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If ever there was a time to demonstrate the value of true professionalism in insurance 
it is now. While deep technical knowledge and sound ethical conduct have always 
been at the heart of our profession, public perception of the sector as a whole is often 
let down by the actions of a few. 

We introduced Corporate Chartered status to rebuild confidence among businesses 
and consumers in the reliability and integrity of insurers and insurance brokers. 
This campaign promotes the value of that status as perceived by clients and 
experienced by Chartered Insurance Brokers. It delivers a positive statement of what 
professionalism can do.

The ‘Choose Chartered’ campaign builds awareness and aspiration for Chartered 
status as the best demonstration of what it means to be an insurance professional. 
As the standard becomes more widely understood, consumer demand will lead to an 
increase in the value of holding Chartered status.

Changing consumer perception is a gradual process, driven primarily by your actions, 
but you also have a role in communicating the difference that your status makes. This 
report summarises the extent and impact of the ‘Choose Chartered’ campaign to date, 
and further explains how you can also help promote Chartered status.

Ian Simons ACII MCIM
Director of Marketing, CII
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Insurance buyers know what to expect from 
a Chartered Accountant or Surveyor, but not 
everyone currently recognises the true value of a 
Chartered Insurance Broker or Insurer.

Recent surveys conducted for the CII show that Chartered is the 
title people most commonly associate with professional advice.* 
But its relatively recent adoption by insurers and insurance 
brokers means that it’s still new to many. 

The Choose Chartered campaign will increase awareness and 
interest among two key insurance audiences: commercial buyers, 
and high net worth individuals. These gains will further enhance 
the value of the status that Chartered firms work hard to maintain.

The initial campaign launch in Q4 2015 has already shown a 
positive impact on awareness and intent to buy. For a more 
detailed analysis visit the Impact section of this report.

Raise awareness and 
increase preference 

among buyers

2.

*National survey of 2005 UK adults, conducted by Opinium in June 2015, indicated 
that 44% rated those holding Chartered status as the most professional.

Increase value of 
Chartered status and 

encourage further 
take-up

1.
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The CII has long used advocacy in its 
communications to demonstrate the value of 
professionalism; this campaign develops the  
idea further.

Insurance is a trust-based profession reliant on policy-holders, 
brokers and insurers believing in each other. Personal  
relationships are always important, but recommendation  
and word-of-mouth are all significant influences in creating  
the essential confidence that all parties need.

The campaign for Chartered status develops this idea of advocacy, 
using clients of insurance brokers in consumer advertising, and 
brokers themselves in the sector’s press. Each advertisement was 
developed through interviews with the subjects to uncover their 
personal beliefs in the value of Chartered status as an indicator of 
professionalism, reliability, and trust.

Each advert culminates with “Choose Chartered”, a powerful call 
to action for commercial buyers, consumers, and the profession, 
recognising that Chartered firms are different, relevant and worth 
seeking out.

How else do you 
measure excellence?“

”On the stage, professionalism is under the spotlight 
every night. 

In managing and transferring risk, we need partners 
whose dedication to quality is equally visible. 

Chartered status is a very public statement of an 
insurance professional’s belief in standards and a 
commitment to continuous improvement.

You know you’re working with a business whose 
ethics match your own — people who can help you 
achieve spectacular things every night, every day.

I choose Chartered.

Jonathon Poyner
Director – Business Operations
Wales Millennium Centre

choosechartered.co.uk

CHOOSE 
CHARTERED

Chartered is the gold standard 
for the insurance profession.

Choose it for your business.
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The campaign plan for the consumer audience 
comprised a mix of newspapers and selected 
outdoor sites known for their relevance to the 
target segment of business decision influencers 
and wealthy individuals (ABC1).

Its aim was to achieve broad awareness through November 
2015 to January 2016 in high density locations across the UK.

The creative treatments employed advocacy by clients of 
Chartered Firms explaining why they choose Chartered. 

Advertising was supported by video case studies, editorial  
and online content.
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campaign, we have worked 
with insurance sector media 
and the CII’s own channels 
to develop awareness of the 
benefits of professionalism to 
the wider insurance sector.

The adverts use Chartered brokers’  
own words to describe the direct 
benefits that they have experienced. 

See the work See the work
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The Campaign – Consumer

Outdoor   Print   Digital   Customer interest

Placement 
26 National rail stations
14 Tube stations
74 Buses – Edinburgh, Bristol, Birmingham
2 Airports – London City, Edinburgh
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How else do you 
measure excellence?“

”On the stage, professionalism is under the spotlight 
every night. 

In managing and transferring risk, we need partners 
whose dedication to quality is equally visible. 

Chartered status is a very public statement of an 
insurance professional’s belief in standards and a 
commitment to continuous improvement.

You know you’re working with a business whose 
ethics match your own — people who can help you 
achieve spectacular things every night, every day.

I choose Chartered.

Jonathon Poyner
Director – Business Operations
Wales Millennium Centre

choosechartered.co.uk

CHOOSE 
CHARTERED

Chartered is the gold standard 
for the insurance profession.

Choose it for your business.

choosechartered.co.uk

CHOOSE 
CHARTERED

Chartered is the gold standard 
for the insurance profession.

Choose it for your business.

Risks are not always obvious, 
professionalism is.“

”
Our business is as changing as the sea, and like the 
waves it contains many risks – some commercial, 
others affecting the lives of our people.

It’s vital to have confi dence in the advice of insurance 
professionals who have the technical knowledge to 
understand the issues and what’s important to 
our business.

There’s a lot riding on their knowledge and guidance.

I choose Chartered.

Andy Jones
Deputy Chief Executive
Port of Milford Haven

The Campaign – Consumer

Outdoor   Print   Digital   Customer interest

Placement 
The print campaign featured in 
the following publications.
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The Campaign – Consumer

Outdoor   Print   Digital   Customer interest

Placement 
The online campaign targeted visitors to these web sites. The Times     Telegraph     IOD     This is Money     Guardian     FT online
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The Campaign – Consumer

Outdoor   Print   Digital   Customer interest

In addition to advertising we created a ‘Risk’ supplement 
in The Times, highlighting innovation, public interest, and 
professionalism in insurance. The piece listed all Chartered 
Insurers and Insurance Brokers, and contained contributions 
from exclusively Chartered firms. Distributed to 200,000 
readers, nationwide, during January.

