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The Chartered Insurance Institute
 
Since its inception in 1897 the CII has established itself as the world’s leading professional 
organisation for insurance and financial services. Its 112,000 members, including members of 
the Personal Finance Society are committed to maintaining the highest standards of technical 
competence and ethical conduct.

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

In 2012, the CII celebrated 100 years of receiving its Royal Charter.
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HOT TOPIC | REHABILITATION

that for most people of working age, work – the 
right work – is good for their health and well-
being. Second, for most people worklessness 
is harmful. Third, much sickness absence and 
inactivity follows common health conditions 
which, given the right support, are compatible 
with work. 

“Fourth, there should be minimal delay in 
making an adequate assessment of an individual’s 
capability to work. Last, despite best eff orts, some 
people are too unwell or disabled to work. Their 
needs too should be answered adequately and 
promptly.”

The authors conclude: “The review has shown 
up weaknesses in the current system. We have 
also learnt employers would value access to 
independent expert advice on the functional 
capabilities of sick employees, especially in longer-
term and more diffi  cult instances of sickness 
absence where there is great risk of people never 
working again.”

In response, they have recommended the 
introduction of an Independent Assessment 
Service, a new source of functional assessment 
and occupational health advice.

 B�ack in 2010, the government 
made a seemingly small change 
– no longer would employees 
need sick notes from their doctor 
but instead would need fi t 
notes. The change was designed 
to encourage greater use of 

rehabilitation in the drive to get people back into 
the workplace.

The reasons behind the drive are clear – those 
unable to return to work cost society dear; around 
£14bn a year to be precise. Most of this bill falls 
on the state but insurers too count the cost as 
claimants look to either their employers’ liability 
coverage or to a third party coverage such as 
public liability.

It is clear, however, that costs can be cut, with 
rehabilitation being one of the keys to success. 
The arguments were made in Health at work 
– an independent review of sickness absence, 
produced by Dame Carol Black and David Frost 
CBE for the Department for Work and Pensions 
late last year.

They explain that certain simple premises 
guided deliberations. “The fi rst, not in dispute, is 

The benefi ts of getting injured or sick people back to work as 
quickly as possible are obvious but, as Liz Booth reports, the 
answers are not always quite so clear cut

Mental Health
Dame Black had written a similar review in 2008, 
highlighting the importance of early intervention 
and the same message has been reiterated in her 
latest fi ndings. She says it is particularly important 
for those with musculoskeletal disorders.

However, this time around, the authors also 
look at stress and mental disorders. “Stress and 
mental health disorders are one of the biggest 
causes of long-term absence and, according to a 
number of business surveys, are on the increase 
as a reason for absence.”

The report warns that each year one in six 
workers in England and Wales is aff ected by 

ILLUSTRATION: EOIN RYAN

FIT FOR 
WORK, 
FIT FOR 
PURPOSE?
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Employer buy-in
Whatever the initiative, the key to success is buy-
in from employers, as insurers can testify. Rose 
Hewitt, rehabilitation manager at QBE, explains: 
“Two to fi ve years ago, people could not see the 
benefi ts of rehabilitation – it just made another 
layer of work for claims handlers and the fi nancial 
rewards were not there.

“That has changed. We can show our insureds 
exactly what kind of cost savings can be achieved 
for their business and it is winning their attention.”

QBE’s fi gures reveal that, on average, insureds 
save £1,157 on loss of earnings per claim thanks to 
quicker return to work rates. According to one of ↘

anxiety, depression and unmanageable stress. 
Worryingly, it also fi nds: “Mental health disorders 
generally are still poorly understood by both 
employers and the public at large. Often they are 
regarded as a taboo subject and a key challenge 
is to change attitudes and destigmatise these 
issues.”

