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Business Insurance is the authoritative source of news, data and insight on risk 

management and employee benefits for executives in all industries. As the only 

major media brand focusing on the buyers of risk management, insurance and 

benefit programs, BI delivers in-depth coverage of issues and trends that drive the 

commercial insurance industry. BI’s buyer focus has made it required reading for risk 

and benefit professionals — and those who serve them — for more than 50 years.

Delivered in a multi-media mix, including a monthly print magazine, and daily 

online and mobile news, Business Insurance helps readers do their jobs better.

OUR HISTORY

In 2019, Beacon International Group, Inc. acquired 

Business Insurance Holdings with plans to expand 

the reach and depth of the media company across 

national and International borders. Beacon is part 

of a family of companies that has been in insurance 

publishing since 1889. Business Insurance was 

founded in 1967 by Crain Communications, Inc.  

and celebrated its 50th anniversary in 2017. 

Business Insurance editorial staff, correspondents, sales and administrative 

staff members are situated in major US and international cities.
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OUR AUDIENCE

BUSINESS INSURANCE REACHES COMMERCIAL 
INSURANCE DECISION-MAKERS & BUYERS

Business Insurance audience (print subscribers & digital 
users) are involved in the recommendation, specification, 
approval or purchase of the following services:

Business Insurance expertly covers breaking news while delivering insight, commentary and in-depth analysis on topics and industry trends 

most important to risk managers, C-suite decision-makers and buyers of commercial insurance. As today’s world becomes increasingly 

complex, it is more important than ever for companies to make well-informed decisions about managing risk and buying insurance. 

Business Insurance is the most preferred media brand to help today’s companies navigate tomorrow’s risks.

PRINT, DIGITAL & LIVE EVENT AUDIENCE

AUDIENCE COMPOSITIONSOCIAL PRESENCE
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BROKERAGE SERVICES
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EVERY ISSUE DELIVERS

• NEWS ANALYSIS 
 Key coverage of risk management,  
 property/casualty and workers comp trends

• VIEW FROM THE TOP 
 Interviews with industry decision makers

• WORKERS COMP FOCUS SECTIONS

• M&A NEWS

• EXECUTIVE MOVES

• NEW PRODUCTS & SERVICES

• INSURANCE LAW ROUNDUP

• CYBER & TECHNOLOGY NEWS

• UP CLOSE 
 Profiles of recently promoted/hired executives

• PERSPECTIVES 
 Expert opinions

• OFF BEAT
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DRIVE FOR SMART FLEETS 
COLLIDES WITH CYBER RISK 

Vehicle manufacturers and operators confront 
more cybersecurity exposures as increasingly 

automated cars, trucks hit the highways 

BY JUDY GREENWALD
jgreenwald@businessinsurance.com

T
he growing cyber sophistication of trucks and automobiles is increasing 
the cybersecurity risks of trucking companies and other fleet operators.

Modern vehicles contain about 100 million lines of code, according 
to widely cited industry data, and their potential vulnerabilities include 
telematics and application servers, remote keyless entry systems, elec-
tronic control units, application interfaces, infotainment systems and 
mobile applications.

And the amount of code will only increase as 
more vehicles move more toward becoming auton-
omous, experts say. 

All this creates significant cybersecurity and 
related privacy concerns that must be addressed by 
manufacturers, fleet operators and other trucking 
companies, logistics companies and, ultimately, 
insurers, they say.

While there have been relatively few cyber-relat-
ed incidents to date — many of them instigated by 
so-called “white hat” researchers — experts say the 
frequency will certainly increase as more cybercrim-
inals pay attention to the segment.

Meanwhile, trucking and car fleets must also 
contend with the ransomware and phishing risks 
plaguing many other industries. 

Government agencies addressing the issue include 
the U.S. Department of Transportation’s Nation-
al Highway Safety Administration, which issued 
updated cybersecurity best practices guidance last 
year, and the National institute of Standards and 
Technology. 

U.S. Rep. Bob Latta, an Ohio Republican, has 
proposed the Self-Drive Act, which would require 

manufacturers of “highly automated vehicles” to 
develop a written cybersecurity policy. He has 
unsuccessfully sought passage of the bill in the past 
but is expected to reintroduce it this year.

In 2021, the International Organization for Stan-
dardization introduced standards that specify cyber-
security risk management engineering requirements 
for road vehicles’ electrical and electronic systems, 
including their components and interfaces.

Major vehicle manufacturers are aware of, and 
responding to, cybersecurity issues, experts say, but 
they point out that even if they successfully address 
concerns with new vehicles, many unenhanced, 
older vehicles remain on the road.

Many observers point to a 2015 case in which 
researchers remotely hacked a Jeep Cherokee, 
slowing it to a crawl on a highway, which led to 
Chrysler Corp.’s recalling 1.4 million vehicles.

“That was eight years ago and think about how 
much the technology has changed since,” said 
Gwenn Cujdik, Exton, Pennsylvania-based man-
ager of the cyber incident response team at Axa 
XL, a unit of Axa SA.

Experts also note an apparent prank in Russia in 
September in which dozens of cabs converged on a 
single address in central Moscow, causing a major 
traffic jam.

Among other incidents, last year a 19-year-old 
security researcher described in a blog how he took 
advantage of a bug to remotely hack into more than 
25 Teslas — “By accident. And curiosity.” 

“When you think of all that can go wrong”  
it is “pretty substantial.”  
Scott Swanson, Aon PLC

See COLLISION next page

ATTACKING  
THE SMART 
MOBILITY 

ECOSYSTEM
Key means of cyber 
attacks and their 

percentage of total 
incidents in 2022

Source: Upstream Security Ltd.
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SPECIAL REPORT

LARGEST MULTILINE WHOLESALERS*
Ranked by 2022 total premium volume including property/casualty and employee benefits

Rank Company 2022 premium volume % increase (decrease)

   1 CRC Group  $35,434,082,050  44.9%

  2 Amwins Group Inc.  $33,140,886,258  13.1%

  3 Ryan Specialty LLC  $19,900,000,000  19.2%

  4 Bridge Specialty Group  $4,400,000,000  22.2%1

  5 Jencap Group LLC  $3,060,000,000  45.7%

  6 Brown & Riding Insurance Services Inc.  $1,966,880,322  25.7%

  7 ARC Excess & Surplus LLC  $1,069,000,000  7.5%

  8 Maximum Independent Brokerage LLC  $411,264,157  6.7%

  9 XS Brokers Insurance Agency Inc.  $325,000,000  20.4%

 10 Arlington/Roe & Co. Inc.  $289,000,000  15.1%
*Companies deriving 50% or more of their premium from wholesale brokerage. 1Restated.

Source: BI survey

LARGEST PROPERTY/CASUALTY WHOLESALERS
Ranked by 2022 wholesale premium volume from property/casualty placements*

PERCENTAGE OF TOTAL BUSINESS

Rank Company/Principal officer
2022 premium

volume
Percent 
change

2022 gross 
revenue

Percent 
change

Percent
surplus lines

Underwriting 
manager

Wholesale 
broker MGA

Lloyd’s of 
London 

coverholder
Wholesale 
employees

1 Amwins Group Inc.
Charlotte, North Carolina
www.amwins.com
Scott M. Purviance, CEO

$27,680,069,435 16.1% $2,177,864,550 15.0% 70.5% 0% 72.5% 26.0% 1.5% 7,120 

2 Ryan Specialty LLC
Chicago
www.ryanspecialty.com
Patrick G. Ryan, chairman-CEO

$19,900,000,000 19.2% $1,725,200,000 20.4% 74.1% 0% 66.0% 30.2% 3.8% 3,850 

3 CRC Group
Charlotte, North Carolina
www.crcgroup.com
Dave Obenauer, CEO

$16,679,017,495 13.1% $1,980,905,859 18.6% 71.0% 3.1% 75.2% 14.9% 6.8% 5,317 

4 Bridge Specialty Group
Daytona Beach, Florida
bridgespecialtygroup.com
Stephen Boyd, president

$4,400,000,000 22.2%1 $437,000,000 11.5%1 85.0% 3.0% 50.0% 43.0% 4.0% 1,700 

5 Jencap Group LLC
New York
www.jencapgroup.com
John Jennings, CEO

$3,060,000,000 45.7% $306,500,000 48.8% 66.0% 0% 52.0% 40.5% 7.5% 1,200 

6 Brown & Riding Insurance Services Inc.
Dallas
www.brownandriding.com
Chris A. Brown, chairman; 
Jeffrey J. Rodriguez, president-CEO

$1,966,880,322 25.7% $146,226,344 24.4% 83.6% 0% 98.8% 0.8% 0.4% 323

7 ARC Excess & Surplus LLC
Jericho, New York
www.arcbrokers.com
Christopher Cavallaro, executive chairman; 
Michael Cavallaro, president-CEO

$1,069,000,000 7.5% $107,000,000 11.5% 45.0% 7.5% 85.0% 7.5% 0% 198

8 Maximum Independent Brokerage LLC
Chicago
www.maxib.com
Joe Messina, president-CEO

$411,264,157 6.7% $27,751,344 7.4% 60.0% 0.5% 0.5% 98.0% 1.0% 90

9 XS Brokers Insurance Agency Inc.
Quincy, Massachusetts
xsbrokers.com
Adam W. Devine, CEO

$325,000,000 20.4% $38,288,149 23.2% 98.0% 0% 50.0% 30.0% 20.0% 175

10 Arlington/Roe & Co. Inc.
Indianapolis, Indiana
www.arlingtonroe.com
James A Roe, president-CEO

$289,000,000 15.1% $29,806,000 11.6% 42.0% 0% 36.0% 63.0% 1.0% 172

*Companies deriving 50% or more of their premium from wholesale brokerage. 1Restated.

Source: BI survey

PREMIUM  TRENDS
Written premiums of the top 10 property/casualty wholesalers, in billions of dollars

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Source: BI survey
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Jennifer Santiago
RISK & INSURANCE MANAGEMENT SOCIETY

Q How did you get your 
start in the industry?

A There weren’t a lot of programs for 
risk management when I came out of 

school. I had an internship as a medical 
liability representative for a medical 
malpractice organization and that really 
enabled me to get my first big job, which 
was at NYU Medical Center in New York. 
I came in at entry level and within two 
years was promoted to director, managing 
a team, reporting to the CFO and engaging 
with the captive insurance company. 
I was very fortunate to get that start 
and that led me down the path of risk 
management. I went to my first RIMS 
conference in 1999, and Colin Powell was 
the keynote speaker. And I remember 
thinking, wow, this is a pretty incredible 
organization. There were thousands of 
risk managers all waiting outside the 
auditorium to be able to get in, and that 
really drew me in. It’s the community 
that has always kept me engaged.

