility
of ensuring they stay safe. Many of
the new features have been built in
response to feedback we have received
from our customers since launching the
proposition nearly three years ago, so
we are quietly confident that users will
find the new app and online dashboard
easier to use and even more powerful.”

… and with Travel Smart
Chubb has also recently announced an
update to its Travel Smart – two words
this time – app for business travellers.
Travel Smart has been designed to help
employers with globally mobile employees

New app from
Travel Insured
US-based travel insurance provider Travel
Insured International has announced the
launch of its new app, designed to reduce
the stresses of travelling. According to
Travel Insured, the app allows users to
buy and manage travel protection plans
more easily, as well as providing innovative
health and safety services thanks to health,
safety, and risk management firm Sitata’s
involvement in the development process.
The app will feature health advice for
travellers, including recommended
vaccinations or medicines for trips,
as well as destination-specific safety
advice, hospital locations and
emergency numbers. Customers will
also be able to purchase a plan and
file a claim, says Travel Insured.
The partnership with Sitata will allow
customers to access up-to-date information
on possible disruptive events at their
destination using the firm’s software.
It uses artificial intelligence to gather
information from both traditional news
sources and social media, allowing
users to gain information quicker
than via governmental alerts.
“Travel Insured is making an active
investment in its services to improve our
planholders’ experience when away from
home,” said Travel Insured’s CEO John
Gehris. “With this new offering included
in each and every plan, we’re doing
our best to ensure travel anxieties are
kept to a minimum and now travellers
can make informed, safe decisions
with timely, relevant information.”

Cover-More invests in FitSense
Cover-More Group in Australia has
announced the acquisition of a majority
stake in data analytics company FitSense,
an enterprise created by the National
University of Singapore. FitSense’s main
capability, according to Cover-More, is to
leverage health and fitness data from mobile
apps and connected devices to support
highly customised insurance products.
It is able to consolidate a person’s fitness
data from devices such as smartwatches,
mobile phones and other wearable devices
and turn the data into an Activity Score,
which can be used predict the user’s
health and fitness level – and subsequently
insurance risk and commensurate premium.
“Cover-More continues to look for ways
to proactively transform our business
for our customers, to focus on them as
individuals and deliver products that
reflect their individuality. And FitSense’s
technology enables us to deliver highly

customised and highly optimised
insurance solutions in real time,” Mike
Emmett, Cover-More Group CEO said.
FitSense conducted several pilot studies
in 2016 with insurers in Europe to
find out how willing customers would
be to share fitness data with insurers
compared to filling out a questionnaire.
“When it comes to medical insurance,
people have to pay higher premiums
if they had a family history of a chronic
disease,” Jan-Philipp Kruip, co-founder
and CEO of FitSense explained. “However,
those who have made healthier lifestyle
choices and exercise regularly are not
able to benefit from lower premiums.
That inequity was our starting point for
FitSense. Almost everyone has the option
to make healthier lifestyle choices.”
Fitsense will operate as a stand-alone entity,
said Kruip, and will work with other insurers
when it makes commercial sense to do so.
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Visitor coverage It’s not rocket science … or is it?
from VisitorsCoverage
A new travel insurance plan for international
travellers heading to the US has been
launched by VisitorsCoverage. Called Cover
America – Gold, the company says that
the plan is particularly suitable for senior
travellers and family members visiting
relatives in the US. The comprehensive
plan offers a number of interesting benefits,
such as coverage for theme park injuries,
border entry protection, emergency eye and
dental coverage, and coverage for acute
onset of pre-existing conditions. It also
pays 100 per cent of medical expenses
within the PPO network, providing that the
deductible has been satisfied, ensuring
peace of mind for policyholders.
The policy was developed in collaboration
with Seven Corners in order to address the
problem of high healthcare costs in the US –
VisitorsCoverage felt that a plan was required
that would protect travellers against these
costs, as well as providing comprehensive
coverage for the sorts of needs that visitors
heading to the US would require.
“Cover America – Gold is truly the gold
standard in travel insurance for travellers to
the US,” asserted VisitorsCoverage CEO
Rajeev Shrivastava. “We have hand-picked
benefits and created a plan which meets
the needs of foreign visitors to the US.”

Medical and travel security risk services
company International SOS has partnered
with Rocketrip, a technology platform that
aims to reduce travel risks, to provide a new
duty of care integration. Employers will now
be able, through Rocketrip, to access the
tools required to maintain their duty of care
responsibility if an overseas employee opts
to stay with a friend rather than in a hotel,
and to keep employees safe in general.
Employers will be able to access all of their
employees’ trip details, no matter where
they are staying, in order to track them and,
if necessary, locate them in an emergency.
“As business travel evolves, it’s important for
International SOS to continuously innovate,

and our integration with Rocketrip is a prime
example of how we’re accomplishing that,”
commented Tim Daniel, senior advisor
for innovation and business strategy at
International SOS. “Their human-centric
approach to corporate travel is very much
aligned with how we think about serving
the growing needs of our clients.”
Dan Ruch, CEO of Rocketrip, added:
“Developing our duty of care integration
was a direct response to growing demand
from our enterprise customers, especially
those with policies that allow employees to
stay with a friend instead of at a hotel. The
technical framework we’ve put in place
will also allow for seamless integrations

with additional duty of care partners to
continue providing our clients with the
data and solutions they need to maintain
world-class employee travel programmes.”
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Wherever
I wander,
wherever
I Roam
UK travel company Thomas Cook, under
its Thomas Cook Money brand, recently
launched a new pay-as-you-go travel
insurance app, Roam. Policies, which can
be activated at short notice and switched
on and off at will – enabling users to
potentially save money if a holiday happens
to be cut short – start from £2 a day.
The aim of Roam is to target travellers who
might previously have gone uninsured
because of the perceived time and financial
expenditure that arranging coverage
might have taken. Thomas Cook’s chief
financial services officer Anth Mooney
suggests that 20 per cent or more of UK
holidaymakers travel uninsured, and a
recent Direct Travel report found that of
the millennial demographic alone, up
to 31 per cent travel without cover.
Thomas Cook hopes that offering the
service through an app will appeal to
today’s digitally minded consumers, with
the on-off option a unique selling point.
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INSURANCE MATTERS

FCA-approved insurtech
accelerator launches
InsurTech Gateway, the first
insurtech accelerator authorised
as an insurance broker by the
UK Financial Conduct Authority
(FCA), launched at the end
of 2017
The co-investment between Hambro
Perks and Robert Lumley from the
Lumley insurance family aims to help
streamline and accelerate the process of
building an insurtech start-up by removing
‘significant hurdles’ such as insurance
and funding barriers. InsurTech Gateway
says it will reduce the time needed to
get to proof of concept from two years
to between three and six months, and
costs by 75 per cent. It says that it is
aiming to help with the launch of 25
start-ups over the next five years.
InsurTech Gateway has secured
FCA authorisation to create its own
innovative regulatory model as well as
arranging underwriting capability from
Aspen, an insurance and reinsurance
specialist. A network of other insurers
will also support the primary reinsurer

Personal cyber cover could become essential

as companies achieve growth stage,
said InsurTech Gateway. This will allow
start-ups to quickly achieve delegated
regulatory approval, with funding and
underwriting from a single team.
Robert Lumley, co-founder of InsurTech

The three main hurdles
insurtech start-ups
face are regulatory and
capacity barriers, the
funding gap and big
insurers’ slow behaviour
Gateway and an insurance entrepreneur,
said: “The three main hurdles insurtech
start-ups face are regulatory and
capacity barriers, the funding gap and
big insurers’ slow behaviour. That means
there is little innovation happening in
the sector because it is too difficult to
get past the roadblocks. The InsurTech
Gateway will change all of that.”
InsurTech Gateway has already
announced that it has three startups in its portfolio: InMyBag, which
provides specialist insurance and data
recovery for freelancers; By-Miles,
which provides telematics-based car
insurance for low mileage drivers; and
Floodflash, an IoT flood sensor enabling
instant settlement flood insurance.
The new accelerator expects five more
to have joined by the end of 2018.

Data and analytics company GlobalData
has suggested that while much of the
focus of the cyber insurance debate
has been on the commercial segment,
personal cyber protection could become
a necessity over the next few years.
Recent high-profile events such as the
Equifax hack, in which the personal data
of almost 700,000 UK customers was
compromised, have increased general
public awareness of the risks of cyber
attacks and, according to GlobalData
financial analyst Daniel Pearce, ‘such
developments could lead to personal
cyber insurance policies becoming
a necessity in the coming years’.
Insurers such as Hiscox and AIG are
already providing personal protection for
high net-worth (HNW) individuals, and Oak
Underwriting has announced a partnership
with DAS, through which Oak will offer
cyber crime cover as part of its legal

expenses and home emergency cover.
“The cover will aim to provide HNW
customers with support by investigating
and rectifying any damage caused to their
device, locating and removing viruses, as
well as providing professional consultation in
order to prevent future cyber-attacks,” said
Pearce. “In addition, customers can upgrade
to a more comprehensive policy with a
limit of £100,000, which will also insure
payments liable as a result of an attack,
misuse of personal data, and ransomware.”
For the moment, it is expected that these
products will be add-ons rather than
standalone policies, but as the market
expands, it is likely that cyber insurance
cover will develop accordingly.
“There is also potential for such policies
to be purchased alongside new gadgets,”
added Pearce, “allowing for premium
prices to be more specific and reflect the
level of risk posed by each gadget.”
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Insurance 2018: The tech turning point
Seth Rachlin, Executive Vice
President, P&C Insurance Leader
at Capgemini Financial Services
looks at the year ahead
It’s been building in fits and starts for
years. And, now, 2018 is the year insurers
are expected to face the technology
turning point – head on – and with
good reason. Adoption of emerging
technologies can bring business
benefits such as increased revenues,
reduced risk, improved operations and
better underwriting to insurers, as well
innovation. Faced with insurtech disruption
of the industry, it just makes sense for
insurers to implement new technologies
and learn how to best collaborate with
fintechs to further drive innovation and
improve customer experience (CX).
Total transformation through
technology and collaboration
Technology is transforming every aspect
of the insurance business, from external
market dynamics to internal revenue
and operating models, with digital
becoming integral to CX, especially
among Generation Y and the tech-savvy.1
In 2018 and beyond, traditional insurers
are expected to enthusiastically embrace
insurtech capabilities to boost customer
centricity, optimise costs, and improve
operational efficiency. Incumbents will
begin their transformation through use
of connected devices that mitigate risk,
exploration of new business models,
and process automation via Artificial
Intelligence (AI), Robotic Process
Automation (RPA), and blockchain
(distributed ledger technology). Seamless
integration with other insurance
stakeholders will continue to grow through
the use of Application Programming
Interfaces (APIs), and advanced analytics
will become even more critical in providing
personalised offerings and improving
underwriting operations. Drones, IoT
devices, and sensors will forge new
and powerful connections between
insurers and the risks they insure. The
near-term impact will include changes in
underwriting, claims, risk selection, pricing,
and even insurance products themselves.
What’s next?
As technology innovation, higher
customer expectations and disruptive
newcomers redefine the marketplace,
insurers will remain focused on
growing top-line sales, bottom-line
profitability, addressing challenges, and
competing within a dynamic industry:
Front-end services: More and more,
insurers will focus on front-end services
that make transactions easier, faster, and
more understandable for customers.
Incumbents will continue to follow the lead
of insurtechs that offer quick quotes and
dozens of options. The days of ‘high-touch’
underwriting are fading, particularly for
small to mid-size firms. Virtual agents will
become commonplace in some insurance
sectors. Insurers will increasingly automate
core processes by leveraging technologies
such as RPA and AI to enhance operational
efficiencies, reduce costs and better serve
customers. Programmable blockchainbased smart contracts have the potential
to be a key game changer in 2018 and
beyond as they record the terms of

the contract on a blockchain shared
between all participants. Smart contracts
are capable of automatically executing
themselves upon the occurrence of predefined conditions – and initiating payment.
Back-end claims: Insurtechs have raised
customer expectations when it comes
to claim resolution. So, increasingly,
insurers will leverage technology to
make it easier to submit, adjust, and
pay claims, usually while applying
advanced fraud-detection algorithms.
Customer experience: CX is crossing
new frontiers as policyholders seek
digital touch-points, convenience, agility,
and personalisation. Emerging digital
technologies, such as wearables and
sensor-based connected devices, are
changing consumer behavior and driving
the need to reinvent insurance offerings
in 2018 and beyond. Digitisation has
expanded from front office to underwriting
to claims with the help of technologies
such as RPA and blockchain. Insights
and data, a traditional forte of insurers,
will continue to improve via advanced
analytics and AI. While some technologies
may reduce customer interaction, strategic
insurers will engage policyholders
via advanced analytics to encourage
loyalty, retention, and loss mitigation.
For example, driving behavior can be
monitored through mobile phone apps
that award scores (gamification) for each
driving session and offer rewards of
lower premiums or tie-in merchandise
for scores that reflect safe driving.2
Real-time insights and future customer
needs: New sources such as smartphone
auto telematics, connected home data,
wearables, and data from smart objects
will be available to insurers seeking to
become more efficient risk managers.
Greater focus on loss prevention will result
in fewer claims along with easier, faster,
and cheaper access to any remaining
necessary insurance coverage – an
overall better policyholder experience. The
coming year is expected to see an uptick
in insurers testing digital capabilities to
monitor social media conversations or
collect real-time data from sensor-based,
connected devices, and analyse that data
to determine an individual’s potential for
auto accidents or other risky actions. P&C
insurers are expected to leverage advanced
analytics tools for accurate pricing of
risks, emerging-risk indentification,
and personalised risk assessment.