This makes it hard for employees to disclose 
mental health issues, fearing being thought less 
capable and at greater risk of dismissal. Most 
organisations still have no formal policy on stress 
and mental health, although organisations that 
recognise the problem and introduce initiatives 
have succeeded in reducing mental health-

related sickness absence. 
But these are tough times and employers are 

often struggling to survive, let alone introducing 
new programmes. So the report authors have 
called for tax incentives to help employers. 
They quote a recent survey by Aviva which 
showed 39% of employers said tax incentives 
would encourage them to invest more in health 
initiatives. 

Many fi rms are introducing employee 
assistance programmes, usually provided by 
a third party, off ering information, advice and 
counselling on a variety of issues (including debt, 
workplace confl ict and stress). 

The use of rehabilitation has increased as 
insurers look to fi nd eff ective ways to care for 
claimants and reduce overall costs.

The need for such measures has been 
thrown into sharp relief by the Lord 
Chancellor’s recent decision to consult on the 
discount rate applied to personal injury awards 
– mostly awarded following road accidents.

As Peter Walmsley, a partner at Clyde & Co, 
explains: “In the UK, lump sum damages for 
future losses in severe injury claims, including 
loss of earnings and future care costs, are 
calculated by applying ‘multipliers’ to the 
annual loss or cost. The ‘multipliers’ are 
discounted to take into account accelerated 
receipt, infl ation and investment returns.”

However, as a result of various rulings, 
claimants are not expected to adopt risk so 
the discount is based on investment returns 
from low risk index linked government stocks 
and was set at 2.5% in 2001. Now the Lord 
Chancellor is taking another look at this rate 
following pressure from the claimant lobby. 

Mr Walmsley warns: “A reduction from 
the existing 2.5% discount rate is expected. 
Any change in the rate will have a signifi cant 
impact on the insurance industry. Lowering the 
rate will of course increase the level of lump 
sum awards.”

And a spokeswoman from the Association of 
British Insurers warns: “The government must 
ensure it does not bow to claimant lawyer 
pressure to decrease the discount rate. Any 
decrease in the rate would lead to immediate 
and substantial car insurance premium 
increases.”

Only time will tell.

PILING ON THE PRESSURE
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About The Journal 
 
The Journal, one of the oldest and most respected titles in the insurance industry, has been 
published for more than 116 years and boasts a circulation of more than 74,000 CII members. 

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

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

Now a re-launch of the magazine has now created a new contemporary, fresh looking 
magazine with a bold, confident and authoritative voice for the professionals within the sector. 
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What our readers like about the Journal; 

“Job adverts, and current trends in market or industry”

“I really enjoy testing my knowledge on the Study Zone Q & A...and enjoy the hot 
topics and letters sent in.”

“I like it all as it keeps me up to date with developments in the market. Also I find 
the job advertisements useful.”
Responses to Journal readership survey Spring 2013. 
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OCCUPATIONAL DEAFNESS CLAIMS | EMPLOYERS AND PUBLIC LIABILITY 

 T he insurance industry 
has seen a sharp rise in 
occupational deafness claims 
over the past few years, a 
trend that looks likely to 
continue with leading insurers 
forecasting further increases 

for 2012. Three of the UK’s largest insurers – 
RSA, Zurich and Aviva – have said increases 
are a result of claims farming.

In the last two years, RSA has seen a 50% 
increase in new noise induced hearing loss 
claims, and predicts a further increase for 
2012, while Zurich has projected a further 25% 
rise for this year – a trend it witnessed in 2011 
when it saw deafness claims increase by 25% 
on 2010. Additionally, Aviva also saw a 25% 
growth in such claims in the past two years.

Claims farming
Insurers say the rise is predominately a result 
of claims farming and marketing eff orts used 
to encourage compensation claims. 

While evidence of deafness claims farming 
in particular is thin on the ground, general 
reports of farming suggest it is prevalent 
among the industry as a whole, with reports of 
face-to-face cold calling and text messages, as 
well as marketing eff orts in the form of TV and 
radio advertising.

WHY ALL THE 
NOISE OVER 
DEAFNESS 
CLAIMS?