ISSUE 01
RISK REVIEW

PRODUCED BY

The Risk Report

TOP 10
BUSINESS
RISKS 
Emerging risks
of most concern
to businesses in 2016

THE RISE OF 
THE DRONES 
Insuring the upward 
trajectory of drones

The Risk Report

08 | 09

elematics began as a means 

to reduce insurance costs 

primarily for younger driv-

ers. In return for having a 

black box or phone app monitor their 

driving, young men and women were of-

fered more affordable premiums. 

As reported at the Casualty Actuarial 

Society’s Ratemaking and Product Man-

agement seminar,wireless equipment 

transmits up to 750 megabytes of informa-

tion a minute back to insurers, including 

data on when, where and how you drive. 

This data can be used to identify danger-

ous driving, impose curfews and offer 

feedback that can help improve driving.

The market has come a long way. Use 

grew by 15 per cent between 2013 and 

2015, according to Ptolemus Consulting, 

while a third of companies with commer-

cial vehicle fleets have telematics sys-

tems installed.
However, the explosion of the market 

that experts were predicting has not yet 

materialised. “Telematics is still only 3 to 

4 per cent of the UK market, and is still 

relatively reliant on self-selection and 

focused on inexperienced drivers, so 

there’s some inherently limiting factors,” 

says Glen Clarke, head of telematics at 

Chartered Insurer Allianz.
The main factor hindering its growth? 

Low retention. Once young drivers have 

built up some experience and premiums 

on standard products begin to fall, many 

opt to switch provider. “That’s because 

the depth of the proposition isn’t there,” 

says Mr Clarke.
In order to make telematics more at-

tractive to other drivers, the product 

offering needs to evolve, he says. Expe-

rienced drivers, in particular, will need 

incentives beyond modest discounts or 

feedback on their driving. Feedback may 

even be considered a disincentive for 

some, depending on how it is presented.

“All the research we’ve seen and our 

experience to date suggests that being 

able to give people driving feedback 

is particularly valuable in the first six 

months of their driving career,” explains 

Mr Clarke. “But very soon, people estab-

lish the way they drive and the level of 

risk they’re willing to take on.
“A 40-year-old driver with 20 years’ ex-

perience is unlikely to respond to a mes-

sage on an app, because it’s a case of ‘old 

dog, new tricks’, whereas someone who is 

highly inexperienced might value that in-

sight - so it’s about pitching it right.”

For telematics to appeal to a broader 

consumer base, lessons can be learnt 

from the commercial space. Haulage and 

logistics firms were among the first to 

embrace the technology, driven primar-

ily by the need to cut fuel costs. 

“Public service vehicles and heavy 

goods vehicles can eat a lot of fuel and 

burn a lot of rubber if you corner them 

because there’s so much weight on them,” 

explains Duncan Read, a senior vice 

president in the transportation industry 

practice at Chartered Insurance Broker 

Marsh. “It’s less of a factor with private 

cars, but could still be an incentive.”

For example, experienced drivers 

might be more receptive to information 

on how to drive economically than safety 

Telematics 
helping
save lives 
and costs
The anticipated surge in telematics adoption 

is yet to happen, but new customer 

interaction could hold the key as technology 

evolves, writes Helen YatesWith intangible assets of large companies 

rising from 32 per cent in 1985 to 84 per 

cent last year, what are the top ten emerging 

risks of most concern to firms in 2016?

10
business 
risks

Top

Driverless cars may still be a long way 

away, but the gradual introduction of 

semi-autonomous features is expected  

to reduce road accidents drastically.

AEB alone has been credited with a 20 

per cent drop in accidents, according to 

Thatcham Research, and drivers using it 

are being offered lower premiums because 

insurance underwriters know these vehi-

cles are statistically less likely to crash. 

“The industry is very interested in 

autonomous vehicles,” says Marsh’s  

Mr Read. “If you look at Docklands 

Light Railway, for instance, which is 

autonomous and all these rail links at 

airports, the safety records are just so 

good. That has an enormous future 

because most accidents are caused  

by human error.”
Connected car technology, such as 

in-car cameras, should also help re-

duce the level of fraud. At present, the 

Association of British Insurers esti-

mates that the costs borne by insurers 

from claims fraud, including staged 

motor accidents, add around £93  

to the average car insurance premium.

Over a third of businesses with telem-

atics installed in their vehicles have used 

these to contest either a speeding fine or 

false insurance claim, according to RAC 

Business. “There are cases we know of 

where people have caught the other par-

ty on the wrong side of a highway leading 

to an accident,” says Mr Read. “And this 

is where particularly private motorists 

have a real concern because a lot of the 

time there might not be any other wit-

nesses. But with cameras you’ve got a 

good legal defence.”

Collaborating with the right partners 

could also help deliver value for drivers. 

This could be anything from helping 

them identify a parking space through to 

offering breakdown assistance. “We’ve 

already got a massive array of different 

partners and we’re now working out 

what these ecosystems are that need to 

be created,” explains Mr Clarke.

This means a change in the way insur-

ers and their customers interact.Histor-

ically, unless you had a claim, the only 

interaction most customers would have 

would be an annual renewal. “That’s not 

going to be good enough in the future 

because we’ll need people to experi-

ence our products every day,” he says.  

“The customer of the future might not 

see us as an insurance partner solely, but 

also as a provider of other services that 

offer a more holistic service.”
Developing alongside telematics is 

autonomous technology, such as auton-

omous emergency braking (AEB), lane 

control and adaptive cruise control. 

T
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Integrated telemetry  
in a car dashboard

Left

A touchscreen panel 
shows a demonstration 
of an automated car 
parking assistance app

LOSS POTENTIAL: 
In the aftermath of the 

Volkswagen emissions 

scandal, the car-maker’s 

share price fell by more 

than a third. 
RISK TRANSFER: 
Reputational insurance 

typically offers access 

to crisis management 

expertise and funds 
advertising campaigns. 