Q You’ve served in broking and risk 
management roles across different 

industries. How has that influenced you?

A I love the pivot and the challenge 
and the change of learning a new 

business model, learning about the key 
critical risks of the operation and then 
developing solutions. It’s really the 
toolkit of the risk manager that goes with 
you. That’s what’s been exciting for me, 
continuously being out of my comfort zone 
and always challenging and pushing. I did 
the broker stint for a little while and then 
decided risk management was really my 
sweet spot. I spent a lot of time in risk 
management and insurance, enterprise 
risk, ethics and compliance, and risk 
assessment at Novartis Pharmaceutical 
Corp., Ingersoll Rand, Arthur J. Gallagher 
& Co., and was chief risk officer at Penn 
State University right before my current 
role. So I really diversified from an industry 
standpoint and that’s kept it interesting.

Q What are your goals for 
RIMS for the year ahead?

A RIMS has a long history of success and 
incredible leaders and risk management 

professionals that have been committed 
to the society for decades. We’ve come 
through the pandemic and the key word 
for me is resilience. What’s important 
about resilience is coming out on the other 
side stronger and better and ready for the 
next challenge. My focus is on getting our 
community back together — because COVID 
did change the way people interact — and 
to reconnect and strengthen the community 
that we have. The pandemic really shone 
a light on risk management professionals. 

Everybody works in their silo and the risk 
professional knows what goes on across 
the organization, so it was logical that 
they would be right at the table when the 
pandemic hit. There’s momentum there, 
and we need to capture that and push 
forward. We also need to advocate for the 
risk professional to make sure that we’re 
getting into the C-suite in chief risk officer 
roles, that we’re sitting on boards and 
providing expertise. The other thread is DEI, 
creating more diverse, equitable, inclusive 
environments for people to be successful.

Q RIMS is advocating for a 
federal cyber backstop. Why do 

risk managers want government 
support for cyber coverage?

A RIMS issued a comment letter to 
the Federal Insurance Office last 

November. The dialogue is about creating 
a federal backstop to deal with large-scale 
cyber incidents. As risk managers, we 
know when we’re placing cyber coverage 
that we’re seeing erosion of coverage, 

capacity and cost. That creates a very 
challenging environment for the risk 
management professional. There’s a fear 
that coverage will evaporate, so there’ll be 
fewer markets willing to write cyber and 
more exclusions — sort of a Swiss cheese 
policy. I think that’s a real, legitimate 
fear. There are concerns about systemic 
cyber risk and a hit to infrastructure 
causing a massive shutdown. That’s an 
important piece but there’s also the day-
to-day cyber risks where the coverage is 
eroding. We want to talk about a cyber 
backstop from the government not just 
being limited to critical infrastructure 
and having a broader scope. Whether it is 
somehow attached to TRIA, the Terrorism 
Risk Insurance Act, or completely stands 
alone, needs to be determined. So, there’s 
a lot of parts to it, but it makes sense 
because as more insurance companies 
pull back the reins, the need for a federal 
backstop becomes more critical.

Q What can risk managers do to 
leverage the best outcome in a 

challenging insurance market?

A It’s been a tough couple of years, 
and I don’t suspect that it’s going to 

get much better, and for certain lines of 
insurance, like cyber and property, we’re 
going to continue to be very challenged. 
So, helping boards understand what the 
situation is, and understanding the risk 
appetite and tolerance at an organizational 
level, is important. How much risk can 
we tolerate in-house? How much can we 
transfer? What do we want to pay for 
that risk transfer? There’s a balancing act 
between retain and transfer. The number 
of captives is growing and people are 
looking for ways to self-insure. It’s really 
the three C’s of coverage, capacity and 
cost, and all three are being challenged. 
There was a time when, as you raised 
your deductible, your premium went 
down and you had premium savings, so 
that was a strategy. Now you raise the 
deductible, and your premiums are still 
20%, 30%, 40% higher. What we hear 
as risk managers from the insurance 
industry is that it’s really being driven 
by the reinsurers. So it’s a knock-on 
effect from the reinsurance market to the 
insurance market to the risk manager. 

VIEW FROM THE TOP

Promoting resilience and 

advocating for risk managers 

in the C-suite are major 

themes for Jennifer Santiago’s 

yearlong presidency of the 

Risk & Insurance Management 

Society Inc. Ms. Santiago, 

director, risk management & 

safety at Wakefern Food Corp., 

a retailer-owned cooperative 

based in Keasbey, New Jersey, 

discussed RIMS’ support for 

the development of a federal 

cyber insurance backstop and 

how risk managers can navigate 

challenging market conditions 

with Business Insurance 

Deputy Editor Claire Wilkinson. 

Edited excerpts follow.

Everybody works in their silo and the risk professional knows what goes on across  
the organization, so it was logical that they would be right at the table when the pandemic 

hit. There’s momentum there, and we need to capture that and push forward.
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More buyers seek parametric wildfire cover
BY MATTHEW LERNER 

mlerner@businessinsurance.com

P
arametric coverage for wildfire 
exposures is gaining traction amid a 
challenging environment for catastro-

phe-exposed property risks.
Improved data sources and satellite 

imagery are also among the reasons for 
the broader uptake because better data 
translates to improved coverage trigger 
designs and increased confidence among 
users, experts say.

“Wildfire is a clear use case for para-
metric because it is easy to measure,” said 
Laurent Sabatié, co-founder and execu-
tive director of London-based Skyline 
Partners Ltd., an insurtech managing 
general agent that specializes in paramet-
ric coverage. 

With the traditional property insurance 
market hardening, capacity for wildfire 
risks declining and retentions rising, 
parametric coverage can help provide 
additional capacity.

“We definitely are receiving more inqui-
ries about parametric wildfire coverage, 
mainly due to the capacity reduction in 
the indemnity market,” said Jacob Choi, 
New York-based global head of analytics 
within Marsh Specialty ’s parametric 
solutions group.

“Capacity weaknesses” in the property 
catastrophe market are likely to continue 
for “the foreseeable future,” said Paul 
Schultz, Chicago-based CEO of Aon 
Securities, a unit of Aon PLC, and para-
metric coverage provides another option 
to such challenges.

Underwriters in the wildfire sector are 
“tentative ” and concerned about being 
compensated adequately for the risks they 
assume or weary of the volatility involved, 
prompting some to decrease writings, Mr. 
Schultz said.

“We see parametrics as one of our 
key strategies going forward,” particu-
larly with wildfire, which is among the 
so-called “secondary perils” along with 
severe convective storm, he said.

As traditional underwriters turn away 
from wildfire, some commercial poli-
cyholders seeking coverage turn to the 
parametric market.

“We’re fielding increased numbers of 
inquiries about wildfire, inevitably due in 
part to the hardening indemnity market, 
but also because the risk environment 
is more complex due to climate change. 
The retreat of the current traditional 
market in California has reduced capacity 
available, with severe spikes in retentions 
and deductibles imposed by commercial 
carriers,” said Sébastien Piguet, chief 
underwriting officer for Paris-based  

Descartes Underwriting SAS, a paramet-
ric insurance managing general agent.

Several large personal lines insurers, 
including State Farm Mutual Automobile 
Insurance Co. and Allstate Insurance Co., 
recently announced they will stop writing 
new commercial and personal property 
insurance in California due to increased 
wildfire risks, among other things.

There has been a “very significant” 
increase in interest in parametric cover-
age, and that “translates into getting more 
deals done,” said Cole Mayer, San Fran-

cisco-based head of parametric for Aon 
PLC, who recently joined the brokerage 
from Swiss Re Corporate Solutions, part 
of Swiss Re Ltd.

There were 7.5 million acres in the 
U.S. burned by wildfire in 2022, near 
the 10-year average of 7.3 million acres, 
according to a June report from Gallagher 
Re, the reinsurance brokerage unit of 
Arthur J. Gallagher & Co. The number of 
fires reported rose to 68,988 from 58,985 
in 2021, according to the report.

While Alaska and portions of the 

Southwest saw an active wildfire season, 
the rest of the nation saw below-average 
wildfire activity. California, which in 2020 
and 2021 had wildfire losses of 4.4 million 
acres and 2.6 million acres, respectively, 
saw just 363,939 acres burned in 2022, 
report data showed.

Improved data in the forms of high-
er-resolution imagery and better avail-
ability also helped in the development of 
parametric coverage by allowing for better 
design of triggers and new indices, sources 
said, such as the percentage burned of an 
asset base of a forestry operation.

“New data from commercial and public 
satellites like Sentinel 2 has contributed 
significantly to the market ’s growth, 
offering high-resolution imagery effi-
ciently,” said Kevin Dedieu, chief research 
and development officer for Descartes.

“The combination of enhanced data, 
more research, and improved modeling 
enables the insurance industr y to 
detect and monitor wildfire events with 
increased accuracy in a near real-time 
basis,” Mr. Choi said.

Skyline’s Mr. Sabatié said Landsat is 
used extensively by the insurance industry. 
The Landsat program, jointly managed by 
NASA and the U.S. Geological Survey, is 
a series of Earth-observing satellite mis-
sions, which now consists of orbiting and 
active satellites Landsat 8 and Landsat 9, 
according to the USGS.

“Ultimately, data and information on 
the losses is what informs about the risk” 
and whether it can or should be covered, 
Mr. Sabatié said.

Sources said parametric coverage can 
be used by itself or in conjunction with 
traditional indemnity insurance.

“Our clients are able to use parametric 
wildfire as a standalone policy or as an 
additional coverage in order to fill gaps in 
coverage, such as non-damage business 
interruptions, or be used as a deductible 
buydown,” Marsh’s Mr. Choi said. Typical 
parametric clients can include forestry 
operations and wineries, he added.

“Parametric can help expand the scope 
of coverage and tools for risks like wildfire 
that previously our clients couldn’t ade-
quately transfer,” Mr. Mayer said.