ILLUSTRATION PHILIP HACKETT

With occupational deafness claims up as much as 50% 
over the past two years, Kin Ly looks at whether claims 
farming is to blame and asks what the industry can do

Compared with other diseases, occupational 
deafness claims have one of highest 
repudiation rates. According to RSA, 50% of 
the insurer’s deafness claims were declined, 
which it says could be linked to claims farming 
bringing in illegitimate claims. Where damages 
are agreed, RSA typically pay over 60% of the 
overall settlement to the claimant’s solicitor.

Zurich also noted a similar trend, rejecting 
higher numbers of deafness claims. Mike 
Klaiber, claims disease manager at Zurich, 
says: “The quality of deafness claims received 
is generally poor, for example, legal liability is 
not often attaching. This suggests that because 
of the nature of claims farming, many deafness 
claims tend to be speculative. 

He adds: “There appears to be limited 

fi ltering, which has resulted in claims being 
intimated without much examinations of the 
merits. Anecdotally, this appears to be a trend 
witnessed across the insurance market and not 
just at Zurich.”

Changing claims landscape
With this rise, the insurance industry is now 
receiving more claims from those working in light 
to medium engineering industries, as well as from 
those working in heavy engineering environments. 
The change in landscape suggests workers in 
light to medium engineering environments 
could be targeted by claims farmers, says Faye 
Glasspool, director of UK legacy at RSA: “We’re 
receiving claims from sectors that are using 

“Deafness 
claims have 
one of highest 
repudiation 
rates”
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light machinery as well as your typical noisy 
heavy construction environments that have 
generally been the producers of claims in the 
past. Medium to heavy engineering employees 
have been targeted already and now it 
seems that smaller policy holders from light 
engineering jobs are being aimed at.”

Zurich has also experienced this change 
fi rst hand, receiving claims from a number of 
people working in light industries including 
storemen and painters and decorators. 

While the insurance industry generally 
believes claims farming is one of the 
contributing factors to deafness claims 
growth, the Claims Standards Council – a 
trade association that represents claims 
management businesses – disagrees and says 

DEAFNESS CLAIMS

Deafness claims are generally 
declined on three common 
grounds:

1.  The medical examination: the claimant 
is unable to justify that they have a hearing 
loss sustained as a result of their working 
environment.

2.  Limitation: an individual has three years 
to make a claim after being made aware of 
any loss in hearing or other hearing injuries 
as a result of their working environment. 
However, it is now diffi  cult for claimants to 
say they were not aware of the opportunity 
to claim after union campaigns of the 
1980s and 1990s.

3.  Proving liability: it is diffi  cult to prove 
the employer is liable for any hearing injury 
sustained.

CASE STUDY: BAKER V. QUANTUM CLOTHING AND OTHERS

Zurich defended a high profi le decision of the Supreme Court in April 2011, related to the test case 
Baker vs Quantum Clothing and others.

The test case concerns the liability of employers in the knitting industry of Derbyshire and 
Nottingham for hearing loss shown by employees during the years prior to 1 January 1990 – the 
date when the Noise at Work Regulations 1989 came into force. 

Seven test cases were put forward, of which six were dismissed as there was no evidence of 
noise-induced hearing loss (NIHL).

One claimant, Mrs Baker, did have NIHL arising from exposure to noise between 85-89 decibels 
during her time at Quantum between 1971-1989.

However, the court ruled that Quantum had not breached its duties at common law or under 
section 29 of the Factories Act 1961 to keep the workplace safe.

By a majority of 3:2, the Supreme Court ruled that employers were not liable for injury caused by 
exposure to noise of less than 90 decibels before 1 January 1990.

In response, Mr Klaiber says: “The decision reinforces the historic standard for noise threshold at 
which employers are held liable for any hearing loss and that this should not change retrospectively 
in the light of better present day knowledge.”

the growth is down to union campaigns and 
education. 