Reputational cover that 

indemnifies for a loss in 

profit is also available, 

albeit limited.

1
“It takes 20 years to build a reputation  

and five minutes to ruin it”

REPUTATION*
Warren Buffett:

LOSS POTENTIAL: 
Some 81 per cent of large 

businesses and 60 per 

cent of small businesses in 

the UK suffered a cyber 

security breach in the last 

year, and the average cost 

of breaches to business 

has nearly doubled since 

2013 to £1.15 million for 

a large organisation and 

£115,000 for a smaller 

firm, according to the 

Department for Business, 

Innovation and Skills.
RISK TRANSFER: A 

third of Airmic members 

have insurance that offers 

elements of first-party 

protection, such as loss or 

damage to physical assets, 

non-physical business 

interruption and extra 

expense, data recovery 

and network restoration, 

while 36 per cent have 

third-party cyber 
insurance for data loss.

2
“Determined attackers can get in. 

They can cause damage. Can the 

business or public service keep going?”

CYBER LIABILITY**
Robert Hannigan, GCHQ director: 

LOSS POTENTIAL:  
Analysis by supply chain 

risk technology provider 

Resilinc found that 
typhoon Halong, which hit 

South-East Asia in August 

2014, caused economic 

losses of more than $10 

billion (£7 billion).

RISK TRANSFER: 
Almost half of Airmic 

members have cover for 

supply chain risk. Products 

include traditional 
business interruption with 

supplier extensions as well 

as specialist supply chain 

insurance and contingent 

business insurance.

3
“The modern supply chain highlights the 

risk-reward trade-off of efficiency versus 

redundancy that many organisations battle 

to compete in today’s highly competitive 

global economy. Recent catastrophes point 

to the need to build resiliency into supply 

chains as a business priority”

SUPPLY CHAIN* 
Chartered Insurer AIG: 

LOSS POTENTIAL: The 

number of patent cases 

filed has increased to an 

overall compound annual 

growth rate of 24 per cent 

since 2009, says PwC. 

RISK TRANSFER: 
Specialist intellectual 

property insurance is 

available and risks can be 

mitigated by consulting 

with insurers and patent 

lawyers, particularly 
during the research and 

development process for 

the new product.

5
“Picasso had a saying that ‘Good artists copy; 

great artists steal’ and we have always been 

shameless about stealing great ideas”

INTELLECTUAL
PROPERTY THEFT**
Apple boss Steve Jobs: 

LOSS POTENTIAL: 
The WEF 2015 Global 

Risks Report warned the 

conflict in Syria and spread 

of so-called Islamic State 

or Daesh could set off 

unprecedented migration 

flows “which could impact 

social cohesion if poorly 

managed”.

RISK TRANSFER: 
Traditional all-risks 
policies offer limited cover 

for strikes, riots and civil 

commotion. Specialist 

terrorism and political 

violence indemnifies 
against the impact of 
larger-scale upheavals, 

such as civil war, rebellion 

and coup d’état.

8
“Twenty five years after the fall of the Berlin 

Wall, the world again faces the risk of major 

conflict between states”

POLITICAL RISK
Margareta Drzeniek-Hanouz,WEF 

lead economist:

LOSS POTENTIAL: In an 

increasingly global world, 

the impact of catastrophes 

in one region can have 

a far-reaching impact. 

Explosions at the Port 

of Tianjin in China are 

expected to lead to 2015’s 

biggest insured loss, with 

motor and electronics 

among the industries and 

supply chains affected. 

RISK TRANSFER: The 

insurance and reinsurance 

industry has sophisticated 

mechanisms to cover 

natural catastrophes, such 

as floods, wind-storms 

and earthquakes, as well 

as man-made disasters, 

including terrorism and 

industrial accidents.

7
“Total economic losses from catastrophes in 

2015 are likely to reach $85 billion. Of this 

total, approximately $32 billion was covered 

by insurance”

CATASTROPHE RISK
Swiss Re Sigma: 

LOSS POTENTIAL: 
Some 84 per cent of 
UK chief executives are 

concerned about lack of 

access to talent, according 

to PwC. A massive $10 

trillion (£7 trillion) is 
at risk across 25 of the 

world’s major economies 

as a result of impending 

labour shortages, 
according to research 

carried out by BCG.
RISK TRANSFER: 
Human resources-related 

risks can be mitigated 

through effective 
succession planning and  

insurance products, such 

as key man cover.

4
“Every economy’s ability to compete depends 

on a steady supply of human capital and talent”

HR-RELATED RISK* 
Boston Consulting Group: 

LOSS POTENTIAL: The 

2015 World Economic 

Forum (WEF) Global 

Risks Report ranked the 

failure of climate change 

adaptation as the world’s 

fifth greatest risk in terms 

of impact. Just 30 per cent 

of catastrophe losses over 

the past decade were 

covered by insurance, 

according to Swiss Re, 

with $1.3 trillion borne by 

individuals, businesses and 

governments.
RISK TRANSFER: The 

insurance and reinsurance 

industry is working closely 

with governments to 
develop public-private 

solutions in underinsured 

catastrophe-prone 
regions. In November 

2015, eight Lloyd’s 
syndicates, including 
Chartered Insurers Amlin, 

Hiscox and XL Catlin, 

pledged $400 million 
of reinsurance capacity 

targeted at developing 

catastrophe solutions for 

developing economies.

6
“There is no one better able to help the 

world manage its risks than the insurance 

and reinsurance industry”

CLIMATE CHANGE
UN executive secretary,

Christiana Figueres: 

LOSS POTENTIAL: 
The number of refugees 

worldwide from 
environmental or conflict-

related causes has reached 

its highest level since 
the Second World War. 

A major driver of social 

fragility is rising socio-

economic inequality, and 

the impact of climate 
change and resource 
scarcity, according 
to the WEF. 
RISK TRANSFER: 
As with political risk, 

insurance is available 
for the impact of social 

unrest on businesses.

