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A vision: One voice
Communication, reputation and consumer confidence are the 
big challenges facing the insurance industry especially against 
the background of a growing consumer agenda, reflected in 
government, regulation and the wider media.

To rise to this challenge we need to find a new way to foster public 
confidence in our industry and build on the excellent progress 
made by the CII with its professionalism agenda and development 
of Chartered status – at both an individual and corporate level.

In my year as president of the CII my theme is ‘One Voice’. A central part of this is my belief that the 
CII is the perfect vehicle to facilitate a bringing together of the various initiatives and voices across 
the sector, including the main trade associations, to demonstrate the value of insurance to both the 
economy and to individuals’ and businesses’ welfare.

Another part of my ‘One Voice’ theme is that members take personal responsibility for their 
professional growth and for embracing continuing professional development. It is only by being 
more professional that we can offer better advice to those our industry is serving. 

Transparency between the industry and consumers is also crucial. We need to strive to ‘make  
things simple’ for consumers – be they business or personal customers – including the need for 
simple, clear and transparent policy wordings and processes. Changing the way we communicate 
with customers is not a short sprint but a marathon. I do hope that in my year I can help to set  
us on course for that marathon and persuade CII members and future presidents that it is our  
ongoing responsibility to ultimately win the race.

The last and by no means least part of my ‘One Voice’ agenda is the need to continue to work hard 
at attracting and retaining talent. The CII’s work on helping to develop the new apprenticeship 
framework and its excellent Discover Risk initiatives are all massive steps in the right direction,  
but for them to truly succeed we need members to step up to the plate and to take part. 

So in summary, it is only by uniting as one voice that we can promote the value of insurance,  
attract the best talent and help build more trust and confidence in our sector.
 

 
Ashwin Mistry OBE ACII
Chartered Insurance Broker
CII President 
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Professionalism in practice 

As	the	premier	professional	body		
for	the	financial	services	profession,	
the	CII	promotes	higher	standards	of	
integrity,	technical	competence	and	
business	capability.

With	over	115,000	members	in	more	
than	150	countries,	the	CII	is	the	world’s	
largest	professional	body	dedicated	to	
this	sector.	

Success	in	CII	qualifications	is	universally	
recognised	as	evidence	of	knowledge	
and	understanding.	Membership	of	the	
CII	signals	a	desire	to	develop	broad	
professional	capability	and	subscribe		
to	the	standards	associated	with	
professional	status.

The	CII	works	with	businesses	to	develop	
bespoke,	company-wide	solutions	
that	ensure	competitive	advantage	by	
enhancing	employees’	technical	and	
professional	competence.	

Individually,	CII	members	are	able		
to	drive	their	personal	development	and	
maintain	their	professional	standing	
through	an	unrivalled	range	of	learning	
services	and	by	adhering	to	the	CII	Code	
of	Ethics.

www.cii.co.uk

The Chartered Insurance Institute (CII)
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Welcome to the leading professional body for 
insurance and financial services.

As a member you now have access to a vast range 
of career support and professional development 
services.

Supporting professionalism
The	CII	is	a	diverse	community	of	over	115,000	
individuals	in	more	than	150	countries.	As	
members,	we	all	share	a	common	commitment	to	
maintaining	and	promoting	professional	standards	
of	competence,	relevance	and	integrity.

This	is	achieved	through	a	combination	of	different	
actions,	including	completion	of	appropriate	
qualifications,	the	undertaking	of	continuing	
professional	development	(CPD),	and	adhering	to	a	
published	ethical	code.

As	a	member	you	must	attain	and	then	maintain	
your	own	professional	status,	and	this	guide	details	
the	support	we	offer	to	help	you	do	this.

Your professional development

Whether	you	are	starting	out	in	your	career,	studying	
for	your	first	qualification,	or	moving	into	a	new	
field,	CII	membership	will	help	you	develop	and	then	
maintain	your	knowledge.

Pages	28–29	offer	an	introduction	to	the	range	of	
qualifications	and	learning	we	offer	–	including	
exclusive	member	discounts	–	so	you	can	map	out		
a	pathway	to	meet	your	career	aims.

Maintaining	knowledge	is	as	vital	as	gaining	it,		
and	if	you	are,	or	to	become,	a	qualified	member	you		
are	required	to	keep	your	knowledge	up-to-date.		
But	doing	so	is	not	a	burden.	Our	comprehensive	
CPD	scheme	(page	9)	explains	clearly	what	is	
required	and	this	guide	highlights	the	many	tools,	
services,	courses,	events	and	publications	we	
provide	to	make	it	easier	for	you.

Being	a	professional	implies	that	people	who	seek	
your	advice	can	rely	not	only	on	the	accuracy	of	
the	information	you	provide	them,	but	also	on	your	
integrity	in	all	your	business	dealings.	

The	CII	Code	of	Ethics	(page	4)	is	a	practical	
guide	to	help	you	deliver	a	professional	service.	It	
explains	what	we	mean	by	professional	behaviour	
in	all	your	dealings	with	others,	whether	clients	or	
colleagues.	Adherence	to	the	Code	is	a	requirement	
of	all	members.

Getting the most from membership

By	joining	a	community	of	like-minded	professionals,	
membership	of	the	CII	offers	you	many	other	
advantages.

We	offer	online	access	to	a	huge	array	of	knowledge,	
from	market	data	and	regulatory	updates	through	to	
research	reports.	You	will	find	further	information	on	
these	resources	throughout	this	guide.

The	Journal,	our	informative	member	magazine		
(page	26),	is	highly	regarded	for	its	coverage	of	
regulatory	and	market	activity	worldwide.	Published	
bi-monthly,	The	Journal	will	keep	you	abreast	of	
news	from	the	CII,	local	institute	activities	and	
topical	industry	issues.

Our	local	institutes	provide	career	support	on	the	ground	
for	UK	members	(page	24)	and	free	faculty	membership	
delivers	additional	high	quality,	tailored	CPD	
information,	events	and	updates	across	key	disciplines	
and	sectors.	See	page	22	for	further	information.

Don’t miss out...

The	majority	of	our	content	and	information	
is	online	and	email	is	our	principal	method	of	
communication.	To	make	sure	you	don’t	miss	out,	
check	that	we	have	your	correct	email	address	
by	going	to	www.cii.co.uk/mycii	or	by	calling	
Customer	Service	on	+44	(0)20	8989	8464.
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Benefit from membership:

Code of Ethics

Continuing Professional Development

Knowledge 

Faculties

Affinity benefits

Local institutes and global support

The Journal

Qualification and learning discounts

Designations

My CII membership has provided 
me with the tools and ongoing 
support to develop my career in 
insurance. It’s given me access to 
a wealth of insight and guidance, 
which has put me at a distinct 
advantage in my career.

Doan	Nguyen	MA	(Oxon)	ACII
Senior	Engineering	Claims	Adjuster,
Allianz	Global	Corporate	&	Specialty	
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As professionals we commit to maintaining and 
supporting the highest principles of integrity, 
probity and ethical fair dealing.

That means upholding clearly defined and 
objectively measured standards of behaviour. 
These standards are contained within the CII Code 
of Ethics which all members are required to uphold 
as a condition of membership. 

Pure	professionalism,	as	articulated	and	promoted	by	
the	Code	is	a	powerful	business	tool	that	builds	trust.	
And	trust	builds	a	reputation	that	people	value.

Set	out	in	full	below	and	overleaf,	the	Code	
outlines	five	core	duties,	presented	in	a	clear	and	
unambiguous	way	and	supported	by	material	that	
will	deepen	your	understanding	of	the	key	issues.

1.  You must comply with this Code and all 
relevant laws and regulations.

This includes, but is not limited to:

1.1		 dealing	with	the	CII	in	an	open,	clear	and		
co-operative	manner;

1.2		 dealing	with	regulators	in	an	open,	clear	and	
co-operative	manner;	

1.3		 ensuring	regulators	and	the	CII	are	treated	
courteously	and	not	in	a	vexatious	or	frivolous	
manner	and	that	all	queries	are	dealt	with	
promptly;

1.4		 meeting	any	Continuing	Professional	
Development	(CPD)	requirements;	

1.5	 working	not	only	within	the	law	but	also	within	
the	spirit	of	the	law;	

1.6		 if	within	your	control,	making	sure	your	
organisation	is	suitably	regulated	and	has	
effective	compliance	arrangements;	

1.7		 ensuring,	where	required,	you	are	individually	
authorised	or	regulated;	and	

1.8		 reporting	any	breaches	of	the	Code	to	the	CII.	

Where	this	core	duty	conflicts	with	another	core	
duty	this	duty	will	have	priority	over	the	others.	

By	way	of	example,	notwithstanding	core	duty	3,	it	
is	your	duty	to	give	confidential	information	to	the	
relevant	authorities	where	the	information	relates	
to	a	criminal	act	or	fraud	by	your	client.		

Some key questions to ask yourself:

•		Am	I	up-to-date	with	recent	regulatory	and	
legislative	developments?	

•		Am	I	aware	of	general	business	regulatory	
requirements	covering	areas	such	as	advertising,	
data	protection	and	competition?

•		Do	I	take	full	account	of	reports	on	individual	
cases	from	ombudsman	services,	as	well	as	the	
wider	regulatory	and	legal	framework?

•		Do	I	appreciate	the	general	purpose	of	the	rules	I	
am	following,	for	example,	do	I	follow	the	letter	of	
the	regulation	but	fail	to	think	about	the	outcome	
for	my	client?

•		Am	I	aware	of	internal	compliance	arrangements?

•		Do	I	consider	the	compliance	arrangements	within	
my	organisation	are	effective	and	comply	with	all	
relevant	regulations?

•		Am	I	aware	of	how	to	update	or	correct	compliance	
arrangements	or	whom	to	contact	if	they	require	
change	or	update?

2.  You must act with the highest ethical 
standards and integrity.

This includes, but is not limited to:

2.1	 being	honest	and	trustworthy;

2.2	 	being	reliable,	dependable	and	respectful;

2.3	 	not	taking	unfair	advantage	of	a	client,	a	
colleague	or	a	third	party;

2.4	 	not	bringing	the	financial	services	industry	or	
the	CII	into	disrepute	whether	through	your	
actions	in	work	or	outside	work;
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2.5	 	not	offering	or	accepting	gifts,	hospitality	or	
services	which	could,	or	might	appear	to,	imply	
an	improper	obligation;

2.6	 	promoting	professional	standards	within		
the	industry;	

2.7	 	encouraging	your	organisation	to	produce	an	
ethical	code;

2.8	 	making	sure	your	CII	membership	or	chartered	
status	is	described	correctly;	

2.9	 	informing	the	CII	of	any	change	in	your	work	or	
circumstances	which	affect	your	membership	
or	chartered	status;	and

2.10	operating	both	professionally	and	in	a	
financially	responsible	manner	including	
avoiding	personal	insolvency.

Key questions:

•		What	would	an	outsider	think	of	what	I	am	doing,	
and	does	this	matter	ethically?	

•		How	would	my	actions	look	to	the	CII?	

•		Should	I	discuss	my	proposed	actions	with	my	
superior	or	another	appropriate	person	or	the	CII?	

•		Do	I	know	if	my	organisation	has	an	ethical	code	
and	do	I	fully	understand	it?

•		Does	my	organisation	reward	good	ethical	
behaviour?

•		Does	my	organisation	follow	a	whistle-blowing	
policy?

•		How	can	I	promote	trust	in	my	organisation		
and	the	financial	services	industry?

•	Do	people	trust	me?		If	not,	why	not?	

•	Do	I	think	it	is	OK	if	I	don’t	get	caught?

•		Do	I	say	“show	me	where	it	says	I	can’t”	or		
do	I	say	“is	this	ethical”?

•		Why	am	I	being	entertained	or	offered	hospitality?

3.  You must act in the best interests of 
each client.

This includes, but is not limited to:

3.1	 	encouraging	your	organisation	to	put	fair	
treatment	of	clients	at	the	centre	of	its	
corporate	culture;

3.2	 	basing	your	decisions	on	a	clear	understanding	
of	client	needs,	priorities,	concerns	and	
circumstances;

3.3	 	giving	your	client	all	the	information,	of	which	
you	are	aware,	which	is	needed	for	your	client	

to	make	an	informed	decision	provided	that	
information	is	not	confidential	to	another	
client;	

3.4	 	making	sure	the	promises	you	make	to	clients	
about	a	product’s	performance	and	the	after	
sale	service	are	true;

3.5	 	respecting	confidential	information	of	clients,	
former	clients	and	potential	clients;	

3.6	 	ensuring	you	do	not	use	information	from	
work	improperly	and/or	to	your	personal	or	
business	advantage;

3.7	 	turning	down	work	where	a	conflict	of	interest	
exists	between	you	or	your	employer	and	the	
client;	and

3.8	 	refusing	to	act	where	a	conflict	of	interest	
exists,	save	where	acting	in	these	
circumstances	is	expressly	permitted	by		
a	regulator.	

A	conflict	of	interest	is	a	situation	in	which	someone	
has	competing	professional	or	personal	interests.	
Depending	on	the	circumstances,	there	may	be	a	
perceived	rather	than	an	actual	conflict	of	interest.	
Both	perceived	and	actual	conflicts	must	be	dealt	
with	appropriately.