NEWS ANALYSIS

“We definitely are receiving more 
inquiries about parametric wildfire 
coverage, mainly due to the capacity 
reduction in the indemnity market.”
Jacob Choi, Marsh Specialty

U.S. WILDFIRES (YEAR-TO-DATE)

As of June 27, 2023 

Source: National Interagency Fire Center
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INTERNATIONAL

COMPULSORY INSURANCE
■  Auto liability third-party property damage 

■  Workers compensation

■  Fidelity guarantee for insurance brokers

■  Liability insurance for public transportation 
by land, water, cable cars or rail

■  Liability insurance for air carriers for injury 
to passengers and damage to baggage 
or goods during international journeys 

■  Shipowners liability for marine oil pollution 
(financial guarantee or insurance)

NONADMITTED
By law insurers must be locally 
licensed. At the same time there 
is nothing in the law to indicate 
that insurance must be purchased 
from locally licensed insurers, 
with some exceptions. This is 
generally interpreted to mean 
that insurers can issue policies 
from abroad, with exceptions, 
if approached by a buyer and the 
transaction is carried out abroad. 

INTERMEDIARIES
Insurance brokers must be licensed 
to do business in Colombia. They 
are not permitted to place business 
with nonadmitted insurers, with 
the exception of property and 
liability insurance associated with 
international marine, international 
commercial aviation and space risks. 

MARKET PRACTICE
Cross-border business is allowed 
in certain classes, subject to local 
registration of the insurers involved, 
and policyholders are also free 
to obtain insurance outside the 
country, with some exceptions.

MARKET 
DEVELOPMENTS
Updated May 2023

■  The measures implemented 
by the Colombian government 
to contain the spread of 
COVID-19, together with the 
weakening world economic 
growth, hit the local economy. 
The effect of the pandemic on 
the nonlife insurance market 
was felt more in lower-than-
planned premiums than higher 
claims. Despite a contraction 
of 6.9% in GDP in 2020, nonlife 
premiums grew by 3.2%, followed 
by 17.1% growth in 2021. 

■  Economic recovery during the  
first half of 2021 was hampered by 
violent demonstrations and road 
blockages countrywide, initially 
in protest against proposed tax 
reforms to recover some of the 
costs of the COVID-19 pandemic. 
Even though these proposals were 
quickly withdrawn, other causes, 
including indigenous rights and a 
reaction to authorities’ aggressive 
response to protests, fueled 
the disturbances, which led to 
almost 60 acknowledged deaths 
and thousands of injuries. The 
Colombian Insurers’ Federation 
(Fasecolda) estimated related 
losses at COP 374.3 billion  
($88.5 million) from 6,737 cases. 

■  Compulsory personal accident 
insurance for victims of auto 
accidents, or SOAT, is an 
important and much-debated 
class. Among the problems it 
faces are evasion from over 
half the people supposed to 
buy cover, a high degree of 
claims fraud and suspected 
state-controlled pricing. 

■  With Decree 2497 of December 
2022 confirming an already 
announced 50% reduction in 
premiums for many motorcyclists 
and other categories, such as 
taxis and buses, loss ratios 
were seen as likely to continue 
deteriorating even though an 
element of additional claims 
would be borne by the state 
through established funds rather 
than by insurers directly.

PROFILE: COLOMBIA

35
GLOBAL 

P/C MARKET 
RANKING

The Colombian insurance market ranked 42nd in 
the world by premium income in 2021 and 35th for 
nonlife business. Total market premium income in 
2021 was COP 36.1 trillion ($8.54 billion). Nonlife 
business — excluding workers compensation, personal 
accident and health care — represented 45.8% of 
the total. No nonlife class of insurance showed 
significant deterioration of loss ratios during the 
two main years — 2020 and 2021 — of the COVID-19 
pandemic, but since 2022 its longer-term effects, 
such as currency devaluation and inflation, have 
affected the pricing of major classes such as auto 
and property. The voluntary auto insurance market 
reportedly imposed rate increases of up to 30% last 
year, reflecting higher costs for spare parts and labor. AREA

439,736
square miles

POPULATION

49.34
million

MARKET CONCENTRATION

50.18%
market share of top five insurers

2023 GDP CHANGE 
(PROJECTED)

1.0% 

MARKET SHARE

MARKET GROWTH
In millions, U.S. dollars

2017 2018 2019 2020 2021
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Life Nonlife PA & Health

Source: Axco Global Statistics/Industry Associations and Regulatory Bodies

Information provided by Axco. 
For free trial access to  

global insurance intelligence,  
visit axcoinfo.com.
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20.3%
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Artificial intelligence poses risk to HR practices
BY JUDY GREENWALD 

jgreenwald@businessinsurance.com

A
rtificial intelligence can be a valuable 
tool for employers in functions such 
as hiring, but it also poses signifi-

cant risks of inadvertent discrimination, 
experts warn.

The use of generative AI tools — 
including ChatGPT — which learn 
patterns and relationships from massive 
amounts of data, has exploded to more 
than 100 million users, according to a 
report released in June by the U.S. Gov-
ernment Accountability Office. 

In the employment context, AI is most 
likely to be used in hiring but is expected 
to play a greater role in related functions, 
including layoffs, promotions and succes-
sion planning.

“It’s quicker to have an AI source review 
all (job candidates’) resumes and sort 

them than pre-interview candidates. It 
makes the process quicker” and involves 
fewer human resources staff, said Mary 
Anne Mullin, New York-based senior vice 
president at QBE Insurance Group Ltd.

But it still requires some human over-
sight, experts say. The issue has attracted 
the attention of Congress and federal 
regulators as well as some state and local 
legislative bodies (see related story). 

Its use will increase as the technology 
becomes more sophisticated, said Joni 

Mason, New York-based senior 
vice president and national 
executive and professional risk 
solutions practice leader for USI 
Insurance Services Inc. 

Employers “want to make sure 
that their algorithm doesn’t dis-

criminate against different groups,” 
said Scott M. Nelson, a partner with 
Hunton Andrews Kurth LLP in 

Houston. 
He said a general, if simplistic, rule of 

thumb is the “4/5 rule,” under which a 
selection practice is considered to have a 

disparate impact if the selection rate for a 
certain group is less than 80% that of the 
group with the highest rate.

In a putative class-action lawsuit filed 
in U.S. District Court in Oakland, Cal-
ifornia, in February, Derek L. Mobley 
blamed Pleasanton, California-based 
Workday Inc.’s AI systems and screening 
tools for his failure to find employment 
despite applying for at least 100 positions 
since 2018. 

Mr. Mobley charged that the tools 
administered by Workday and used by 
employers rely upon “subjective practices” 
that have had a disparate impact on appli-

cants who are African-American, older 
than 40, and/or disabled.

There will be more lawsuits, experts say. 
“Wrongful employment decisions and, 

in particular, claims around discrimina-
tion are in the offing,” said Kelly Thoerig, 
Marsh LLC’s New York-based U.S. 
employment practices liability product 
leader.

She said that while there has not been 
a notable volume of AI-related employ-
ment claims to date, “the framework is 
there” for a creative plaintiffs bar.

Observers say employers will generally 
be held responsible for any perceived 
discrimination. 

“It’s incumbent upon these companies 
to not just rely on the vendor that supplies 
the AI program,” Ms. Mullin said.

“It’s going to come down to having a 
very diverse and strong set of data,” said 
David Derigiotis, Detroit-based chief 
insurance officer for insurtech Embroker. 
“It has to be tested and tested and must be 
reported and the results found to be sat-
isfactory before live production,” he said. 

Employment practices liability policies 
will likely provide coverage if there is 
litigation, observers say.

“What insureds might want to look at is 
what kind of computer-related exclusions 
could be on the policy, and they need to 
talk with their broker to make sure that 
any wrongful claim that arises from AI is 
covered under the definition of wrongful 
employment, including claims and settle-
ments,” Ms. Mullin said.

Technology errors and omissions 
coverage may also come into play, Mr. 
Derigiotis said.

“We have seen some questions around 
employers’ utilization of AI and AI-re-
lated technologies come up with more 
regularity” during underwriting, but 
generally speaking ‘’it hasn’t created any 
outsize problems,” Ms. Thoerig said.

NEWS ANALYSIS

LAWMAKERS, REGULATORS SET RULES ON USING AI AS A RECRUITMENT TOOL 

A rtificial intelligence’s use in 
employment decisions has drawn the 
attention of federal, state and local 

regulators and legislators.
This includes:

n  The Equal Employment Opportunity 
Commission in May issued guidance 
on how to avoid discrimination 
under Title VII of the Civil Rights 
Act of 1964 when using AI.

n  During a June 13 hearing on AI, U.S. 
Democratic Sen. Jon Ossoff, of Georgia, 
chairman of the Senate Subcommittee 
on Human Rights & the Law, said AI’s 

potential impact on work could include 
fundamental shifts in recruitment, 
candidate screening and hiring.

n  A New York City law, Local Law 144, 
which took effect July 5, requires 
employers and employment 
agencies that use AI to conduct 
a bias audit within one year of its 
use, make information about the 
audit publicly available, and provide 
employees or job candidates with 
certain notices about its use. 

n  Illinois’ Artificial Intelligence Video 
Interview Act, which became effective 

Jan. 1, 2020, regulates AI’s use in 
job applicant video interviews.  

n  Maryland’s Facial Recognition Services 
Law, which became effective Oct. 
1, 2020, prohibits employers from 
using facial recognition technology 
during pre-employment job interviews 
without the applicant’s consent. 

In addition, the European Union has 
passed draft rules governing AI’s use for 
functions including making hiring decisions. 
No comparable U.S. federal legislation is 
imminent.

Europe is taking a more unified approach 

than the United States, said Ernest Paskey, 
Washington-based partner and head of 
assessment solutions, North America, 
for Aon PLC. 

AI-related uses have also been the focus 
of many state legislatures (see chart). 

Some of the proposed legislation 
pinpoints hiring, while other measures 
are framed more broadly, addressing 
issues such as housing or credit, said 
Michael Fetzer, Brunswick, Georgia-based 
associate partner, global science and 
analytics, for Aon.

Judy Greenwald

2023 STATE-BY-STATE  
AI LEGISLATION SNAPSHOT
Artificial intelligence has now been adopted by 
more than a quarter of businesses in the United 
States, and nearly half of all organizations are 
working to embed AI into current applications 
and processes. This includes employment-related 
issues, among others.

  Proposed legislation 
  Enacted legislation 
  Enacted and proposed legislation 
  No legislation proposed

Current as of June 21, 2023
Source: Bryan Cave Leighton Paisner LLP

WA MT ND MN WI MI NY MA RI

ME

OR NV CO NE MO KY WV MD DE
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FL
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“Wrongful employment decisions 
and, in particular, claims around 
discrimination are in the offing.” 
Kelly Thoerig,  
Marsh LLC
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2024 EDITORIAL PLANNING CALENDAR

*Editorial calendar subject to change at the discretion of the BI Editorial team. Material deadline extensions are available upon request.