“If Europe fails on the question of refugees,  

then it won’t be the Europe we wished for”

9 MASS MIGRATION 
& SOCIAL UPHEAVAL 
German Chancellor 

Angela Merkel: 

LOSS POTENTIAL: 
While also a significant 

opportunity, the internet 

of things (IoT) also 
raises questions about 

expectations of privacy 

and security. 
RISK TRANSFER: In its 

infancy, it is anticipated 

that insurance for fully 

autonomous vehicles will 

come from the specialist 

commercial insurance 

market in the future with 

cyber policies evolving to 

encompass some of the 

risks presented by the IoT.

INTERNET OF THINGS** 

FBI: 10
“Autonomy will also open up ways for 

a car to be more of a potential lethal 

weapon than it is today”

suggestions. “Fortunately a lot of behav-

iours that drive more economic driving 

are also behaviours that drive safer driv-

ing - there’s a pretty good cross-over,” 

says Mr Clarke.
Meanwhile, more recently, with fleets 

experiencing fewer accidents, driver 

safety benefits are also being recognised 

on the commercial side.
“In five years’ time people will have 

come up with other ways of using the 

technology, whether it’s insurance com-

panies or somebody different,” says 

Jonathan Dye, head of motor insurance 

at Allianz. “In some respects it’s really 

exciting - it’s just data, but it enables dif-

ferent sectors to use it in different ways.”

Future telematics customers will be 

encouraged to share their data with in-

surers in return for a wide range of bene-

fits, he thinks. “It’s about how we can use 

this to have a completely different style 

of personal, high-frequency relationship 

with our customers in a way we’ve never 

had before.”

* Risks with a high IT or cyber element are marked with asterisks, with two ** being the maximum
Source: World Economic Forum - The Global Risks Report 2016

nsurance is rarely top of people’s dinner party conversation start-ers. But risk, whether it’s to our homes, livelihoods or even our national wellbeing, is never far from the front pages and head-
lines. And it’s down to 
insurers and insurance 
brokers to find ways of 
taking away or manag-
ing those risks, for both 
individuals and busi-
nesses.

As technology chang-
es, new risks emerge and 
new methods are invent-
ed to counter them. This 
special report highlights 
research by insurance 
companies into new 
and emerging risks, and 
what the future holds for 
businesses and consum-
ers seeking to achieve peace of mind or shareholder value.

As chief executive of the Chartered Insurance Institute (CII), I lead an or-ganisation established by Royal Charter to “secure and justify the confidence of the public” in the insurance industry. We aim to do this by providing training and qualifications in best practice across the 

hether it was to do with 
manipulating interest 
rates, mis-stating ac-
counts, losing custom-ers’ data or faking vehicle emissions, few industry sectors have avoided a scandal in their ranks which has destroyed share-holder value and seen the C-suite held to account. The resulting focus on tougher corporate governance has placed com-pany boardrooms under mounting pres-sure to maintain standards.

This is a story that has 
its roots in the Cadbury 
Report, which came out 
more than two decades 
ago following several 
high-profile governance 
failures, among them 
Maxwell Communi-
cations. The impetus 
was maintained by the 
Financial Reporting 
Council and the UK 
Corporate Governance 
Code, which was again 
toughened up in 2014.

As risk management 
evolves in the UK, busi-
nesses are responding 
to the cultural change, diving deeper into countering different areas of risk. They increasingly look to their insurers or insurance brokers for support. But this isn’t just about buying a policy to pay out when things go wrong; it’s about ac-tively identifying and managing risk be-fore it happens.

“Boards want risk management in-sight into the implications of business decisions to do with growth, product de-velopment and diversification,” says An-drew Kendrick, president of Chartered Insurer ACE European Group. “They also want solutions to any risk issues identified and to know how to mitigate the downside.
“Certainly, as insurers, we have much richer conversations than was possible just a few years ago. As a counterparty we have phenomenal claims data, so we can share insights into the risks associated with expanding across borders, for exam-ple, or introducing new technology.”John Hurrell, who heads UK risk man-agers’ association Airmic, agrees that risk is moving up the boardroom agenda, but argues there is still no consistency in the way boards approach risk. 

“The governance of risk in many or-ganisations is fragmented,” he says. “It is not sufficient for boards to see this simply as a compliance issue, they need to look at risks to their strategy, risks to their business model and risks to their reputation. Recent failures, for example at Volkswagen and certain cyber breach-es, show there is still a long way to go in many organisations.”
Nick Dunlop, global industry man-aging director at Chartered Insurance 

Broker Willis, thinks a 
more complex risk envi-
ronment reinforces the 
importance of risk man-
agement. “Businesses 
perceive that they are 
more vulnerable to what 
seem to be high-fre-
quency, high-severity 
losses from emerging 
risks, such as cyber 
crime. And they see that 
such risks can be highly 
damaging to their repu-
tation, let alone directly 
to their balance sheets,” 
he says. 

Insurance markets are evolving to help businesses manage their more intangible risks, but clients, advisers and risk capital providers need to work more closely together. “And as data becomes richer we’ll make more pro-gress towards producing innovative solu-tions to intangible risks,” says Mr Dunlop.As insurers and brokers offer more products to cover intangible business risks, such as digital, reputation or intel-lectual property, risk managers will be able to take a greater role in managing these risks. “Cyber is especially a case in point where boards are clearly becoming more concerned about the risks and chief information officers do not have all the answers,” says Mr Hurrell. “Insurance can bring a new perspective and a clear role for the risk manager to add real value.”Understanding how to make use of a wider range of risk-transfer options will place new demands on organisations’ risk management function. They will need to call on resources from multiple areas of the business in order to gain a view of risk across the enterprise.“There are other useful skills, for ex-ample in actuarial analysis, an under-standing of operational and investment 

Countering 
new risks in
the tech era
Businesses and consumers can stay ahead of new and emerging risks with professional advice, says Dr Alexander Scott, chief executive of the Chartered Insurance Institute

insurance and risk management sectors, and we require our members to sign up to a code of ethics that ensures they act in the best interests of each client, up-holding the reputation of the profession.
Ultimately, as with any 

other profession, the cus-
tomer needs to be able 
to trust they are dealing 
with an individual or 
organisation that can 
demonstrate the highest 
levels of integrity, compe-
tence and capability. The 
firms contributing to this 
report are Chartered In-
surers or Chartered In-
surance Brokers, mean-
ing they represent the 
gold standard in profes-
sionalism and are com-
mitted to a high degree of 
qualification, profession-al development and business practices that align to the CII’s code of ethics. When you next consider risk, wheth-er to your business or your family, don’t just think about whether you have an in-surance policy in place, but whether the company who provides your insurance or advises you can demonstrate the high-est degree of professionalism.