Additionally, predictive and behavioral
analytics will enable Life & Health insurers
to better understand the current and
future needs of patients to more astutely
develop personalised offerings.

The near-term impact will include
changes in underwriting, claims, risk
selection, pricing, and even insurance
products themselves.
It is an exciting time to be in insurance
as the industry reinvents itself though
technology and collaboration with agile
fintechs. Looking back at 2017, the seeds
of leveraging advanced technology were
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planted. In 2018 and beyond, growth
in innovation, use of technology and
fintech collaboration will re-write what it
means to be an insurer by re-connecting
with policyholders through unique CX,
and streamlining operations internally to
capture efficiencies and cost savings.

1

Gen Y refers to people aged 15 to 34

Gamification involves the use of game
techniques (prizes and points, competition
and/or teamwork and scorekeeping)
to influence customer behavior.
Gamification is not new to insurance;
telematics apps have been used for years
to identify and reward safer drivers.

2

TRAVEL MATTERS

Business traveller
health overlooked
New research has found that the
health of frequent business travellers
in the US may be rapidly deteriorating
due to high stress levels and the
hectic nature of work-related travel
Travel risk management company On Call
International recently found via a national
survey that 54 per cent of business
travellers are less likely to exercise on a
work trip compared to when they are not
travelling. Even worse, 44 per cent say
that they are more likely to eat unhealthy
foods when away for business.
The high-pressure nature of business travel
means that 36 per cent of travellers feel
more stressed whilst away, and over onethird have a problem sleeping. Dr William
Siegart, chief medical officer at On Call
International, asserted that the combination
of these factors can result in serious health
problems for health travellers: “Stress
can lead to headaches, gastrointestinal
distress and chest pain. It can exacerbate
nearly every pre-existing condition and
lead to the development or worsening of

Holiday senses tingling …
anxiety, depression, skin rashes, asthma,
cardiovascular disease and more.”
Business travellers may also be less likely
to take regular medication, with one in 10
admitting they forget when away on business.
They are more likely to indulge in other vices
when away too, with 16 per cent claiming
they drink more when away, and eight per
cent saying that they are more likely to smoke.
Dr Siegart pointed out the duty of care
that organisations have to help reduce
these stressors for their business travellers,
suggesting that companies should host pretravel health workshops to reinforce healthy
travel behaviours. “These best practices can
also have a positive impact on travellers’
overall, long-term health,” he added.
The survey found that only a quarter of
business travellers consider the health
implications when travelling for work, and
On Call is encouraging organisations
to elevate this issue and implement a
holistic travel management programme
‘that incorporates proactive education
and training to help mitigate and
respond to health-related travel risks’.

Choosing where to go on holiday is
always difficult, but online travel agents
ebookers.com has come up with a new way
to help travellers pick their perfect destination.
Its new tool SenseSational will, according
to the company, pick a holiday destination
based on the user’s subconscious.
The new feature will immerse users in a multisensory experience and use several types
of technology, including facial recognition,
to discover what engages a user’s senses.
Ebookers sees a future where holidays will
no longer be booked using a catalogue or
salesperson, and instead picked based on
the subconscious desires of travellers.
“New technology is revolutionising the
travel sector and enabling our digital
world to become a personalised,
multi-sensory immersion that provides
travellers with the vital ‘try before you buy’

experience,” explained Mark McKenna,
commercial director at ebookers.com.
“The wanderlusters of today are everevolving: they pursue travel that makes
them feel alive, seek out experiences that
shape them as people and expect more
than ever from their bucket list holidays.”
The technology takes users through several
stages of the travel journey, and analyses
the movements and reactions of their face.
Its algorithm then uses this data to calculate
which destination is perfect for the user.
“SenseSational mimics this emotive
storytelling and analyses the way we engage
with certain textures, tastes and sounds,
giving us an insight into how technology will
continue to shape the consumer journey
and help us form completely tailored travel
experiences, engaging our senses every
step of the way,” explained McKenna.

Paris recovers, UK suffers

US travellers have regained confidence in
Paris as a winter travel destination, but fewer
are opting to head to the UK, according to
data from Allianz Global Assistance (Allianz).
The end of 2016 saw a major decrease
in the number of US holidaymakers
heading to Paris, but according to Allianz’s
Top 10 Holiday Destination Report,
the 2017 winter season is projected to
see a 16.3-per-cent increase in these
travellers heading to the French capital.
At the same time, previously popular
cities in the UK such as London and
Manchester are set to see a decrease in
US visitor numbers compared with 2016.
Allianz analysed the travel plans of nearly
800,000 Americans for the peak holiday
travel period – Thanksgiving through
the end of 2017 – and found that Paris
was the second most popular European
destination; a remarkable comeback. And

even though London’s Heathrow Airport will
see a 10.9-per-cent decrease in US holiday
traffic, London will remain the number one
European destination for this demographic.
The other three European destinations
making up the top five are Rome,
Frankfurt and Amsterdam. Rome will see
the biggest growth in visitor numbers,
with a 56.4-per-cent increase, compared
with the equivalent period in 2016.
“We’re pleased to see that Americans’
confidence in European travel, particularly to
Paris, is returning this holiday season,” said
Daniel Durazo, director of communications
at Allianz Global Assistance USA. “While
world events including terrorism continue
to impact travellers’ interest in travelling to
the UK, London remains the top holiday
travel destination, and many other cities
like Rome, Reykjavik and Athens are
enjoying nice gains in popularity this year.”
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More growth
predicted for
airlines
The International Air Transport Association
(IATA) has forecast that airline profit will
continue to grow in 2018, with the global
industry’s net profit expected to rise to
$38.4 billion – a significant improvement
on the $34.5 billion expected for 2017.
Despite the rising costs for airlines, IATA
has predicted that a strong demand,
efficiency and reduced interest payments
will make 2018 the fourth year in a row the
airline industry has increased its net profit.
Though a rise in the total number of
passengers is expected – jumping from
4.1 billion in 2017 to 4.3 billion – the
speed of this rise has decreased. The
rise in expected passengers from 2017
represents a growth of six per cent,
whereas the number of passengers in
2017 enjoyed a 7.5-per-cent increase on
2016’s numbers. The same is true with
the growth of cargo; although the overall
amount has increased, the percentage
that it is expected to increase by (4.5) is
far lower than last year’s growth (9.3).
Alexandre de Juniac, IATA’s directorgeneral and CEO, acknowledged that
the airline industry was in a good place,
with the ever-increasing number of
flights and new routes meaning more
passengers than ever were flying.
“The industry also faces longer-term
challenges,” de Juniac acknowledged.
“Many of them are in the hands of
governments. Aviation is the business
of freedom and a catalyst for growth
and development. To continue to deliver
on our full potential, governments need
to raise their game – implementing
global standards on security, finding a
reasonable level of taxation, delivering
smarter regulation and building the costefficient infrastructure to accommodate
growing demand. The benefits of aviation
are compelling – 2.7 million direct jobs
and critical support for 3.5 per cent of
global economic activity. And the industry
is ready to partner with governments
to reinforce the foundations for global
connectivity that are vital to modern life.”

Personalisation technology key in 2018
Technology consultancy DataArt has
predicted that personalisation will dominate
travel sector technology in 2018. The
company expects to see travel companies
trying to get an edge on rivals by allowing
customers more personalisation options. It
expects customer experience to be at the
heart of these changes, with companies
aiming to bring unique experiences to
customers in order to get their attention.
These developments will also see even
more investment in machine learning
and artificial intelligence technologies,
says DataArt. It says that companies will
start to leverage content classification to
automate simple business processes, an

area in which the consultancy firm says
there is still room for improvement.
Voice-activated technologies will bring a
new complexity to underlying systems, too,
said the company. It predicts that the rapid
development of this technology – coupled
with the development of artificial intelligence
– will mean that voice powered platforms
may become a substitution for current
mobile apps. However, according to DataArt,
many travel companies are not yet prepared
for such a leap in technology. Blockchain
technology is also something that companies
should start considering in order to not be
left behind, although DataArt conceded
that this technology is in its early stages.
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grueling 12-hour drive to airport.
Likely won’t survive the trek;
Gateway International EMS is
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We achieved the impossible by
turning a 12-hour drive into a
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transportation.
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HEALTH MATTERS

An exemplary response to MVD

Hepatitis A in
the US

The World Health Organization
(WHO) recently said that Uganda
has successfully controlled an
outbreak of Marburg virus disease
(MVD) and prevented its spread just
weeks after it was first detected
MVD is a serious, often fatal disease
in humans that causes severe viral
haemorrhagic fever in humans. It is
transmitted to people from fruit bats and
has a fatality rate of around 50 per cent.
Over the course of the outbreak – which
affected two districts in eastern Uganda near
the Kenyan border, Kween and Kapchorwa
– three people died. The WHO was notified
of the outbreak on 17 October by the
Ugandan Ministry of Health, after lab results
confirmed that the death of a 50-year-old
woman was caused by infection with MVD.
A total of 316 close contacts of the patients
in Uganda and Kenya were notified to
ensure they had not acquired the illness.
A Public Health Emergency Operations
Centre was immediately activated, and
a national taskforce led the response.
“Uganda has led an exemplary response.
Health authorities and partners, with the
support of WHO, were able to detect
and control the spread of MVD within
a matter of weeks,” said Dr Matshidiso
Moeti, WHO regional director for Africa.
The outbreak was declared contained by
the Ministry of Health after the contacts of
the last confirmed patient completed 21
days of follow up (to account for the 21day incubation period of the virus) and an
additional 21 days of intensive surveillance
was completed in affected districts. “As

Four US states have been hit by outbreaks
of hepatitis A – on top of the major
outbreak that is ongoing in California.
Colorado, Kentucky, Michigan and Utah are
the latest states to be struck by acute hepatitis
A outbreaks, and according to a recent health
alert, the number of cases (if confirmed) is
50-per-cent higher than the average 20 cases
reported annually over the last decade.
Due to increased demand for the hepatitis A
vaccine, the US Centers for Disease Control
and Prevention (CDC) has requested that
supplies be ‘constrained’: “US-licensed
manufacturers of adult hepatitis A vaccine
are exploring options to decrease domestic
supply and are working collaboratively with
[the] CDC to monitor and manage public and
private vaccine orders to make the best use
of supplies. Of note, the constraints described
in this [note] do not apply to the paediatric
hepatitis A vaccine supply in the US.”
evidenced by the quick and robust response
to the Marburg virus disease outbreak,
we are committed to protecting people by
ensuring that all measures are in place for
early detection and immediate response to
all viral haemorrhagic fever outbreaks,” said
Ugandan Minister of Health Sarah Opendi.
Executive director of the WHO Health
Emergencies Programme Dr Peter
Salama said that the response to the MVD
outbreak demonstrates how early alert
and response, community engagement,
strong surveillance and co-ordinated efforts
can stop an outbreak in its tracks before it
ravages communities. “This was Uganda’s

fifth MVD outbreak in 10 years. We need to
be prepared for the next one,” he warned.
WHO said that it will continue to support
health authorities in both countries

early alert and response, community
engagement, strong surveillance
and co-ordinated efforts can stop an
outbreak in its tracks
(Kenya and Uganda) to upgrade their
surveillance and response capabilities –
including infection prevention and control
measures, and case management.