ISSUE DATE
SPACE CLOSE
MATERIAL CLOSE

IN-DEPTH  
COVER STORY

SPECIAL  
REPORT

SPECIAL SECTION /  
NEWS ANALYSIS

RANKINGS  
& RESEARCH SURVEYS

SHOW 
DAILIES

BI & OTHER  
INDUSTRY 
EVENTS

JANUARY 
digital-only issue 
12/23/23 
12/30/23

2023 Data Rankings 
Review

Compilation of BI’s 2023  
Research & Rankings Reports  
Plus additional industry rankings

Compilation of 2023  
Rankings Reports

FEBRUARY 
1/16/24 
1/23/24

Workers Comp Specialty & Emerging Risks
Cyber, technology, climate change 
risks, entertainment risks and more

Brokers;  
Workers Comp & Safety;  
Specialty Risk

World Captive 
Forum

MARCH 
2/6/24 
2/13/24

Climate Risk Cyber Insurance Liability;  
Technology;  
Workers Comp & Safety

CICA

APRIL 
3/5/24 
3/12/24

Risk Management Captives 
ART market overview  
and exclusive rankings
RIMS Issue 
Risk Management Innovation

Specialty Risk;  
Market Trends;  
Workers Comp & Safety

Top Captive Managers;  
Top Captive Domiciles 
and more

TBD RIMS RIMS

MAY 
4/9/24 
4/16/24

Technology Claims Management 
Claims Industry Developments;  
Claims Tech & Exclusive Rankings

Technology;  
Property;  
Workers Comp & Safety

Top 10 TPAs Signet  
Ad Study

JUNE 
5/7/24 
5/14/24

Break Out Awards General & Auto liability Specialty Risk;  
Property;  
Workers Comp & Safety

Break Out 
Awards,  
PRIMA

JULY/AUGUST 
6/19/24 
6/26/24

Talent & Recruitment Broker Trends & Profiles I 
BI’s annual review of  
the brokerage industry

Liability;  
Technology;  
Workers Comp & Safety

Top 10 Global Brokers;  
Top 100 U.S. Brokers

TBD U.S. Insurance 
Awards,  
Innovation 
Awards, VCIA

SEPTEMBER 
8/6/24 
8/13/24

Safety Excess & Surplus Lines 
Market overview, hot products,  
& exclusive rankings

Specialty Risk;  
Liability;  
Workers Comp & Safety

Top 10 Wholesalers;  
Top 10 MGAs;  
Top 10 E&S Insurers

Insurtech WSIA

OCTOBER 
9/10/24 
9/17/24

Cyber Risk Management Property Insurance & Reinsurance 
Trends, issues and Monte Carlo report;  
Broker Trends & Profiles II 
Broker productivity and innovation

Technology;  
Property;  
Workers Comp & Safety

Top 10 Reinsurance Brokers;  
Top 10 Global Reinsurers;  
Most Productive Brokers; 
Benefits Specialists;  
Beyond the Top 100

Diversity,  
Equity & Inclusion 
Conference,  
PCIA, ASHRM, ILF

NOVEMBER 
10/8/24 
10/15/24

Construction Risk Management & Professional Liability 
E&O, D&O, etc.

Specialty Risk;  
Technology;  
Workers Comp & Safety

Best Places to Work; 
Largest D&O Insurers;  
Largest Med Mal Insurers;  
Largest A&E Insurers

Signet  
Ad Study

Women to  
Watch EMEA,  
PLUS annual 
conference

DECEMBER 
11/5/24 
11/12/24

Women to Watch Property;  
Liability;  
Workers Comp & Safety

Top Risk Management 
Schools

TBD Women to  
Watch U.S.
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2024 EVENT CALENDAR

*Event dates subject to change.

SPONSORSHIP  
OPPORTUNITIES

SPEAKING 
OPPORTUNITIES 
& AWARDS 
NOMINATIONS

SUSAN STILWILL
HEAD OF SALES, EVENTS 
312-636-7222
sstilwill@businessinsurance.com

KEITH KENNER
PUBLISHER 
312-833-4099
kkenner@businessinsurance.com

BI EVENTS TEAM
events@businessinsurance.com

BusinessInsurance.com/events

DATE EVENT LOCATION ONLINE LINK

JAN 24-26 WORLD CAPTIVE FORUM Orlando WorldCaptiveForum.com

JUNE 20
JUNE 25 BREAK OUT AWARDS Chicago

NYC BusinessInsurance.com/BreakOut

JULY 18 U.S. INSURANCE AWARDS  
& INNOVATION AWARDS NYC BusinessInsurance.com/USIA

BusinessInsurance.com/Innovation

OCT 17-18 DIVERSITY, EQUITY & INCLUSION  
CONFERENCE NYC BusinessInsurance.com/Diversity

NOV 19 WOMEN TO WATCH  
AWARDS & CONFERENCE (US) NYC BusinessInsurance.com/W2W

DEC 5 WOMEN TO WATCH  
AWARDS & CONFERENCE (EMEA) London BusinessInsurance.com/W2WEMEA



www.BusinessInsurance.com 2024 MEDIA KIT

7

PRINT DISPLAY 4-COLOR ADVERTISING RATES

PRINT AD UNIT 1X 3X 6X 9X 12X 15X +

C1 False Cover Flap $13,036 $11,883 $10,161 $9,517 $8,960 $8,412

Full Page Spread $33,732 $30,150 $26,486 $24,600 $24,100 $22,856

1/2 Page Spread $18,740 $16,751 $13,905 $12,962 $12,196 $11,428

Full Page  $16,866 $15,075 $13,243 $12,300 $12,050 $11,428

1/2 Page Vertical $10,840 $9,948 $8,498 $7,938 $7,452 $6,967

1/2 Page Horizontal $10,840 $9,948 $8,498 $7,938 $7,452 $6,967

Horizontal Strip $6,691 $6,212 $5,504 $5,139 $4,818 $4,496

1/4 Page Vertical $6,505 $5,969 $5,098 $4,763 $4,471 $4,180

1/4 Page $6,505 $5,969 $5,098 $4,763 $4,471 $4,180

ALL PRINT RATES ARE NET DOLLARS.

Rates reflect cost per ad based on frequency. Frequency = number of 2024 ad units purchased during Jan 2024 – Dec 2024.  
All product rates are subject to change. See your rep for BW rates. Short rates and rebates apply, refer to T&Cs for details.

PREMIUM 
POSITIONING
COVER 1  Opportunities available  

upon request

COVER 2 +15%

COVER 3 no premium

COVER 4 +20%

1ST RHP +10%

FF RHP +5% (1st 30% of pub)

Opp TOC +10%

Opp EDIT +10%

Ask your rep for additional  
high-impact print ad units.

KNOWING THE NUTS AND BOLTS OF  
THE INDUSTRY BUILDS A BETTER WAY  
TO MANAGE THE RISK FOR IT.

TheHartford.com

We make it our business to know the business of construction. That specialization translates to exceptional service. 
With expertise in underwriting, risk engineering and claims, we help develop customized product solutions that 
mitigate risk for mid- to large-size businesses across many industries. The Buck’s Got Your Back.®

The Hartford® is The Hartford Financial Services Group, Inc. and its property and casualty subsidiaries, including Hartford Fire Insurance Company. Its headquarters is in Hartford, CT.  22-ML-1427080 © August 2022 The Hartford
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PRINT REGIONAL 4-COLOR ADVERTISING RATES

REGIONAL  
CIRCULATION 1X 6X +

< 2,500 $6,315 $6,162

2,501 - 5,000 $8,480 $8,202

5,001 - 7,500 $9,229 $8,949

7,501 - 10,000 $9,953 $9,651

10,001 - 12,500 $10,675 $10,351

12,501 - 15,000 $11,410 $11,045

15,001 - 17,500 + $12,136 $11,741

ALL PRINT RATES ARE NET DOLLARS.
Regional advertisements are accepted as a full tabloid page only. Contact your regional 
advertising representative for availability.

Regional advertisements will not contribute to frequency for determining full run or 
demographic rates; however, advertisements scheduled to appear in full run or demographic 
editions will contribute to frequency for determining regional rates.

Rates reflect cost per ad based on frequency. Frequency = number of 2024 ad units purchased during Jan 2024 – Dec 2024.  
All product rates are subject to change. See your rep for BW rates. Short rates and rebates apply, refer to T&Cs for details. 
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FULL PAGE SPREAD
Trim Size: 20” x 13”
Live Area: 19.25” x 12.25”
Bleed: 20.25” x 13.25”

1/2 PAGE SPREAD
Trim Size: 20” x 6.375”
Live Area: 19.25” x 6”
Bleed: 20.25” x 6.625”

FULL PAGE
Trim Size: 10” x 13”
Live Area: 9.25” x 12.25”
Bleed: 10.25” x 13.25”

Front Cover

C1 FALSE COVER FLAP
Trim Size: 4” x 13”
Live Area: 3.5” x 12.5”
Bleed: 4.25” x 13.25”

3/4 PAGE VERTICAL
Trim Size: 7.125” x 13”
Live Area: 6.75” x 12.25”
Bleed: 7.375” x 13.25”

1/2 PAGE HORIZ.
Trim Size: 10” x 6.375”
Live Area: 9.25” x 6”
Bleed: 10.25” x 6.625”

1/2 PAGE VERTICAL
Trim Size: 4.875” x 13”
Live Area: 4.5” x 12.25”
Bleed: 5.125” x 13.25”

1/4 PAGE VERTICAL
Trim Size: 2.625” x 13”
Live Area: 2.25” x 12.25”
Bleed: 2.875” x 13.25”

HORIZONTAL STRIP
Trim Size: 10” x 3.25”
Live Area: 9.25” x 2.875”
Bleed: 10.25” x 3.5”

PRINT DISPLAY AD UNITS

PRINT SPECS & SUBMISSION INSTRUCTIONS
• All advertising should be provided as a press-ready PDF with all 

fonts and images embedded, and include 1/8” bleed on all sides 
— including fractional ads. 

• All embedded images must be a minimum of 300 dpi (dots per 
inch) and CMYK. Files containing RGB or LAB colors will be 
converted to CMYK. 

• Files supplied without a color proof will be printed to SWOP 
standards. The Printer and/or Publisher cannot be held liable 
for color complaints when files are submitted without an 
acceptable color proof.