Diving deep into areas of difficult risk
In the wake of corporate scandals, big businesses are rethinking their risk culture and reaching out for more support and guidance, writes Garry Booth

risks, as well as business experience and commercial acumen, which today’s risk leader needs to acquire,” says John Scott, chief risk officer of Chartered Insurer Zurich’s global corporate division.An ability to communicate risk issues effectively at a board level is essential. “This emphasis on risk management started with the financial services sector, but it is more broadly applied across all other sectors now,” says Mr Scott. “Risk is being taken out of the purely techni-cal, financial-reporting world and up to board level, raising questions around risk leadership.”
Businesses and their board directors would benefit from engaging with train-ing development programmes, such as the Chartered Insurance Institute’s re-sponsibilities of non-executive directors and approved persons programme.

Board have established policieson risk oversight and management

As technology 
changes, new 
risks emerge  
and new 
methods are 
invented to 
counter them

Insurance can 
bring a new 
perspective  
and a clear role 
for the risk 
manager to 
add real value

32%
Partially/
Informally

44%
Yes, formally

8%
Don’t 
know

16%
No

Source: AON Global Risk Management Survey 2015
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• Hiscox London Markets
• Hiscox UK & Ireland
• Motor Insurers’ Bureau
• Talbot Underwriting Limited
• Tempo Partners Limited
•  Towergate Underwriting  
Group Limited

•  Willis Management  
(Guernsey) Limited

• Zurich Insurance Plc

CHARTERED  
INSURANCE BROKERS• A H Bell & Co (Insurance Brokers) Ltd• Access Underwriting Ltd
• Adler Insurance Brokers Ltd
• African Risk and Insurance 
  Services (ARIS)
• Alan & Thomas Insurance Brokers Ltd• Alan B Kidd and Co. Ltd
• Alan Boswell Insurance Advisers Limited• Alan Boswell Insurance Brokers Limited• Alan Boswell Insurance 
  Management Limited
• Alan Boswell Insurance Services Limited• Alan R MacKay & Co Ltd
• Aston Scott Ltd
•  Autonetic Insurance and  
Pensions Services Limited T/a• Backhouse Insurance Brokers Limited• Bartlett & Co Ltd

• Beaumont Lawrence & Co Ltd• Beaumonts (Leeds) Ltd
• Beaumonts Insurance Brokers Ltd• Bennetts Commercial Ltd
• Berkeley Insurance Group UK Ltd• BHIB Limited T/a
• Bluefin Insurance Services Limited• Bluestone Insurance Services Ltd• Bradshaw Bennett Ltd
• Brents of Brentwood Ltd
• Bridge Insurance Brokers Ltd• Britam Limited
• Bruce Stevenson Insurance Brokers Ltd• Burrow Humphreys Limited
• C R Toogood & Co Ltd

• Cassey Miller James Ltd
• Castle Insurance Consultants Limited• Castlemead Insurance Brokers Limited• Caunce O’Hara and Company Ltd• Champion Insurance Brokers Ltd• Churchill Insurance Consultants Ltd• Circle Insurance Services Plc

• Clark Thomson Insurance Brokers Ltd• Clear Insurance Management Ltd• Coeus Insurance Management Ltd• Cooke and Mason Plc
• Corporate & Personal Investment  Planning Ltd
• Corrigans Limited
• Cumbria Insurance Brokers Ltd• D E Ford Insurance Brokers Ltd• David Haskoll Limited
• Direct Chauffeur Line Ltd
• EC Insurance Services Ltd
• ECS Insurance Brokers
• F&N (Reading) Ltd
• First Insurance Solutions Limited• Firth & Scott (Insurance Brokers) Ltd• Gargash Insurance Services LLC• Garratts Insurance Brokers Limited• Gravity Risk Services Ltd

• Griffiths & Armour
• Griffiths & Armour Global Risks Ltd• Griffiths & Armour Insurance  Brokers Ltd
• Griffiths & Armour Professional    Risks Ltd
• Gulf Ocean International Insurance    Brokers LLC
• H&H Insurance Brokers Ltd
• Hallsdale Insurance Brokers Ltd• Hamilton Robertson Insurance Brokers• Harborough Portas Ltd
• Haven Insurance Brokers Limited• Hazelton Mountford Limited
• Heartland (Midlands) Ltd
• Hettle Andrews & Associates Limited• Hine Insurance Brokers Ltd
• Home and Legacy Insurance
  Services Limited
• IFM Insurance Brokers (Midlands) Ltd• IFM Insurance Brokers Ltd
• Independent Commercial    Broking Limited
• Ingram Hawkins & Nock Limited• INRE Management Services Ltd• Insurance Brokers West Indies Limited• Insurance Risk Solutions Limited• Insure Risk Limited

• Ives & Taylor Insurances Ltd
• Jeffery Associates
• Jelf Insurance Brokers Ltd
• Jobson James Insurance Brokers Ltd• John Millin (Southport) Ltd t/a Millins• Kennett Insurance Brokers Ltd• Kingsbridge Risk Solutions Ltd T/a• Lark (Group) Limited

• Lloyd & Whyte Ltd
• Lockton (MENA) Limited
• Lockton Companies LLP
• Lorica Insurance Brokers Ltd• Luker Rowe & Co Ltd
•  Lycett Browne-Swinburne &  