Conflicts	of	interest	can	arise	where:	

•		you	owe,	or	your	firm	or	employer	owes,	separate	
duties	to	two	or	more	clients	in	relation	to	the	
same	or	related	matters	and	those	duties	conflict,	
or	there	is	a	significant	risk	they	may	conflict;	or

•		your	duty	to	act	in	the	best	interests	of	any	client	
conflicts,	or	there	is	a	significant	risk	it	may	
conflict,	with	your	own	interests.

Key questions:

•	Am	I	acting	fairly	towards	this	client		
or	my	employer	or	my	colleagues?	

•	Are	my	opinions	and	statements	objective?	

•	Am	I	being	honest	and	truthful?	

•	How	can	I	better	help	my	client	to	make	capable	
and	confident	decisions?

•	Would	I	like	to	be	treated	in	this	way	if	I	were		
a	client?	

•	Is	this	in	the	best	interests	of	my	client	or		
my	bonus?

•	Do	I	try	to	cover	up	my	mistakes?



•	Does	my	organisation	reward	arrangements	that	
deliver	fair	treatment	to	customers	as	well	as	offer	
incentives	to	help	employees	grow	the	business?

•	Are	employees	rewarded	in	ways	which	encourage	
them	to	put	their	client’s	best	interests	first?

•	If	the	client	is	vulnerable,	what	extra	steps		
can	I	take	to	make	sure	I	act	in	my	client’s		
best	interest?

•	How	can	I	help	my	clients	to	understand		
financial	services?

•	Do	I	provide	clear	information	pre	and	post	sale?

•	Do	I	listen	to	my	clients	or	just	hear	them?

•	Will	acting	for	this	client	compromise		
my	position?

•	If	I	act	for	this	client	will	it	harm	them	or	be	to	the	
detriment	of	another	client?

4.  You must provide a high standard  
of service. 

This includes, but is not limited to:

4.1	 	communicating	with	each	client	in	a	way	
that	is	accurate	and	straightforward	and	
expressed	in	a	way	that	the	individual	client	
can	understand;	

4.2	 	being	transparent	about	fees	and	other	costs;

4.3	 	making	sure	reasonable	steps	are	taken	to	
ensure	all	advice	is	accurate	and	suitable	for	
the	individual	client;

4.4	 	obtaining	and	providing	clear	information	
before,	during	and	after	the	point	of	sale;

4.5	 	ensuring	adequate	and	correct	records		
are	kept;

4.6	 	acting	with	skill,	care	and	diligence;

4.7	 	acting	only	within	your	ability	and	
authorisation	and	seeking	help		
where	necessary;

4.8	 	ensuring	your	knowledge	and	expertise	is	kept	
up-to-date	and	relevant	for	your	work;

4.9	 	ensuring	those	who	work	for	you	have	
appropriate	training	and	supervision	
and	contributing	to	their	learning	and	
development;	and

4.10	 	if	it	is	within	your	control,	making	sure	your	
firm	has	a	clear	written	complaints	procedure	
which	is	followed.

Key questions:

•	Do	I	do	what	I	say	I	will	do	and	do	it	when		
I	say	I	will?

•	How	can	I	improve	the	service	I	give	my	clients?

•	Am	I	approachable?

•	Do	I	give	and	receive	constructive	feedback	to/
from	colleagues?

•	Does	my	organisation	seek	feedback	from	clients?

•	Does	my	organisation	have	a	swift	and	effective	
mechanism	for	resolving	complaints?

•	Do	I	learn	from	complaints?

•	Do	I	take	complaints	seriously?

•	Can	I	improve	my	knowledge	by	additional	
training?

•	Do	I	encourage	subordinates	to	increase	their	
knowledge?

•	Do	I	ask	for	help	when	I	need	it?

•	Does	my	organisation	have	systems	for	managing	
paperwork	and	data	which	work?

•	Does	my	organisation	assess	customer	
satisfaction	and	provide	feedback	to	employees?

5.  You must treat people fairly regardless of:
 • age;
 • disability;
 • gender reassignment;
 • pregnancy and maternity;
 • marriage and civil partnership;
 • race;
 • religion and belief;
 • sex; and
 • sexual orientation. 

This includes, but is not limited to:

5.1		 treating	each	person	as	an	individual;	

5.2		 challenging	and	reporting	unlawful	or	
otherwise	unfair	discriminatory	behaviour	and	
practice;	

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

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

6 | For further information go to www.cii.co.uk/code
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5.5		 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	might	happen;	and	

5.6		 if	it	is	within	your	control,	making	sure	
processes	and	procedures	do	not	discriminate.	

You should be aware:

•	disability	is	defined	as	a	physical	or	mental	
impairment	which	lasts,	or	will	last,	for	over	a	
year	and	which	adversely	affects	the	individual’s	
capacity	to	undertake	day	to	day	activities.	It	
includes	conditions	as	diverse	as	dyslexia	and	
cancer;

•	race	includes	ethnic	or	national	origin,	colour	and	
nationality;	and

•	religion	and	belief	includes	non	religious	beliefs	
(including	no-religion)	and	philosophical	beliefs	
which	impact	upon	the	way	in	which	an	individual	
chooses	to	live	their	life.

Key questions:

•	If	I	belonged	to	any	of	these	protected	
characteristics,	would	I	feel	unfairly	
disadvantaged?	

•	Is	what	we	are	asking	for	more	difficult	for	this	
person	to	achieve?	And,	if	so,	is	the	thing	we	want	
really	necessary	or	can	we	make	an	adjustment	to	
make	it	easier	for	the	person	to	achieve?

•	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	practice	to	ensure	that	these	comply?

•		Does	my	organisation	create	unnecessary	hurdles	
for	this	person?

For further information go to www.cii.co.uk/code |7
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Additional free 
ethics support
The	following	additional	guidance	is	available	to	
help	enhance	your	appreciation	of	the	Code	and	
what	it	is	designed	to	achieve:

• Online ethics course	–	What	is	meant	by	‘ethics’?	
This	free	online	course	explores	what	ethics	mean	
in	the	business	context,	with	reference	to	insurers,	
brokers	and	financial	service	organisations.	It	
includes	examples,	case	studies,	question	and	
answer	sessions	and	links	to	find	out	more.		
See	www.cii.co.uk/code

• Code of Ethics – Your practical guide –	with	case	
studies	to	help	you	understand	the	five	principles	
which	underpin	the	Code.		
See	www.cii.co.uk/code

• Guidance papers – a	series	of	papers	to		
offer	guidance	on	culture	and	ethics	within		
your	organisation.		
See	www.cii.co.uk/guidance

The	CII	Code	of	Ethics	is	subject	to	regular	review	to	ensure	it	remains	relevant	and	appropriate.		
This	published	Code	has	been	updated	to	improve	clarity	and	to	reflect	recent	changes	introduced	by	the	
Equality	Act.	This	updated	version	came	into	force	on	14th April 2014.

Please note:	Failure	to	comply	with	the	Code	may	result	in	disciplinary	action	being	taken	against	you	
and,	where	upheld,	details	will	be	published	along	with	your	name	and	employer’s	name	in	The	Journal	
and	on	the	CII	website.

For	further	details	visit	www.cii.co.uk/code
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Continuing Professional Development (CPD) is 
essential for every professional, ensuring you 
keep your skills and knowledge up-to-date and 
in turn remain competent. And, if you hold a CII 
qualification, compliance with the CII CPD scheme 
is a requirement of membership.

CII	qualified	members	are	those	entitled	to	use	
any	of	the	following	qualification	designations	and	
titles	(and	any	derivatives	of	the	same):	CII	(Award);	
Cert	CII;	Dip	CII;	ACII;	FCII	and	Chartered	Broker/	
Insurer/	Insurance	Practitioner.	

Please	remember	that	failure	to	comply	with	the	CII’s	
CPD	requirements	will	result	in	disciplinary	action,	
such	as	the	withdrawal	of	the	right	to	use	your	
qualification	designation	and/or	Chartered	title.	

Why is CPD important?

CPD	is	a	common	requirement	for	qualified	members	
of	professional	bodies,	reflecting	the	fact	that,	in	
today’s	fast	changing	world,	knowledge	gained	
through	qualifications	quickly	dates.	

Equally,	member	qualification	designations	are	not	
simply	an	indicator	of	study	completed,	but	also	a	
demonstration	of	your	commitment	to	keep	your	
knowledge	current.

Typically,	most	insurance	practitioners,	whatever	
their	sector	specialism	or	job	role,	undertake	
professional	development	in	the	course	of	their	
employment	to	remain	competent	and	up-to-date.

The	CII	CPD	scheme	provides	a	practical	framework	
for	ensuring	development	is	addressed	in	a	
structured	way	to	meet	your	needs	and	those	of	your	
employer,	as	well	as	the	requirements	of	the	CII	as	a	
Chartered	professional	body.

CPD	helps	ensure	that,	as	a	CII	qualified	member,	
you	have	the	knowledge	and	skills	necessary	to	
succeed	in	a	competitive	market.	It	helps	you	to:

•	build	public	confidence	and	credibility	in	your	
professional	knowledge	and	ensures	that	you	adapt	
positively	to	change	by	continuously	updating	skills;

•	develop	your	career	goals	by	focusing	on	relevant	
training	and	development;

•	be	more	productive	and	efficient	by	reflecting	on	
your	learning,	and	helping	you	fill	gaps	in	your	
knowledge	and	experience.

What does the scheme involve?

The	scheme	applies	to	all	CII	qualified	members,	
whether	based	in	or	outside	the	UK.

In	summary:	

•	you	must	complete	a	minimum	of	35	hours	of	
compulsory	CPD	each	year,	of	which	at	least		
21	hours	must	be	‘structured’	CPD;

•	although	35	hours	is	the	minimum	required		
by	the	CII,	in	practice,	your	CPD	may	exceed		
this	as	the	actual	requirement	is	determined	
by	your	individual	development	needs	in	any	
12-month	period;

•	for	an	activity	to	be	eligible	as	CPD	it	must	be	a	
minimum	of	30	minutes	in	duration.	A	group	of	
different	activities	of	less	than	30	minutes	each	
undertaken	to	meet	a	specific	learning	outcome	
can	be	combined	and	recorded	together;	and

•	you	must	keep	a	record	of	CPD	activity	you	
complete.	But	note	that	the	scheme	is		
self-certifying.	Development	activities	should	
only	be	recorded	if	they	have	assisted	your	
professional	development.

Continuing Professional 
Development
cii.co.uk/cpd

CP
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Structured and unstructured CPD
Structured CPD	is	any	formal	learning	activity	
designed	to	meet	a	specific learning outcome	
(this	is	what	an	individual	is	expected	to	know,	
understand	or	do	as	a	result	of	their	learning).	An	
example	would	be	attending	a	technical	lecture	to	
understand	the	implications	of	the	Bribery	Act.	

Structured	learning	activities	typically	include,	but	
are	not	limited	to:

•		studying	for	or	sitting	examinations,	tests		
and	assessments

•		participating	in	seminars	(web-based	or	in	person)

•		lectures

•		conferences

•		workshops

•		on-the-job	training

•		courses	and

•		completing	appropriate	elearning.

Unstructured CPD	is	any	activity	you	consider	
to	have	met	a	learning outcome,	but	which	may	
not	have	been	specifically	designed	to	meet	your	
development	needs.	You	might	include	reading	a	
trade	publication	with	a	technical	article	on	a	topic	
for	which	you	have	a	development	need,	which	
you	have	read	as	part	of	your	normal	day-to-day	
activities,	rather	than	reading	this	to	meet	a		
specific	learning	need.

Suitable CPD activities

A	detailed	indicative	list	of	suitable	activities	is	
provided	online,	including	but	not	limited	to:	
training	courses	and	workshops;	conferences;	
seminars	and	webinars;	on-the-job	training;	
studying	for	and	sitting	an	examination;	pro-bono	
work	and	mentoring.

An	extract	is	shown	below.	

The	list	of	suitable	CPD	activities	is	constantly	
being	refined	and	updated	to	reflect	evolving	
development	activity.	For	the	current	listing	and	for	
further	guidance	please	go	to	www.cii.co.uk/cpd

Extract from ‘CPD guidance for CII members’

Development 
activity

Definition Types of evidence you should 
look to keep as proof of 
completion

Structured or unstructured?

Examination 
and tests

Any	one	
examination,	test	
or	assessment	
offered	by	an	
examining	body	
which	is	business	
related,	including	
all	related	study	
and	time	spent	in	an	
examination	sitting.	

•	 	Copy	of	qualification	
certificate	or	exam/
test/assessment	entry	
confirmation	(if	not	CII)

•	 	Copy	of	exam/test/
assessment	syllabus		
(if	not	CII)

•	 	Information	received	from	
your	employer	(if	applicable).

Structured
This	involves	activity	which:
•	 	has	stated	learning	outcomes,	activity	

designed	to	address	these;	and	some	
form	of	assessment	or	reflection;	and

•	 addresses	an	identified	learning	need.

Formal 
discussions/
meetings

Discussions	
facilitated	by	a	third	
party	(internal	or	
external).
Participation	may	
include	focus	
groups,	research	
initiatives,	
committees	
or	technical	
events.	Excludes	
attendance	at	social	
events	and	client	
sales/	promotional	
meetings.