• PMS inks or pre-mixed inks require dedicated print units and 
will be billed at Matched Color Rate. Ask your rep for rates. 

Include bleed on all sides — including fractional ads.  
All specs are given in width x depth dimensions.

PRODUCTION QUESTIONS
Contact your BI rep directly  
for assistance (see contact page).

MATERIAL SUBMISSION
Ad material can be emailed to  
print@businessinsurance.com.



www.BusinessInsurance.com 2024 MEDIA KIT

10

PRINT INFOGRAPHIC POSTERS ADVERTISING RATES

A four-page infographic data poster pullout gives companies an 
ownership position with Business Insurance along side data or research 
content produced by the BI research and editorial team.

These posters will provide businesses with 12 months of high-profile 
placement on the office walls of target audiences and in alignment with 
critical editorial content.

The poster insert (70 lb. paper stock) is bound into the center of the 
print edition of Business Insurance. Additionally, companies can sponsor 
a customized infographic poster based on content-marketing needs.

Advertiser receives logo placement on the cover and inside data spread, 
as well as full-page ad on back of poster.
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According to a new Business Insurance survey, 84% of 

respondents think it is important for their companies to have 

a diverse workforce, with 58.1% saying that their companies 

actually do have some programs or practices in place that 

address workplace diversity and inclusion.

The online survey in September and October looked at current 

practices and attitudes toward diversity in the insurance 

industry. The survey was sent to 72,246 Business Insurance 

readers with an effective response rate of 3.3% or 2,069 returns. 

However, only responses from 1,452 respondents who work 

in the U.S. and whose company’s main business activity is 

insurers, agents and brokers, risk managers/corporate insurance 

buyers/users, third-party administrators, or insurance services/

legal/consultants are used in this report. The base used is total 

answering each question.

DIVERSITY IN 
THE INSURANCE 
INDUSTRY

  

DIVERSITY PRACTICES

Bigger companies are more likely to have programs that  
address diversity issues than smaller companies.

PROVIDE TRAINING ON DIVERSITY ISSUES

 

 

PROFILES OF RESPONDENTS

  

  

 80.8%   White/Caucasian

 5.9%   Black/African-American

 4.6%   Hispanic background or ancestry

 3.9%   Asian or Pacific Islander

 0.1%   Alaskan Native/American Indian

 0.6%  Other

 4.1%   Prefer not to answer

BREAKDOWN BY

     RACE + ETHNICITY

59.1%
MALE

38.9%
FEMALE

2.0% TRANSGENDER/PREFER NOT TO ANSWER

16.1%
Lower management

30.9%
Middle 

management

25.1%
Top management27.9%

Nonmanagement

40.3%
YES

66.3%
YES

79.9%
YES

92.6%
YES

59.7%
NO

33.7%
NO

20.1%
NO

7.4%
NO

Less than 100 
employees

100 to 499 
employees

500 to 2,499 
employees

2,500 or more 
employees

MINORITIES OR LGBT MEMBERS HOLDING 
MANAGEMENT POSITIONS IN THE COMPANY

33.9% Black/African-American

13.6% LGBT

12.3% Hispanic background or ancestry

8.7% Asian or Pacific Islander

0.5% Alaskan Native/American Indian

16.9% None of the above

27.0% Prefer not to answer/not applicable

 

THINGS THAT EMPLOYEES HIDE  
ABOUT THEMSELVES AT WORK

21.6%
POLITICAL AFFILIATION 9.8%

AGE

6.3%
RELIGION 2.7%

DISABILITY

1.6%
SEXUAL ORIENTATION 1.5%

GENDER

1.4%
ETHNICITY 1.0%

RACE

0.4%
VETERAN 

STATUS

HIGHEST-RANKING POSITIONS HELD BY A  
MINORITY OR LGBT IN MANAGEMENT POSITIONS

 3.7%  CEO

 2.4%  COO

 1.5%  CFO

 2.8%  Board of directors

 24.2%   Senior team leader (SVP,  
VP, managing director, etc.)

 13.6%   Middle management (director, 
manager, team lead, etc.)

 3.7%  Head of human resources

 3.3%  Head of diversity

 5.7%  Other

 17.0%  None/not applicable

 22.1%  Don’t know/not sure

Mean age 
(in years)

Mean 
working 

experience 
(in years)

Mean  
base salary

All 51.3 27.0 $138,700

With diversity program 50.3 26.6 $145,900

Without diversity program 55.3 30.2 $129,400

Male 52.4 28.0 $148,500

Female 49.5 25.4 $124,100

White 52.0 27.7 $141,000

Black 51.0 26.6 $122,100

Hispanic 45.6 21.5 $119,100

Asian 45.3 18.8 $122,300

Republican 54.2 30.0 $141,500

Democrat 49.3 25.4 $141,300

Independent 50.9 26.2 $143,100

SALARY SCALE

The average age of the respondents is 51.3 years old with 
an average 27.0 years of working experience. Their average 
salary is $138,700, and they have been working in the current 
company for an average 12 years.

 

TOP 5 DIVERSITY PROGRAMS OFFERED BY COMPANY

35.7%  Engages in community outreach 
related to diversity

30.1%
 Allows employees to take unpaid leave 
to observe a religious or cultural holiday 
not observed by the organization

28.6%  Employs recruiting strategies designed to help 
increase diversity within the organization 

25.8%
 Provides career development opportunities 
designed to increase diversity at higher-
level positions within the organization 

24.9%  Demonstrates diversity awareness in the 
form of celebrating different cultural events 

About HALF of 
the respondents 
think that their 

companies’ 
diversity programs 

are effective in 
achieving the 

desired outcomes. 14.5%
Not effective

49.4%
Effective

       36.1%
Not sure/ 

don’t know

44.8%
YES

37.0%
NO

18.2%
NOT SURE

23.2% OF THE COMPANIES  
DO NOT MEASURE THE SUCCESS OF  

THEIR DIVERSITY PROGRAMS. 

THE TOP 10 MEASURES USED TO MEASURE  
IMPACT OR SUCCESS OF DIVERSITY PRACTICES

Improved corporate culture

Diversity evident at all levels of the workforce 

Employee opinion surveys/diversity audits

Number of diverse employees recruited

Number of diverse employees retained

Improved public image

Evaluation of employees’ sensitivity/knowledge of diversity

Client/customer base diversity

Vendor/supplier diversity program

Increased organizational competitiveness

22.6%

20.7%

19.8%

17.7%

15.9%

14.4%

14.3%

14.2%

11.5%

7.1%

TOP 10 DIVERSITY RECRUITMENT METHODS

Employee referrals

University/graduate school programs

Word of mouth

The company’s website (careers section)

Job-related websites (Indeed, Monster.com, TheLadders, etc.) 

Search firms specializing in the type of talent your company needs

Social media (LinkedIn, Facebook, etc.)

University/graduate school diversity associations

Diversity-focused job fairs

Diversity job websites

44.5%

41.0%

33.9%

30.2%

25.8% 

24.5%

23.4%

12.9%

11.2%

7.4%

3.1%
Third-party administrators

25.4%
Insurers

12.5%
Insurance 

services/legal/
consultants

16.9%
Risk managers/

corporate insurance 
buyers/users

42.1%
Agents and brokers

2.9%
Other

31.9%
Republican

19.4%
Prefer not to 

answer

22.6%
Democrat

23.2%
Independent
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According to a new Business Insurance survey, 84% of 

respondents think it is important for their companies to have 

a diverse workforce, with 58.1% saying that their companies 

actually do have some programs or practices in place that 

address workplace diversity and inclusion.

The online survey in September and October looked at current 

practices and attitudes toward diversity in the insurance 

industry. The survey was sent to 72,246 Business Insurance 

readers with an effective response rate of 3.3% or 2,069 returns. 

However, only responses from 1,452 respondents who work 

in the U.S. and whose company’s main business activity is 

insurers, agents and brokers, risk managers/corporate insurance 

buyers/users, third-party administrators, or insurance services/

legal/consultants are used in this report. The base used is total 

answering each question.

DIVERSITY IN 
THE INSURANCE 
INDUSTRY

  

DIVERSITY PRACTICES

Bigger companies are more likely to have programs that  
address diversity issues than smaller companies.

PROVIDE TRAINING ON DIVERSITY ISSUES

 

 

PROFILES OF RESPONDENTS

  

  

 80.8%   White/Caucasian

 5.9%   Black/African-American

 4.6%   Hispanic background or ancestry

 3.9%   Asian or Pacific Islander

 0.1%   Alaskan Native/American Indian

 0.6%  Other

 4.1%   Prefer not to answer

BREAKDOWN BY

     RACE + ETHNICITY

59.1%
MALE

38.9%
FEMALE

2.0% TRANSGENDER/PREFER NOT TO ANSWER

16.1%
Lower management

30.9%
Middle 

management

25.1%
Top management27.9%

Nonmanagement

40.3%
YES

66.3%
YES

79.9%
YES

92.6%
YES

59.7%
NO

33.7%
NO

20.1%
NO

7.4%
NO

Less than 100 
employees

100 to 499 
employees

500 to 2,499 
employees

2,500 or more 
employees

MINORITIES OR LGBT MEMBERS HOLDING 
MANAGEMENT POSITIONS IN THE COMPANY

33.9% Black/African-American

13.6% LGBT

12.3% Hispanic background or ancestry

8.7% Asian or Pacific Islander

0.5% Alaskan Native/American Indian

16.9% None of the above

27.0% Prefer not to answer/not applicable

 

THINGS THAT EMPLOYEES HIDE  
ABOUT THEMSELVES AT WORK

21.6%
POLITICAL AFFILIATION 9.8%

AGE

6.3%
RELIGION 2.7%

DISABILITY

1.6%
SEXUAL ORIENTATION 1.5%

GENDER

1.4%
ETHNICITY 1.0%

RACE

0.4%
VETERAN 

STATUS

HIGHEST-RANKING POSITIONS HELD BY A  
MINORITY OR LGBT IN MANAGEMENT POSITIONS

 3.7%  CEO

 2.4%  COO

 1.5%  CFO

 2.8%  Board of directors

 24.2%   Senior team leader (SVP,  
VP, managing director, etc.)

 13.6%   Middle management (director, 
manager, team lead, etc.)

