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CII statistics 2012

Did you know?
  
• More than 54,000 are UK-based

• �We now have an international 
membership of 16,000

• More than 10,000 of the
   readers work in broking

• �8,000 members are decision-
makers in executive roles

• �In the last five years the CII 
membership has increased by 19%



The Chartered Insurance Institute
 
Since its inception in 1897 the CII has established itself as the world’s leading 
professional organisation for insurance and financial services. Its 101,000 members 
(including members of the Professional Finance Society) are committed to maintaining 
the highest standards of technical competence and ethical conduct.

A robust framework of learning and development solutions enables the CII to support 
corporate partners and individuals across the industry. It ensures that all members 
comply with minimum standards and inspires many more to achieve advanced levels of 
technical and professional competence. 

In 2012, the CII will celebrate 100 years of receiving its Royal Charter.
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The official membership magazine of the Chartered Insurance Institute (CII)
The Journal has been published for over 111 years 
70,000 professionals within the insurance industry receive a copy of The Journal 
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CODE OF ETHICS | PART FIVE

You must treat people 
fairly regardless 
of race or racial 
group, sex or sexual 
orientation, religion 
or belief, age and 
disability” – so reads 
the fifth core duty 
of the Chartered 

Insurance Institute’s (CII) code of ethics. 
That is quite a few issues, however it can all 
be summed up in two words: equality and 
diversity. While we are probably all familiar 
with those two terms, it is worth outlining 
what they mean and how they compare. 

Equality is about creating a fairer society, 
where everyone can participate and fulfil 
their potential. It is about addressing unfair 
discrimination based on being part of a particular 
group – for example, women being paid less than 
men for doing exactly the same job. 

Diversity is about recognising that everyone 
is different in some way. It is about creating 
a workplace culture that respects and values 

those differences – for example, recognising 
that in working for a worldwide group, you will 
come across colleagues who are more sensitive 
to certain things than you are. So one is about 
making things equal and the other is about 
respecting differences. 

Be aware of your influence
There is a further dimension to this core duty. 
We may think of it as being about the people 
we work with, but it also encompasses how we 
insure people, how we settle their claims and 
how we use agents and suppliers to deliver our 
products and services. So think not just of the 
people you meet at work, but all those whose 
lives you influence through the work you do  
and how you do it. 

That is why equality and diversity need to 
be borne in mind when drafting a policy and 
setting your pricing strategy. In fact, it is very 
much a hot topic at the moment, following the 
ruling earlier this year by the European Court 
of Justice that insurers are no longer able to 
charge different premiums to men and women 
because of their gender.

As insurance becomes even more of a global 
business, our work brings us into contact with 
an enormous diversity of cultures and the 
different ways of doing business these produce. 

This core duty reminds us to treat each one 
fairly and with respect. Understanding how they 
are similar and how they are different, and why, 
are vital steps to building the understanding and 
confidence of successful business relationships. 

Remember that while you may not be 
responsible for writing or monitoring your firm’s 
policies and procedures around equality and 
diversity, you are responsible for ensuring they 
are acted upon. Setting an example in such 
circumstances is an explicit part of this core duty. 

The wording of the fifth core duty is set out in 
full on the opposite page. Have a read through it 
and then look at the two case studies illustrating 
what it can mean in practice. 

P A R T  5 :  c o d e  o f  e T h i c s
▼

You are a project manager at a large UK insurer, 
working on the implementation of a significant 
outsourcing programme involving the transfer of 
some functions to an Indian partner. You are at 
its offices, conducting an audit of how it has been 
securing the electronic data being passed to them. 
An issue arises around the level of encryption for 
some data and you raise this with your opposite 
number at the Indian firm. She is surprised, 
explaining that their approach to encryption 
mirrors that of your firm in the UK. “But this is 
India,” you reply, “the encryption needs to more 
extensive.” After an uncomfortable moment, she 
asks about the further encryption you require and 
confirms that it will be put in place as a priority. A 
few months later, back in the UK, you are attending 
your annual appraisal and find your firm is 
displeased with some aspects of your performance: 
it requires you to undertake some diversity training 
to maintain your involvement in outsourcing 
projects.