Prevention is better than cure

NEXT AIR AMBULANCE REVIEW
OUT IN MARCH

Houston Methodist The Woodlands
Hospital in the US has advised travellers
to ensure their vaccinations are up to date.
“Here are some key vaccinations and
protections to consider when travelling,

in measles, which is highly contagious.
Tetanus is another vaccination listed
and is required every 10 years. Next, is
hepatitis A, which is one of the causes
of travellers’ diarrhoea. It requires a

The measles mumps and rubella vaccination is
particularly important for those aged over 55 due to
immunity levels decreasing with age
especially abroad,” said Dr Shazia Gill,
board-certified infectious diseases
specialist with the hospital. Among the
vaccinations listed is MMR. According
to the hospital, the measles mumps
and rubella vaccination is particularly
important for those aged over 55 due
to immunity levels decreasing with age.
Additionally, there has been a resurgence

Brought to you by

series of two injections, given six months
apart. Vaccination against hepatitis B is
also recommended for most travellers.
Next on the list is pneumonia, which
can be serious for those with chronic
illnesses such as diabetes and cancer,
and for those who are aged over 60.
Vaccination against meningitis B is also
recommended, with a new meningitis B
vaccination now available. This is crucial
for teenagers and those in their 20s.
Last on the list is mosquito protection,
which is particularly pertinent given
a recent renewal in mosquito-borne
illnesses. According to Houston
Methodist The Woodlands Hospital,
as most vaccines involve inactive
forms rather than live vaccines, most
side effects, such as fever and joint or
muscle aches, resolve after 24 hours.
The hospital recommends that
travellers plan to see their physician
to discuss vaccinations well in
advance of their trip. “With a little
prevention, you can take measures to
stay healthy on your trip,” it states.
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Employee ﬁnance education ‘failing’
A new report form MetLife Employee
Benefits, in partnership with Syntoniq, has
found that investment in employee financial
wellness initiatives is focusing offering
information instead of helping workers
to change their financial behaviour.
The report, entitled A Behavioural Approach
to Employee Financial Wellness, reveals
that 36 per cent of employees have said
that their work performance has suffered
due to financial concerns, a finding that
MetLife says highlights the ‘real and pressing
need’ to address financial wellness.
Research carried out on employee
benefit consultants (EBCs) shows that
75 per cent believe employee financial

wellbeing programmes will be the biggest
challenge for the industry over the next
two years. The increased availability of
financial wellbeing support for employees
will drive product design in the group
risk market, 82 per cent of EBCs said.
In response, the report suggests that employers
should engage with benefit providers to
design financial wellbeing programmes
and adopt a behavioural approach,
specifically one that is designed to motivate
employees to create better financial habits.
Some of the techniques that MetLife’s
report suggests are: increasing employee
motivation through self-awareness; redesigning
systems to enable good financial decisions;

and encouraging ongoing dialogue
between staff and employers. However,
another major challenge MetLife has found
is the need to improve communication
with staff, something that 83 per cent
of EBCs said could be enhanced.
“Improving employee financial wellbeing
has real value for employers and there is a
strong business case for tackling the issue
as financially healthy employees make
for successful companies,” said Adrian
Matthews, employee benefits director,
MetLife UK. “Behavioural finance provides a
framework for enhancing the effectiveness
of financial wellbeing programmes and
the report highlights how it can help

businesses and their employees.”
Corporate profits can fall by four per cent due
to employees worrying about their personal
finances, with 38 per cent likely to move to
an employer that prioritises their financial
wellbeing. Whilst generic financial education
can help, the study stresses that this approach
fails to take personal situations into account.
Financial education needs to be sustained if it is
to have a long-term effect, the study concluded.

Spotlight on
NCDs
A new report modified from US global
health recommendations from the National
Academies of Sciences, Engineering and
Medicine (NASEM) and published in the
Journal of the American College of Cardiology
has found that the US must prioritise its health
resources towards detecting and treating
non-communicable diseases (NCDs) such as
cardiovascular disease, while maintaining and
expanding efforts to prevent and eradicate
infectious diseases on a global scale.
In the report, the Committee on Global
Health and the Future of the United States
identified current priorities for global health,
making recommendations to the US
Government and other stakeholders, with
a view to improving responsiveness, coordination and efficiency in addressing global
health needs. According to the paper, the
recommendations devised ‘would deliver a
strong global health strategy and maintain the
role of the US as a leader in global health’.

The US must prioritise its
health resources towards
detecting and treating
non-communicable
diseases such as
cardiovascular disease
Four priority areas for action identified by
the report were: achieving global security,
maintaining a sustained response to
the continuous threat of communicable
diseases, saving and improving the lives
of women and children, and promoting
cardiovascular health and preventing cancer.
“These NASEM recommendations and this
manuscript are among the most important
efforts of my career, because if they are
adopted by the US Government, they
have the potential to enact true change
for global health,” said corresponding
author Dr Valentin Fuster, from Mount Sinai
Medical Center in New York, US. “The
next step for the committee is to present
these recommendations to the US Senate
and to President Donald J Trump.”
In the report, the committee focuses, in
particular, on the detection and management of
cardiovascular disease, offering a roadmap for
achieving better outcomes in preventing and
treating heart disease. For example, through
screening, accelerated drug development,
digital health and smart financing strategies.

Operation Centre 24 / 7 / 365

 +335 56 34 02 14
 ambulance@airlec.eu

Business aviation company specialized
in air ambulance services. Customized
solutions and full flexibility since 1958.

▸ Fleet with 6 aircraft including a dedicated transcontinental jet
▸ Rapid deployment, augmented crews available
▸ French specialized medical team (intensive care, neonatal
and infectious disease capable)

European Approvals : AOC FR.AOC.0048, Air Ambulance A.R.S. Accreditation
PART M FR.MG.0055, PART 145 FR145.0455, ADOA EASA.AP262/53636
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I WANNA BE IN

AMERICA
Vast numbers of young people head to the US to further their education,
and health insurance is a key consideration for them. Whether this is
provided by their school of choice or by an international health insurance
provider on a private basis, there is plenty of opportunity for the providers
of such policies to gain market share in this area

A

ccording to the Institute of International
Education’s (IEE) Open Doors
publication, in 2015-16 the US welcomed
1,043,839 foreign students to its higher
education establishments – an increase
of just over seven per cent on the year
before. Sixty per cent of these students
came from China, India, Saudi Arabia and
South Korea1. IEE also publishes data on
the top institutions hosting international
students, which were New York University,
University of South Carolina, Arizona State
University – Tempe, Columbia University and
University of Illinois – Urbana Champaign.
There’s no doubt about the value that these
students bring to the US economy – the
US Department of Commerce estimates
that US$35.8 billion was contributed by
international students in 2014-15. To prevent
this demographic turning into any kind of
drain on the economy, international students
are either strongly encouraged to take out
health insurance – in fact, at most educational
institutions in the US accepting foreign
students, it’s a mandatory requirement – or
they are required to by law according to
the conditions of their visa. Those students

system. Most university plans are Affordable
Care Act (ACA) compliant plans, which
is expensive for international students.
One of the reasons is the cap in the ratio
of premiums between younger and older
demographics of 3:1, which means that
younger persons effectively subsidise for the
claims of older persons. In the case of other
types of schools, the group plan offered
would also mostly cover requirements,
simply because all schools to meet J1 visa
requirements work with a local (US) provider.”
Del Rossie said: “Typically, ACA-compliant
plans and the companies that offer them
don’t have services tailored to international
students. International students coming to
study in the US have very different needs,
from a cultural, language and healthcare
perspective. Often they are coming from
countries with socialised healthcare, and
navigating the American private healthcare
system can be challenging.” She went on
to explain that ACA-compliant plans are
typically offered by domestic insurers and
aren’t optimised for use by foreign students.
In order to provide an ACA-compliant plan,
most schools have foreign students enrolled

Some schools allow students to decline coverage
through the school-sponsored plan provided
they can show proof of coverage that meets the
school’s criteria
travelling to the US on an F1 visa are not
required by law to have health insurance
as a condition of obtaining their visa, but
those students travelling on a J1 or J2 visa
are required to have health insurance for
the full duration of their studies. The US
Department of State mandates minimum J1
and J2 health insurance requirements that
include coverage for medical evacuations
of US$50,000 and medical benefits for
accident or illness of US$100,000.
Elaine del Rossi, client experience officer
of GeoBlue, one of the insurance providers
serving this niche market, explained that
students don’t have to buy insurance
through the school: “Some schools allow
students to decline coverage through the
school-sponsored plan provided they can
show proof of coverage that meets the
school’s criteria; in this situation, the student
would purchase his/her own coverage.”
Manny Soar, manager of the International
Association for Student Insurance Services,
explained further: “Most higher education
(college and university plans) are benefits
rich and also relatively expensive. These
are mostly group plans so still cheaper
than individual plans. They typically do
not need supplementing. In addition, the
university plan in itself is private medical
cover as in the US there is no public health
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on the same plan as domestic students,
which often means the foreign students don’t
have access to the services that are tailored
to their unique needs as a non-US student
accessing healthcare in the US. GeoBlue
offers plans designed for international
students that address their unique needs,
whether it be multilingual services, or
resources and tools to help them understand,
navigate and access care in the US.
Amanda Winkle, vice-president of
international sales at International Medical
Group (IMG) in the US, pointed out that in
some cases, the health plans offered by a
school or university are more comprehensive
than students want, and thus cost more
than they can afford. “Smaller universities,”
she told ITIJ, “sometimes provide plans that
are not comprehensive enough, and do not
offer students the cover they need at a price
they can afford. For example, they may offer
limited benefits for pre-existing conditions
or a longer waiting period before students
become eligible for these benefits. These
plans can cost more than private international
student health insurance, meaning
students are paying more for less cover.”
Winkle believes that the international
health insurance market is responding
well to students’ needs. IMG has seen
>>
an uptick in demand for student cover in

FEATURE
recent years, and an increase in requests
to opt out of school-sponsored plans.
School-sponsored plans, then, are not always
meeting the needs of students – US group
plans provided by schools do not always
provide emergency medical evacuation and
repatriation cover, for instance. In addition,
there is a possible gap between a student’s
budget and the costs incurred with the
school plans, agreed Soar. “The international
health insurance market obviously sees the
opportunity in addressing these gaps,” he
said, “and at the same time maintaining a
good level of cover. They still typically cover
mental health, maternity and substance
abuse. One area where the health cover
may be below school plans is on sports
– however, most schools have their own
separate specific insurance for this.”
Doing their duty
Dick Atkins, legal counsel for International
Recoveries LLC, explained that universities
in the US have an obligation to ensure that
their international students have adequate
medical insurance in place, due to the
fact that there is no universal free or lowcost medical coverage in the US. “In the
absence of a specific programme which
makes or facilitates the study abroad
arrangements,” Atkins explained, “the host
US school is clearly in the best position to
offer and oversee the needed services and
consequently discharge responsibilities
imposed in the exercise of due diligence
to adequately protect the students. The
host schools are charged with an even
higher duty of care where minors –
those under 18 years of age – are
concerned since they are generally
considered as acting ‘in loco parentis’,

Typically, ACA-compliant plans
and the companies that oﬀer them
don’t have services tailored to
international students
the equivalent of substitute parents.”
Efforts to expand mandatory requirements
of the ACA to travel insurance and
study-abroad medical insurance proved
unsuccessful, although some states have
already begun setting minimum medical

Are there still gaps in your Assistance Portfolio?
We provide Assistance in the heart of Europe.
– with our whole heart.
According to the philosophy "Service is our focus", there is always one person
behind each case. Our team is available 24 hours a day, therefore we are here
for you, whenever you need us.
– your help is just one call away

insurance requirements for study abroad
students and academic institutions and
are enforcing certain specific benefits,
explained Atkins: “Given the very high cost
of medical treatment in the US, schools
risk the possibility of being sued by an
underinsured student or an aggrieved parent
for recommending or permitting insufficient
coverage. Medical evacuation coverage is an
integral component of any medical insurance
policy for people studying abroad, and it
is essential that schools mandate realistic
limits. The failure of the US school or a
programme to require sufficient evacuation
coverage may result in a lawsuit in the US
by parents forced to pay the excess costs,
premised on an alleged failure to meet
the applicable duty of care standards.”
Del Rossie of GeoBlue pointed out other
efforts that universities can make to ensure
students have a safe and happy time
at the institution of their choice: “Apart
from requiring that students have health
insurance coverage, universities also
leverage resources such as pre-departure
orientations that prepare students and faculty
for travel, providing students and faculty
with country risk profiles and alerts, and in
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Opportunity for growth
The attraction of US universities and colleges
is no mystery – international recognition
of another degree, the chance to study in

Universities in the US have an obligation to ensure
that their international students have adequate
medical insurance in place
some cases offering specialised evacuation
and crisis assistance services in situations
of political unrest or natural disaster.”