Andy Wigmore, policy director at the 
council, says: “I have not noted any prolifi c 
advertising or claims farming with regards to 
deafness claims – it is very easy to see who 
does what because regulation is quite tough, 
particularly around advertising. The rise is 
down to the unions and their ability to educate 
the members more so than claims farming.”

Of the 1,000 claims management companies 
that the Claims Council Standard monitors, 
not one has put forward a deafness claim 
notifi cation, Mr Wigmore confi rms.

What can the industry do?
Despite discrepancies in the debate over 
whether farming has contributed to the rise 
in deafness claims, there appears to be a real 
issue around the use of  marketing methods to 
source potential claimants.

The insurance industry stresses it is 
committed to paying out compensation where it 
is owed, but needs to clamp down on farming. 
Ms Glasspool suggests insurers need to raise 
awareness of claims farming and the potential 
eff ects it has on the industry. She also proposes 
that the Solicitors Regulatory Authority should 
look at some of the allegations made, and the 
insurance industry as a whole needs to take a 
fi rmer line.

Farming has been an issue for some time, 
where aggressive marketing has resulted in high 

numbers of whiplash claims over the years. What 
is clear is that the industry has experienced an 
increase in deafness claims as high as 50% in 
the last two years, with some insurers projecting 
further rises. Without a serious clamp down on 
farming, deafness claims could soon become the 
new whiplash.  
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Editorial 
 
The Journal aims to provide its readers with a 
wide variety of relevant, topical and in-depth 
articles which cover its wide readership.

This content will continue to develop and will offer 
members practical tools to help them with their 
progress towards examinations, and continuing 
professional development.

T H E  J O U R N A L  
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International focus and news – in-depth analysis of 
overseas markets

Interview – The Journal talks to key industry figures

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

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

Financial services – articles of relevance to life and 
pensions providers 

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

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

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

Legal casework – keeping readers informed of the 
latest legal developments

THE JOURNAL XPRESS 
►  The Journal Xpress is our popular 

e-newsletter that is sent out to 
approximately 50,000 members; 
highlighting CII and regulatory news, 
key technical updates, hot topics and 
important events in the industry.  
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OPEN RATE, THIS 
E-NEWSLETTER GIVES 
YOU THE OPPORTUNITY OF 
REACHING THE MEMBERSHIP 
ELECTRONICALLY
EVERY MONTH

44

NOVEMBER/DECEMBER 2011 FINANCIAL SOLUTIONS
www.thepfs.org

INDEPENDENT AND RESTRICTED | A REVIEW

With the FSA’s new defi nition of independent advice 
causing some confusion across the industry, the PFS 
has published a series of papers aimed at helping 
advisers understand their position. PFS CEO Fay 
Goddard reveals how the latest instalment can help 
and looks at the possible repercussions from this 
reclassifi cation of independence

LOST IN 
TRANSLATION

�In September the Personal Finance 
Society (PFS) published the second 
in a series of papers under the 
Professional Direction title. The 
paper was produced in response 
to member queries, following the 
Financial Services Authority’s (FSA) 
publication of new rules relating 
to how fi rms must describe their 

advice proposition – namely, independent or 
restricted. 

As the leading professional body with 
members drawn from across the adviser 
community, our aim was to provide members 
with an impartial interpretation and a 
better understanding of the new rules. We 
wanted to make sure any decisions members 
made were for the right professional and 
commercial reasons, and not because of any 
misunderstanding or lack of clarity.

Useful guidance
The paper took a long time to produce. We 
consulted with fi rms, the FSA, and trade and 
professional bodies in an endeavour to reach 
a common understanding. The more questions 
we asked, the more views we got and there 
were clearly some areas where the impact 
of the new rules had not been considered. 
Despite this we pressed on until we felt we had 

comprehensive and fair analysis of the relevant 
market;
● All advisers will have to inform their clients 
before providing guidance, whether they 
provide independent or restricted advice.