Equality and diversity are themes most of us are 
familiar with, but do not be lulled into thinking all 
that can be done has been done. The insurance 
sector has come a long way in the past few 
decades, but the journey is not over yet. We all 
have a role to play, as individuals, employees and 
customers, in securing lasting equality and diversity 
across the insurance sector. 

equal You work in the personal lines claims 
department of a large UK insurer, taking telephone 
calls from claimants enquiring about settlement. 
You have just finished a call with a difficult claimant. 
She was not happy with the settlement being offered 
and you spent quite a long time explaining it to her. 
However, she would not accept your explanation 
and went on to make some highly offensive racist 
remarks, directed at you personally. You stay calm, 
but move to close the call in an appropriate manner. 
Later, you tell your manager about the incident and 
how much the racist remarks have upset you. He 
listens, but simply suggests you do not dwell on it 
and move on instead. “Don’t take it seriously,” he 
remarks. After work, you ponder how your company 
would have reacted if you had made remarks like 
that at work. Its policy talks about the behaviour of 
employees, but not customers. Now just as angry 
about how your firm has reacted as about the 
behaviour of the claimant, you put in a call to its 
‘speaking up’ hotline.

Five things to remember about 
the FiFth core duty 

1 It is about remembering everyone is an 
individual… and deserves to be treated 

as such

2 It is about treating everyone with 
equal respect... and with equality of 

opportunity

3 It is about putting yourself in someone 
else’s shoes… and seeing things from 

their perspective

4 It is about challenging unfair practices… 
not just ignoring them, hoping they will 

go away

5 It is about everyone you deal with 
at work… not just clients and work 

colleagues

T h e  c o d e  o f  e T h i c s :
c o R e  d u T y  f i v e
You must treat people fairly  
regardless of: 

→ race or racial group;
→ Sex or sexual orientation;
→ religion or belief;
→ Age;
→ Disability.

This includes, but is 
not limited to:

5.1  Obeying the equality 
and diversity laws in 
your country;

5.2  Treating each 
person as an 
individual; 

5.3  Challenging and 
reporting unlawful 
or otherwise unfair 
discriminatory 
behaviour and 
practice;

5.4  Always acting openly 
and fairly and 
treating employers, 
employees, 
colleagues, clients, 
potential clients 
and suppliers with 
equal respect and 
opportunity;

5.5  Making reasonable 
adjustments to 
assist people with 
disabilities or 
particular needs you 
may deal with at 
work;

5.6  Encouraging your 
organisation to 
produce and 
promote an equality 
and diversity policy 
setting out how the 
business plans to 
promote equality, 
diversity and 
inclusion, prevent 
discrimination 
and deal with 
any instances of 
discrimination which 
may happen; and

5.7  If it is within your 
control, making 
sure processes and 
procedures do not 
discriminate. 

You should be aware:

●  Race or racial group 
includes ethnic or 
national origin, colour 
and nationality;

●  Sex includes marital 
status, pregnancy, 
maternity, paternity 
and gender 
reassignment;

●  Sexual orientation 
includes civil 
partnership status;

●  Religion or 
belief includes 
philosophical beliefs 
similar to a religion.

key questions:

●  If I belong to any of 
these categories, 
would I feel unfairly 
disadvantaged?

●  Is what we are asking 
for more difficult 
for this person to 
achieve? And, if so, is 
what we want really 
necessary?

●  What can I do to 
promote a workforce 
that is representative 
of the people we 
serve?

●  Does my organisation 
have effective 
equality and 
diversity training 
arrangements?

●  Does my organisation 
systematically audit 
its own policies and 
practices to ensure 
that these comply?