Douglass Limited - Commercial Division• Lymm Insurance Brokers Limited• M.S Macbeth Ltd
• Marlow Gardner & Cooke Ltd• Marsh Ltd
• Marshall Woolridge Limited

• Mason Owen Financial Services Ltd• Miles Smith Insurance Solutions Limited• Miller Insurance Services LLP• Milne Friend & Partners
• Morrison Edwards Insurance
  Services Ltd
• MPW Insurance Brokers Ltd
• MRIB Ltd
• Norris and Fisher
  (Insurance Brokers) Ltd
• Nsure Ltd
• NWBIB Ltd
• Oyster Risk Solutions Ltd
• Pavey Group Ltd
• Perkins Slade Limited
• Peter Hattersley and Partners Limited•  Peter Hoare & Company  
(Insurance Brokers) Ltd

• PJ Frankland Ltd
• PJ Insurance Brokers
• PK Insurance (Brokers) Ltd
• Pound Gates & Company Ltd• Powell Bateson Limited
• ProAktive Ltd
• R A Cowen & Partners Ltd
• R A Rossborough
  (Insurance Brokers) Limited
• Ravenhall Risk Solutions Ltd
• Realty Insurances Limited
• Reich Brokers
• Reich Insurance Brokers Ltd
• Reinsurance Solutions International Ltd• Richmond House Insurance Brokers Ltd• Rigton Insurance Services Ltd• RK Harrison Insurance Services Ltd• RK Henshall & Co Ltd

• Romero Insurance Brokers Limited• Ryan Insurance Group
• Saffron Insurance Services Ltd•  Sentinel Corporate Risk and  
Insurance Services Limited

• Smith Robinson Ltd
• Square Mile Broking Ltd
• Stanmore Insurance Brokers Limited• S-Tech Insurance Services Ltd• Stephenson’s (2000) Ltd
• Sterling Knight (Pte) Ltd
• Sydney Packett & Sons Limited• T H March & Co Limited
• Ten Insurance Services Ltd
• Thomas Sagar Insurances Ltd
• Thomas, Carroll (Brokers) Limited• Thomas, Carroll Private Clients Limited• Thompson & Richardson (Lincoln) Ltd• Todd & Cue Ltd
• Towergate Underwriting Group Ltd• Turner Insurance Services Ltd• Venture Insurance Brokers Ltd• W B Baxter Limited
• Walker Persson & Spargo Ltd• Walmsleys Commercial Insurance   Brokers Ltd
• Watson Laurie Ltd
• Whitman Gowdridge Insurance  Brokers Ltd
• Wilby Limited
• Willis & Company
  (Insurance Brokers) Limited
• Willis Networks
• Willis UK
• Woodward Markwell Insurance  Brokers Limited
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Being Chartered isn’t for us…
it’s for our clients.“

”
We’ve always had a culture of doing 
things right by our clients. We didn’t need 
Chartered to tell us how to behave. 

But what it is doing is telling everyone else 
what they can expect. It’s a source of pride 
of course, but its real value is in attracting 
and retaining good business. 

Why shouldn’t we all aspire 
to be Chartered?

I believe we should.

John Moore MBE
Chartered Insurance Broker
Chairman, Thomas Carroll Group Plc

choosechartered.co.uk

CHOOSE 
CHARTERED

Chartered is the gold standard 
for the insurance profession.

Choose it for your business.

Commitment to learning and development is key 
to the future of my company, but also to the whole 
of insurance. 

The real challenge is to build a business and 
an industry that’s sustainable, and that means 
educating talent.

We need high calibre technical training and we need 
to demonstrate that we’re professional and have it 
independently verifi ed.

By being Chartered we’re making an investment in 
the future of Marsh and in the future of people – 
building a cadre of professionalism which infl uences 
and sustains the industry for the long term.

Individually it offers recognition, corporately it is 
evidence of our commitment.

Joe Grogan, Chartered Insurance Practitioner
CEO, Corporate Division UK & Ireland
Marsh 

We’re investing in talent, 
in the business and in the 
industry’s future.

“
”

choosechartered.co.uk

CHOOSE 
CHARTERED

Chartered is the gold standard 
for the insurance profession.

Choose it for your business.

The Campaign – Sector

Print   Digital   Sector engagement

Placement 
The sector print campaign 
featured in these publications 
and reached an estimated 
10,000 subscribers.
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The Campaign – Sector

Print   Digital   Sector engagement

Placement 
Over the course of the initial campaign launch, multiple formats of  
online advertising were placed on targeted sector websites.

Insurance Times      Post Magazine      Insurance Age      Insurance Hound
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The Campaign – Sector

Print   Digital   Sector engagement

Three Insurance Times five-page special reports (October, November, December)
Sharing research demonstrating superior professionalism of Chartered firms:

- Survey undertaken on behalf of the CII illustrating superior customer outcomes for 
SME customers of Chartered firms

- Independent research by Insurance Times indicating superior Financial Ombudsman 
Service complaints experience 

- Analysis of Insurance Times Broker Service Surveys indicating superior performance 
of Chartered insurers.

‘The Professional Debate’ Post + Insurance Age

‘Oxford Union’ style managed debate, with input from 57 senior brokers and insurers, 
and 6,653 page views and 74,217 email opens + print editorial.

Successfully shifted debate from ‘Insurance will never be a ‘true profession’ to  
‘We can be a true profession, and qualifications and ethical standards are the key’

The Journal
Sharing original CII research demonstrating the superior outcomes for SME 
customers of Chartered firms.