 3.7%  Head of human resources

 3.3%  Head of diversity

 5.7%  Other

 17.0%  None/not applicable

 22.1%  Don’t know/not sure

Mean age 
(in years)

Mean 
working 

experience 
(in years)

Mean  
base salary

All 51.3 27.0 $138,700

With diversity program 50.3 26.6 $145,900

Without diversity program 55.3 30.2 $129,400

Male 52.4 28.0 $148,500

Female 49.5 25.4 $124,100

White 52.0 27.7 $141,000

Black 51.0 26.6 $122,100

Hispanic 45.6 21.5 $119,100

Asian 45.3 18.8 $122,300

Republican 54.2 30.0 $141,500

Democrat 49.3 25.4 $141,300

Independent 50.9 26.2 $143,100

SALARY SCALE

The average age of the respondents is 51.3 years old with 
an average 27.0 years of working experience. Their average 
salary is $138,700, and they have been working in the current 
company for an average 12 years.

 

TOP 5 DIVERSITY PROGRAMS OFFERED BY COMPANY

35.7%  Engages in community outreach 
related to diversity

30.1%
 Allows employees to take unpaid leave 
to observe a religious or cultural holiday 
not observed by the organization

28.6%  Employs recruiting strategies designed to help 
increase diversity within the organization 

25.8%
 Provides career development opportunities 
designed to increase diversity at higher-
level positions within the organization 

24.9%  Demonstrates diversity awareness in the 
form of celebrating different cultural events 

About HALF of 
the respondents 
think that their 

companies’ 
diversity programs 

are effective in 
achieving the 

desired outcomes. 14.5%
Not effective

49.4%
Effective

       36.1%
Not sure/ 

don’t know

44.8%
YES

37.0%
NO

18.2%
NOT SURE

23.2% OF THE COMPANIES  
DO NOT MEASURE THE SUCCESS OF  

THEIR DIVERSITY PROGRAMS. 

THE TOP 10 MEASURES USED TO MEASURE  
IMPACT OR SUCCESS OF DIVERSITY PRACTICES

Improved corporate culture

Diversity evident at all levels of the workforce 

Employee opinion surveys/diversity audits

Number of diverse employees recruited

Number of diverse employees retained

Improved public image

Evaluation of employees’ sensitivity/knowledge of diversity

Client/customer base diversity

Vendor/supplier diversity program

Increased organizational competitiveness

22.6%

20.7%

19.8%

17.7%

15.9%

14.4%

14.3%

14.2%

11.5%

7.1%

TOP 10 DIVERSITY RECRUITMENT METHODS

Employee referrals

University/graduate school programs

Word of mouth

The company’s website (careers section)

Job-related websites (Indeed, Monster.com, TheLadders, etc.) 

Search firms specializing in the type of talent your company needs

Social media (LinkedIn, Facebook, etc.)

University/graduate school diversity associations

Diversity-focused job fairs

Diversity job websites

44.5%

41.0%

33.9%

30.2%

25.8% 

24.5%

23.4%

12.9%

11.2%

7.4%

3.1%
Third-party administrators

25.4%
Insurers

12.5%
Insurance 

services/legal/
consultants

16.9%
Risk managers/

corporate insurance 
buyers/users

42.1%
Agents and brokers

2.9%
Other

31.9%
Republican

19.4%
Prefer not to 

answer

22.6%
Democrat

23.2%
Independent

DIVERSITY IN THE 
INSURANCE INDUSTRY

Copyright © 2017 Marsh LLC. All rights reserved. USDG21360

At Marsh, we value 
the individuality of each of 
our colleagues and believe that our 
di� erences make us stronger as we strive 
for innovation and excellence in all of our 
businesses globally.

We are committed to dismantling barriers that hinder growth or opportunity and are 
invested in building a fl exible and nurturing environment where our colleagues feel 
empowered to bring the best of themselves to our clients, each other, and our business. 

Contact your regional sales representative for frequency discounts for multiple posters  
and for details regarding custom offerings. All product rates are subject to change. 

EDITORIAL  
INFOGRAPHIC  

POSTER
Examples include:  

Risk Management Tech,  
Data & Analytics, Property,  

Cyber, Diversity.

FOUR-PAGE DATA POSTER
$21,250 NET

CUSTOM  
INFOGRAPHIC  

POSTER
Subject must be agreed 
upon six weeks prior to 

publication date. Includes 
field research survey.

FOUR-PAGE DATA POSTER
$25,000 NET
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BELLY BAND (PARTIAL COVER WRAP)

Trade Show distribution; National distribution available  
for limited issues. A Full-Page ad must also run in same issue.

CONTACT PUBLISHER FOR RATES 

COVER TIP

CONTACT PUBLISHER FOR RATES

POLY BAG

$25,000.00 NET – Run of Magazine

COVER 1 (C1) STICKER

$7,500 NET — 2” DOT (Show Daily or Tradeshow Copies only)

COVER 1 (C1) FULL FALSE COVER

A Full-Page ad must also run in same issue.

1X OPEN RATE — +20% PREMIUM* (Franchise Covers only)

*Requires select issue approval from publisher

Contact your sales representative for information on expanded and partial distribution 
opportunities. All product offerings and rates are subject to change.

SPONSORED COPIES & UNIQUE UNIT ADVERTISING RATES

SPECIAL 
REPORTS
DIVERSITY 
SURVEY 
PAGE 22

REINSURANCE
PAGE 26

BROKER  
TRENDS II
PAGE 31

BERMUDA LEVY: Insurers consider implications of domicile’s tax proposal - PAGE 4

HEALTH CARE 
AUTOMATION

Use of artificial intelligence 
for medical diagnoses, treatment 

sparks debate over liability
PAGE 18

OCTOBER 2023

Bellyband_July2022.indd   1Bellyband_July2022.indd   1 6/27/22   12:37 PM6/27/22   12:37 PM

5” Belly Band
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10     MARCH 2023     BUSINESS INSURANCE

INTERNATIONAL

COMPULSORY INSURANCE
■  Auto third-party bodily injury and property damage insurance

■  Workers compensation (state scheme)

■  Professional indemnity for brokers, reinsurance 
brokers, insurance agencies, actuaries, loss assessors/
adjusters, claims settlement/third-party administrators, 
insurance advisers and insurance aggregators

■  Liability of air carriers and aircraft operators for 
third-party property damage or injury to third parties 
on the ground, as well as injury to passengers and 
damage to baggage or goods being transported

■  Shipowners liability for marine oil pollution 
(financial guarantee or insurance)

NONADMITTED
By law insurers must be locally 
licensed to carry on insurance 
business in Saudi Arabia. The 
regulations refer solely to 
licensed insurance companies 
and intermediaries and make 
no mention of insurance buyers. 
This is generally interpreted 
to mean that insurers can 
issue policies from abroad if 
approached by a buyer, but 
unlicensed insurers may not 
solicit business. 

INTERMEDIARIES
Brokers and agents are 
required to be authorized 
to do insurance business 
and can place business only 
with insurers licensed to 
operate in Saudi Arabia, 
with some exceptions.

MARKET PRACTICE
Little nonadmitted insurance 
is practiced in Saudi Arabia. 
Companies can seek written 
permission to place business 
in a nonadmitted market 
in cases where no local 
coverage can be sourced. 

MARKET 
DEVELOPMENTS
Updated January 2023

■  Even prior to the outbreak 
of the COVID-19 pandemic, 
progress toward achieving the 
key performance metrics of the 
government’s long-term economic 
strategy, “Vision 2030,” had 
significantly stalled. It had been 
hoped that Vision 2030 would 
provide the impetus to diversify 
and grow the economy and, as a 
result, the insurance sector. The 
pandemic put further pressure on 
the economy, which, with previous 
poor results in auto and medical 
insurance — the two largest 
market sectors — severely threated 
insurance companies. Despite the 
recent recovery in global oil prices 
and Saudi finances, further market 
consolidation looks highly likely. 

■  As a result of the poor auto 
experience and ongoing adverse 
medical business, the solvency 
position of several companies 
remains compromised. The Saudi 
Central Bank (SAMA) took steps 
to force several players in the 
market to improve their capital 
position. Two companies left the 
market, and others have found it 
difficult to survive due to how the 
market is currently structured, 
regulated and operated. 

■  SAMA released a circular on Oct. 
26, 2022, requiring a mandatory 
reinsurance cession to the local 
market. The requirement is for the 
local insurance market to have 
a mandatory cession of at least 
20% of all reinsurance treaties — 
proportional and nonproportional. 
This will increase to 25% in 2024 
and 30% in 2025.

■  The latest version of the 
Cooperative Insurance Companies 
Control Law, issued by SAMA 
on Sept. 1, 2021, states that the 
minimum share capital of any 
insurance or reinsurance company 
within Saudi Arabia shall be SAR 
300mn ($80 million). 

■  SAMA announced on Nov. 14, 
2021, that it had approved a new 
insurance product designed to 
provide coverage of driverless 
vehicles and related risks. 

PROFILE: SAUDI ARABIA

39
GLOBAL 

P/C MARKET 
RANKING

Before the enactment of the Cooperative Insurance 
Companies Control Law of 2003, the Saudi insurance 
market was largely unregulated, and insurance had no 
formal legal status. The market went through an initial 
transition phase as insurance companies were licensed 
and supervised in a stricter regulatory environment. 
The second phase of development involved regulatory 
reform, including the issuance of anti-money 
laundering, reinsurance, broking, actuarial work, 
outsourcing and risk management regulations. The 
current phase of development involves establishing 
and encouraging best practices in crucial areas such 
as underwriting and claims handling. Saudi Central 
Bank, the market regulator, has pursued a strategy to 
encourage consolidation. To date there have been six 
mergers, while two companies have exited the market. 
There are effectively 25 companies in the market 
today; all but two write nonlife business.

AREA

830,000
square miles

POPULATION

35.4
million

MARKET CONCENTRATION

60.05%
market share of top three insurers

2023 GDP CHANGE 
(PROJECTED)

2.6%

MARKET SHARE

MARKET GROWTH
In millions, U.S. dollars

2017 2018 2019 2020 2021

$7,000

$6,000

$5,000

$4,000

$3,000

$2,000

$1,000

$0

Life Nonlife PA & Health

Source: Axco Global Statistics/Industry Associations and Regulatory Bodies

Information provided by Axco. 
For free trial access to  

global insurance intelligence,  
visit axcoinfo.com.