Notruf: +43 (0) 2742 / 4911
E-Mail: office@ifra.at
Web: www.ifra.at

students, so having an insurer that offers a
multilingual service is important. “Although
they speak and understand English,” she
said, “understanding how healthcare works
in the US as well as their benefits and
the complex jargon associated with US
healthcare plans can be daunting. GeoBlue,
whose products are designed to speak to the
needs of an internationally mobile population,
can help make this situation less challenging.”
When it comes to offering multilingual
assistance services, it seems essential that
insurance companies offer the opportunity
for the insured to speak to someone in their
native language. Mandarin speakers, then,
could benefit from this. Chinese students,
Winkle confirmed, form a significant portion
of IMG’s international student business, and
Del Rossi said that this is also the case for
GeoBlue: “All signs indicate that international
students, especially from China, will continue
to be a strong and growing market for US
universities and therefore for our business.”

Providing assistance services
College is a transformative and often difficult
time for many students, and when you
factor in living in another country to attend
school, international students face even more
challenges. Providing assistance services,
then, can be a complex process. Winkle
of IMG noted language barriers, financial
obstacles, lack of access to a local support
system or social network, and having to
suddenly navigate a foreign healthcare system
as particular challenges many international
students must overcome – and they will need
the help of an assistance company to do so.
Del Rossie pointed out that not understanding
the healthcare system that they are trying to
access can be a challenge for international

a fascinating country that has a lot to offer
its alumni, and the opportunity to improve
language skills are all big draws among
international students. The cost of the
healthcare in the country, though, should
give many pause for thought. The need
for a comprehensive, good quality health
insurance plan is undeniable, and although
it can be a complex task for the providers
of these policies to achieve regulated
status in each of the states in which they
wish to do business, there is no doubt
that the rewards are worth the risk. ■

Reference
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Institute of International
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Slumming it
Growing numbers of travellers are adding some of the world’s most
deprived urban areas to their holiday bucket lists – but what are the
implications for travel insurers, asks Robin Gauldie >>
27
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nsurers are increasingly having to deal with
their clients venturing into districts that have
made the transformation from no-go zone
to visitor lure – although theft and violent
crime often remain rife, policing is minimal
or non-existent, and diseases such as typhus
and cholera are much more common than
in mainstream resort areas.
This trend started in Rio de Janeiro, where
guided tours of the favelas that cling to
the hillsides far above glitzy Copacabana
and Ipanema took off in the 1980s. Then,
when the end of apartheid kicked off South
Africa’s tourism boom in the 1990s, Cape
Town and Johannesburg got in on the act.
In the 21st Century, visiting districts variously
known as townships, barrios, favelas,
or – to use the politically correct term –
‘informal settlements’ – is a significant part
of the travel business in Africa, Asia, South
America and the Caribbean.
“In South Africa, hundreds of tourists visit the
famous Johannesburg township of Soweto
every day,” write Elizabeth Monroe and Peter
Bishop in a research briefing for Tourism
Concern. “Similar numbers travel with the
40 to 50 companies now offering tours of
townships in Cape Town. In India, Mumbai’s
famous Dharavi slum is firmly on the tourism
trail. And in Brazil, hundreds make daily
visits to favelas in Rio de Janeiro.”
Slumming it is nothing new. More than a
century ago, London’s deprived East End
lured the bourgeois Victorian thrill-seekers,
voyeurs and do-gooders. As The New York
Times reported in 1884: “When it became
fashionable to go ‘slumming’, ladies and
gentlemen were induced to don common
clothes and go out in the highways and
byways to see people of whom they had
heard, but of whom they were as ignorant as

if they were inhabitants of a strange country.”
An old impulse, then, given a new coat
of paint.
Hotspots
Today, most of those engaging in slum
tourism are from the developed world, while
the deprived urban districts they visit are in
the developing South. Many such areas are
characterised by picturesque squalor, but
also by theft, violent crime – often gangrelated – and disease. Violence in townships
like Mitchell’s Plain and Gugulethu has
made Cape Town the murder capital of
Africa, with more than 50 homicides per
100,000 residents. For comparison, the US

city of St Louis, Missouri had the highest
homicide rate in the US at 60 per 100,000 in
2015, according to the US Federal Bureau
of Investigation.

Insurers are increasingly
having to deal with their clients
venturing into districts that have
made the transformation from
no-go zone to visitor lure
In Mexico City, Tepito – a labyrinthine street
market neighbourhood nicknamed ‘Barrio
Bravo’ (the ‘fierce neighbourhood’) which
has long been notorious for drug use,
prostitution and petty crime – has become
a destination for walking and street theatre
tours that aim to introduce tourists to the
realities of local life and culture. That said,
not all ‘slum’ areas are hotbeds of crime.
More than half of Mumbai’s 20 million
people live in such areas. In the 2008
film Slumdog Millionaire, a foreign couple
visiting a city slum return to their car to find
their belongings have been stolen, along
with the vehicle’s wheels and engine. In
reality, according to a pioneering slum tour
operator, Reality Tours and Travel, the crime
rate is lower and most areas are cleaner in
Dharavi, the metropolis’s best known ‘slum’,
than in many other parts of Mumbai.
Phil Silvester, head of PR and travel safety
expert at World Nomads, an Australian
insurer that specialises in more adventurous
forms of travel, concedes that the favelas
of Rio de Janeiro ‘can be horrifically violent
places’ on occasion, but says that outside
of ‘infrequent clashes’ between police and
local drug gangs ‘the favelas are actually
safer than many parts of the city’: “Locals
say the same man who would mug you on
Copacabana will shake your hand with a
smile in the favela.”
During last year’s Olympics, UK and US
newspapers eagerly reported gangs of
thieves from Rio’s favelas descending on
the city’s tourist areas to prey on visitors.
In one incident, two Swedish tourists were
reportedly robbed at gunpoint and a third
briefly abducted after they stopped, against
the advice of their driver, to photograph the
Complexo do Lins favela.
So are slum tour groups really walking into
the lion’s den? And how can individual
visitors gauge the level of risk involved in
such visits?
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A calculated risk?
At the time of writing, there appeared to
be no specific advisories from government
organisations such as the UK Foreign and
Commonwealth Office (FCO) or the US
State Department against travel to any of the
urban destinations discussed in this feature,
so visiting either as a group or independently
would not void an insured’s cover against
theft, robbery or assault. But the messages
from government sources are sometimes
mixed. The State Department, for example,
does not advise against visiting Trench Town
in Kingston, Jamaica, the birthplace of Bob
Marley and a favourite destination for his
fans. However, the US Department of Trade’s
Bureau of Diplomatic Security advises US
Embassy personnel and private citizens to
avoid travel to ‘notoriously high-threat areas
of Kingston’, specifically including Trench
Town. Jamaica’s official tourism portal also
urges caution, noting that the area suffers
from ‘very high rates of violent crime’: “It
would be advisable to visit the Trench Town
Culture Yard [the area’s keynote attraction]
with a guide who knows the area and not to
visit at night time.”
In Brazil, the FCO notes ‘very high levels of
violent crime’ in favelas, describing them
as ‘unpredictably dangerous areas [which]
remain high risk given the violence within
them’. It notes that tourists are ‘still at risk’
even if visiting with organised tours, but
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stops short of specifically advising against
such visits. The FCO also briefly advised
against visiting any Kenyan slum areas
following outbreaks of violence during the
country’s 2015 elections. That advice has
since been withdrawn, and tours to Kibera,
Nairobi’s largest slum, continue (though
the relatively prosperous Eastleigh district,
a commercial and residential area in the
city centre, remains off-limits to visitors due
to the suspected presence of al-Shabaab
terror groups).
“As more people travel from the first world
to poorer places, the more temptation they
put in the way of bad guys and people
struggling to get by,” says tourism marketing
and crisis management expert Tom Buncle,
whose company Yellow Railroad advises
developing destinations in the Caribbean,
Asia and Africa, including Namibia,
Cameroon and Gabon. “I don’t see why it
should be a higher risk and attract a higher
premium than regular tourism. Safety is a
relative concept. Busy city streets in most
capitals are probably a higher risk. To load
such tours with a higher premium would
seem to me to arise from prejudice rather
than a calculated risk assessment.”
So far, the insurance sector seems to agree.
“There could come a time – if it was causing
a significant number of claims – that we
might consider putting ‘slum tourism’ as
a specific item, but it’s not an easy matter
to just add it to the list,” says Phil Sylvester.
“We’d need to negotiate with each of
our underwriters, then a lot of work has
to go into defining it and setting various

for locals to make sure their visits do not
encounter problems. That could almost
be seen as paying protection money – but
it works.
However, a conceivable source of
concern for insurers in future might be
the ‘normalisation’ of visiting slum areas,

the messages from government
sources are sometimes mixed
encouraging some adventurers to visit
on their own, without the protection and
expertise of a local guide or operator. That
could put them at higher risk of being
robbed or assaulted.
Standard advice from governments, tourist

not all ‘slum’ areas
are hotbeds of crime

offices and tour operators is generally
to avoid venturing into notorious slum
areas independently. As Sylvester says:
“Although the idea of paying to tour a
poor community might feel uncomfortably
exploitative, entering the favela alone isn‘t
recommended. A local guide will be able to
point you towards the best places for food
and performance and can talk your way
out of trouble if it arises. In the meantime,
we’re confident we have any eventualities
from ‘slum tourism’ covered in two ways.”
Firstly he explained, World Nomads has
an extensive library of safety content for
such destinations, with lots of advice about
keeping to an organised tour and leaving
such items as cameras out of sight as much
as possible. Secondly, he says, the company

expects its insureds to take note of the
extensive information it provides, alongside
the warnings offered by government entities
like Australia’s Department of Trade and
Foreign Affairs, and act accordingly.
“There’s a catch-all with our policies,”
Sylvester explains, “which in essence says:
if you put yourself at unnecessary risk, or if
you do not do everything reasonable (and
in your control) to limit your exposure to risk,
we may not pay your claim. If there’s some
indication that the insured has taken an
unnecessary risk, we’ll ask more questions
and do our own investigations. It’s a blunt
instrument (if you’re a fool we won’t pay!) but
we try to educate our customers about travel
insurance and the obligations they enter into
when both parties make the contract.” ■

WORLDWIDE
AEROMEDICAL TRANSPORTATION

parameters. By way of an example, it took
many years of unusually high numbers of
claims for us to move skiing to an optional
extra. Contracts had to be changed and
pricing structures developed.”

looking out for the best interests of our patients

A developing world
At the moment, slum tourism is almost
entirely run by specialists who have local
knowledge and local contacts. Virtually
all visitors travel in groups, often in miniconvoys of jeeps or minibuses, with local
drivers and guides. Most such specialist
operators make a point of ploughing
some of their profits back into community
programmes, so there are strong incentives

Toll Free: 1.877.451.8063
Toll Free Fax: 1.877.451.8063
International: 1.561.451.8063
www.commercialmedicalescorts.com
info@commercialmedicalescorts.com
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rare offering, available for major multinationals
travelling to high-risk environments. But in
the last three to four years, this has certainly
changed. Security products and services
are considered a standard offering that
customers expect to have included in travel
insurance packages.

Support when
it matters most
ITIJ spoke to James Page, senior vice-president and chief adminastrative officer of AIG Travel
about industry developments, being an ITIJ Award winner, and the year ahead

How did you first get started in the
insurance industry, and how did you
come to be in your current role?
With a degree in finance from the University
of Georgia, I spent the majority of my career,
prior to joining AIG Travel, in finance, first
working for American Airlines and then
moving to Dell.
During my time at American Airlines, I
held a variety of roles, including managing
airport budgets in operational finance and
as a financial analyst. At Dell, I started as a
special pricing analysist for large corporate
accounts. I then moved into corporate
planning with a focus on capital budgets
before transitioning to assistant to the
CFO, managing board presentations and
analyst reviews.
Prior to working at AIG Travel, I hadn’t
served in the travel insurance industry;
however, a senior executive with whom I had
a strong working relationship approached
me. At the time, AIG Travel was looking to
expand and grow its international travel
business and my strong financial, analytical
and management skill set, together with
my travel industry experience, positioned
me well to complement the marketing
experience already in place within the team.