The FSA Handbook glossary sets out a new 
defi nition for independent advice: 

“To be able to provide independent advice, 
fi rms would need to make recommendations 
based on a comprehensive and fair analysis 
of the relevant market, and to provide 
unbiased, unrestricted advice.”

This is designed to refl ect the idea of 
genuinely independent advice being free from 
any restrictions that could impact on the 
ability to recommend whatever is best for the 
customer. 

Advice that is not independent will need to 
be labelled as restricted advice. Restrictions 
may apply in terms of product providers or 
products. Advisers that provide restricted 
advice are still required to meet FSA suitability 
requirements. They are also required to hold 
an appropriate Level 4 qualifi cation, gap-fi lled 
as necessary, and apply adviser charging to 
their client work. Ongoing requirements for 
continuing professional development (CPD) 
and holding a Statement of Professional 
Standing (SPS) also apply. 

enough reassurance that we could provide the 
advisory sector with some useful and practical 
guidance.

Most of the paper covers the rules for 
independence because any fi rm that does not 
meet these requirements will by default be 
providing advice that is restricted. In brief, the 
changes are:
● If you declare yourself to be an independent 
adviser you will need to consider a broader 
range of products (beyond packaged 
products);
● An independent adviser will need to provide 
unbiased, unrestricted advice based on a 

“We wanted to 
make sure any 
decisions members 
made were for the 
right professional 
and commercial 
reasons”

›
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There are plenty of examples included in the 
paper to demonstrate how certain business 
models or practices might impact on a fi rm 
regulatory status. Most of these were based 
on real scenarios and we have been told fi rms 
have found this approach particularly helpful.
Areas covered include:
● Firms off ering both independent and 
restricted advice;
● Focused and specialist advice;
● Product range and relevant market;
● Use of panels and best advice lists;
● Platforms and wraps.

There is still some uncertainty over the 
application of the rules where fi rms use 
centralised investment propositions such 
as discretionary investment services, model 
portfolios and distributor funds and we are 
hoping the FSA will provide further guidance 
on these complex areas.

The implications
So what do the rules mean in practice for a 
typical fi rm of independent advisers? Well 
the bar has defi nitely been raised and there 
is a common belief that many fi rms providing 
independent advice today will not meet the 
new requirement without upskilling all of 
their advisers and extending their research 

EMAIL ///

► The full Professional Direction paper on 
independent and restricted advice can be 
accessed at: 
www.thepfs.org/pages/mediacentre/
professional-direction.aspx

capability. Most advisers need to extend their 
knowledge to a wider range of products, as 
all advisers in the fi rm must be competent to 
advise on the full product range caught by the 
extended scope of retail distribution review 
(RDR). Firms that refer clients to specialists 
for advice that falls within RDR parameters 
and where a personal recommendation is 
given to their client are very likely to be 
classifi ed as restricted.

There is also a challenge for the many 
independent fi rms that receive referrals from 
solicitors and accountants. Under current 
guidance from the Solicitors Regulatory 
Authority and the accountancy bodies ICAEW 
and ICAS, client referrals must only be made 
to fi rms providing independent advice. If 
these bodies adopt the new FSA defi nition 
for independence, valuable professional 
connections could be lost if fi rms fi nd the new 
standards for independence too onerous. 
There is considerable lobbying taking place to 
try to persuade these professional bodies to 
retain the current defi nition of independent 
and the outcome of this action will be a 
determining factor for many fi rms as to 
whether to drop or retain their independent 
status.

The meaning of independence
Stepping back from the detail, it does appear 
as if the true meaning of independence has 
been lost in regulatory translation. For most 

consumers, being independent is not about 
the range of products on off er and every 
adviser in a fi rm being all things to all men. 
It is about the service they receive and the 
relationship with their adviser.