•	 Meeting	agenda	or	any	
written	details	of	the	purpose	
of	the	discussion

•		Official	minutes	of	the	
meeting/discussion	or	
written	confirmation	of	
your	participation	by	the	
organisers

•		Written	confirmation	of	
your	participation	by	the	
organisers	(if	not	CII/PFS)

•		Copies	of	research	results.

Normally unstructured
This	involves	activity	which	does	not	
have	stated	learning	objectives,	and	
supporting	activity	and	assessments	
designed	to	reinforce	these.	Instead	
these	typically	cover	identified	learning	
points	incidentally.

10 | For further information go to www.cii.co.uk/cpd
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Recording your CPD

You	can	use	any	method	to	record	your	CPD,	but	it	must	
provide	the	following	information:

•	your	learning	and	development	needs;

•	the	activities	you	have	undertaken	to	meet	these;

•	whether	the	activity	was	structured	or	unstructured;

•	the	hours	you	have	recorded	against	each	activity;	and

•	a	reflective	statement	of	the	outcomes	achieved,	
answering	the	question:	“Did	the	activity	meet	my	
learning	needs?”

We	recommend	electronic	recording	for	ease	of	
updating	and	submission.	To	support	this	we	have	
developed	a	free	online	CPD	planning	and	recording	
tool	and	have	also	recently	launched	a	CPD	app	(see	
below	for	further	information).	Paper	submissions	
can	also	be	made.

You	should	keep	any	evidence	of	the	activity	
you	have	completed,	for	example,	a	certificate	of	
attendance,	as	we	may	ask	to	see	this	if	your	record	
is	selected	for	review.

Submitting your CPD record

You	only	need	to	submit	your	CPD	record	if	the	CII	
requests	to	see	it.	Typically,	we	randomly	sample	
up	to	ten	per	cent	of	members’	records	annually	to	
check	they	have	been	fully	and	correctly	completed.

For	full	details	on	the	CII	CPD	scheme,	visit		
www.cii.co.uk/cpd

For further information go to www.cii.co.uk/cpd | 11
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Manage your 
CPD records on 
the go with our 
smartphone app

Apple App Store Google Play

The ‘CII CPD’ app is available to download on your Apple or Android device, 
enabling you to manage your CPD record anywhere, anytime.

Download ‘CII CPD’ today from the Apple App Store or Google Play and 
login using your CII PIN or email address and password.



This	section	focuses	on	the	range	of	CII	produced	
and	commissioned	reports	and	papers	available	to	
you.	Information	on	further	CPD	support	can	be	found	
throughout	this	guide.	

Membership briefings

This	package	of	exclusive	briefings	and	policy	
updates	tells	you	all	you	need	to	know	about	key	
issues	–	governmental,	regulatory,	UK	and	non-UK	–	
facing	the	insurance	sector.	These	include	guidance	
on	the	UK’s	evolving	regulatory	regime.

CII	briefings	can	be	found	at:		
www.cii.co.uk/briefings

Papers in professionalism

What	does	professionalism	mean?	What	does	it	
mean	to	be	a	professional?	This	series	of	reports	
explores	modern	theories	of	professional	status	and	
how	they	connect	with	consumers,	regulators	and	
media	–	and	how	being	a	professional	is	the	key	to	
trust,	respect	and	success.

CII	papers	in	professionalism	can	be	found	at:	
www.cii.co.uk/insight

Your	membership	gives	you	access	to	a	vast	range	
of	content	and	services	to	help	you	meet	your	
development	needs.	This	includes	market	reports		
and	technical	papers,	online	publications	from	the	
CII	and	other	industry	experts,	webinars,	events	and	
much	more.

12 | For further information go to www.cii.co.uk/cpd
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Future Risk series

It’s	the	task	of	the	CII	to	confront	the	big	questions.	
Global	warming,	political	instability,	the	impact	
of	technological	change	and	demographics.	This	
report	looks	at	the	challenges,	responsibilities	
and	opportunities	facing	the	insurance	market	as	
the	world	strives	to	cope	with	an	increasing	–	and	
increasingly	old	–	population.

To	find	out	more	about	the	CII	Future	Risk	series	visit:	
www.cii.co.uk/insight

Thinkpieces

The	CII	actively	promotes	debate	in	the	insurance	
profession	across	a	range	of	topical,	global	issues.		
The	Thinkpiece	series	carries	the	views	of	
independent	subject	experts	on	issues	as	diverse	as:	
cyber	risk;	ethics	and	economics;	and	resilience	in	
retirement.	Thinkpieces	include	reflective	questions	
and	can	count	as	structured	CPD.

CII	Thinkpieces	can	be	viewed	at:  
www.cii.co.uk/thinkpiece

Guidance documents

To	support	you	in	your	everyday	work,	we		
produce	guides	covering	a	range	of	topics		
including	apprenticeships,	equality	and	diversity	
and	ethical	culture.

CII	guidance	documents	can	be	found	at:		
www.cii.co.uk/guidance

Research papers

As	well	as	reporting	developments	in	the	regulatory	
and	political	sphere,	we	also	undertake	research	
that	helps	members	gain	an	insight	into	a	range	of	
different	topics.	

CII	research	papers	can	be	found	at:		
www.cii.co.uk/research

For further information go to www.cii.co.uk/cpd | 13
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Access key market information through our 
comprehensive collection of insurance and 
financial services publications, reports and 
documents.

For	reference,	or	research,	or	to	support	your	
learning,	our	Knowledge	service	provides	you		
with	access	to	a	vast	array	of	materials.

Online resources

A	wide	range	of	technical	and	market	information	is	
available	online,	and	includes:

•	Fact files	–	over	50	in-depth	technical	guides	
written	by	experts	in	the	field	and	regularly	
updated.

• Insurance lecture transcripts and videos	–	all	
available	content	from	the	Insurance	Institute	of	
London’s	current	lecture	programme.

•	Guide to types of insurance	–	compiled	by	
skilled	subject	matter	experts,	explaining	the	
different	types	of	insurance	for	anyone	new	to	the	
insurance	sector,	or	those	looking	to	gain	more	
information	on	specific	areas.

• eBooks –	over	1000	industry	books	and	reference	
texts	on	a	wide	range	of	subjects.

•	Dictionaries of insurance terms	–	covering	
insurance,	banking	and	finance.

•	Soft-skills guides	–	an	expanding	collection	of	
	 downloadable	eBooks	on	a	wide	range	of	

soft-skills	topics	including	customer	services,	
diversity,	change,	redundancy,	interviewing,	
managing	people,	negotiating,	report	writing,	risk	
assessment,	social	media	and	more.

•	AXCO snapshots	–	market	profiles	on	180	countries	
detailing	general	information	on	the	country,	its	
economy,	insurance	market	and	politics.

• Industry trends and opportunities reports	–	
providing	online	data,	analysis	and	advisory	
services	on	key	growth	economies	and	sectors	
covering	risk	assessments,	forecasts,	industry	
analysis	and	market	intelligence.

•	FCII dissertations	–	an	archive	of	sample	
dissertations	spanning	over	20	years.

Qualification enrollees 

If	you	are	studying	for	CII	qualifications	with	written	
exams	(Diploma/Advanced	Diploma),	you	can	
download	past	exam	papers	with	model	answers.	

You	can	also	access	supplementary	reading	listed	
on	exam	syllabuses.

Take	a	look	at	the	full	range	of	online	resources	
available	at	www.cii.co.uk/knowledge

Knowledge
cii.co.uk/knowledge

14 | For further information go to www.cii.co.uk/knowledge

New Discovery service
Many	of	the	resources	listed	above	are	now	
available	through	our	Discovery	service,	which	
enables	you	to	search	millions	of	records	to	find	the	
information	you	require.	

This	new	resource	brings	together	material	on	
insurance,	financial	services,	risk	management	
and	disaster	recovery,	as	well	as	resources	on	
leadership	and	management.

The	collection	includes	eBooks,	articles,	market	
reports	and	dictionaries	from	a	number	of	providers,	
all	of	which	are	available	online.	You	can	also	
download	and	borrow	eBooks	on	your	PC,	mobile		
or	tablet	device.

Find out more at www.cii.co.uk/Discovery
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Visit the library

Members	have	free	access	to	the	CII	library	located	
at	20	Aldermanbury,	London.	The	library	houses	a	
specialist	collection	dedicated	to	insurance,	risk	
and	related	financial	services,	and	is	the	largest	
of	its	kind	in	the	UK	and	one	of	the	largest	in	the	
world.

Although	our	primary	focus	is	within	the	UK,	the	
collection	has	increased	its	international	focus	in	
recent	years.	Our	coverage	is	near	comprehensive	–	
if	we	don’t	hold	the	information	you’re	looking	for,	
then	is	probably	hasn’t	been	published.

The	library	provides	an	ideal	base	for	private	study,	
and	a	small	number	of	PCs	are	available	for	use	and	
to	access	our	online	resources.	Wi-Fi	is	available	
within	the	library	if	you	wish	to	use	your	own	laptop.

Library content includes:

•	15,000	books	and	reports,	including	copies	of	all	
CII	study	texts	

•	200	magazines	and	periodicals

•	Subscriptions	to	AM	Best	and	Timetric	Insurance	
and	UK	Financial	Services	Intelligence	Centres,	
offering	worldwide	and	in-depth	coverage	of	
insurance	and	financial	services	market	data

•	Unpublished	works	unique	to	the	collection	such	
as	FCII	dissertations.

Research assistance

Library	staff	are	happy	to	help	carry	out	research	for	
members	who	need	access	to	hard	copy	materials	
and	are	unable	to	visit	in	person.

As	a	member	you	can	borrow	books	by	post	for	
delivery	to	European	countries.	You	can	also	order	
photocopies	or	printouts	from	library	stock	and	
other	material.	Copies	can	be	sent	anywhere	in	the	
world	in	hard	or	soft	copy	(subject	to	copyright).

Please note:	Additional	charges	may	apply	for	
reference	works	and	any	postage	costs.	

To	find	out	more	and	to	access	the	online	library	
catalogue,	visit	www.cii.co.uk/library

For further information go to www.cii.co.uk/knowledge | 15



High	quality	information	is	the	lifeblood	of	
business.	Relevant,	accurate	and	current	data	is	
essential	in	making	the	right	decisions.	The	more	
we	know,	the	more	confidence	we	can	have	in	our	
strategies.	This	applies	in	every	business,	large	or	
small,	wherever	it	is	located.

Our	Knowledge	service	boasts	access	to	a	wealth	of	
market	data.	We	have	built	this	valuable	resource	

thanks	to	the	strength	of	the	relationships	we	enjoy	
with	organisations	across	the	market,	and	a	taste	of	
the	sort	of	information	we	can	supply	can	be	found	
on	the	following	pages.

Take	a	look	at	the	full	range	of	market	data	
available	through	our	Knowledge	service	at		
www.cii.co.uk/marketdata

United Kingdom

Top 25 UK insurance brokers by brokerage

16 | For further information go to www.cii.co.uk/marketdata
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Source:	Insurance	Times	partners	with	IMAS	to	produce	the	
annual	Top	50	Brokers	publication	in	which	this	data	appears.	
For	more	information	visit	www.insurancetimes.co.uk
(1)		Figures	extracted	from	US	SEC	Form	10K	for	UK	business
(2)			Annualised	figures	to	reflect	material	acquisitions	in	current	

financial	year

(3)			Annualised	figures	to	reflect	material	disposals	in	current	
financial	year

(4)		Management	provided	information		
(5)		Annualised	for	changed	year	end		
(6)				Excludes	employee	benefits	business	
Please note:	Percentage	change	based	on	actual	prior-year	figures,		
so	may	differ	from	last	year’s	Top	50	where	estimates	were		
given	by	individual	companies.