We are nearly two decades into the
21st Century – how would you say that
the global travel and health insurance
landscape has changed in that time?
All aspects of the business are more
complex, from distribution and services
to product requirements. If you look back
20 years ago, the nature of the insurance
provider product distribution model was
straightforward. Providers offered travel
agents a select number of products to sell,
and when a policy was sold, the agents
wrote out tickets and then took them to the
insurance provider with the cash. Today,
because of technological advancements,
there is a multitude of ways people can
purchase travel insurance. With the industry
becoming more digital, the complexity of
everything – from benefits, limits and pricing
methodology to service delivery and needs –
has increased.
This complexity is easily demonstrated
through the need for a broader depth
of products to accommodate a diverse
customer base. For example, the recent
incidents of terrorism, natural disasters and
other perceived threats have resulted in a
shift when it comes to security products. In
the past, security products were considered a

As we begin 2018, what are some of the
major challenges – and opportunities – that
we can look forward to in the year ahead,
from your perspective?
There is a real opportunity for the industry
to become more involved in travel safety
advocacy. By sharing resources, tools and
information, we can help consumers become
more educated on how to be safe travellers.
We want to help encourage travel, rather than
create a sense of hesitation or concern by
communicating to travellers about the places
to avoid due to increased risks. An educated
traveller, who understands the risks and is
armed with the right tools, may still be able to
have a safe and enjoyable trip to a destination
that might otherwise be deemed unsafe.
Using our expertise, travel insurance
organisations can encourage travel, as well
as share ways to travel differently and prepare
for various situations. Taking these steps can
help change the conversation from simply
listing locations to be wary of, to showing
customers how to travel better in areas that
have some risks.
Today, AIG Travel has an awareness initiative
that offers useful advice and tools to help
women make their journey safe and enjoyable.
Our women's travel safety initiative is just
one example of the kinds of resources our
industry can provide travellers, and AIG Travel
is continuing to explore how we may further
provide this type of service to our customers.
Does AIG have any exciting new ventures in
the pipeline for 2018?
We are committed to working with leading
organisations in the industry to innovate and
grow as a business, while also delivering
comprehensive, relevant and accessible
coverage options for our customers as they
travel the world. In line with this strategy,
AIG Travel was recently selected as United
Airlines’ travel insurer. As part of the
multiyear deal, United Airlines’ customers
in the US, Canada, Mexico and many
countries throughout Western Europe have
the opportunity to purchase AIG Travel’s
comprehensive coverage options at the
same time their flight is booked. In addition,
AIG Travel is working continually to enhance
its offerings for consumers and distribution
partners by delivering innovative and best-inclass products.

travel insurance organisations can encourage
travel, as well as share ways to travel
differently and prepare for various situations
You are also senior vice-president and
chief administrative officer of AIG Travel,
AIG’s portfolio of travel insurance related
services, and have been so for 17 years.
Can you talk a little about the development
process over that period?
Over the years, AIG Travel has built a broader
service infrastructure and expanded the
integration between insurance claims and
assistance services to become a worldwide
leader in travel insurance and global
assistance. In the last 20 years, AIG Travel
has established a fully integrated product and
service offering, including an array of travel,

medical, security and concierge services to
support our customers before, during and
after their trips.
Congratulations to AIG Travel on winning
the 2017 ITIJ Award for International Travel
& Health Insurer of the Year! What does
winning this award mean to you, and how
will AIG be making use of the win?
It is an honour to receive this award, and
it validates AIG Travel’s vision and strategy
to bring everything together under a single
brand, delivering our products and services
seamlessly to customers. The recognition
reinforces that our efforts are working and
encourages us to further invest time and
focus on niche capabilities, such as offering
valuable tools, like the women’s travel safety
initiative, to our customers. It also reinforces the
opportunity to use our multifaceted knowledge
to focus further on the areas of our business
that provide additional value to our customers.
It is also humbling to be recognised as a
subject-matter expert and a leader in delivering
a comprehensive product and service offering
to our customers.
Can you describe a typical day in your role?
A large part of my day is committed to
co-ordinating a consistent, high-quality
service delivery for our clients throughout
our eight customer service centres around
the world. I’m working continually with the
staff and leadership teams to ensure we are
implementing products and programmes that
are consistently improving the service delivery
for our customers. During the rest of my day,
I help review and address high-complexity
claims and cases to ensure positive outcomes
for our customers.
Which aspects of your role do you
enjoy the most, and which are the most
challenging?
Helping our customers in their times of need
is certainly the most rewarding part of my job.
Over the past 17 years, I’ve enjoyed being
able to assist people who encounter trouble
while travelling. I’ve also found it fulfilling to
have helped provide resources and tools that
our customers use to prepare for their trips.
Insurance is a promise and a commitment
to be there for customers when they need
us, and we are the delivery engine of that
pledge. It is rewarding to utilise AIG Travel’s
capabilities, offerings and skill sets to help
meet a person’s individual needs.
Finding ways to adapt to the continuing needs
of our customers globally is a challenge,
particularly given the range of customers
we assist, from people taking short leisure
vacations to senior executives travelling on
dangerous business trips. Customers today
also have varying preferences for how they
want to interact with us as a business; some
prefer to speak on the phone to a customer
service representative and others want to
communicate only via email or online. In
today’s landscape, the mission to deliver
high-quality service across different mediums
for a broad spectrum of customers must be
managed continually.
If you could do any other job in the world,
what would it be and why?
Helping to develop young people who are
community-minded and instill in them the
skills to become the leaders of tomorrow
is something I do now on a volunteer
basis through various community service
programmes. If money was no object, I
certainly would enjoy working with young
people in that capacity on a daily basis. ■
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Ace Air & Ambulance (Pvt) Ltd.

(EUROPE)

AIR AMBULANCE
(AFRICA)

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

James Halsted, – Managing Director
2 Mount Road, Avondale, Harare, Zimbabwe
tel:
tel:

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

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

email:
website:

AMREF Flying Doctors

Eva Kluge – Director of Sales & Business Development
SIEGERLAND AIRPORT, Werfthalle G1, 57299 Burbach, GERMANY
+49 170 366 4933
+49 2736 4428 45

mob:
24/7 tel:

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

email:
website:

AIRLEC Air Espace

Dr Bettina Vadera – Medical Director

Paul Tiba – Managing Director

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

Zone Aviation Générale, 33700 Mérignac Cidex 05 FRANCE

tel:
fax:

+254 20 6000 090
+254 20 344 170

email:
website:

emergency@flydoc.org
www.flydoc.org

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

24Hr tel:
fax:

Awesome Air Evac

email:
website:

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

Capital Air Ambulance

Shane Marais – General Manager

Lisa Humphries – Sales Director

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

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

tel:

+27 11 430 1777

email:
website:

rescue@awesomeairevac.com
www.awesomeairevac.com

tel:
fax:

ER24

+44 845 055 2828
+44 1392 350 039

email:
website:

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

DRF Luftrettung / German Air Rescue
24/7 Flight Desk

Dr. Peter Huber – CEO

German Air Rescue – Claim-Variante rot / schwarz

Cambridge Manor Office Park, Manor 1, Stone Haven Road, C/o
Witkoppen & Stone Haven Roads, Sandton, Paulshof, SOUTH AFRICA
tel: +27 (0) 10 205 3100
email: flight@er24.co.za
fax: +27 (0) 866 781 507
website: www.er24.co.za

Rita-Maiburg-Str. 2, D-70794 Filderstadt, GERMANY
German Air Rescue

Medic’Air International

email:
website:

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

EURO LINK GmbH
Dr. Friedrich Renner – Medical Director

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

Allgemeine Luftfahrt, D -85356 München Flughafen, GERMANY

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

email:
website:

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

+49 89 6137 2103
+49 89 6137 2106

tel:
fax:

Asia Air Ambulance

info@flyeurolink.de
www.FlyEuroLink.de

email:
website:

European Air Ambulance

Mr. Toranit Sripal – Managing Director

Patrick Schomaker – Director Sales & Marketing

Asia Air Ambulance Co. Ltd., Bangkok599/59 Ratchadaphisek Road,
Jatujak, Bangkok 10900, THAILAND
tel: +668 9896 9000
email: operations@asiaairambulance.com
fax: +662 192 1801
website: www.asiaairambulance.com

Luxembourg Airport, B.P.24, L-5201, Sandweiler, LUXEMBOURG
+352 26 26 00
+352 26 26 01

24hr tel:
fax:

EDS AVIATION PTE LTD

email:
website:

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

FAI – rent-a-jet AG

Shik – Managing Director

Volker Lemke – Director Sales and Marketing CSO

33 Ubi Avenue, #08-13, Vertex Tower B, SINGAPORE, 408868

Flughafenstasse. 124; 90411 Nuremberg; GERMANY

tel:
fax:

AVIATION

+49 7007 3010
+49 7007 3119

24h tel:
fax:

Dr Jean-Philippe MATTEI – Medical Director

tel:
fax:

(ASIA-PACIFIC)

Air Alliance Medflight GmbH

+65 9836 3265
+65 6846 9542

email:
website:

info@eds-aviation.com
www.eds-aviation.com

tel:
fax:

Flying Doctors Asia

+49 911 36009 31
+49 911 36009 59

email:
website:

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

GlobalMed International

Prithpal Singh – CEO , Director

Gert Muurling – CEO & Medical Director

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

Auf Roedern 7c, 56283 Pfaffenheck, GERMANY

+65 6483 5412
+65 6734 1338

tel:
fax:

email:
website:

prithpal@flyingdoctorsasia.com
www.flyingdoctorsasia.com

tel:
fax:

LifeFlight

+49 6742 897 425
+49 3212 100 5018

email:
website:

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

Jet Executive International Charter
Peter Elliott – Fixed Wing Operations Manager

Irena Dimitrijevic – Marketing & Sales
Mündelheimer Weg 50, D-40472, Düsseldorf, GERMANY
“Homebase FRA & MUC”
tel: +49 211 602 7775
email: sales@jetexecutive.com
fax: +49 211 602 77766
website: www.jetexecutive.com

PO Box 15166, City East, QLD 4002, 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

Malteser Service Center

Dr Li Tao – Medical Director

Johannes Hoischen – International Network and Repatriation

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

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

tel:
fax:

+86 2163 558289
+86 2163 558285

email:
website:

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

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

Medical Wings
Dr.Sura Jaidwatee, M.D. – Medical Flight Manager

Dr Herve Raffin – General Manager

222 Don Mueang International Airport Office Building 3rd Floor,
Vibhavadi Rangsit Road, Sanambin, Don Mueang, Bangkok 10210, THAILAND
24h tel: +662 247 3392
email: m.w@medicalwings.com
fax: +662 535 4734
website: www.medicalwings.com

35 rue Jules Ferry, 93170 Bagnolet, Paris, FRANCE
tel:
fax:

To have your company listed in our service directory

+33 141 72 1414
+33 148 57 1010

email:
website:

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

North Flying a/s
Jesper Kragelund – Sales Manager

contact the sales department now:

North Flying Terminal, Aalborg Airport, DK-9400, Nørresundby,
DENMARK
tel: +45 9632 2900
email: jkr@northflying.com
website: www.northflying.com
fax: +45 9632 2909

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

ops@quickair.de
www.quickair.de

email:
website:

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

ASSISTANCE COMPANIES
(AFRICA)

AIR AMBULANCE
(EUROPE)

SERVICE DIRECTORY

Swiss Air-Rescue (Rega)

AIMS
Bernadette Breton – Chief Executive Officer
AIMS House, 3 West St, Bryanston 2191, Johannesburg,
SOUTH AFRICA
tel: +27 11 783 0135
email: operations@aims.org.za
fax: +27 11 783 2950
website: www.aims.org.za

AMREF Flying Doctors
Dr Bettina Vadera – Medical Director
Wilson Airport, Langata Road, PO Box 18617, Nairobi, KENYA
tel:
fax:

Christian Deloughery – CEO
Unit 4G, Gold Tower, JLT, Dubai, PO Box 128538,
UNITED ARAB EMIRATES
tel: +971 52 490 4258
email: cdeloughery@assistancegroup.ae
website: www.assistancegroup.ae