People want to know that the advice they 
receive is free from bias and any external 
infl uence that might be in confl ict with their 
best interests. The ban on commission goes a 
good way towards meeting this objective. This, 
combined with raising the minimum level of 
qualifi cation, more rigorous and independently 
audited CPD and the requirement to adhere 
to a code of ethics, should provide the 
public with more confi dence and trust in our 
profession, whether the advice is independent 
or restricted. Perhaps the diff erentiator they 
will be seeking next is Chartered? 

Fay Goddard is CEO of the PFS

► Independent & Restricted Advice Conference 
Recording
In September the PFS ran a Conference which 
sought to clarify facts about the new rules relating 
to Independent and Restricted advice and help 
members decide which route might be most 
appropriate for their business. Visit www.thepfs.
org/pages/professionaldevelopment/events/
adviser-charging-independent-restricted.aspx to 
watch the video
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ANALYSIS | INSURANCE SECTOR

Research by PressChoice has revealed alarmingly low opinions of the fi nancial 
services industry among journalists. Managing director and former Today Programme 
presenter, Adam Shaw, off ers some advice on how the sector can present a more 
acceptable face to the public and start to win back trust 

I T ’ S  A L L  A B O U T 
P E R C E P T I O N

 The fi nancial crisis has damaged 
economies and businesses, but in the 
end profi ts can be rebuilt as markets 
recover. However this time, something 

else has been damaged that cannot so easily 
be recovered. Trust in the fi nancial sector 
has been severely damaged and that is much 
harder to regain.

Although based on analysis and numbers, the 
insurance industry is essentially something much 
more than a fi nancial proposition. It is a promise 
between companies and their customers, that 
at the most diffi  cult times of their lives, the 
company will be there to help them out. At the 
heart of the company’s proposition to customer 
are not premiums but trust.

Falling trust
PressChoice has been tracking journalists’ views 
of the honesty of this industry for the past four 
years and our analysis shows that journalists’ 
trust in the industry tumbled in 2008 and has 
never fully recovered. 

Our research, conducted with around 150 
journalists covering the industry, asked them 
whether they believed the industry was honest 
and open. 

Although there was a spread of opinions, 
as you can see in diagram one, it was clear 
that the predominance of opinion was that the 
industry they were reporting on was neither 
“open” nor “honest”. 

In all, 49% of journalists believed it was 
dishonest and only 28% believed it was honest. 
In the middle sat 22% of journalists who could 
not quite make up their minds. That is quite a 
condemnation that a group of professionals 
who have dedicated their lives to reporting on 

an industry, believes that industry to be lying 
to them. Since journalists are in many ways 
the gatekeepers of public opinion, that is not a 
situation the industry can allow to continue.

Rebuilding trust
Although in 2011, the industry showed signs that 
it was beginning to rebuild trust, it is clear there 
is much work to be done. 

As you can see in diagram two, not only did 
the industry not start from a strong position, 
the trend was getting worse, with a particularly 
damaging slide in credibility between 2008 and 

2010. The shift in the curve to the right, shows 
the degree to which trust is getting worse. 

Our work is not alone in identifying this 
problem, nor is it just confi ned to journalists. 
Research undertaken among the wider public 
echoes the same sentiment. For instance, 
research by the Direct Marketing Association 
showed that 60% of people did not trust the 
fi nancial services industry to look out for them.

It is a mistake if companies think that 
rebuilding trust with the press is just the job of 
the marketing or press teams. It is not – it is a 
core part of the business. 

DIAGRAM ONE: THE FINANCIAL SERVICES INDUSTRY CONDUCTS 
ITSELF IN AN OPEN AND HONEST WAY – ALL VS PRESTIGE 2011
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The Journal provides advertisers with access to 
a unique and valuable audience across the world 
who take their profession seriously.

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

Please contact us for tailored creative packages.

NEW FOR 2013 THE JOURNAL LAUNCHES A 
NEW SERIES OF SUPPLEMENTS BASED AROUND 
PROFESSIONALISM , TECHNICAL COMPETENCE  
AND BUSINESS CAPABILITY  

CPD Supplement:  
The Journal’s CPD supplement programme 
is a brand new initiative from the Chartered 
Insurance Institute which allows you to 
showcase the technical knowledge within your 
firm as well as help CII members with their 
training and professional development.
 