Market data

2014 2013 Company name Current year Brokerage Brokerage 
change

Costs EBITDA

1 1 Aon	(4) Dec-13 £734,900 1.1% £616,240 £128,694

2 2 Marsh Dec-13 £730,900 3.1% £562,600 £204,000

3 3 JLT	Group	(6) Dec-13 £723,900 7.9% £574,000 £149,900

4 4 Willis Dec-13 £609,539 8.4% £472,136 £149,510

5 8 Arthur	J	Gallagher	International	(1,2) Dec-13 £603,504 73.6% n/a n/a

6 6 BGL	Group	(4) Dec-13 £544,149 22.0% £449,808 £90,568

7 7 The	Towergate	Partnership	(6) Dec-13 £377,000 2.8% n/a £94,287

8 9 Swinton	Group	(4) Dec-13 £304,768 1.1% £277,510 £64,718

9 5 AA	Insurance	Services Jan-14 £259,500 -4.4% £133,800 £131,700

10 10 Cooper	Gay	Swett	&	Crawford	(4) Dec-13 £230,500 2.5% n/a n/a

11 13 Hyperion	Ins	Group	(2) Sep-13 £190,045 28.1% £120,521 £45,736

12 12 Lockton	(4) Apr-14 £180,615 5.2% £175,840 £18,331

13 11 Ageas	Retail	(4) Dec-13 £176,966 -13.2% £147,303 £34,628

14 14 Hastings	Insurance	Services	(4) Dec-13 £171,541 20.4% £132,791 £51,751

15 15 Bluefin	Insurance	Group	(4) Dec-13 £117,567 -1.5% £93,191 £25,005

16 18 R	K	Harrison	Group Jun-13 £115,459 24.3% £92,088 £28,960

17 16 Miller	(4) Apr-14 £112,868 5.2% £66,310 £25,286

18 19 Brightside Dec-13 £88,613 -2.9% £76,953 £18,715

19 21 Jelf	(2) Sep-13 £80,844 -1.8% £76,688 £11,847

20 24 A-Plan Feb-14 £61,520 10.4% £39,800 £22,658

21 25 THB	Group	(4) Dec-13 £60,905 13.0% £58,905 £6,324

22 23 Endsleigh	Insurance	Services Dec-13 £58,896 -1.1% £51,964 £12,716

23 29 Price	Forbes	(4) Dec-13 £53,677 19.0% £44,839 £10,313

24 27 Adrian	Flux	(4) Sep-13 £51,758 9.8% n/a n/a

25 31 Tyser	&	Co Dec-13 £43,777 8.0% £35,349 £9,086
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2014 2013 Company Based in Market value $ million

1 1 Berkshire	Hathaway U.S. 308,090.6

2 2 Allianz Germany 77,544.3

3 3 American	International	Group U.S. 72,466.6

4 4 AXA France 62,904.9

5 5 Zurich	Financial	Services Switzerland 45,745.6

Source:	FT	500	2014
Data	is	for	the	fiscal	year	ending	31/12/2013.

World’s largest insurance brokers by 2013 brokerage revenues
Ranking

Name Based in

Brokerage $ million

2013 2012 2011 2013 2012 2011

1 1 1 Marsh	&	McLennan	Cos	Inc USA 12,270 11,924 11,519

2 2 2 Aon	P.L.C. UK 11,787 11,476 11,228

3 3 3 Willis	Group	Holdings	P.L.C. UK 3,633 3,458 3,414

4 4 4 Arthur	J.	Gallagher	&	Co USA 2,742 2,385 2,091

5 n/a n/a Jardine	Lloyd	Thompson	Group	P.L.C. UK 1,746 n/a n/a

Source:	Business	Insurance

International

Top five non-life insurance companies internationally by revenue



www.ipsgroup.co.uk

Specialist Recruitment in the City of London, 
across the UK and Globally

“Thank you for all the guidance and advice, I will not hestitate to recommend IPS to friends and colleagues”.

“I think your organisation is extremely efficient and would willingly recommend it to anyone”.

“Thank you for your outstanding work in finding me a job so quickly”.

“Thanks for all your help. This is a fantastic opportunity for me with a fantastic company”.

“As you know I found IPS to be by far the most professional, efficient and productive”.

London
Birmingham

Leeds

Manchester
Southampton

Bristol

Offices in Europe, Asia Pacific and the US:
Hong Kong
Shanghai

Singapore
Chicago

Switzerland

www.ipsgroup.co.uk www.ipsgroup.chwww.ipsgroupasia.com www.ipssearch.com

IMAS-insight 
A new market intelligence 
tool for brokers
IMAS Corporate Finance and Insurance Times 
are working together to make IMAS’ proprietary 
technology freely available to brokers.

Understand how 
your competitors are 
faring with the most 
up-to-date FCA data, 
refreshed weekly.  
Register for email 
alerts on companies 
and/or individuals 
to keep abreast of 
developments

Identify new entrants 
to the market and 
who works there.  
Track changes in 
approved persons to 
get early warning of 
competitor expansion

Analyse the structure 
of the market using 
proprietary industry 
classifi cations and 
identify who might 
be evaluating 
strategic options

1

2

3

Try IMAS-insight today at 
www.insurancetimes.co.uk/IMAS
Sharing knowledge to build knowledge

IMAS Corporate Finance is a leading independent M&A adviser with an exclusive focus on the UK 
fi nancial services sector, serving private companies, private equity fi rms and publicly listed companies.

Our clients value the confi dentiality that we are able to maintain throughout a process given our granular 
knowledge of the UK market. The investment we have made in IMAS-insight, alongside our deep 
industry knowledge, enables us to run bespoke and highly targeted processes, resulting in optimal 
terms for our clients.



The	data	and	commentary	in	this	section	has	been	
supplied	by	Insurance	Personnel	Selection	(part	
of	the	IPS	Group)	and	is	published	here	by	special	
arrangement	with	Insurance	Personnel	Selection,	
who	own	all	rights.

The	tables	give	salary	projections	for	2015	based	
on	data	collected	in	late	2014,	compiled	using	
the	details	of	the	55,000+	applicants	on	the	IPS	
database	and	the	expertise	of	specialist	consultants	
in	each	area	of	the	market.	Figures	for	the	London	
market,	executive	and	board	appointments	and	
some	specialist	roles	have	not	been	included	due	to	
the	complexity	of	the	data.

Salaries	will	vary	with	the	calibre	and	competence	
of	employees	and	the	size,	profitability	and	
specialisation	of	the	employing	company.	The	
figures	given	are	averages	which	represent	the	
majority	of	staff	fulfilling	the	specific	role	(the	
industry	average).	Such	individuals	will	typically	

possess	average	educational	qualifications	
and	have	made	progress	towards	an	industry/	
professional	qualification.	These	individuals	are	
usually	a	good	prospect	for	further	promotion.	
Some	figures	have	been	omitted	either	because	
staff	with	experience	in	a	particular	role	would	have	
progressed	beyond	the	salary	banding	to	the	next	
position	or	because	the	role	could	not	be	performed	
by	junior	or	inexperienced	staff.

Visit	www.cii.co.uk/salarydata	to	access	the		
full	report.

Alternatively,	for	further	information	on	all	areas	
contact	an	IPS	consultant	on	020	7481	8111	
quoting	“CII	Knowledge”	as	your	reference	or	email	
ciienquiries@ipsgroup.co.uk
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London retail broking house technical staff  

Position and salary level banding Number of years’ experience in insurance

1–3 4–6 7–10 11–15 16 +

Technical/Account	handler £30,000 £36,000 £38,500 £39,000 £42,500

Account	handler/Junior	account	executive £33,500 £38,000 £44,000 n/a n/a

Account	executive n/a £41,000 £49,000 £53,000 £63,000

Account	director n/a £58,000 £63,000 £75,000 £94,000

Research	in	this	section	carried	out	by	Christopher	Dickman.	

The	continued	uncertainties	in	the	economy	has	created	considerable	business	challenges	for	many	UK	and	global	multinational	
organisations,	which	put	pressure	on	the	insurance	community	serving	them.	

Restraint	has	been	the	theme	of	many	budget/planning	meetings	in	the	global	multinational	sector	and	this	has	impacted	on	the	
salaries	offered	in	salary	reviews.	

Furthermore,	the	spate	of	redundancies	has	also	adversely	affected	average	salary	rates	across	the	board.

London Market graduate and trainees

Level of experience and salary level banding GCSE’s A Level  Graduate

£17,000 £20,000 £24,750

Research	in	this	section	carried	out	by	Alison	Taylor	and		Emma	Lillis.

Salary data
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Position and salary level banding Number of years’ experience in insurance

1–3 4–6 7–10 11–15 16 +

Wordings	technician/Negotiator £26,000 £29,250 £28,500 £29,250 £30,250

Senior	wordings	technician/Negotiator n/a £36,500 £38,000 £40,000 £44,000

Wordings	manager n/a n/a £46,000 £48,000 £53,000

Research	in	this	section	carried	out	by	Tim	Southworth	and	Alison	Taylor.

The	volume	of	wordings	technicians	with	4	years’	plus	wordings	experience	who	leave	their	current	employer	is	negligible.	There	is	
therefore	a	significant	disparity	between	the	salaries	that	need	to	be	offered	to	a	good	wordings	technician	to	join	a	company	and	
those	being	paid	to	individuals	who	stay	with	their	current	employer.	Salaries	in	niche	areas	tend	to	be	higher.

Regional UK broking personal lines staff

Position and salary level banding Number of years’ experience in insurance

0–1 2–3 4–6 7–10 11+

Account	handler £13,000 £16,000 £17,500 £18,000 n/a

Senior	account	handler n/a n/a £20,000 £22,000 £22,000

Branch	manager n/a n/a n/a £25,000 £30,000

Research	carried	out	by	Craig	Coles.	

We	continue	to	see	brokers	willing	to	appoint	candidates	with	a	‘non-insurance’	background	in	order	to	keep	costs	low.		
There	has	been	little	change	in	this	sector	for	some	time	although	manager	level	positions	are	showing	basic	salary	growth	and	
bigger	bonus	incentives.

Regional UK claims staff
Insurer/Internal loss adjuster claims handler

Position and salary level banding Number of years’ experience in insurance

0–1 2–3 4–6 7–10 11+

Household	claims	handler £16,500 £18,500 £21,250 £24,250 £26,000

Commercial	property	claims	handler £17,000 £19,000 £23,000 £28,000 £30,000

AD	motor	claims	handler £16,000 £17,000 £21,250 £22,000 £25,500

Third	party	claims	handler £18,000 £20,250 £23,000 £24,250 £24,500

Motor	personal	injury	claims	handler £17,750 £24,000 £25,500 £28,500 £32,500

Liability	claims	handler £19,500 £24,000 £30,000 £32,000 £40,000

Claims	team	leader n/a n/a £29,000 £33,000 £36,000

Claims	manager n/a n/a £43,000 £55,000 £60,000

Research	in	this	section	carried	out	by	Robert	Plant.	

With	the	opening	of	new	regional	claims	units	and	the	expansion	of	in-house	claims	divisions	within	loss	adjusters	we	have	seen	
a	small	increase	in	salaries	for	individuals	with	2	to	3	years	commercial	property	experience.	The	demand	for	staff	at	this	level	has	
been	far	greater	than	those	with	4+	years	as	internal	promotions	have	opened	up	opportunities	for	new	recruits.	

The	motor	claims	market	has	yet	again	been	static	but	we	are	slowly	seeing	some	improvement	with	the	opening	of	new	regional	
teams.	Salary	levels	have	remained	similar	to	last	year	as	individuals	are	choosing	to	move	for	career	opportunities	ahead	of		
salary	increments.		 	 	 	 	

Liability	claims	handlers	are	still	very	much	in	demand	with	companies	looking	to	source	the	best	talent.	Salaries	are	being	increased	
for	those	who	are	technically	strong	and	candidates	are	now	being	seriously	considered	with	legal	backgrounds.
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Position and salary level banding Number of years’ experience in insurance

0–1 2–3 4–6 7–10 11+

Assistant	underwriter £16,000 £19,750 £23,000 £24,500 £27,500

Servicing	underwriter £18,250 £23,500 £24,000 £28,000 £29,000

Senior	underwriter n/a n/a £35,000 £39,250 £40,000

Development	underwriter n/a n/a £36,500 £38,500 £45,500

Underwriting	manager/Branch	manager n/a n/a n/a £58,500 £72,500

Sales	executive £18,000 £23,000 £31,000 £38,250 £55,000

Business	development	manager n/a £25,500 £38,250 £46,500 £59,250

Client	relationship	manager n/a £24,000 £28,500 £39,250 £50,500

Strategic	distribution	manager/Head	of	business	development n/a n/a n/a £69,000 £81,500

Research	in	this	section	carried	out	by	Stacey	Richards.		 	 	 	 	

Salaries	remain	broadly	static	for	underwriting	and	sales	vacancies	regionally.	Management	appear	to	have	increasing	flexibility	on	
packages	offered	to	attract	high	profile	candidates,	where	it	is	felt	they	can	make	a	difference	to	the	business.		 	

There	has	been	limited	movement	at	a	senior	level	over	the	last	12	months.	The	majority	of	underwriters	moving	companies	have	
been	within	the	1–4	year	experience	range,	moving	mainly	for	more	competitive	salaries.	Where	staff	have	left,	companies	have	
tended	to	promote	from	within,	possibly	to	improve	staff	retention	and	morale	in	a	market	which	is	still	somewhat	unsettled.	 	
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Improve your technical knowledge and 
competence, and support your career development 
through our specialist faculties. 

Our	five	sector/discipline	specific	faculties	
provide	you	with	access	to	a	wide	range	of	tailored	
information	and	services	to	support	you	in	your	role.	

•	Claims	Faculty

•	Underwriting	Faculty

•	Insurance	Broking	Faculty

•	London	Market	Faculty

•	Life	&	Pensions	Faculty

Sector specific information and support

By	joining	a	faculty	you	can	benefit	from	a	wide	
range	of	career-enhancing	support,	including:

•	A	comprehensive	programme	of	half-hour	CPD	
video	seminars	on	a	range	of	topical	issues.

•	A	series	of	research	reports,	examining	issues	as	
diverse	as	commercial	underwriting	skill	sets	and	
fraud	and	digital	insurance.

•	Face-to-face	regional	CPD-based	events.

•	Reduced	member	rates	on	CPD	accredited	events	
from	leading	providers	typically	including:	Incisive	
Media,	Informa,	Insider	Publishing,	Marketforce,	
The	Economist,	the	Association	of	British	Insurers,	
the	Chartered	Institute	of	Loss	Adjusters	and	the	
Royal	Institute	of	Chartered	Surveyors.