PA & HEALTH CARE 
WRITTEN BY NONLIFE 

COMPANIES 
62.3%

MISC. 
3.9%

CONSTRUCTION  
& ENGINEERING 

2.5%

MARINE, 
AVIATION & 

TRANSIT 
5.4%

AUTO  
20.2%

PROPERTY  
5.7%

INSURANCE IN  
BLACK AND WHITE
STUDY OF AFRICAN-AMERICAN CAREERS  
IDENTIFIES DIVERSITY SOLUTIONS

The insurance industry faces dual challenges in continuing to achieve growth and  
building its talent pool. In the people-driven business of insurance, these challenges are 
interrelated. For the industry to thrive, it must retain and develop diverse talent, and it 
must strengthen its relationships with communities of customers. A group in particular 
need of these efforts is African-Americans. With this in mind, Marsh and the National 
African-American Insurance Association (NAAIA) have collaborated on an extensive study, 
“The Journey of African-American Insurance Professionals: Past and Present.”

accelerate competition for diverse talent and increase pressure 

on the insurance industry to do similarly as a business partner. 

“The Journey of African-American Insurance Professionals” is 

intended to help the insurance industry avoid the consequences 

a lack of diversity can bring to business growth.

Among the highlights of this study, presented in this special 

report, are that the industry struggles to attract and retain 

African-American talent. The study also identified areas where 

the industry can take action to solve those problems.

Why focus on these issues now? Inspiring this study was 

voluminous feedback from black employees, amid a politically 

divisive climate in the United States. In the past two years, 

the topics of gender equality and harassment have attracted 

increasing scrutiny and commentary from the public and 

business leaders, and employees noted that racial issues have 

not received similar attention.

In the context of the industry’s looming talent shortage, 

focusing on the African-American experience is an important 

step in building a stronger, more diverse insurance industry. 

Numerous studies have shown a lack of diversity, in gender 

and race, in executive leadership generally. Although the 

insurance industry is not unique in being largely homogeneous 

in its senior management ranks, other industries are striving 

to improve their own diversity. Other industries’ actions will 

Marsh and NAAIA are grateful for the groundbreaking work of 

the study’s author, Dr. Leroy D. Nunery II , founder and principal 

of PlusUltré LLC. The quantitative analysis reflects data from a 

large number of survey respondents, representing many years 

of career experience in insurance. As the findings discussed 

on the following pages show, with regard to African-American 

employees and customers, the insurance industry has a  

clear opportunity.

Focusing on the African-American  
experience is an important step in building a 
stronger, more diverse insurance industry. 

SPONSORED CONTENT

PRINT INSERT ADVERTISING RATES

Pre-printed, advertiser-supplied inserts can be distributed  
full or partial run in Business Insurance’s print edition.

Advertising insert rates are based on the 4-color unit rate  
for equivalent ROP advertising units. Frequency discounts apply.

FULL RUN RATE STRUCTURE

Single insert page = two image panels

1 - 6 page insert = 47% off earned 4-color net rate

7+ page insert = 59% off earned 4-color net rate

INSERT MECHANICAL CHARGES PER EACH  
INSERTION DATE = $900 (NET)

Minimum size: 
5” x 3.5”

Maximum size: 
9.5” x 12.5”

Contact a regional sales representative for information on expanded and  
partial distribution opportunities. All product offerings and rates are subject to change.
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ONLINE RUN OF SITE ADVERTISING RATES

STANDARD UNITS

AD UNIT DESKTOP  TABLET MOBILE NET 
 SIZE SIZE SIZE CPM

Medium Rectangle 300x250 300x250 300x50 $110

Half Page 300x600 300x600 300x50 $110

*Super Leaderboard 970x90 728x90 300x50 $110

Interstitial 640x480 640x480 N/A $150

20% upcharge for geo-targeted placements.

RICH MEDIA UNITS

AD UNIT DESKTOP  TABLET NET 
 SIZE SIZE CPM

Pushdown 970x90 N/A $150 

 970x415

Interstitial 640x480 640x480 $150

Refer to the IAB industry standard specs for other potential rich media units:

http://www.iab.com/guidelines/display-rising-stars-ad-units/

NATIVE AD UNIT — Native ad units run in-line with editorial content 

on the homepage. Ad units are labeled as “Sponsor provided content”.

$10,000 NET

CLIENT MUST SUPPLY:
• Article title (50 characters max)

• Article description (230 characters max)

• Image, 834x500px

• Article URL

Ads with white backgrounds are required to have a dark 1px border around each frame. Standard ads will appear on desktop, tablet and mobile;  
rich media ads will appear on desktop and tablet. Minimum impression level and spend apply. All online rates are in net. All product offerings are subject to change.
*Super leaderboard availability is impacted by channel sponsorships. Impression levels for geo-targeted placements are not guaranteed and are subject to availability.
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ONLINE SPONSORSHIP RATES

AD UNIT DESKTOP SIZE TABLET SIZE MOBILE SIZE PEAK MONTHLY RATE STANDARD MONTHLY RATE

Home Page 970x90; 300x250; 300x600 728x90; 300x250; 300x600 300x50 $9,500 $8,500

Risk Management Channel 970x90; 300x250; 300x600 728x90; 300x250; 300x600 300x50 $9,500 $8,500

International Channel 970x90; 300x250; 300x600 728x90; 300x250; 300x600 300x50 $6,500 $5,500

Workers Comp Channel 970x90; 300x250; 300x600 728x90; 300x250; 300x600 300x50 $7,500 $6,500

PEAK TIMING = April, May, June, September, October and November    STANDARD TIMING = January, February, March, July, August and December

CHANNEL SPONSORSHIP  
Share of voice sponsorship of all ad units on channel front page and all channel article pages.

AD UNIT DESKTOP SIZE TABLET SIZE MOBILE SIZE INTERSTITIAL SIZE PEAK CPM RATE STANDARD CPM RATE

1-day FITO Sponsorship 970x90; 300x250;  728x90; 300x250;  300x50 640x480 $300 $275 

 300x600 300x600

Contact your rep for additional specifications and details.

FIRST IMPRESSION TAKE-OVER (FITO)  
Take-over of all available site ad units for each unique users’ first page view for a specified period of time.

Ads with white backgrounds are required to have a dark 1px border around each frame. Standard ads will appear on desktop, tablet and mobile.  
All online rates are in net. Impression levels are not guaranteed for sponsorships. All product offerings are subject to change. 15% upcharge for geo-targeted placements.

PROGRAMMATIC DIRECT DEAL 
Programmatic Direct Deals are a quick and efficient way for advertisers to programmatically purchase high-quality ad 
inventory on BusinessInsurance.com. These fixed price, one-to-one deals offer guaranteed impressions for your brand’s ads.
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VIDEO SPONSORSHIP ADVERTISING RATES

THE BI VIDEO SERIES SPONSORSHIPS Compelling 1:1 interviews with insurance industry thought leaders

Advertisers can sponsor Business Insurance interviews with a 15- or 30-second pre-roll video advertisement that plays before each 
interview. The BI Interview runs on the top of Risk Management Channel section front, one of our most frequently visited pages with a static 
hotlinked logo prominently placed just below video player. Comp Spotlight runs on the top of Workers Comp Channel section front.

THE BI INTERVIEW THE BI INTERVIEW COMP SPOTLIGHT 
1 MONTH 3 MONTHS 1 MONTH

$10,000 / month $8,500 / month  $6,500 / month

SPONSORED CUSTOM VIDEO SERIES
Business Insurance can develop a custom video 
series exclusively for sponsor. In partnership with 
sponsor, our custom content team will create a 
compelling video series featuring interviews and 
panel discussions with leading thought leaders 
on most important topics facing the industry 
today. Series includes high impact promotion 
program across Business Insurance digital and 
print platforms.

Minimum 40-day lead time applies. Two month 
minimum commitment includes 4 videos.

$10,000 (MONTHLY RATE)

Detailed video specs are available upon request. Please ask your BI rep.

Video 
sponsorships 

run on the Risk 
Management 

channel 
section front.

BI video 
sponsorships 

includes a 
15-second ad 

and a hotlinked 
logo on the 

website and in 
promotional 

eblasts.
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EMAIL NEWSLETTER ADVERTISING RATES

EMAIL NEWSLETTER AD # OF 1 3 6 12 
PEAK RATES / STANDARD SIZE SPONSORS MONTH MONTHS MONTHS MONTHS

*Daily Briefing (M-F) 728x90 6 $8,193 / $7,783 $6,964 / $6,616 $6,145 / $5,838 $5,465 / $5,192

Comings & Goings (Mon) 728x90 2 $6,500 / $5,778 $5,525 / $4,911 $4,875 / $4,334 $4,301 / $3,824

*Risk Management (Tues) 728x90 3 $7,425 / $6,750 $6,312 / $5,738 $5,569 / $5,063 $4,952 / $4,502

Workers Comp (Wed) 728x90 3 $6,500 / $5,778 $5,525 / $4,911 $4,875 / $4,334 $4,301 / $3,824

Employee Benefits (M-F) 728x90 3 $8,193 / $7,783 $6,964 / $6,616 $6,145 / $5,838 $5,465 / $5,192

Weekly Top Stories (Friday) 300x250 2 $6,500 / $5,778 $5,525 / $4,911 $4,875 / $4,334 $4,301 / $3,824

Market Pulse (Thurs) 728x90 3 $6,500 / $5,778 $5,525 / $4,911 $4,875 / $4,334 $4,301 / $3,824

Current Issue (1x/mo) 728x90 2 $4,961 / $4,713 $4,217 / $4,006 $3,584 / $3,405 $3,046 / $2,894

Global Focus (M-F) 728x90 3 $8,603 / $7,783 $7,312 / $6,616 $6,452 / $5,838 $5,738 / $5,192

PEAK TIMING = April, May, June, 

September, October and November

STANDARD TIMING = January, February, 

March, July, August and December

TEXT AD RATES
1-12X mailings — $345 per send
12X+ mailings — $288 per send

Specs: 728x90px .jpg, .png, or .gif file including:
• 50 character headline 
• 100 character copy, single paragraph 
• 100x90px image 
• 1 URL link

Ads with white backgrounds are required to have a dark 1px border around each frame. All newsletter ad units are served on an even, dynamic share-of-voice rotation.  
Standard ads will appear on desktop, tablet and mobile. All online rates are in net. Impression levels are not guaranteed for sponsorships. All product offerings are subject to change. 

*Text ads only available on Daily Briefing 
and Risk Management newsletters.
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BREAKING NEWS ADVERTISING RATES

Ads with white backgrounds are required to have a dark 1px border around each frame. All newsletter ad units are served on an even, dynamic share-of-voice rotation.  
Standard ads will appear on desktop, tablet and mobile. All online rates are in net. Impression levels are not guaranteed for sponsorships. All product offerings are subject to change. 