●  Does my organisation 
create unnecessary 
hurdles for this 
person?

An opportunity to be 

“

as insurance 
becomes even 
more of a global 
business, our 
work brings us 
into contact with 
an enormous 
diversity of 
cultures

case 
study 1

case 
study 2
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outsourcing
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► In the next edition of The Journal, we will 
bring together and discuss some of the key 
themes to have emerged from this series on the 
five core duties in the CII’s code of ethics. In the 
meantime, if you would like to raise any points 
about this fifth core duty, please email Michelle 
Worvell, editor of The Journal, at:  
michelle.worvell@cii.co.uk. 

In this fifth article in our series on the five core duties 
at the heart of the CII’s code of ethics, Duncan Minty 
looks at how members should treat people fairly. We 
explore its central message and illustrate how it works 
in practice with two case studies.

ILLUSTRATION EOIN RYAN 

KE  Y  J OURNAL       STATS      

TYPE OF ORGANISATION: 

BROKER/INTERMEDIARY 15,000
INSURANCE COMPANY 18,200

LLOYD’S 670
REINSURANCE COMPANY/BROKER 1,200

AREA OF WORK: 
BROKer 10,000
UNDERWRITING 9,900
CLAIMS 7,050
SALES /MARKETING 4,100

THE JOURNAL HAS THE  
LARGEST CIRCULATION OF 
ANY UK INSURANCE MAGAZINE: 70,000



About The Journal 
 
The Journal, one of the oldest and most respected titles in the insurance industry, has been published 
for more than 111 years and boasts a circulation of more than 70,000 CII members. 

Landing on desks of named individuals across the UK and 150 countries worldwide every issue of 
The Journal keeps members in touch with local, national and international institute activities, CII 
Group activities, topical industry issues and also serves as a practical aid to a member’s professional 
development. The magazine is very highly regarded by its readers and was voted the top membership 
benefit in the 2010 CII membership survey. 

As all readers are either CII qualified or working towards qualification, they see The Journal as a key 
resource in their current jobs and career development. As a result The Journal provides advertisers with 
access to a unique and valuable audience who take their profession and professionalism very seriously. 

The re-launched Journal is a contemporary, fresh looking magazine with a bold, confident and 
authoritative voice for the professionals within the sector.
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““So many insurance publications, so little time” so my advice to industry 
colleagues is - make sure you read The Journal! It contains something for 
everyone from the social media savvy students and young professionals to
the captains of our industry.””
Lynn Richards-Cole ACII, Chartered Insurance Broker,  
Associate Director – Group Business Development Perkins Slade. 
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THERE ARE MORE THAN  16,000 
INTERNATIONAL MEMBERS 
FROM 150 COUNTRIES,  NAMELY 
ASIA,  UAE AND INDIA



Editorial 
 
The Journal aims to provide its readers with a 
wide variety of relevant, topical and in-depth 
articles which cover its wide readership.

This content will continue to develop and will offer 
members practical tools to help them with their 
progress towards examinations, and continuing 
professional development.
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ASSOCIATE YOUR BRAND WITH THE LEADING SOURCE 
OF INFORMATION FOR THE GLOBAL INSURANCE INDUSTRY

Editorial regulars

International focus and news – in-depth analysis of 
overseas markets

Interview – The Journal talks to key industry figures

The A-Z of... – a feature that explains the A-Z of a 
sector aimed at those starting out in the industry

30 second interviews – short, succinct mini interviews 
with those inside and outside the industry

Professional development – an in-depth study of a 
topic for experienced industry professionals

Financial services – articles of relevance to life and 
pensions providers 

Behind the scenes – a look at the work of the CII or 
specific industry sectors through a photo reportage

Chartered case studies – examining the work and 
achievements of Chartered firms

Q&A – test your industry knowledge when studying 
for exams with our regular quiz

Legal casework – keeping readers informed of the 
latest legal developments

	� A features list is available on request and The Journal 
is always keen to hear new ideas for editorial content. 