•	Monthly	Xpress	email	newsletters	providing	
access	to	analysis	and	guidance	on	faculty-
relevant	technical,	regulatory,	political	and	legal	
developments.

•	Faculty-specific,	member	only	online	discussion	
groups	hosted	on	LinkedIn.

•	A	cross-faculty	general	insurance-focused	‘New	
Generation	programme’	providing	up	to	50	
members	with	access	to	a	specially	designed	
annual	CPD	programme	including	the	opportunity	
to	work	on	a	faculty-specific	project	of	their	own	
choosing.

For	more	information	about	our	faculties,		
visit	www.cii.co.uk/faculties
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Faculties
cii.co.uk/faculties

Not yet a faculty 
member?
Membership	of	a	faculty	is	free.	If	you’re	not	already	
a	faculty	member	you	can	join	at	any	time	online	at 
www.cii.co.uk/joinafaculty

To	join	additional	faculties	please	contact	Customer	
Service	on	+44	(0)20	8989	8464.

Don’t miss out...
Faculty	content	is	typically	delivered	electronically.	
To	make	sure	you	don’t	miss	out,	check	that	
you’ve	told	us	you’re	happy	to	receive	electronic	
communications	from	us.	To	update	your	
preferences:

•	Log	in	to	My	CII	at	www.cii.co.uk/mycii

•	Email	Customer	Service	at		
customer.serv@cii.co.uk

•	Call	Customer	Service	on	+44	(0)20	8989	8464

Start saving today at www.cii.co.uk/perks
Terms and conditions apply to all benefits. See website for further details.

Pick up your Perks
There’s nothing better than knowing you’ve got a bit 
of a bargain.

So why not take advantage of big savings on high  
street brands with Perks, our affinity benefits scheme  
for UK-based CII members.

TRAVEL 
Short breaks  
Package deals 
Car hire
Currency exchange

LIFESTYLE
Restaurants 
Entertainment 
Cinema
Fitness

BUSINESS
Venue hire
Office supplies 
Software
IT training 

ADVICE
Conveyancing 
Tax 
Accounting



Start saving today at www.cii.co.uk/perks
Terms and conditions apply to all benefits. See website for further details.

Pick up your Perks
There’s nothing better than knowing you’ve got a bit 
of a bargain.

So why not take advantage of big savings on high  
street brands with Perks, our affinity benefits scheme  
for UK-based CII members.

TRAVEL 
Short breaks  
Package deals 
Car hire
Currency exchange

LIFESTYLE
Restaurants 
Entertainment 
Cinema
Fitness

BUSINESS
Venue hire
Office supplies 
Software
IT training 

ADVICE
Conveyancing 
Tax 
Accounting



Lo
ca

l a
nd

 g
lo

ba
l

Get dedicated career support through one of our 
60 local institutes in the UK, Channel Islands and 
Isle of Man. 

When	joining	the	CII	you	also	become	a	member	
of	a	local	institute.	These	are	local	hubs	run	
by	dedicated	groups	of	industry	professionals,	
providing	you	with	a	programme	of	services,	
typically	including:

•	Technical,	market	and	regulatory	CPD	events

•	Soft	skills	and	business	related	training

•	Exam	revision	and	local	examination	centres

•	Social	and	networking	activities

•	Student	career	guidance	and	mentoring

•	Local	news	and	market	information

Details	of	all	UK	local	institutes	can	be	found	at	
www.cii.co.uk/local

Enhance your career - join your local  
institute council

Local	institute	councils	are	made	up	of	
professionals	from	across	the	insurance	and	
financial	services	industry	who	volunteer	their	time	
and	support	to	provide	services	to	members	living	
or	working	locally.		

If	you	are	interested	in	connecting	with	other	like-
minded	professionals	in	order	to	help	shape	your	
local	institute	and	make	a	difference	then	simply	
contact	your	local	institute	president	for	an		
informal	chat.	Contact	details	can	be	found	at		
www.cii.co.uk/local

Please note:	New	council	members	are	nominated	
for	election	at	Annual	General	Meetings	which	take	
place	in	March/April	each	year.

International support

More	than	14	per	cent	of	members	are	based	
outside	the	UK	in	over	150	countries.	

To	ensure	we	support	our	members	in	all	territories,	
we	are	investing	heavily	in	our	online	offering.	All	CII	
reports	and	papers	are	available	online	through	our	
ever	expanding	Knowledge	service	offering		
(see	page	14).

We	are	also	delivering	an	increasing	number	of	
webinars	and,	wherever	possible,	we	are	recording	
and	broadcasting	events.	Details	can	be	found	in	
the	various	services	described	in	this	booklet	and	
online.

A	number	of	new	online	CPD	presentations	will	also		
be	made	available	to	our	international	members	
across	2015.	

Details	of	new	offerings	will	be	communicated	to	
you	throughout	2015.
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Local and global
cii.co.uk/local

New online CPD 
resource
As	well	as	the	face-to-face	CPD	events	on	offer	
across	the	country,	all	local	institutes	now	provide	
UK	members	with	access	to	a	varied	programme	of	
online	CPD	each	month.

Covering	a	wide	range	of	topics,	this	online	
initiative	offers	narrated	presentations	typically	
lasting	between	20	and	40	minutes.	

To	ensure	that	you	receive	this	valuable	service	
please	make	sure	we	have	your	current	email	
address	and	that	you	haven’t	opted	out	of	
receiving	electronic	communications.		

You	can	check	and	update	your	contact	details	
and	preferences	through	My	CII	at  
www.cii.co.uk/mycii or	by	calling	Customer	
Service	on	+44	(0)20	8989	8464.
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Keep up-to-date with regulatory developments and 
market activity with our award-winning member 
publication, The Journal. 

The	Journal’s	in-depth	reporting	and	forthright	
opinions	keep	you	up-to-date	with	trends	in	
personal	and	commercial	lines,	and	locates	the	
insurance	sector	within	the	legislative,	regulatory	
and	consumer	context.	Interviews	with	prominent	
figures	sit	alongside	penetrating	analysis	to	give	
readers	a	solid	foundation	of	knowledge	and	insight	
to	use	in	their	professional	lives.

Every	issue	carries	a	diversity	of	articles,	
underpinned	with	news	updates	from	the	local	
institute	and	international	membership	networks,	
making	it	a	richly-rewarding	read.	

Take	a	look	at	the	latest	and	past	issues	of	The	
Journal	online	at	www.cii.co.uk/journal

Editorial regulars include:

•	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	for	those	starting	out	in	the	industry

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

•	Q&A	–	test	your	industry	knowledge	with	our	
regular	quiz

•	Legal casework	–	keeping	you	informed	of	the	
latest	legal	developments

•	Hot topic	–	exploring	a	selected	hot	topic.	
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WE’RE ACTING ON  
YOUR FEEDBACK
Analysing the results of the bi-annual membership survey, Niall Boyd explains 
how we’ll be using the information to make improvements to membership
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“Send regular updates 
on the activities of the CII 
in order to create more 
awareness of all the good 
things you’re doing”

We’re also working to enhance our 
communications with you. We’re conscious that 
it’s easy to get bogged down in the constant 
stream of emails that ping into our inboxes on 
a daily basis. Therefore, we’re working on the 
functionality to give you greater control over 
the types and frequency of communications 
you receive from us, ensuring you only receive 
information from us on the things you want to 
hear about.  

Giving you more CPD
Of our member benefits and services, 
those most valued by members are CPD, 
qualification designations and our ‘Knowledge’ 

service. We asked members what we could 
do to improve existing services and we had 
just over 1,800 responses. A common theme 
was the demand for more CPD.  In response to 
this, we are investing heavily in CPD provision 
through our Knowledge service, faculties and 
local institutes. And we’re aiming to make 
more CPD available online so that you can 
access it at your convenience. 

There’s already great work being undertaken 
by our local institutes to increase CPD 
provision, with over 300 events scheduled to 
take place across the network in 2014. Our 
local institutes have also recently launched 
the first  in a series of 50 narrated online 
CPD presentations. You should have received 
an email from your local institute providing 
access to these.

“More online CPD access 
as it’s not always possible 
to physically attend CPD 
events”
Our next steps....
Once again, thank you to everyone who took 
part in the survey. The results told us that 
overall members value their membership and 
the services we provide and demonstrate their 
support for the CII through their willingness to 
recommend membership to colleagues/friends. 

That being said, there’s still room for 
improvement and we’re already making steps to 
address some of the areas highlighted in your 
feedback. We’ll be in touch over the coming 
months to keep you informed of our plans.  

Niall Boyd, head of membership marketing, CII

What is Net Promoter Score?
Net Promoter Score (NPS) is used as a key metric by many businesses and organisations to 
measure customer loyalty and has a direct link with business growth. The metric is derived from 
responses to the question ‘How likely are you to recommend membership of the CII to a colleague/
friend?’ Respondents who provide a rating of 9-10 are considered ‘promoters’ and those who give a 
rating of 6 or lower are ‘detractors’. The NPS is found by subtracting the 
proportion of detractors from the proportion of promoters.

How did we do? 
Our NPS score remains consistently good at +11. This is a good 
indication of member satisfaction with 39% of those surveyed found to 
be active promoters of membership.

NET PROMOTER SCORE

 In October we invited members to 
participate in our bi-annual membership 
survey to help us better understand your 
experiences and views of membership 
and for us to find out what is important to 
you. We’ve been analysing the results of 

the research and we’d like to share some of the 
key findings with you and what we are doing to 
address your feedback.

Response rates rise
This year, more than 5,600 members took part 
in the research. Encouragingly, that’s a 17% 
increase on response rates from our previous 

Overall our qualified members were most 
motivated to achieve their professional 
qualification by a desire to increase their 
insurance knowledge and understanding. 
Other key motivations were to enhance 
their career prospects and to demonstrate 
competence and commitment to 
professionalism, highlighting the value that 
both individual practitioners and employers 
place on qualifications and designatory titles.

Supporting your studies
To support members with their studies and 
professional development, we provide a wide 
range of resources. Over the past 12 months 
we’ve been doing a lot of work to ensure 
that not only our new but also our existing 
members are aware of the resources available 
to them. From the survey results it’s clear 
that this hard work has paid off as we’ve seen 
significant improvements in awareness, most 
notably in two key areas.
1.  qualification designations (up from 85% 

in 2012 to 97%), signifying an increased 
focus on professionalism and the fact that 
in the current economic climate members 
are much more aware of the need to 
demonstrate their professional credentials

2.  local institute support (up from 73% to 
90%), reflecting the renewed focus within 
the network on CPD provision.

Making the most of membership
There is however more work to do. Whatever 
stage you are at in your career, we want to 
make sure you are aware of the resources 
available to you and that you make use of them 
to help you progress in the profession and 
continue to develop your knowledge. We’ve 
found that where members are aware of our 
services they tend to use them, and those who 
use them find them valuable.

To help ensure you’re making the most of 
your membership we’ve just produced a new 
membership guide which we hope will act as 
a useful reference to the resources available 
to you. You’ll receive a copy with your new 
membership card following renewal. 

“Over 80% of 
members said they 
are getting value  
for money from 
their membership”

+11

Male 
64%

Female
36%

UK69%

  I
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survey. We received responses from a wide 
range of members, varying in age, qualification 
level, length of membership and level of 
experience within the industry. 
We were pleased to have such a positive 
response from our international members. With 
just over 17,000 members based outside the 
UK, their participation in the survey made up 
31% of total responses.

Motivations for joining 
As we expected to find, members said that 
their primary motivation for joining the CII is to 
study towards a CII qualification. 

 7% 25% 24% 26% 15%   3%

under 25 25-34 35-44 45-54 55-64 65+

Age

S U R V E Y  R E S P O N D E N T S
Qualification level

None
Award/FIT

Cert CII
Dip CII

ACII
Chartered

FCII 9%
22%

12%
12%

24%
5%

16%

LOCAL INSTITUTE CPD EVENTS

39%  respondents attended a CPD event 
in last 12 months

90%  rated the event as good or excellent 
in terms of value for money, 
location, content and delivery

73%  members are likely to attend a 
future event
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TOP REASONS FOR JOINING THE CII

had cover (and even those that did have cover 
but were unsure if they’d had to do anything 
different), 28% would find their policies (if they 
have one) invalid due to this mandate. That’s 
worryingly high.”

None of the respondents, who had cyber 
liability insurance, had had to make a claim. 
Mr Tyer adds: “While this could be viewed 
as positive, it did raise two thoughts. Firstly, 
it means there’s no reassurance for the 63% 
of respondents whose faith in insurance is 
non-existent, unfortunately. However, more 
importantly, the likelihood no one has suffered a 
breach is unlikely, meaning either a percentage 
of people lied, hadn’t made a claim even though 
they’d suffered a breach or, in my opinion the 
most probable, are blissfully unaware of their 
current security posture. That’s not a particularly 
comforting thought.”

However, there are risks in not joining the 
digital age either. Research from information 
managers EDM Group has found more than a 
third (35%) of insurance intermediaries expect 
the problem of fraud facing the industry to 
become worse in the next three to five years. 
Only 15% expect an improvement.