Rega-Center, PO Box 1414, CH-8058 Zurich, SWITZERLAND
+41 44 654 33 11
+41 44 654 33 22

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

email:
website:

Tyrol Air Ambulance

CONNEX Assistance

Manfred Helldoppler – Managing Director

Dr Helmy El Tanahy – CEO

Fuerstenweg 180, A-6026 Innsbruck-Airport, AUSTRIA

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

tel:
fax:

+43 512 22422 100
+43 512 288 888

taa@taa.at
www.taa.at

email:
website:

tel:
fax:

Aeromedevac Air Ambulance

+202 3 336 0005
+202 3 762 0003

alarm@connexassistance.com
www.connexassistance.com

email:
website:

Medical Services Organisation (MSO)

Adam Williams – President

Brenda Durow – General Manager - Assistance

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

PO Box 1578, Gallo Manor, 2052, SOUTH AFRICA

toll free:
fax:

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

email:
website:

awilliams@aeromedevac.com
www.aeromedevac.com

tel:
fax:

AirEvac International

+1 619 754-6755
+1 619 330 4551

John “Jay” Paladino – General Manager
8001 South InterPort Blvd., Suite 150, Englewood, CO 80112 , USA
+1 720 875 9182
+1 720 875 9183

email:
website:

info@AMRAirAmbulance.com
www.AMRAirAmbulance.com

Global Jetcare, Inc.
Bart Gray – President
15421 Technology Dr. Brooksville, FL 34604, USA
tel:
fax:

+1 352 799 7771
+1 352 799 7776

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

info@aeiamericas.com
www.aeiamericas.com

email:
website:

AMR Air Ambulance

tel:
fax:

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

24hr email:
website:

contact the sales department now:

3404 Bonita Rd, Chula Vista, Ca. 91910, USA
tel:
fax:

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

To have your company listed in our service directory

Raul Mendoza – President / CEO

email:
website:

bart@globaljetcare.com
www.globaljetcare.com

ASSISTANCE COMPANIES
(ASIA-PACIFIC)

AIR AMBULANCE
(NORTH AMERICA)

emergency@flydoc.org
www.flydoc.org

email:
website:

Assistance Group Menasa

Stefan Becker – Head of Corporate Development

tel:
fax:

+254 20 6000 090
+254 20 344 170

JET ICU

AA International
Sharon Tan – 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: +603 2772 5555
email: martin.villarino@aig.com
fax: +603 2685 5673
website: aig.com/travel

ASIAN TRAVEL AND MEDICAL SERVICES
Mike Honeycutt – President

Rahul Gupta – Sr. Manager - International Business

2561 Rescue Way, Brooksville, FL 34604, USA

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

tel:
fax:

+1 352 796 2540
+1 352 796 2549

email:
website:

ops@jeticu.com
www.jeticu.com

tel:
fax:

Jet-Rescue Air Ambulance

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

Mr. Ram Nepal – Executive Director
Ekikaran Sadak, 16 Kha.2.37, Naya Bazar - 16,
Kathmandu, Nepal, POBOX: 21100; NEPAL
24/7 tel: +977 1 436 2652
email:
24/7 fax: +977 1 442 5111
website:

Suite 100, 7777 Glades Road, Boca Raton, Florida 33434, USA
+1 786 619 1268

email:
website:

Alpine Rescue Service Pvt Ltd 'Mission: Save Life'

Carlos Salinas – CEO

tel:

0091-9836309173
033-23440170

email:
website:

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

REVA Inc

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

AP Companies KAZAKHSTAN
Elmira Turmagambetova – General Manager

Stuart Hayman – CEO
2101 W. Commercial Blvd., Suite 1500, Fort Lauderdale,
Florida 33309, USA
tel: +1 954 730 9300
email: operations@flyreva.com
fax: +1 954 485 6564
website: www.flyreva.com

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

Skyservice Air Ambulance

Ilhom Sadikov – Business Development Manager

David Ewing – Senior Vice President, Global Markets
Montreal/PE Trudeau Int Airport, 9785 Avenue Ryan, Montreal (Quebec),
H9P 1A2, CANADA
tel: +1 514 497 7000
email: alert@skyservice.com
fax: +1 514 636 0096
website: www.skyserviceairambulance.com

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

33

+9 987 123 890 41

email:
website:

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

SERVICE DIRECTORY

Dr Yin – Chief Medical Officer
No 29,3rd floor,35th Street, Kyauttada Township,Yangon, MYANMAR
tel:

+95 979 584 3944

email:
website:

Myanmar@asian-assistance.com
www.asian-assistance.com

Asian Assistance – Philippines
Marby Cervantes Madulara – Team Leader, Operation and Medical Development
504P to 508P, Pacific Drive Five E Com Center Bldg. Pacific Drive
Extension Block 18 Mall of Asia Complex, Pasay City, PHILIPPINES
tel:

+63 999 878 6990

email:
website:

Philippines@asian-assistance.com
www.asian-assistance.com

(EUROPE)

Asian Assistance – Myanmar

ASSISTANCE COMPANIES

ASSISTANCE COMPANIES
(ASIA-PACIFIC)

For all Service Directory enquiries email: sales@itij.com
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ADAC Ambulance Service
Christoph Ullrich – Senior Manager International Network
Hansastr. 19, D - 80686 Munich, GERMANY
tel:
24h Alarm:

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

Natalya Butakova – Business Development Manager

Viphavadi Tower 15th floor, 51/3 Ngamwongwan Road, Ladyao,
Chatchuchak, 10900 Bangkok, THAILAND
+66 2 056 1800

email:
website:

17 Varshavskoye Shosse, Moscow 117105, RUSSIA

contact@asian-assistance.com
www.asian-assistance.com

tel:
fax:

Asian Assistance – Vietnam

email:
website:

tel:
tel:

+38044 251 28 11
+38044 239 90 56

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

email:
website:

AXA Travel Insurance

Gloria Lee Carmen V. Matti – CEO

Erick Morazin – Global Sales Director

Unit 10-1, Fort Legend Tower, 31st Street corner 3rd Avenue,
Bonifacio Global City Taguig, 1632, PHILIPPINES
tel: (632) 785-0055
email: ops@brightcare-assist.com
fax: (632) 224-4152
website: www.brightcare-assist.com

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

CareJet Assist

+0800 028 3336
+0203 2840 879

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

email:
website:

CNAS

Anthony Decoste – President

Carole Luisy – Managing Director

Level 24 Robinsons Cyberscape Beta, Topaz & Ruby Roads,
Ortigas Center, 1605 Pasig City, PHILIPPINES
email: ops@carejetassist.com
tel: +63 2 226 6911
website: www.carejetassist.com

80 rue des alliés, 38100, Grenoble, FRANCE
tel:
fax:

Global Assistance & Healthcare

+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

Alain Durand – President Director

Monica Shankar – Int. Marketing & Network Manager

Cibis Nine, 5th Fl, Jalan TB. Simatupang No. 2,
Cilandak – Pasar Minggu, Jakarta 12560, INDONESIA
tel: +62 21 299 78 999
email: global@global-assistance.net
fax: +62 21 299 78 9555/66
website: www.global-assistance.net

A-1080 Vienna, Skodagasse 28/5, AUSTRIA
tel:
24/7 tel:

Global Assistance Partners Co.,Ltd.

+43 140 190 130
+43 140 190

email:
website:

marketing@customer-care-solutions.at

www.customer-care-solutions.at

DRF Luftrettung / German Air Rescue

Gna KH CHUNG – CEO
101-2906 Brown Stone Seoul, 464 Chongparo, Jung Gu,
Seoul 04510, KOREA
tel: +82 2 723 8839
email: chunggna@globalassistance.co.kr
fax: +82 2 720 8839
website: http://www.globalassistance.co.kr

Dr. Peter Huber – CEO

German Air Rescue – Claim-Variante rot / schwarz

Rita-Maiburg-Str. 2, D-70794 Filderstadt, GERMANY
German Air Rescue

Global Doctor China

24h tel:
fax:

+49 7007 3010
+49 7007 3119

email:
website:

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

DRK Assistance

Regina Zheng – Operations Manager

Andreas Speich – Managing Director

Unit 808/811, Level 8, No.88, Bai Zi Wan Nan Er Road, Chaoyang
District, Beijing, P.R.,100022 CHINA
tel: +86 10 5815 1188 Ext. 812
email: regina@globaldoctor.com.au
fax: +86 10 8775 9138
website: www.globaldoctor.com.au

Aufm Hennekamp 71, 40225 Düsseldorf, GERMANY
tel:
fax:

Global MediCALL Assistance

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

email:
website:

info@drkassistance.com
www.drkassistance.com

EgyCross Assistance

Sridhar K – Chief Operations Officer

Dr. Hany Benyamen – CEO

MALAYSIA
email:

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

Str. Sholudenko 3, 04116 Kiev, UKRAINE

Vietnam@asian-assistance.com
www.asian-assistance.com

BrightCare Assist

+6 03 3359 6969
+6 03 3359 6161

email:
website:

Andrey ZIMIN – Director

5th Floor, 106 Ton Due Thang street, Quae Tu Giam ward,
Dong Da district, Hanoi, VIETNAM
+84 915 618 860

+7 495 989 1120
+7 495 989 1130

AU International Service / ASSIST UKRAINE

Nick Wongkuan – Director of Finance and Business Development

tel:
fax:

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

AIG Travel

Susanne Mørch – Director

tel:

email:
website:

AP Companies

Asian Assistance – Thailand

tel:

+49 89 7676 2912
+49 89 7676 8912

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

marketing@globalmedicallassistance.com

tel:
tel:

VISTA ASSISTANCE & HEALTHCARE & AIR AMBULANCE

+34 910 602 414
+20 100 6222 910

email:
website:

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

Eurocross Turkey

Steven Yang – CEO
Level 3 Kerry Center Shopping Mall, 1 Guanghua Road, Chaoyang District,
Beijing 100020, P.R. CHINA
24/7 tel: +86 10 852 973 38
email: ops-asst@vista-china.net
fax: +86 10 852 966 15
website: www.vista-china.net

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: +90 216 265 15 25
email: int@eurocrossturkey.com.tr
website: www.eurocrossturkey.com.tr
fax: +90 216 265 15 65

To have your company listed in our service directory

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

contact the sales department now:

Dopraváku 749/3, 18400 Prague 8, CZECH REPUBLIC

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

tel:
fax:

34

+420 266 799 770
+420 266 799 797

email:
website:

ops@1220.cz
www.1220.cz

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

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

ASSISTANCE COMPANIES
(EUROPE)

Global Voyager Assistance - Black Sea

IFRA Assistance GmbH – Austria

Savitar Group Ltd.
Maria Berkova – General Manager
3rd floor, entrance #4, 20/3 Bolshoy Karetniy lane,
Moscow, 127051, RUSSIA
tel: +7 495 987 1775
email: svg@savitar-gr.com
fax: +7 495 987 1776
website: www.savitar-gr.com

Semesur Assistance
Eugenio Crenes – General Manager
Paseo de la Castellana 18, 7ª Planta, 28046 Madrid, SPAIN
+34 911 010 470
+34 902 001 410

tel:
fax:

Mr. Christian Steindl M.D. – CEO

Jane Hegeler – Managing Director

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

54 Melita Street, Valetta, VLT 1122, MALTA

tel:
fax:

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

info@semesur.com
www.semesur.com

email:
website:

Tangiers International

email:
website:

office@ifra.at
www.ifra.at

+356 277 800 16
+356 2720 5500

tel:
fax:

Inchcape Medical & Assistance Services

email:
website:

info@tangiersinternational.com
www.tangiersinternational.com

TBS Team 24 d.o.o

Mara Mytilineou – Operations Manager

Edvard Hojnik – General Manger

3, Agiou Dionysiou street, 18545 Piraeus, GREECE

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

tel:
fax:

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

email:
website:

+386 2616 5819
+386 2618 5800

tel:
fax:

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

Intana Global

email:
website:

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

Tyrol Air Ambulance
Denise Groom – Head of Commercial

Manfred Helldoppler – Managing Director

6 Devonshire Square, London EC2M 4YE, UK

Fuerstenweg 180, A-6026 Innsbruck-Airport, AUSTRIA

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:

+43 512 22422 100
+43 512 288 888

tel:
fax:

(MIDDLE EAST)

(EUROPE)