The Journal Xpress 
► �The Journal Xpress is our popular 

e-newsletter that is sent out to 
approximately 50,000 members; 
highlighting CII and regulatory news, 
key technical updates, hot topics and 
important events in the industry.  

WITH AN IMPRESSIVE 
OPEN RATE, THIS 
E-NEWSLETTER GIVES 
YOU THE OPPORTUNITY OF 
REACHING THE MEMBERSHIP 
ELECTRONICALLY 		
EVERY MONTH.
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Praise for The Journal 
“One of the real benefits of CII 
membership is receiving The 
Journal. Over the years its tone 
and style may have changed 
but the content always remains 
informative and relevant.” 

Jamie Marchant - Marketing 
and Communications Director 
Groupama Insurances

    Reasons to advertise: 

	 ► �The Journal has the largest circulation 
of any insurance title (70,000)

	 ► �High visual impact for advertisers due 
to controlled advertising space

         
         ► �The CII has an exceptional brand and is 

well respected in the industry

	 ► �Voted top membership communication 
the magazine is highly regarded and 
valued by its readership

	 ► �Content is in-depth and articles are 
not time sensitive

	 ► �The Journal is job useful, supporting 
our member’s professional 
development

	 ► �We are investing in our publication and 
continually improving it

Advertisement opportunities:
 
The Journal provides advertisers with access to 
a unique and valuable audience across the world 
who take their profession seriously.

• Print advertising
• Sponsored reports/case studies
• Bellyband and wraps
• Creative inserts
• Supplements
• Sponsored banners on Xpress e-newsletter
• Event sponsorship

Please contact us for tailored creative packages.

THE CII HAS A BRAND THAT IS SYNONYMOUS WITH 
TRUST AND INFLUENCE AND PEOPLE IN THE INDUSTRY 
WISH TO BE ASSOCIATED WITH THIS THROUGH ITS 
MEMBER’S MAGAZINE THE JOURNAL.  



Rate card

1 issue 3 issues 6 issues

Double page spread £8,400

Full page £5,250 £4,460 £3,940

Half page £3,150 £2,670 £2,360

Quarter page £1,575 £1,340 £1,180

Strip £1,275 £1,080 £900

Premium positions +10% +10% +10%

Loose inserts £115 per 1,000 to 10g

Xpress e-newsletter £1,000 per month
 

TE  C HNI   C AL   IN  F OR  M ATION      

C ONTA    C T  DETAILS       
▼ADVERTISING    |    Megan Lancaster-Smith    |    Megan.lancastersmith@cii.co.uk    |    020 7417 4793

Technical details  
► � All advertisement must be supplied as high
     resolution print ready pdf files
►  �Images should be placed as CMYK eps, tiffs or jpeg 

files at a resolution of 300 dpi at actual size, NOT gif 
or RGB

All details in this document are correct at time of going to print but may be subject to change. 

All rates quoted exclude VAT.

To find out more about 
recruitment advertising 
please contact Megan 
Lancaster-Smith

Editor               |    Michelle Worvell                |    Michelle.worvell@cii.co.uk               |    020 7417 4763

1 / 8  s t r i p  a d  a r e :   3 6 mm   d e e p  x  1 8 6 mm

►  Full Page
       Bleed 286mm x 216mm
     Trim 280mm x 210mm
     Type Area 247mm x 186mm
►  Quarter Page 121mm x 91mm
►  Strip Advert 36mm x 186mm
►  1/2 Page Horizontal 121mm x 186mm
►  1/2 Page Vertical 247mm x 91mm

“I couldn’t believe how many people commented on the article about Corrigans’ dual Chartered status 
having read it in the Journal.  It really has had an impact and has given us recognition countrywide”
Jane Evans, ACII. DipPFS.
Chartered Insurance Broker, Corrigans. 