THEJOURNAL
THE VOICE OF YOUR PROFESSION

WATER, WATER EVERYWHERE
WE EXAMINE THE INDUSTRY’S FLOOD RESPONSE 

TO SEE IF LESSONS HAVE BEEN LEARNED

KEEP TRANQUILO AND INNOVATE
THE BRAZILIAN SUCCESS STORY HAS  

TURNED SOUR IN RECENT YEARS. BUT 
OPPORTUNITIES STILL ABOUND

December 2015/January 2016 | www.cii.co.uk/journal 

WORLD
West

MIB CHIEF EXECUTIVE ASHTON WEST 
ON HIS VISION FOR A STRONGER, MORE 
PROFESSIONAL INSURANCE INDUSTRY

October/November 2015 | www.cii.co.uk/journal 

THEJOURNAL
THE VOICE OF YOUR PROFESSION

THING

MORE CONTROL IS NEEDEDEXAMINING THE POSSIBILITIES AND THE DANGERS OF REMOTELY PILOTED AIRCRAFT

CII SKILLS SURVEY 2015FEEDBACK FROM THIS YEAR’S SURVEY 
COMES AT A TIME OF 
SIGNIFICANT CHANGE 
FOR THE INDUSTRY

A Shaw
HORIZONS’ ADAM SHAW 
ON WHY THE INSURANCE 
INDUSTRY NEEDS TO ENGAGE BETTER WITH  

ITS CUSTOMERS

InsuranceTimes | CII | 5

4 | CII | InsuranceTimes

Follow us @InsTimesNews

CII

Read more online at insurancetimes.co.uk

How 
chartered 
status cuts 
customer 
complaints   
● CII chartered firms are less likely to have 

complaints against them upheld

● Chartering helped AIG improve the way it handles 

complaints, focusing on the customer’s story  

wIllIam donohoe

Insurers and brokers that have 

been awarded chartered status 

by the Chartered Insurance 

Institute (CII) are less likely to 

receive complaints, and are less 

likely to have a complaint 
against them upheld by the 

Financial Ombudsman Service 

(FOS), the latest research by 

Insurance Times reveals.
The research found that nine 

of the 10 worst-performing 

insurance companies were 
non-chartered firms. 

Of the 22 chartered firms 

analysed, only eight (36%) had 

more than 30 complaints 
referred to the FOS 
over the first six 
months of 2015. 

For the 44 
non-chartered firms 
analysed, this figure 
rose to 100%.

Investing in training
CII marketing director Ian 
Simons says this better 
performance by companies with 

chartered status is a result of 

their increased focus on staff 

training and professionalism.
“Chartered firms invest in 

training and qualifying their 

staff appropriately, they commit 

to continuous professional 
development and, critically, 

they have embedded values  

and business practices that 
align with the CII Code of 
Ethics,” he says.

“Our own research indicates 

that the key drivers that link 

these investments to improved 

customer outcomes (particularly 

for SME customers) are: better 

access to appropriate products 

and information, increased 

consumer confidence that the 

firm will do what’s right, and 

the provision of product cover 

appropriate for their needs.”
Insurance compliance expert 

Branko Bjelobaba says firms 

that have achieved chartered 

status are better equipped to 

deal with complaints, and 
take the opportunity to learn 

from mistakes.

“The requirements [needed 

to achieve chartered status] are 

high and most staff members 

have to be CII members and a 

senior person must also be 
chartered,” he says. 

“When it comes to 
complaints, a chartered broking 

firm would see a complaint as a 

serious matter: something has 

failed in their business, which 

should mean room for 
improvement and learning from 

how the issue happened.”
Bjelobaba adds that, as  

most complaints arise from  

poor service, chartered firms 

are much less likely to receive  
a complaint in the  

first place.
“A good firm, 

chartered or not, 
will have processes 
in place to comply 
with all FCA rules 

and requirements,”  
he says.
“Complaints tend to 

arise from bad advice or service. 

Good training and monitoring 

and the encouragement of CII 

exams will mean that people are 

good at their jobs and the 
chance of a mistake will be less.”

The best-performing insurer 

in the research is AIG with an 

upheld complaints rate of just 

15%: that is 22 percentage 
points lower than the general 

insurance industry average of 

36% for the first half of 2015.
AIG was awarded chartered 

status in 2014, pursuing the 

accolade to demonstrate its 

commitment to the 
Aldermanbury Declaration, 

100%
of non-chartered  

firms surveyed had more 
than 30 complaints 
referred to the FOS 

experT vIew 

DaviD Thomson
CII dIReCtoR oF PolICy  

and PublIC aFFaIRs

movIng ethICs Into  
the maInstReam
Until recently, for many people ethics was a dry concept 

lying on a dusty shelf or rarely visited intranet page 

owned by their firm’s corporate social responsibility  

or compliance team. They were typically well-meant 

and sounded good, but not often read, let alone 

rigorously applied. 
Sir Howard Davies, the FSA’s first chairman, 

famously declared that the FSA did not ‘do ethics’, by 

which he meant he didn’t believe it was the FSA’s 

regulatory job to define (and therefore regulate) 

behaviour in detail, but expected firms to operate 

appropriately within the compliance framework.  

Scroll forward a decade or so, after repeated public 

scandals across the wider finance sector – culminating 

in the banking crisis – the FCA was established with the 

expectation that not just legal compliance, but conduct, 

was to be at the heart of its mission. 

The FCA most certainly does ‘do ethics’ – or at least 

it has redefined risk conduct so that behaviours of both 

individuals and firms are now clearly in its line of sight. 

And consumer outcomes have rightly taken their place 

at the heart of the objectives, leaving little room for 

doubt that ‘doing the right thing’ is now not about just 

having a code of ethics, but applying it consistently. 

This will be underscored soon when the new regulatory 

rules for SIMR (Senior Insurance Managers Regime) 

kicks-in properly next March. This embeds the 

requirement for firms to have an appropriate culture and 

clear focus on individual conduct. 

Demand for better behaviour
Despite progress there is still a long road ahead, both in 

terms of addressing perception (public opinion) and 

reality (the evidence of recent FCA thematic reviews).  

Clearly there is strong public demand for better 

behaviour in financial services. And the FCA, by 

expecting better behaviours without providing explicit 

rules, will drive an increased focus on the issue of ethics. 

It is the role of a professional body to provide the 

guidance and leadership to help the industry respond 

to that demand. And increasing numbers of firms have 

achieved chartered status in recognition of their desire 

to demonstrate investment in professionalism. 

But professionalism isn’t just about passing exams. 