Continuing Professional Development (CPD) 
is activity undertaken to ensure CII members’ 
skills and knowledge are up-to-date. CPD is a 
common requirement for qualified members 
of professional bodies. It reflects the fact that, 
in today’s fast changing world, knowledge 
gained through qualifications quickly dates 
and, if members are to remain competent, they 
must continue to develop and enhance their 
knowledge.
 
Sponsorship options from £6,995

NEW FOR 2013 
Advertisement opportunities: 

Sponsored by:

Consultation  |  Fraudulent Claims  |  Insurable Interest   |  Assessment Questions

CPD
Supplement

Contract Law Reforms
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Skills Survey:

Skills and talent are burning issues for businesses of all shapes and sizes, across all sections of the 
economy. Insurance is no different in that respect. Each year we survey our members in order to paint 
a picture of the skills situation within general insurance. This is the sixth year we have run the survey. 
Over 2,300 members representing general insurance responded to this year’s survey. 2012’S findings were 
published in association with Allianz. The Skills Survey supplement provides the results as well as insight 
and analysis from a commercial partner and a number of other employers from within the industry

SkillS
Survey
2012

skills survey supplement 2012

in association with
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Format Packages Prices from*
Roundtable Event Partner £1,000
Webinar Event Partner £8,000
Breakfast Briefing Event Partner £4,000
Half day event Event Partner

Headline Sponsorship
Associate Sponsorship

£8,000
£4,000
£2,000

Full day conference Event Partner
Headline Sponsorship
Associate Sponsorship

£15,000
£8,000
£4,000

Full and Half Day Conferences

The CII runs a series of full and half day 
conferences on subjects of relevance to our 
members, both at our Aldermanbury office and 
at various venues around the UK. The Exclusive 
Event Partner package positions your brand 
 as the co-host for the event and provides  
pre-eminent branding and marketing and 
enables your input on topic and speakers.  
The Headline Sponsor package is a key means 
to promote your brand in a multi sponsor event. 
Associate Sponsor provides and affordable route 
to align your brand with leading CII events.  
Full package details on request.

*rates subject to alteration based on venue location

Roundtable

This intimate and exclusive format allows 
the sponsor to discuss a specific issue with a 
hand-picked group of potential customers and 
other industry stakeholders. The CII will invite 
delegates, chair the meeting and provide a full 
event management service.

Webinar

Webinars allow you to reach a wider audience, 
over a longer period of time, than traditional face 
to face events. As well as being available for live 
viewings, these videos will be hosted on the CII’s 

website for 3-12 months, for on-demand viewings.
Webinar sponsors are invited to provide a senior 
member of staff, or a client to join the speaker 
panel. The CII will recruit additional speakers, 
market the event and provide a full event 
management service.

Breakfast Briefing

The briefing format is effectively a ‘mini-
conference’, incorporating three short 
presentations and a panel discussion on a niche 
topic allowing delegates to learn a lot without 
taking too much time out of the office. As a 
sponsor you benefit from the opportunity to 
network with an audience of 20-50 engaged 
delegates, and to work with the CII to develop 
content and speaker ideas.
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Double page spread £8,400

Full page £5,250 £4,460 £3,940

Half page £3,150 £2,670 £2,360

Quarter page £1,575 £1,340 £1,180
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Loose inserts £115 per 1,000 to 10g
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All details in this document are correct at time of going to print but may be subject to change. 
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The voice of your profession

LLoyd’s CEo 
RiChaRd WaRd  
on preparing the 
market for any 

eventuality

Warding off trouble

Why all the 
noise over 
deafness 
claims? 

With occupational 
deafness claims up 

as much as 50% over 
the past tWo years 
the Journal asks 

What the industry 
can do? 