ASSISTANCE COMPANIES

SERVICE DIRECTORY

tissinki@interamerican.gr
www.interamerican.gr

Malteser Service Center

email:
website:

taa@taa.at
www.taa.at

Assistance Group Menasa
Christian Deloughery – CEO
Unit 4G, Gold Tower, JLT, Dubai, PO Box 128538,
UNITED ARAB EMIRATES
tel: +971 52 490 4258
email: cdeloughery@assistancegroup.ae
website: www.assistancegroup.ae

CONNEX Assistance JLT

Johannes Hoischen – International Network and Repatriation

Lara Helmi – International Network Director

Malteser Hilfsdienst gemeinnützige GmbH
Malteser Service Center Kalker Hauptstr. 22-2, 51103 Köln, GERMANY
tel: +49 221 98 22 333
email: ambulance@malteser.org
website: www.malteser-service-center.de
fax: +49 221 98 22 339

#204 Gold Crest Executive Tower, Jumeirah Lake Towers, Dubai,
UNITED ARAB EMIRATES
tel: +97 14 368 36 25
email: dubai@connexassistance.com
fax: +97 14 420 49 12
website: www.connexassistance.com

Fakeeh International

Marm Assistance
Mahmut Kadirbeyoglu – CEO

Dr. Fatih Mehmet GUL – Executive Director
Palestine Street, Al Hamra District P.O. Box 2537 21461,
JEDDAH/SAUDI ARABIA
tel: 00966 12 6603080
email: ops@fakeehinternational.com
website: www.fakeehinternational.com

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

GORAL ASSISTANCE LTD

Sven Scharff – International Network Manager

Marcel Kadoche – International Network and Development Manager

Industriestr. 2a, 67063 Ludwigshafen, GERMANY

Maskit 27 str. Herzeliya Industrial Park 46733, ISRAEL

tel:
fax:

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

email:
website:

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

tel:
fax:

+972 9 9579930
+972 9 9579931

email:
website:

info@goralassist.com
www.goralassist.com

IRAN ASSISTANCE

Medicall AG
Markus Detel – Manager International Network

Ashkan Lahiji – International Network Manager

Zurichstrasse 38, CH-8306 Bruttisellen, SWITZERLAND

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

tel:

+41 44 655 16 67

email:
website:

tel:
fax:

mservices@medicall.ch
www.medicall.ch

MRI Assist

+98-21-88648620 - 24
+98-21-88648502

email:
website:

operation@iranassistance.com
www.iranassistance.com

SWAN INTERNATIONAL ASSISTANCE – MUTUAL CARE
Denise Rogers – Network Manager

Mr. Joseph Akiki – CEO

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

P.O. Box 2265 Jounieh, Lebanon

tel:
fax:

+34 971 919 244
+34 971 919 255

email:
website:

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

tel 24/7:
fax:

Save Assistance France

+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

Thomas Blanchet – Key Account Manager / Responsable Grands Comptes

contact the sales department now:

6 Rue Jean-Pierre Timbaud, Le Campus, Bat. B1,
78180 Montigny-Le-Bretonneux., FRANCE
tel: +33 (0)13062 6752
email: blanchet@saveassistance.com
24 tel: +33 (0)13062 1122
website: www.saveassistance.com

sales@itij.com or telephone: +44 (0)117 925 51 51 (opt.1)
35

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

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

email:
website:

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

ASSIST CARD
Federico Tarling – Chief Service Officer
ASSIST-CARD Building, 175 South West 7th Street, Suite 2407,
Miami, FL 33130, USA
tel: +1 305 381 9959/69
email: federico.tarling@assistcard.com
toll free: +1 800 874 2223
website: www.assistcard.com

CATASTROPHIC
CLAIMS SPECIALISTS

SERVICE DIRECTORY
New Frontier Group

CLAIMS MANAGEMENT

ASSISTANCE COMPANIES
(NORTH AMERICA)

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

Allianz Global Assistance

Gitte Bach – President and CEO
1024 Bayside Drive, Suite 144, Newport Beach,
California, 92660-7462, USA
tel: +1 949 429 7130
email: Bach@NewFrontierGroup.com
fax: +1 949 666 6520
website: 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)

Sarah Hume – Vice President, Client Services
4273 King St E, Kitchener, Ontario N2P 2E9, CANADA
tel:
(ext.)

sarah.hume@allianz-assistance.ca

email:

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

CanAssistance
Fabienne Lavoie – Director, International Operations and Claims

Dr. Michael Adams – Director Business Development

550 Sherbrooke Street West, Suite B-9, Montreal, Quebec,
H3A 3S3, CANADA
tel: +1 514 286 7707
email: fabienne.lavoie@canassistance.com
fax: +1 514 286 8413
website: www.canassistance.com

Altunizade Mahallesi, Ord. Prof. Fahrettin Kerim Gökay Caddesi,
Eşref Çakmak Plaza, No:32 Kat:3 34662 Üsküdar, İstanbul, TURKEY
tel: +90 216 265 15 25
email: int@eurocrossturkey.com.tr
website: www.eurocrossturkey.com.tr
fax: +90 216 265 15 65

CoreSource (Third Party Administration)

GORAL ASSISTANCE CANADA INC.
David Ohayon – Local Manager

Ben Frisch – Regional President CoreSource Western Region

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

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

tel:
fax:

+1 514 448 1343
+1 514 448 1835

email:
website:

tel:
fax:

info@goralassist.ca
www.goralassist.com

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

email:
website:

bfrisch@coresource.com
coresource.com

Global Assistance & Healthcare

MD ABROAD

Alain Durand – President Director

Ignacio C. Marquez – COO

Cibis Nine, 5th Fl, Jalan TB. Simatupang No. 2,
Cilandak – Pasar Minggu, Jakarta 12560, INDONESIA
tel: +62 21 299 78 999
email: global@global-assistance.net
fax: +62 21 299 78 9555/66
website: www.global-assistance.net

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

Global Excel Management

ONTIME CARE WORLDWIDE INC.
JOHNSON FU – CEO

John Spears – VP Business Development & Marketing

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

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

tel:
fax:

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

email:
website:

tel:
fax:

info@jfgroup.ca
www.jfiginsgroup.com

+1 819 566 8833
+1 819 566 8447

email:
website:

Dra. Kinyi Haber – Medical Director. VP International Operation

Denise Groom – Head of Commercial

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

6 Devonshire Square, London EC2M 4YE, UK

tel:
fax:

+1 786 888 6792
+1 786 551 0763

corpinfo@globalexcel.com
www.globalexcel.com

Intana Global

SunMed International, LLC

email:
website:

email:
website:

khaber@sunmedint.net
www.sunmedint.net

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

New Frontier Group

TMCA Group Corp
Crystal Wharton – President

Gitte Bach – President and CEO

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

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

tel:
fax:

CATASTROPHIC
CLAIMS SPECIALISTS

+1 866-520-8823
52345

+1 646 398 9021
+1 646 398 9025

email:
website:

tel:
fax:

Crystal@tmcatravel.com
www.tmcatravel.com

+1 949 429 7130
+1 949 666 6520

email:
website:

Bach@NewFrontierGroup.com
www.newfrontiergroup.com

Star Healthcare Network, Inc.

Plotkin Health Inc – A Subsidiary of MacroHealth LP
Shaun A. Plotkin BA (Uvic), LLB (Monash), GDLP – President

Gigi Galen Grobstein – President

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

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

tel:
fax:

+1 604 241 9639
+1 604 241 0733

email:
website:

tel:
fax:

shaun@plotkinconsulting.com
www.plotkinconsulting.com

Global Excel Management

Ggalen@starhealthcarenet.com
www.starhealthcarenet.com

contact the sales department now:

73 Queen St, Sherbrooke, QC J1M 0C9, CANADA
+1 819 566 8833
+1 819 566 8447

email:
website:

To have your company listed in our service directory

John Spears – VP Business Development & Marketing

tel:
fax:

+ 1 914 358 9121
+ 1 914 358 9206

email:
website:

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

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

Bernadette Breton – Chief Executive Officer
AIMS House, 3 West St, Bryanston 2191, Johannesburg,
SOUTH AFRICA
tel: +00 27 11 783 0135
email: operations@aims.org.za
fax: +00 27 11 783 2950
website: 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

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

24hr email:
website:

COST CONTAINMENT
(NORTH AMERICA)

AIMS

AP Companies

Gitte Bach – President and CEO
1024 Bayside Drive, Suite 144, Newport Beach, California, 92660-7462, USA
+1 949 429 7130
+1 949 666 6520

tel:
fax:

Bach@NewFrontierGroup.com
www.newfrontiergroup.com

email:
website:

Penfield Care
Mr Stephen Zatylny – President
A1-130 Terence Matthews Crescent, Ottawa, Ontario, K2M 0J1, CANADA
+1 613 703 9861
+1 819 200 0281

info@penfieldcare.com
www.penfieldcare.com

email:
website:

Star Healthcare Network, Inc.
Natalya Butakova – Business Development Manager

Gigi Galen Grobstein – President

17 Varshavskoye Shosse, Moscow 117105, RUSSIA

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

tel:
fax:

+7 495 989 1120
+7 495 989 1130

email:
website:

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

ChargeCare International
Mary-Jo McDonald (MJ) – Managing Director
Sanderum Centre, 30a Upper High Street, Thame, OX9 3EX, UK
tel:
fax:

+44 1865 400 007
+44 845 003 1351

contact@chargecare.net
www.chargecare.net

email:
website:

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: +90 216 265 15 25
email: int@eurocrossturkey.com.tr
website: www.eurocrossturkey.com.tr
fax: +90 216 265 15 65

+ 1 914 358 9121
+ 1 914 358 9206

tel:
fax:

Marm Assistance

email:
website:

Ggalen@starhealthcarenet.com
www.starhealthcarenet.com

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

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

email:
website:

Skyservice Air Ambulance

Mahmut Kadirbeyoglu – CEO

David Ewing – Senior Vice President, Global Markets

AirPort Plaza, Ankara Caddesi, No:486, Kurtkoy 34912, Istanbul, TURKEY

Montreal/PE Trudeau Int Airport, 9785 Avenue Ryan, Montreal (Quebec),
H9P 1A2, CANADA
tel: +1 514 497 7000
email: alert@skyservice.com
fax: +1 514 636 0096
website: www.skyserviceairambulance.com

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

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

email:
website:

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

FUNERAL DIRECTORS

tel:
fax:

COST CONTAINMENT
(NORTH AMERICA)

New Frontier Group

tel:
fax:

CRITICAL CARE PATIENT
TRANSPORT

(EUROPE)

COST CONTAINMENT
(AFRICA)

SERVICE DIRECTORY

Plotkin Health Inc – A Subsidiary of MacroHealth LP

Extreme Care Repatriation
Petar Chernaev – Manager
1 Gevgeliiski, Sofia 1309, BULGARIA
tel:

+359 882 52 9557

email:
website:

office@extremecare.eu
www.extremecare.eu

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.