EDM believes a key to tackling this is greater 
digitisation of information and data. Some 65% 
of intermediaries think this will help, compared 
to only 17% who think it will have no impact 
at all. Craig Campbell, head of the insurance 
sector at EDM Group, says: “One of the problems 
of insurance fraud is that it can be harder for 
companies to identify because of the huge 
increase in data and information they manage. 
Greater digitisation of this will make it easier for 
insurers to identify potential fraudulent activity.”

Up, up and away
How information is stored has been changing in 
recent years, in particular with cloud storage. 
Recent figures from Juniper Research estimate 
around 2.4 billion people use cloud storage in 
one form or another and this is set to rise to 3.6 
billion people by 2018. Could storage, however, 
raise its own set of risks and challenges? 

Ingrid Hobbs, partner in the insurance and 
reinsurance group at Mayer Brown, says: “With 
almost half of the world’s population using this 
technology to store photos, share music and 
communicate, it is inevitable businesses see a 
need to outsource their data storage in much 
the same way.”

However, she warns: “When customers’ data – 
potentially of a confidential nature – is entrusted 
to another company, this can give rise to 
complex legal issues, including those concerning 
liability in the event of a data breach. Such 
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 Online auction site eBay recently 
became the latest victim of 
hackers. As a result, it had to 
contact millions of its account 
holders and advise them to 
change passwords. While the 

company said it was a ‘just in case’ measure and 
there was no evidence the hackers had accessed 
sensitive information, it was another indication 
of the threat facing businesses today.

In the wake of that incident, ID fraud expert 
Equifax has been urging UK consumers to be 
diligent in case they use the same password for 
eBay as some of their other online accounts; 
hackers may well try to access email or even 
bank accounts using details gained from the 
eBay breach and using a customer’s eBay 
password, it said.

“The eBay breach has seen hackers gain 
access to personal information such as emails, 
passwords, home addresses and even date 
of birth,” explains Andrew Webb, sales and 
marketing director of Equifax Personal Solutions. 

Well orchestrated
New figures released by the UK Cards 
Association in March revealed that cards lost or 
stolen in the UK resulted in losses of £58.9m last 
year (2013), the largest figure since 2006. Losses 
from all types of card fraud rose by 16% in 2013, 
to £450m.

Referring to those losses, Mr Henninger 
says: “This year we’ve seen cyber-enabled 
fraud techniques used to hack international 
organisations such as Barclays Bank, Target and 
Tesco.”

The critical point, he says, is: “While the use 
of cyber intrusion to collect data is not new, the 
extent of the attacks and the scope of financial 
data involved underscore the threat that the 
convergence of cyber crime and fraud poses.”

More bad news, he says, is that the success 
these hackers achieved suggests the current 
standard of cyber defence – even at large 
financial institutions – may need to be improved. 
In fact, the risk of cyber fraud to the financial 
sector seems to be increasing all the time, with 

ARE YOU  
KEEPING  
CLIENTS SAFE?
Cyber risk has become a huge issue for businesses, 
consumers and their insurers alike. Cyber insurance 
products have been emerging reportedly costing the 
global economy £445bn a year. But the question for the 
market remains – do these products offer the right and 
sufficient protection for insureds? Liz Booth reports

new technology and innovation making it easier 
for criminals to execute ever more aggressive 
and successful attacks.

On a more positive note, Mr Henninger adds: 
“Thankfully, the finance sector is aware of 
the scale of the threat. Our own international 
research found this group is the most attuned 
to the growing risk of cyber-enabled fraud. In 
all, 70% of finance sector respondents who had 
come across cyber-enabled fraud expected it to 
increase, while 64% said their boards regularly 
asked questions about cyber risks. And 74% said 
their organisation had crisis plans in place.”

The government, too, is lending its weight 
to the issue, announcing a project to promote 
better management of cyber risk. The initiative 
has been welcomed by the insurance sector.

Lack of confidence
However, not all is quite so rosy. Another 
study has revealed the UK is facing a crisis of 
confidence in cyber insurance. The 250 security 
professionals present at the recent Infosecurity 
Europe exhibition admitted very few of them 
have faith in cyber liability insurance, with 63% 
of respondents believing insurers would not 
actually honour a claim.

In fact, trust is so low that 32% of UK 
businesses do not even bother seeking this 
increasingly vital cover. With the costs of data 
breaches on the increase, costing an average 
$145 per record breached (according to recent 
figures from Ponemon Research), organisations 
could find themselves not only out of pocket, 
but out of business if the worst should happen.

Jim Tyer, EMEA channel director for 
AppRiver – a cloud-based email and web 
security specialist, says: “It’s alarming, the high 
percentage of people who have little to no faith 
in the insurance industry. That said, and playing 
devil’s advocate a little, with as many as 91% of 
organisations claiming to have suffered a cyber 
attack [according to another report], perhaps 
the insurance sector should issue a collective 
sigh of relief that nearly a third of organisations 
aren’t seeking cover!”

The study, sponsored by AppRiver, found 
among those respondents whose organisations 
were covered by cyber liability insurance (just 
18%), special measures had been introduced as 
part of the policy requirements in 38% of cases. 
Just under a third (32%) said this had not been 
necessary, with 39% unsure.

Mr Tyer adds: “An interesting calculation is 
that the probability of special measures being a 
requirement is at least one in every four policies. 
What this means for those respondents we 
spoke with that were unsure if their organisation 

out fraud on a massive scale. Indeed, the 
convergence of financial crime with highly 
sophisticated cyber techniques is quickly 
becoming one of the greatest challenges faced 
by businesses and consumers this year.”

Mr Henninger goes on to say: “The insurance 
sector has already seen the beginning of a 
wave of digital criminals using cyber and fraud 
techniques simultaneously to carry out far 
more sophisticated fraud than ever before. 
This involves attacks both on internal back-end 
systems and on customer data stores, as well 
as newer online and mobile channels. This is an 
alarming development considering that there 
has [also] been no let-up in the more traditional 
techniques criminals have used to perpetrate 
fraud attacks for years.

“Furthermore, insurance and financial services 
firms are keen to embrace new technology, but 
this increased connectivity is making them more 
vulnerable to digital criminality as intelligent, 
well-resourced cyber criminals are using 
sophisticated techniques to evade IT defences.”

“This information can be enough for fraudsters to 
steal an individual’s identity and even gain access 
to other accounts by resetting passwords. So 
it’s essential consumers change their password 
immediately on any accounts that use the same 
password as their eBay account. 

This kind of warning creates all kinds of issues 
for the business – the risk of reputational damage 
as well as any possible physical losses incurred by 
customers could mount up, particularly for a large 
business. An added risk is that of the regulators 
becoming involved and, in some countries, 
imposing hefty penalties for any failings.

As Paul Henninger, global product director 
at BAE Systems Applied Intelligence, says: “The 
digital age provides enormous advantages as 
organisations push more of their important 
transactions and interactions electronically, 
however this opportunity exposes people to new 
threats daily.

“The past year has seen a rise in increasingly 
well organised, funded and equipped criminals 
using the most advanced techniques to carry IM

A
G

E
: 

IS
TO

C
K

to publicly report on their remedial actions 
and to ensure the wider community is properly 
compensated.

This can be a reputational minefield for 
companies, not only faced with an operational 
crisis but also with the task of informing the 
community at large.

In spelling out the benefits of its 
environmental pollution protection product, 
insurer AIG says: “A heightened level of public 
awareness around environment issues and 
ongoing developments in regulation mean that 
businesses are increasingly responsible for 
environmental damage. For UK businesses, 
the impact of environmental issues and the 
liabilities arising from them can be large and 
complicated.”

It stresses: “It is important to identify 
the risks and make sure your business is 
protected, not just through insurance, but 
through the way you conduct your business.”

Operations
Supply chain cover has been a hot topic for a 
few years. The events of 2011 and 2012 brought 
the issue to the fore as ash clouds, riots and 
earthquakes all conspired to give directors of 
any business involving imports and exports a 
major headache. 

The insurance industry responded quickly 
with new products emerging to provide some 
cover against the physical losses. Some also 
offered public relations services to help rebuild 
reputations but the issue highlighted some of 
the risks.

As the Business Continuity Institute says: 
“Disruptions are not a matter of ‘if’ but ‘when’, 
so effectively tracking the entire supply chain 
is essential for reducing the immediate costs 
of disruption and managing the long-term 
reputation of the business.”

Worryingly, in a survey on supply chain 
disruption 75% of respondents reported that 
they did not have full visibility of their supply 
chain, while 30% did not know where they 
fitted into any of their suppliers’ priorities. 
Only 12% knew where they fitted into all of 
their suppliers’ priorities.

The obvious potential for reputational 
damage if these figures played out would 
be huge. Insurers and brokers have a role to 
play in any such reputational risks. Insurance 
cover is available in some cases. In a recent 
survey of brokers, Zurich found almost two 
thirds (65%) of UK brokers believed that the 
operating environment for SMEs was getting 
more complex.

The survey of 330 brokers, many of whom 
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 The old cliché goes: “It takes a 
lifetime to build a business, 
just minutes to bring it to an 
end.” And these days it seems 
reputational damage can bring 
down mighty corporates even 

quicker than that.
And that is the danger with reputational 

damage. It can be the smallest event that 
tips the balance. Many people are associating 
reputational damage with cyber risks these 
days but that is not necessarily the case – 
social media and the internet are just a means 
of communication. They have resulted in news 
– and also rumours – reaching all corners of 
the earth in minutes and that does have to be 
managed.

Anyone can be affected. Reputational 
damage will bring the high and mighty down – 
the older ones among us will remember Gerald 
Ratner and his high street jewellery chain being 
brought to its knees after his ill-fated speech. 
But it will also end business for the one-man 
band that fails to deliver and loses the next 
contract thanks to word of mouth warnings.

international accounts for Ace in France, says: 
“Despite a recent slowdown, growth of the 
luxury goods industry has been impressive. 
However, with growth has come new exposure 
and unexpected risks. In our globalised world, 
events do not respect neat categories. 

“Today’s risk challenges demand a cross-
disciplinary approach. A factory fire in 
India or China can set off a chain of events 
leading to financial loss and personal 
liability for individual directors, as well 
as significant brand damage. These risks 
have been exacerbated by social media 

ALL IN 
THE 
NAME
The knock-on effect of 
something going wrong can 
ultimately be more harmful 
than the event if not 
handled correctly reports 
Liz Booth

and the 24/7 news cycle. The scale of these 
threats demands highly sophisticated risk 
management.”

As Mr Roussel’s comments show, the causes 
of reputational damage are not just about 
cyber but are often much closer to home and, 
for example, can include:

 Employee behaviour
 Environmental damage
 Operational failure

Employees
Heidi Watson, a partner at Clyde & Co, points 
to high profile data breaches caused by 
employee misconduct. 

She says: “Probably the most highly 
publicised incident in the UK occurred at 
Morrisons, where payroll data of almost 
100,000 employees was stolen by an 
employee and posted on a website. The 
insurance sector has also been in the press, 
with two Aviva employees reportedly arrested 
for selling customer claims information to 
claims companies.”

Ms Watson stresses that, while we generally 
assume hackers to be the greatest security 
risk, these incidents highlight those closest 
to an organisation can cause the greatest 
damage, whether through human error (loss of 
laptops and USB sticks is common), negligence 
or misconduct.

“Acting swiftly to respond to a data breach 
is essential to limit reputational damage and 
potential litigation,” she warns. 

The regime in the UK is expected to become 
more rigorous. The European parliament 
recently approved draft legislation to provide 
greater protection of consumer data. This 
legislation provides for fines of 5% of global 
turnover for organisations with serious 
breaches and it is expected mandatory 
notification requirements will also be 
introduced. Unsurprisingly, these proposed 
changes are opposed by a number of global 
corporates but, with political will in Europe 
behind this legislation, the question is not 
whether there will be stronger regulation but 
how onerous it will be.

Environment
New rules across Europe changed the 
environmental damage landscape massively 
a few years ago. Now, it is no longer enough 
to stop the damage; companies face 
stringent conditions around reparation and 
compensation.

Most importantly, from a reputational 
damage perspective, companies are obliged 

the industry sample stated, according to Ace, 
that reputation is their company’s greatest 
asset and 80% agreed that reputational risk 
is the most difficult individual risk category 
to manage. Almost six in 10 respondents 
reported that globalisation had increased the 
interdependency of risks they face and ranked 
lack of risk management tools and processes, 
insufficient budget and lack of management 
time, as well as human resources and skills, as 
the greatest barriers to effective management 
of reputational risk. 

Olivier Roussel, director, major and 

A lot to lose
Ultimately, any business closing will devastate 
those involved but those at the top end may 
appear to have more to lose. Ace recently 
published a report, which revealed luxury 
goods companies believe they face greater 
reputational risk than those in other industries. 

It says that, following a survey with a 
concentrated sample of 45 European luxury 
goods firms and a series of in-depth expert 
interviews, the report found reputation was 
the hardest risk for these entities to manage.

Some 75% of senior risk executives from IM
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find insurance. Flood Re is a solution for what 
has been an issue in the market.