The CII has been increasing investment in guidance and 

support tools to help individuals and firms navigate the 

ethical ‘corridor of uncertainly’ and develop a culture 

across the sector that will, over time, help address 

public interest concerns. 
The revised and refreshed 

standards and guidelines introduced in 

July that underpin chartered firms 

should help create a cohort of firms 

that can spearhead the insurance 

challenge to create a better culture in 

financial services. 
This not only the right thing to do, it 

is also the smart one. 

‘Chartered firms invest 
in training and 
qualifying their staff 
appropriately and, 
critically, they have 
embedded values  
and business 
practices that align 
with the CII Code  
of ethics’ 
Ian Simons, CII

ComPlaInts  
CII ChArtered Insurers And  

brokers do better 

Of THe 10 wOrST perfOrmINg  
INSurerS aND brOkerS:

Of INSurerS with more than 30 complaints

Of INSurerS with fewer than 30 complaints

Of brOkerS aND INSurerS with more 

than 30 complaints

only eight of the 22 CII chartered insurers received more than  

30 complaints
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Of brOkerS aND INSurerS with fewer 

than 30 complaints

InsuranceTimes | CII | 1

Read more online at insurancetimes.co.uk
in association with the cii
ProfessIonalIsm  spotlight
Insurance helps people anticipate difficulties and overcome financial and personal setbacks. It is essentially a force for good.But its reputation has been sullied at the fringes of the industry by some unscrupulous operators, either encouraging fraud or providing poor customer service.There has been some progress towards eliminating the worst aspects through legislation and regulation: the Legal Aid Sentencing and Punishment of Offenders Act 2012 has helped reduce the problems caused by 

referral fees, and MedCo is attempting to tackle the scourge of fraudulent whiplash claims.But it is up to the insurance industry itself to burnish its image: to present a professional, engaged and ethical face to its customers and to raise standards of service to the highest level, so its customers can be confident of getting the best service and the fairest treatment possible.Over the next few months, Insurance Times, in association with the Chartered Insurance Institute, will present a three-part 

series of special features on professionalism in the industry.On the page opposite, CII chief executive Sandy Scott talks about the work the institute is doing to raise the bar on professional standards in insurance. Over the next few pages, CII policy director David Thomson looks at the importance of ethics in insurance; and we analyse the recent Financial Ombudsman Service data on complaints, comparing the performance of CII chartered insurers and brokers against unchartered firms.
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Total coverage
23.66% of all ABC1 Adults over the age of 35 
(equivalent to 4 million) have, on average, 
seen this campaign 3 times.

Digital
8.5% ABC1 Adults over the age of 35  
(equivalent to 1.4 million) have, on 
average, seen this campaign 3 times.

47% 62% 77%

4
2.9

1.4

National Press
17% of ABC1 Adults over the age of 35  

(equivalent to 2.9 million) have, on 
average, seen this campaign 3 times.

million

million

million

74 Buses 
Edinburgh, Bristol, Birmingham

26 National rail stations

14 Tube stations

2 Airports 
London City, Edinburgh

Central London Awareness of 
Chartered status in 
General Insurance.* 

*Based on a survey of 1038 HNW business directors or SME owners during January and February 2016.

Confidence that 
Chartered status is 
the best indicator of 
professional conduct.* 

Likelihood of choosing 
a Chartered firm (over a 
firm without Chartered 
status).* 
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The initial impact of the ‘Choose Chartered’ 
campaign highlights the potential for developing 
public awareness and understanding; over time 
we will build on this to increase intent to actively 
choose Chartered firms.

During 2016 we will continue the campaign, with 
regular reviews of impact and effectiveness, 
reflecting on what we’re saying and where we’re 
placing our message.

Building recognition
During the second quarter of the year, we will 
select consumer press titles, digital platforms 
and outdoor sites to build on awareness achieved 
in first phase of the campaign.

Developing the Chartered story
As awareness builds we will broaden the 
message with new creative treatments. We 
will rotate outdoor media, and trial spots on 
broadcast radio.

Maintaining momentum 
Continue with selected press, digital and outdoor 
sites, add insurance sector titles to playback to 
members and Chartered firms.
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Share the campaign
The resources that we have created for the 
campaign can enhance the value of Chartered 
status for any firm, so we encourage all Chartered 
firms to consider where they could use them.  

We will happily supply copies for use in the following formats:

• As advertising in your newsletters or magazines (PDF)

• Standard size web banners for use on your web site (GIF)

• Video for use on your website or in social media (MPG4)

• As an email footer to your communications (JPG)

And do share what you’re doing with us and 
other Chartered firms by tweeting examples to 
#ChooseChartered.
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Having helped launch the campaign, we hope you will help in maintaining its 
momentum. We are delighted to make these resources available to you.  
Further resources can be found at cii.co.uk/chartered

Click here to download any of the above assets

A4 Press advert VideoWeb banners Email footer
Leaderboard 728 x 90 pixels

210 x 297mm

MPU  350 x 200 pixels

600 x 100 pixels
How else do you 
measure excellence?“

”On the stage, professionalism is under the spotlight 
every night. 

In managing and transferring risk, we need partners 
whose dedication to quality is equally visible. 

Chartered status is a very public statement of an 
insurance professional’s belief in standards and a 
commitment to continuous improvement.

You know you’re working with a business whose 
ethics match your own — people who can help you 
achieve spectacular things every night, every day.

I choose Chartered.

Jonathon Poyner
Director – Business Operations
Wales Millennium Centre

choosechartered.co.uk

CHOOSE 
CHARTERED

Chartered is the gold standard 
for the insurance profession.

Choose it for your business.

choosechartered.co.uk

CHOOSE 
CHARTERED

Chartered is the gold standard 
for the insurance profession.

Choose it for your business.

Risks are not always obvious, 
professionalism is.“

”
Our business is as changing as the sea, and like the 
waves it contains many risks – some commercial, 
others affecting the lives of our people.

It’s vital to have confi dence in the advice of insurance 
professionals who have the technical knowledge to 
understand the issues and what’s important to 
our business.

There’s a lot riding on their knowledge and guidance.

I choose Chartered.

Andy Jones
Deputy Chief Executive
Port of Milford Haven
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