Shaun A. Plotkin BA (Uvic), LLB (Monash), GDLP – President

Helena Sulikova – Chief of International Department

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

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

tel:
fax:

+1 604 241 9639
+1 604 241 0733

email:
website:

shaun@plotkinconsulting.com
www.plotkinconsulting.com

tel:
fax:

Global Excel Management

+420 724 257 899
+420 416 732 582

email:
website:

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

Funeralia

John Spears – VP Business Development & Marketing

Oleg Antoni Milinski – Funeral Director

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

80061 MASSA LUBRENSE (NA), via Titigliano 4, ITALY

tel:
fax:

+1 819 566 8833
+1 819 566 8447

email:
website:

corpinfo@globalexcel.com
www.globalexcel.com

tel:

Global Medical Management

+39 331 109 4168

email:
website:

FUNERARIA OFFICIA ROBERTO ZEGA - Worldwide Repatriations Specialist

Raija Itzchaki – COO

Cristina Zega – Repatriations Manager

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

Via Clelia, 26 / 28 - 00181 Roma, ITALY

tel:
fax:

+1 954 370 6404
+1 954 370 8613

Funeralia.org@gmail.com
www.funeralia.org

email:
website:

info@gmmi.com
www.gmmi.com

tel:
fax:

MD ABROAD

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
Ignacio C. Marquez – COO

Christian Correa – Operations Director

2999 NE 191st Street, Suite 608, Aventura, Florida, USA
tel:
fax:

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

email:
website:

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

operations@mdabroad.com
www.mdabroad.com

tel:
tel:
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+1 203 343 8111
+57 4 562 1142

email:
website:

info@g7ms.com
www.g7ms.com

SERVICE DIRECTORY

Rowland Brothers International Ltd.
Fiona Greenwood – Operations Director
299-305 Whitehorse Road, West Croydon, Surrey CR0 2HR, UK
+44 20 8684 2324
+44 20 8684 8000

tel:
fax:

info@rowlandbrothersinternational.com
www.rowlandbrothersinternational.com

email:
website:

Singapore Casket Company (Pte) Ltd – Worldwide Repatriation
Calvin Tang
131 Lavender Street, Singapore, 338737, SINGAPORE
+65 6293 4388
+65 6296 5993

tel:
fax:

email:
website:

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

Gateway International EMS

Oliver L. Müller – Managing Director
600 Pennsylvania Ave SE, Washington DC, 20003, USA
+1-202-499-2294
+1-201-205-2239

tel:
fax:

email:
website:

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

LifeMed Worldwide

Leandro Pires – CEO
990 Biscayne Blvd. Suite 502 Miami, FL 33132, USA
+1-305-501-2009

tel:

MEDICAL ESCORT ON COMMERCIAL AIRLINES

GROUND TRANSPORT
- MEDICAL

FUNERAL DIRECTORS

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

AC Global Medical Escorts

Milan Floribus – President
8775 Aero Drive, Ste 120, San Diego, CA 92123, USA

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

Patrick Schomaker – Director Sales & Marketing
Luxembourg Airport, B.P.24, L-5201, Sandweiler, LUXEMBOURG

Gert Muurling – CEO & Medical Director
Auf Roedern 7c, 56283 Pfaffenheck, GERMANY

Medical Wings

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

graham.williamson@LifeSupportTransport.com

www.LifeSupportTransport.com

Dr.Sura Jaidwatee, M.D. – Medical Flight Manager

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

drirfan@anatoliahospital.com
www.anatoliahospital.com

Manuela Pujals – Manager Business Development
1608 SE 3rd Avenue, Ste 503-B, Ft Lauderdale, FL 33316, USA
MPujals@browardhealth.org
Sbaig@browardhealth.org

+ 1 754 999 0460
+ 1 754 222 5051

24/ 7 tel:
fax:

MEDICAL
PROVIDER

Broward Health International

email:
email:

email:
website:

Franziska Hollenstein – CEO / Founder

Caybasi Mh 1352 Sk No 12 , 07100 Antalya, TURKEY

+1 954 767 5587
+1 954 888 3874

+1 250 947 9641
+1 877 288 2908

Prime Nursing Care, Inc.

Dr. Irfan Erdogan – General Coordinator

tel:
fax:

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

email:
website:

222 Don Mueang International Airport Office Building 3rd Floor,
Vibhavadi Rangsit Road, Sanambin, Don Mueang, Bangkok 10210, THAILAND
24h tel: +662 247 3392
email: m.w@medicalwings.com
fax: +662 535 4734
website: www.medicalwings.com

Anatolia Hospital

email:
email:

+49 6742 897 425
+49 3212 100 5018

tel:
fax:

Berna Gür – International Network Supervisor

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

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

VANCOUVER – TORONTO – HONOLULU

Acıbadem Healthcare Group

tel:
fax:

email:
website:

GlobalMed International

ops@ocmt.com
www.ocmt.com

Fahrettin Kerim Gökay Cad.
No:49 34662 Altunizade İstanbul, TURKEY
tel: 0090 530 9768398
email:
website:

+352 26 26 00
+352 26 26 01

24hr tel:
fax:

Graham Williamson – CEO

email:
website:

www.primenursingcare.com
contact@primenursingcare.com

AMREF Flying Doctors
Dr Bettina Vadera – Medical Director
Wilson Airport, Langata Road, PO Box 18617, Nairobi, KENYA
tel:
fax:

+254 20 6000 090
+254 20 344 170

email:
website:

emergency@flydoc.org
www.flydoc.org

Doctors At Your Home Inc.

Jackson Memorial Hospital International
Dominick Destefano – Associate Director of Sales

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

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

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

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

We Send the Doctor to You®

TECHNOLOGY

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

tel:
fax:

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:

email:
website:

+1 (416) 646 6401
ext. 2392

bloder@cambridgefx.com
www.cambridgefx.com

Firemelon (Magenta Insurance System)

Jacquie Schwoerke – Vice President, Sharp GPS

David Corney – Managing Director

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

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

toll free:
tel:

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

email:
website:

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:

tel:

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

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

TRAVEL
AGENTS

HOSPITALS

email:
email:

emergency@flydoc.org
www.flydoc.org

email:
website:

European Air Ambulance

3815 E Main St., Suite C St. Charles, IL 60174, USA
+1 630 444 2100
+1 630 823 2900

+254 20 6000 090
+254 20 344 170

tel:
fax:

LIFESUPPORT Patient Transport

24 Hour Worldwide Ground Transports

tel:
fax:

milanfloribus@gmail.com
acglobalmedicaltransports.com

Dr Bettina Vadera – Medical Director

tel:
fax:

One Call Medical Transport

email:
website:

AMREF Flying Doctors

ops@lifemedworldwide.com
www.lifemedworldwide.com

email:
website:

+1 858 437 5131
+1 858 408 7856

tel:
fax:
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02895 213 831

email:
website:

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

email:
website:

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

Voyageur Aeromedical Travel
Marc Banting – Director
19 Lower Park Row, Bristol, UK
tel:
fax:

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

ON THE MOVE

AGCS expands UK cyber team
Allianz Global Corporate & Specialty SE
(AGCS) recently announced the promotion
of Yogi Virji to lead the company’s UK cyber
team, and the appointment of Hui Yu as
senior underwriter. Yogi and Hui will join
Sam Bye, who will continue to underwrite
tech and cyber-related coverage.
The appointments are part of AGCS’ intention
to expand its technical expertise in this
risk area – especially considering the fact
that, according to KPMG, the global cyber
insurance market is expected to triple in size
between now and 2020. The company has
also announced a partnership with Cyence, a
cyber risk analytics and modelling firm based
in Silicon Valley, through which it hopes to
boost its analytical capabilities in this area.
“The appointments of Yogi and Hui highlight
our commitment to providing our clients with
a superior underwriting offering,” commented
Kevin Northcott, head of financial lines for
AGCS’ London regional unit. “Supported
by our dedicated cyber risk engineering

capabilities and wider risk management
solutions, including AGCS’ Cyber Risk Panel,
I am confident their skills and experience
will help us strengthen our relationships with
partners in 2018.”
AGCS’ global head of cyber, Emy R.
Donavan, was also enthusiastic about the
new arrangements and promotions: “These
appointments enhance the team as we look
to take our cyber proposition into the next
phase. Cyber incidents topped the list of
concerns for UK risk experts for the second
year running in the most recent Allianz
Risk Barometer. Recent cyber incidents
have also revealed how vulnerable even
well-prepared businesses can be to cyber
threats. The trend towards the increase in
cyber regulation and the evolution of risks
businesses face make it more important
than ever for companies of all sizes and in
all industries to review their cyber security
and resilience, and consider cyber insurance
as part of their risk management strategy.”

Liberty promotes Beechey

Andrew Beechey

Tim Grieveson

opportunity, and we will work hard to provide
innovative and fresh ideas to ensure the best
solutions for all our customers.”
“The appointment of Tim is a crucial step
in allowing Legal & General to achieve
continuous digital development whilst at the
same time protecting our business from the
increasing cyber and security risks in the
market,” said Cheryl Agius, CEO of the general
insurance division at Legal & General. “Tim will
be a very important team member, bringing
with him extensive experience and expertise
within the IT sector. We look forward to
welcoming him to the team as we continue to
utilise new technology, with the aim of evolving
and expanding our business in 2018.”

New CEO for ingenie
Selim Cavanagh has been announced as
the new CEO of combination young driver
insurance specialist and international
telematics provider ingenie. Selim joins
ingenie from LexisNexis Risk Solutions,
where he held a number of senior roles,
including vice-president for telematics,
vice-president for motor insurance and
managing director of the company’s
Wunelli-based telematics business unit.
Additionally, Selim has seven years’
experience at AXA. In his new role,

unpredictable economic conditions,
it’s clear there is significant demand
for credit and political risk insurance
from organisations that are active in the
emerging and developed markets. Our
GFR book has performed extremely
well over the last few years and we’ve
been able to establish ourselves as a
major player in the global market.
“Andrew has done a fantastic job setting
up GFR in Singapore and growing that
business into a market-leading position
over the last few years. His promotion
and move to London come as part of
the overall expansion of our GFR team
and the continued growth in our global
business. [His] exceptional skills and
leadership qualities are well suited to
this new global role and provides us with
greater co-ordination of our underwriting
capabilities around the world.”

ALC Health appoints Kirkpatrick

Grieveson joins general insurance
leadership team
UK-based multinational financial
services firm Legal & General has
announced the appointment of Tim
Grieveson to its general insurance
leadership team, where he will now
serve as IT and change director. Tim will
have responsibility for the development
and transformation of the division’s
information technology and change
functions, as well as being on the front line
of any response to regulatory changing. He
previously served as chief cyber and security
strategist at Hewlett Packard Enterprise.
“The insurance industry is ripe for innovation,”
said Tim, “using technology to improve
customer experience. This is a hugely exciting

Liberty Specialty
Markets (LSM), which
is part of Liberty
Mutual Insurance,
recently promoted
Andrew Beechey to
head of underwriting
and strategic
development for
global financial
risks. Previously
based in Singapore,
where he served
as head of global
financial risks for the
Asia Pacific region,
Andrew returned to London on 1 December
last year to take on the new global role.
He now reports to Peter Sprent, head
of global financial risks (GFR), who
said: “In this era of relatively volatile and

International private medical insurance (IPMI)
provider à la carte healthcare limited (ALC
Health) has announced the appointment of
a new managing director, Colin Kirkpatrick.
After a three-month transitional period, Colin
will succeed Stephen Godbold in the role, and
during this period he will have responsibility
for maintaining service levels, driving
operational efficiency and identifying ways in
which P&L and growth can be improved.
“After a rigorous selection process, Colin
emerged as an outstanding candidate to
serve as managing director designate at ALC
Health,” said CEO Sarah Jewell. “With over
15 years of IPMI and expatriate experience,
Colin brings a wealth of knowledge to the
role. I am delighted to welcome Colin to our

Dicksee joins APRIL
APRIL International, a company providing
IPMI to individual, student, SME and corporate
clients, has appointed Mandy Dicksee to the
newly created post of business development
manager. She will be based in their
London office.
Mandy brings over 20 years’ experience in the
private medical insurance industry to the role;
she previously served as European operations
manager for Now Health International and
corporate account manager for BUPA Global.
“Mandy represents an important hire for
us,” said business development director Joe
Thomas. “With over 20 years’ experience and

he will work closely with
ingenie’s senior management
team, building on previous
developments and driving
growth plans for the future.
“I am excited to be joining
such a renowned business in
the fast-growing telematics
market,” Selim commented,
“and I look forward to getting
Selim Cavanagh
to know the team and leading
the business to further success.”

team, and look forward to working with him
to build on ALC’s reputation of excellence.”
Colin previously served with William
Russell Limited as head of international
business development, where he was
responsible for the management of teams
in the UK, the Middle East and the Far
East. Prior to that, he founded BrokerFish,
delivering international health insurance
solutions to global expatriates.
“I am thrilled to join ALC Health, whose
success has been possible in part
because of the passion and commitment
of its extraordinary leadership team,”
said Colin. “I look forward to continuing
that success and capitalising on the
opportunities that lie ahead.”

a proven track record of developing strong
working relationships with clients, brokers
and distributors at the highest level, Mandy
brings a proven set of skills and experience
to this new role. Our ambition is to become
a global platform combining expertise and
proximity to the client through our network of
worldwide offices. We are confident that this
service and knowledge led approach will result
in APRIL International becoming the most
recommended gateway for clients to access
high-quality international private medical care,
and I am sure Mandy will play a vital part
delivering our vision.”

Dedicated Account Management Team.
North America and Worldwide.
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The power of a global
presence with local
market knowledge.

Contact Global Excel at corpinfo@globalexcel.com or at +1 819 566 8833

HEALTHCARE RISK MANAGEMENT SOLUTIONS
globalexcel.com