Louise Jones (LJ): Is there scope for the new 
build element to change in the future? The risk 
of flooding may change in the future and affect 
those who were previously not at risk.

MS: This was about developing a solution 
that would stand the test of time. If there are 

MS: If properties are insured in the name of an 
individual and used for residential purposes, 
then they are eligible. Buildings insurance is 
often in the name of the leaseholder. There 
is no evidence of an issue. Say you take a 
10-storey block of flats, with four flats per 
floor. Only four of those flats are at risk of 
flooding and the risk is spread across all 40.

LJ: As a broker, we have seen quite a change 
in the way insurers approach flood insurance, 
putting a huge excess on commercial properties, 
for example. Some insurers have declined to 
offer flood insurance at all. We understand 
risk management programmes and do engage 
with policyholders but it is sometimes difficult 
to have the conversation with insurers – and 
[it is becoming] increasingly difficult. I wonder 
whether that has to do with changes in flood risk 
mapping? It does vary insurer to insurer.

RD: If these are high flood risk areas, then 
Flood Re would benefit them.

MS: That is also a reflection of a competitive 
market – we have different insurers with 
different appetites for risk. I think that is a 
healthy thing.

LJ: We also have a lot of SMEs on our books. 
They cannot afford large premiums – and 
cannot afford to suffer large losses. I think it is 
a real concern to them.

MS: I don’t see any evidence of commercial 
properties not finding insurance. You also 
have to ask whether it is fair for a council 
house owner in, say, Rotherham to be cross-
subsidising a business in London – I don’t 
think that is politically acceptable.

What about the impact of the recent floods 
and how much has been learned from other 
major events, such as the 2007 floods?
MS: We have just released figures based on 
the period 23 December to 8 January. The 
insurance industry is paying £426m out in 
claims, with about £180m in flood claims.

RD: There are arguments that some of these 
properties would not have flooded if flood 
defences had been maintained. The idea of 
Flood Re is that the government keeps its side 
of the bargain and invests.

RB: That requires modelling. Everything you 
do needs to be modelled. What we have 
learned from these recent experiences does 
make a difference.

In the run up to the latest bout of flooding, the CII hosted 
a roundtable to discuss the issue, how the insurance 

industry has risen to the challenge of handling the 
recent deluge of claims and how it is preparing 

consumers for a more secure future

Flood Re will emerge from the government’s 
Water Bill, which is currently progressing 
through Parliament. Ant Gould, CII director of 
faculties, launched the debate by asking:

How is the proposed Flood Re shaping up?
Mark Shepherd (MS): The Flood Re proposal 
is designed to provide insurance for those 
struggling to afford or access insurance. 
Significantly, in June 2013 the government and 
insurance industry signed a memorandum 
of understanding, which paved the way for 
Flood Re to develop. However, it also has 
a tight timetable, with an implementation 

date of 2015. There are four principle issues 
going forward, including: winning approval 
from Europe for what is effectively a state 
aid programme; accessing data from local 
councils, which will allow risks to be rated; 
the public procurement process; and approval 
from both the Financial Conduct Authority 
and the Prudential Regulation Authority for a 
new reinsurer. On top of that, insurers need to 
make sure their systems are in place too.

Ruth Day (RD): Getting the infrastructure and 
systems in place will be a very big piece of 
work. It is not just insurers but the aggregator 
sites as well. Until it is finally agreed though, 
insurers will not want to invest in IT changes. 
Homeowners will not really see any difference 
when they buy their insurance because Flood 
Re is a reinsurance mechanism.

MS: From a customers’ perspective, they 
should not really see anything different. 
Insurers will still be competing in an open 
market. Homeowners will be offered 
competitive premiums but if it gets to a point 
that the insurance is no longer affordable, 
then Flood Re will be used to provide the 
homeowner with cover.

Malcolm Hyde (MH): A defined definition of 
flood would be useful. A lot of policies say 
storm and flood, others say flood.

Chris Netherton (CN): We have spoken to 
the Financial Ombudsman Service (FOS) about 

WATER, WATEReverywhere

AROUND THE TABLE WERE:
Richard Brocklebank, business development 
manager, Ordnance Survey (RB)
Ruth Day, home technical 
claims manager, LV (RD)
Malcolm Hyde, executive director, 
Chartered Institute of Loss Adjusters (MH)
Louise Jones, account broker, 
Giles Insurance (LJ)
Chris Netherton, managing director, 
National Flood School (CN)
Mark Shepherd, policy adviser, property, 
Association of British Insurers (MS)
Event chairman: Ant Gould, CII 
director of faculties (AG) 

areas that could become a flood risk in the 
future, it is about good planning systems, 
which are flexible and will adjust to climate 
change. It is also about good investment and 
maintenance of flood defences to protect 
these communities.

RD: It is still an issue at planning officer 
level, [as to] whether they truly appreciate 
the decisions they make. They may insist on 
increased drainage but that property may still 
flood or water may be pushed elsewhere and 
flood.

CN: The Environment Agency (EA) still says 
that, a percentage of the time, its views are 
ignored by planners. The EA wants more of an 
input but its views are just part of the process.

Richard Brocklebank (RB): The more 
you develop and turn soft surfaces into 
hard surfaces, that has an effect on where 
water goes. Ordnance Survey (OS) makes 
anything from 10,000 to 20,000 changes 
in its data every day. Data becomes critical 
in this. Data needs to feed into the flooding 
models all the time. All these little changes 
can add up to a bigger issue. The real 
challenge is the currency of data and having 
accurate modelling. Modelling can never be 
100% accurate but without accurate data 
underpinning that, it is impossible.

MH: With regards to Flood Re and commercial 
properties, what is the situation with leaseholds?

this and it says there are a lot of different 
definitions, which can cause issues. I agree, 
having one definition would be useful.

MS: Flood Re does set out a definition: 
external water must enter the home at ground 
level or below ground level – it covers river, 
surface and coastal flooding. That definition 
has been set out before but has been changed 
through the years by the FOS. But, from a 
consumer perspective, they still claim from 
the insurer after an event, so whether the 
water comes from the ground and is therefore 
a flood, or from above – which might be storm 
damage – they are covered under the policy. 
What part of the policy is ceded and insurers 
can make recoveries on is the insurer’s issue 
not the policyholder’s.

Is there anything not included under Flood Re?
MS: There are three clearly defined areas not 
included. Firstly, properties in council tax 
band H or above. This was primarily a political 
decision because Flood Re is designed to 
provide affordable and accessible insurance 
and those in large properties should not 
benefit from subsidies designed to help the 
less well off. This affects very few properties.

The second category is properties built after 
2009. New build properties were not included 
in the statement of principles and Flood Re 
should not be an incentive for inappropriate 
development.

The third group is commercial property. 
There is no evidence of a systematic failure to 

Chris Netherton: 
“Insurers could develop 
a contract around 
standards of repair and 
communicate that to 
the consumer”

Louise Jones: 
SME concerns

Malcolm Hyde: 
“emotional effects”

Mark Shepherd: 
Flood Re insight

Ruth Day
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Last year’s Treasury Insurance Growth Action 
Plan highlighted skills and talent as one of the key 
components to retaining the UK’s insurance industry’s 
pre-eminent  global standing. Daniel Pedley explains 
why the ability of firms, both large and small, to attract 
high quality individuals of all ages, is integral to this
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when it comes to recruiting.
Young people’s view of insurance is heavily 

influenced by traditional media, such as 
television and newspapers, and by their family 
and friends. Advertisements focusing on price 
tend to resonate more than any positive stories 
around the social value of insurance. And there 
is also the age-old problem of insurance being 
a grudge purchase, with the only interaction 
coming when a claim needs to be made. 

This goes some way to explaining why most 
young people continue to disregard working 
in insurance. It also shows the importance of 
making sure that parents, teachers and career 
professionals know about what our profession 
has to offer, as well as the young people 
themselves. Influencing the influencers is just as 
important.

Bridging the gap
The news is not all bad. Since 2010, the CII’s 
Discover Risk initiative has been promoting 
insurance careers to school, college and 
university students using interactive sessions 
supported by practitioners. The specially 
tailored messaging does get through as 
those who have taken part in a Discover Risk 
event are three times more likely to consider 
insurance as a career, compared to those who 
have not.

It is clear from our findings that better 
information, and more of it, on what insurance 
has to offer is what is required. The success 
of Discover Risk is testament to this. We 
know that young people are open to exploring 
different career options – they just need 
access to the means to help them make up 
their minds (and in the case of insurance, 
banish some of the myths and preconceptions 
that abound).

Materials have to be tailored to this 
particular audience in respect of tone, design 
and media utilised. Taking the same approach 
as with business customers will just not work.

Work placements figured highly on what 
students are looking for – serving the dual 
purpose of providing the inside track on 
the industry and helping them gain work 
experience valued by employers. The need for 
experience was also matched by an appetite 
for information on career paths, required skills 
and potential earnings. 

Firms need to offer more opportunities 
to allow students to sample the world of 
insurance. The process need not be onerous 
and could help identify future talent. Following 
the positive response to our employer guides 
to internships and apprenticeships, the CII will 

 Appealing to those looking 
to make their first foray into 
the world of work, be they at 
school, college or university 
underpins any talent drive. 
However, this is something 

that insurance has seemingly struggled with 
in the past. In 2005 and 2010 the CII surveyed 
student attitudes towards careers in insurance. 
The results were far from positive, with our 
industry being thought of as dull and boring 
– partly borne out of existing prejudices and 
partly through a lack of understanding.

Earlier this year we questioned A-level and 
university students again (in association with 
the polling company ComRes), looking at 
whether attitudes were any more favourable 
towards insurance as a career choice, what 
influences attitudes and whether targeted 
action, like Discover Risk, has an impact on 
views. In addition, we investigated wider 
student feelings towards their future careers 
and routes into the world of work. Our 
report, Bridging the gap, details the findings 
of our research and sets out a number of 
recommendations, for the industry and for 
government policymakers.

The state of play
Insurance as a career destination has much 
to offer, with opportunities across a host of 
disciplines, locally and further afield. The world 
really can be your oyster. However, this message 
is still not getting across to the majority of young 
people considering their career options.

Less than a fifth of students questioned said 
they would consider a career in insurance. This 
figure has remained stubbornly low – rising 
modestly from 14% in 2005, to 17% in 2010, 
to 18% today. Despite weathering the financial 
crisis well and offering good career stability, 
insurance is still not viewed as a desirable 
career option by the majority of students. The 
implication is that employers continue to draw 
from a smaller pool than is potentially open to 
them.

Image is everything
The main problem is one of image. When asked 
whether they would be proud to tell their 
friends where they worked, students placed 
insurance behind the rest of the financial world 
– including banking with its poor public image. 
More than half of the students said insurance 
was ‘uninspiring’ and only a quarter felt it was 
‘well respected’. Most telling was a general 
feeling that the insurance industry is not 
welcoming to young people – a clear obstacle 

STUDENT DESTINATIONS
Our research also sheds light on general 
attitudes towards future careers, the ways in 
which careers information is accessed and what 
is viewed as most helpful.

University remains the destination of choice 
for sixth form students (82%). Many see it as a 
fast track to a well-paid job. Student debt does 
not appear to be deterring people from applying.

A fifth of sixth form students would consider 
an apprenticeship. The ‘earn while you earn’ 
message appears to be getting through. 

There is a high level of career anxiety among 
university and sixth form students. Three 
quarters believe they will find it more difficult 
than their parents to secure a good career.

Although most students have access to some 
careers information, only a third say that it is 
‘inspiring’. The most valuable means of support is 
provision of work experience opportunities.
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RECOMMENDATIONS
For the insurance industry
Careers information should be tailored to the 
audience – firms cannot approach potential 
young recruits as they would business 
customers.

Internships and work experience 
opportunities are an important tool for young 
people when choosing a career. Firms should 
look to offer more openings.

Employers should consider reaching out 
to influencers – parents, teachers, careers 
advisers. 

For government
Improve careers advice – young people need 
to be better served and be made aware of all 
options (academic and vocational). 

Promotion of apprenticeships as a viable 
alternative to university needs to continue 
– targeting young people, parents, careers 
professionals and employers.

Encourage/support employers to take part 
in providing information on careers – including 
work experience/work shadow/internships and 
developing local links with schools.

CII actions
CII to produce guidance for the industry on 
work experience and building links with local 
educational establishments.

Continue with the work of Discover Risk – 
engaging with schools, colleges and universities 
and encouraging more firms and members to 
support the initiative.

GENERATION GAME
Next

be producing one for firms on getting the most 
out of work experience.

One of the successes of Discover Risk 
has been the engagement of practitioners. 
Insurance professionals have provided events 
with first-hand accounts of what it is really like 
to work in the sector. Having such advocates 
is valuable in being able to shatter some of the 
misconceptions surrounding insurance. 

Although people might not choose to join the 
insurance world (as evidenced by the above 
results), once they are working within it they 
find it fulfilling. The CII’s 2013 Skills Survey of 
our members found 84% would recommend 
a career in insurance. If we can harness that 
enthusiasm we will make inroads towards 
ending the notion that insurance is boring.  

For further information go to www.cii.co.uk/journal | 27



CII insurance qualifications
cii.co.uk/qualifications

Completing a qualification is a mark of 
achievement – whether you need to do so for  
your job, to expand your understanding, or to 
enhance your career prospects.

Whatever sector or role you are in, CII 
qualifications will help develop your career. 

The qualifications framework

This	has	been	designed	to	provide	a	clear	path	for	
those	looking	to	develop	their	career	in	today’s	
insurance	market.	The	framework	below	shows	the	
main	study	routes	on	offer.

*Please note:	Sector	and	discipline	specific	variations	are	available	to	members	completing	qualifications	using	specific		 				
		units	and	joining	a	specified	faculty.
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Qualifications framework enhancements

The	CII	is	introducing	a	range	of	enhancements		
that	will	take	effect	between	2014	and	2018.		
If	you’re	studying	towards	an	insurance	
qualification	we	recommend	you	familiarise		
yourself	with	the	changes.

Visit	www.cii.co.uk/insurance-developments		
for	more	information.

Fellowship 
Designation: FCII/Chartered

The	highest	qualification	on	offer	–	requires	
completion	of	a	personalised,	structured		

advanced	professional	development	programme

Advanced Diploma in Insurance 
Designation: ACII/Chartered

The	professional	qualification	focusing	on	application	of	
knowledge	for	experienced	and	expert	market	practitioners	

–	requires	candidates	to	pass	a	290	credit	threshold

Diploma in Insurance 
Designation: Dip CII*

The	technical	and	supervisory	qualification	for	anyone	serious	about	a	
career	in	insurance	–	requires	candidates	to	pass	a	120	credit	threshold

Certificate in Insurance  
Designation: Cert CII*

The	core	qualification	for	those	entering	the	industry	or	looking	to	complete	their	first	
professional	qualification	–	requires	candidates	to	pass	a	40	credit	threshold

Award for the Foundation Insurance Test
Introductory-level	qualification	ideal	for	those	that	need	a	basic	understanding	of	the	general		

insurance	market	–	requires	candidates	to	pass	one	test,	worth	6	credits
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design	your	own	pathway	to	completion,	choosing	
subjects	that	are	of	interest	to	you	or	that	fit	with	
your	current	role	or	career	aspirations.	

The	fundamentals	of	insurance	are	covered	by	
the	compulsory	units	within	each	qualification.	
Then,	subject	to	completion	requirements,	you	can	
complete	by	mixing	and	matching	units	from	across	
all	levels.	Options	are	available	for	all	the	core	
insurance	disciplines	and	product	classes,	as	well	
as	many	specialist	areas.	

The	CII	has	also	developed	a	range	of	qualifications,	
at	introductory	level,	to	cater	for	the	particular	
needs	of	international	members.	

For	the	full	list	of	CII	qualifications	and	study	
modules,	visit	www.cii.co.uk/qualifications

The learning process 

The	CII	recognises	that	learning	styles	and	
preferences	vary	from	member	to	member	and	that	
this	influences	the	type	of	learning	they	prefer.

To	accommodate	these	requirements	the	CII	offers	
a	diverse	and	comprehensive	suite	of	learning	
and	revision	tools	to	cater	for	all	learning	styles.	
These	range	from	the	traditional	paper-based	study	
texts	and	face-to-face	training	courses	through	to	
ebooks	and	online	learning	programmes.

The mark of professionalism

When	you	complete	a	qualification	you	can	
typically	use	designatory	letters	and	titles	after	
your	name	as	evidence	of	your	membership,	your	
educational	achievement	and	your	commitment	to	
professionalism.		

The	highest	award	is	Chartered	status,	which	
is	available	to	those	holding	the	Advanced	
Diploma	in	Insurance	or	Fellowship.	

See	page	30	for	full	details	of	CII	designations	
and	titles.

Corporate Chartered status

Corporate	Chartered	status	
is	available	for	qualifying	
insurance	companies	and	
insurance	broking	firms.	It	
recognises	a	commitment	
to	excellence	and	good	
customer	service	throughout	
an	entire	organisation.	

See	www.cii.co.uk/chartered		
for	details.	

Qualification and 
learning discounts
As	a	member	you	can	access	savings	on	a	range	of	
learning	and	development	services,	including:

CII qualifications

•		Save	up	to	25	per	cent	on	study	and	revision	
materials,	training	courses	and	exam	entry.	

•		Get	a	25	per	cent	reduction	in	the	fees	chargeable	
for	credits	awarded	into	the	CII	qualification	
framework	for	relevant	qualifications	and	exams	
passed	through	other	awarding	bodies.

•		Free	access	to	a	back	catalogue	of	exam	papers	
and	specimen	answers	for	written	exams	and	
access	to	a	range	of	supplementary	reference	
materials	recommended	in	exam	unit	syllabuses	
online	via	our	Knowledge	service.

Face-to-Face Training courses

Save	up	to	15	per	cent	on	an	unrivalled	training	
course	programme,	from	exam	revision	to	induction	
learning	through	to	technical	and	executive	
development.

CII learning systems

Enjoy	a	10	per	cent	discount	on	the	standard	
published	price	of	Learn,	our	online	exam	revision	
courses	designed	to	develop	and	maintain	technical	
market	knowledge.

CII and CII-supported partnerships

Gain	anything	from	free	access	through	to	a	heavy	
discount	on	events,	conferences,	exhibitions,	
webinars	and	publications.

For more information on the savings you can make, 
visit www.cii.co.uk/discounts



Levels of membership 
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Membership is open to anyone working in or 
connected with insurance or financial services or, 
in the case of school and university students, those 
with aspirations of doing so. 

If	you	do	not	yet	hold	a	CII	qualification,	you	
will	join	as	an	ordinary	member	or	as	a	Discover	
member	if	you	are	still	at	school	or	university.	

As	you	progress	through	the	CII	qualification	
framework	(see	page	28),	your	membership	
category	changes	to	reflect	the	level	of	qualification	
you	hold,	with	most	having	designatory	letters	and/
or	titles	that	can	be	used	in	your	business	dealings	
(see	table	below).	

CII	designations	are	more	than	just	letters	after	your	
name,	they	come	with	commitments	to:

•		Continuing	Professional	Development	(CPD);	and

•		adherence	to	the	CII	Code	of	Ethics.

Consequently,	these	demonstrate	to	employers,	
peers	and	clients	a	commitment	to	self-
improvement	and	adherence	to	clear	standards		
of	practice	and	behaviour.	

Chartered status

At	the	pinnacle	is	Chartered	status,	available	to	
members	achieving	the	highest	levels	of	academic	
attainment	(holders	of	the	CII	Advanced	Diploma	or	
Fellowship)	and	who	exhibit	the	highest	standards	
of	professional	behaviour.	

There	are	three	Chartered	insurance	titles	
recognising	particular	specialisms:

•		Chartered	Insurer

•		Chartered	Insurance	Broker

•		Chartered	Insurance	Practitioner

For	eligibility	criteria	and	for	more	information,	see	
www.cii.co.uk/chartered

Membership 
level

Designation Eligibility criteria

Fellow FCII Holding	Fellowship,	the	CII’s	highest	qualification

Advanced	
Diploma

ACII Holding	the	CII’s	Advanced	Diploma	in	Insurance	or	its	predecessor	the	
Associateship

Diploma Dip	CII Holding	the	CII	Diploma	in	Insurance

Certificate Cert	CII Holding	the	CII	Certificate	in	Insurance

Award CII	(Award) Holding	the	CII	Award	level	qualification	in	either	insurance	or		
financial	planning

Ordinary N/A For	those	members	who	are	currently	studying	towards	a	CII	qualification	
or	who	are	not	studying	but	wish	to	benefit	from	CII	membership

Please note:	Sector	and	discipline	specific	variations	on	many	of	the	above	designations	are	available	to	members	
completing	qualifications	using	specific	units	and	joining	a	specified	faculty.	

30 | For further information go to www.cii.co.uk/designations



Annual fee

Levels of membership 
cii.co.uk/designations
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As	you	move	through	the	qualification	framework	
your	fees	will	change	to	reflect	the	level	of	
membership	you	hold.	

The	table	below	shows	the	current	membership	
fees,	which	are	applicable	from	01	January	2015	to	
31	December	2015.	On	progression	to	the	next	level	
of	membership	your	fees	will	be	adjusted	at	point	
of	renewal.

Member 
level

UK Non UK – 
Standard 

Non-UK – Low 
or lower middle 
income

Ordinary £73 £53 £37

Award £78 £58 £42

Cert	CII £117 £79 £47

Dip	CII £155 £93 £60

ACII £165 £95 £70

FCII £185 £115 £94

Chartered	
Status

£205 £140 £105

For	a	listing	of	‘low	income’	or	‘lower	middle		
income’	countries	go	to	
www.cii.co.uk/internationalfees

Please note: Members	joining	the	Insurance	Institute	of	
London	pay	an	extra	£3	per	year.	For	new	and	reinstating	

members	a	one-off	admission	fee	of	£37	is	also	payable.

UK tax relief

As	a	UK	HMRC-approved	professional	body,	your	
membership	fee	qualifies	for	a	tax	deduction.	
You	can	include	it	on	your	annual	tax	return	as	an	
allowable	expense.	

E.g.	if	you	are	a	higher	rate	tax	payer	your	£205	
Chartered	title	fee	will	reduce	your	tax	bill	by	40	per	
cent	or	£82	(plus	any	additional	NHI	reductions)	so	
the	net	cost	to	you	would	be	only	£123.

Alternatively,	your	employer	can	claim	this	as	an	
allowable	expense	if	they	pay	your	membership	fee.	

Direct Debit

If	you	have	a	UK	bank	account	you	can	pay	your	
membership	by	Direct	Debit,	enabling	you	to	spread	
the	cost	over	the	period	of	your	membership.		
By	spreading	the	costs	you	can	pay	from	as	little		
as	£6.12	a	month.

Details	about	switching	to	Direct	Debit	will	be	sent	
at	renewal.

Alternatively,	visit	www.cii.co.uk/memberpricing	
for	more	information.

Member search facility

An	online	directory	of	members	is	accessible	to	the	
general	public	and	by	other	members,	enabling	
users	to	confirm	an	individual’s	membership	and	
qualification	status.	

Our	Royal	Charter	lists	our	principal	purpose	as	
being	to	improve	standards	within	financial	services	
practice	in	order	to	‘secure	and	justify	the	confidence	
of	the	public	and	employers’.	Implicit	within	this	
is	transparency	regarding	the	membership	and	
qualification	status	of	individual	members.

To	access	the	member	search	facility,	visit		
www.cii.co.uk/membersearch

Support schemes

Our	support	schemes	allow	for	continued	
membership	at	reduced	fees	following	a	change	
to	your	circumstances.	This	includes	retirement,	
redundancy,	maternity	and	ill-health.

Find	out	more	at	www.cii.co.uk/supportschemes

Membership resignation

Membership	conveys	the	right	to	use	a	designation/	
title	upon	qualification	completion.	When	a	
qualified	member	resigns,	they	are	required	under	
the	obligations	of	our	Royal	Charter	to	return	all	
membership	certificates	or	diplomas	awarded.

For further information go to www.cii.co.uk/designations | 31
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Summary financial 
statements and accounts
cii.co.uk/annualreport

The summary financial information presented 
below is extracted from the Institute’s full audited 
financial statements for the year ending  
31 December 2013. 

Consolidated income and 
expenditure account

2012	
£000

2013	
£000

Operating	income 38,959 38,547

Operating	expenditure (37,164) (35,537)

Operating	surplus 1,795 3,010

Non-operating	income	and	costs 501 83

Net	surplus 2,296 3,093

£35.54m operating expenditure by activity 
(2012: £37.16m)

2012	
%

2013	
%

	 Grants	to	local	institutes 5 4

Professional	and	public	
affairs

5 4

Awarding	body	activities 20 19

Membership	services 30 29

Education 26 29

Finance,	facilities	and	IT 14 15

£38.55m operating income by source  
(2012: £38.96m)

2012	
%

2013	
%

	 Membership	services	and	
subscriptions

34 38

Qualifications 30 25

Educational	activities 36 37

Other	activities 0 0

Consolidated balance 
sheet

2012	
£000

2013	
£000

Fixed	assets 12,442 15,777

Current	assets 21,659 25,102

Current	liabilities (12,473) (13,512)

Net	assets 21,628 27,367

Accumulated funds
2012	
£000

2013	
£000

General 11,993 18,235

Charitable 9,635 9,132

Total 21,628 27,367

Members	who	require	full	financial	statements	may	
contact	the	Legal	and	Secretariat	Department.
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We recognise that your personal circumstances may change; 
meaning that you are not fully involved with the insurance or 
financial services market, but wish to retain your membership.

Our support schemes allow you to maintain your membership at 
significantly reduced fees during times of special circumstances, 
such as unemployment or ill-health, and following retirement 
from the industry. These schemes ensure you retain access to all 
the benefits of CII membership, including continued use of your 
designation, where applicable.

• Retired members’ and continued membership schemes – to keep 
up-to-date with developments in the profession when you retire or 
leave the industry.

• Membership support scheme – providing support if you are  
taking a break from employment including redundancy and 
unemployment, maternity leave and ill-health.

Find out more at  
www.cii.co.uk/supportschemes

Circumstances 
changed?
Support when you need it
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