BREAKING NEWS ALERT AD # OF 1 3 6 12 
EMAIL RATES SIZE SPONSORS MONTH MONTHS MONTHS MONTHS

TOPIC BUNDLES 

Risk Management 728x90 3 $6,964 $6,145 $5,422 $4,785

International 728x90 2 $4,122 $3,503 $3,092 $2,762

Workers Comp 728x90 3 $6,575 $5,802 $5,119 $4,518

Agents & Brokers 728x90 3 $6,964 $6,145 $5,422 $4,785

Captives 728x90 2 $4,946 $4,204 $3,710 $3,314

Cyber News 728x90 3 $4,837 $4,111 $3,628 $3,241

Breaking News Alerts are sent out to opt-in audiences comprised of those who have expressed interest in receiving up to the 
minute news about specific topics of interest including risk management, workers comp, agents/brokers, captives, cyber risks and 
international. Alerts are news-dependent, sent out whenever news breaks. There is no set publishing schedule for the alerts, and 
there may often be numerous alerts sent out in a given day, depending on the news.
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ONLINE SPECIFICATIONS

ROS, CHANNEL 
SPONSORSHIPS* & FITO AD SIZE DEVICES

THIRD PARTY SERVING/
TAGGING CAPABILITY FILE FORMAT MAX FILE SIZE ANIMATION

Medium Rectangle 300x250 Desktop, Tablet Both jpg, png, gif, animated gif 100 kb :15 sec length, 3 loops max

Mobile Banner 300x50 Mobile Both jpg, png, gif, animated gif 100 kb :15 sec length, 3 loops max

Halfpage 300x600 Desktop, Tablet Both jpg, png, gif, animated gif 100 kb :15 sec length, 3 loops max

Leaderboard 728x90 Tablet Both jpg, png, gif, animated gif 100 kb :15 sec length, 3 loops max

Super Leaderboard 970x90 Desktop Both jpg, png, gif, animated gif 100 kb :15 sec length, 3 loops max

Interstitial 640x480 Desktop, Tablet 1x1 tags only jpg, png, gif, animated gif 100 kb :15 sec length, 3 loops max

*All ad sizes (except Interstitial) must be sent for channel sponsorships.

OTHER SPECS DEVICES
THIRD PARTY SERVING/
TAGGING CAPABILITY OTHER REQUIREMENTS

Video Desktop, Tablet, Mobile Impression tracker only mp4 or YouTube embed URL

Native Ad Desktop, Tablet, Mobile 1x1 tags only 834x500px image, 50 character title, 230 character body copy

Eblast Desktop, Tablet, Mobile Click tracker only Email file in html format, 600px wide x 1000-2000px deep, 40 character subject line

RICH MEDIA AD SIZE DEVICES MAX FILE SIZE ANIMATION

Pushdown 970x90 or 970x415 Desktop, Tablet 200 kb :15 sec length, 3 loops max

Interstitial 640x480 Desktop, Tablet 200 kb N/A

E-NEWSLETTER &  
BREAKING NEWS ALERT AD SIZE DEVICES

THIRD PARTY SERVING/
TAGGING CAPABILITY FILE FORMAT MAX FILE SIZE ANIMATION OTHER REQUIREMENTS

Leaderboard 728x90 Desktop, Tablet 1x1 tags only jpg, png, gif 100 kb N/A N/A

Mobile 728x90 Mobile 1x1 tags only jpg, png, gif 100 kb N/A N/A

Text Ad 728x90 Desktop, Tablet 1x1 tags only N/A N/A N/A 100x90px image, 50 character 
headline, 100 character body copy
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ONLINE ADVERTISING TERMS & CONDITIONS

1.  All material must be submitted to Business Insurance at least 5 business 
days for standard units / 10 business days for rich media units prior to 
the campaign start date. Sponsor may change any of its ads and the URL 
they are linked to at any time, providing 5 business days are given as 
notice for the change.

2.  If advertising material is not received by materials deadline (5 business 
days) of contracted scheduled start date then advertiser will be charged 
for advertising space beginning with original scheduled start date 
regardless if advertisement is live. Extensions for missed run dates will not 
be provided unless Business Insurance receives notification 5 days prior to 
materials deadline. Rescheduling will be based on availability.

3.  Business Insurance reserves the right to reject any advertisement and any 
URL link for any reason.

4.  Online ads that are part of a sponsorship package such as an event, award 
program or special sponsorships are non-cancelable and must abide by 
scheduled dates.

5.  Business Insurance accepts online ads as .jpg, .gif., or .png files. Animated 
gifs are accepted for display ads, but all email advertisements must be 
static. HTML5 ads are accepted but must be third party served. Animated 
banners are limited to 15 seconds, maximum of 3 loops. The total file size 
of any static file cannot exceed 40kb; total file size of any rich media file 
cannot exceed 200kb. 

6.  Impression levels for share of voice channel sponsorships and email 
newsletters/breaking news alerts are not guaranteed.

7.  Ads with white backgrounds are required to have a dark 1px border 
around each frame.

8.  Business Insurance allows ad campaigns to be served through third-party 
networks upon request. Any costs incurred by the publisher for the use of 
third-party ad serving networks will be billed back to the client in full. It is 
the responsibility of the client to be aware of such costs, where applicable, 
before submission of the campaign creative to Business Insurance. 

9.  No re-targeting or data collection cookies or pixels are to be used without 
Business Insurance’s explicit permission. Violation of this policy will result 
in a fine. 

10.  Advertiser must provide 45-day notice to cancel campaign prematurely 
— prior to the end of a month.

SEND ALL ONLINE MATERIALS WITH CLEAR INSTRUCTIONS TO YOUR BI AD REP.

For questions regarding online specs, please contact: Zeina Alwafai, Digital Ad Operations Manager, zalwafai@businessinsurance.com
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EMAIL LIST RENTAL RATES

Tap Business Insurance’s extensive database of risk management, 
brokers, insurers, workers comp, international and other insurance 
industry professionals and executives to promote your product, 
event or message. Targeting can be based on any Business Insurance 
channel of interest (risk management, international and workers 
comp) in addition to job level, company size, geography and more. 

Email can be used to:

• Drive traffic to a site

• Announce or launch a new product

• Educate readers

• Target a specific segment of buyers

• Draw attention to a time-sensitive offer 

$600 CPM

$5,000 MINIMUM SPEND

SPECS

CLIENT MUST PROVIDE:
• Email file in html format, 600px wide x 1000-2000px deep

• Subject title (up to 40 characters)

• Email content is subject to BI approval. Allow up to 5 business days  

for approval and scheduling.

BI WILL ADD VERBIAGE FOR:
• Email will deploy from BI email database and from BI domain server

• BI address as a “sender” and “reply to” + unsubscribe links
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LEAD GENERATION

Business Insurance lead generation and lead nurturing programs offer cost-effective 
marketing options to identify quality sales leads. Customize a program to help grow a 
database with top-of-the-funnel lead generation, or implement end-to-end sales funnel 
marketing tactics that convert qualified raw leads into ready-to-purchase buyers. 

A custom landing page and registration funnel are created specifically for each campaign. 
A sponsor can create custom questions within the registration form to further qualify 
registrants. Lead gen assets are promoted within targeted emails and placement on other 
relevant online channels, newsletters, social media and related digital assets.

 
* The BI engagement rating is based on an exclusive measure of interaction with  
Business Insurance content such as articles, webinars, white papers and events.  
The engagement rating helps prioritize highly engaged prospects. 

LEAD GEN PROGRAM — CLIENT-SUPPLIED CONTENT  
$15,500 NET (INCLUDES 4-WEEK ACTIVATION, ANALYTIC REPORT AND LEADS)

See page 23 for Custom White Paper rates. 

Sponsor assets suggested are white papers and webinars. Promotional marketing includes  
targeted custom emails and placements on businessinsurance.com and respective newsletters.

WHEN CUSTOMER ASSETS APPEAR IN BI CHANNELS
•   Assets are promoted to relevant targets across multiple platforms

•   Prospects engage with relevant content

•   A prospect clicks on sponsor messages

•   BI presents a customized landing page for content with custom registration fields

•   An engagement rating* is calculated for that lead

•   BI delivers the leads and engagement rating to the customer 
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Every brand has a story to tell. All that is needed is the proper platform. That’s where sponsored, custom content 
marketing plays a key role. It provides the ideal opportunity to turn individuals and companies into thought 
leaders. Our multi-channel campaigns are developed to help companies meet their business goals by utilizing 
storytelling techniques, written by subject matter experts to create an emotional connection with customers and 
prospects. All elements of custom programs are designed to be measurable to demonstrate results on stated 
objectives. Services fall under two offerings: 

RISK PERSPECTIVES
Business Insurance provides a storytelling template and your brand provides the content.  
Risk Perspectives creates the framework to help you present your brand’s work in the best manner. 
Risk Perspectives can have a single sponsor that is Q&A driven or be sponsored by a round table, 
which includes multiple sponsorships and is panel driven. The options below let you showcase 
your company as a thought leader by customizing these templates to best tell your story: 

 PRINT ARTICLE DIGITAL ARTICLE

1x Risk Perspectives $16,500 net $18,500 net 

Ask your rep about frequency discounts. 

Thought leaders use these Risk Perspective programs to create in-depth, robust, multi-platform 
custom campaigns. Business Insurance assigns a dedicated project manager to help your company 
with the content planning and creation, audience development, design and distribution. 

Business Insurance Custom Media Solutions capabilities are cross-platform including: 

• Print, including publications and collateral  • Website

• E-newsletters • Custom research 

• Lead generation • Video 

CUSTOM/SPONSORED CONTENT OPPORTUNITIES

For more information on how technology can transform your risk management program, please visit www.aclaimant.com.

How technology can transform  
safety and risk management 
And why choosing to avoid tech could set you back
By David Wald | Chief Executive Officer, Aclaimant 

R isk managers at midsize busi-
nesses with distributed work-
forces face daily pressures 
— including a growing set of 

risks, such as labor shortages and 
supply chain challenges, and a crush-
ing administrative burden that leaves 
them with little time for risk manage-
ment program initiatives. Tight budgets 
and rising insurance costs across all 
lines are making risks even more diffi-
cult to mitigate and transfer. Risk pro-
fessionals know that, ultimately, their 
organizations’ only way to reduce rising 
costs is better safety and risk manage-
ment performance. This predicament 
is especially challenging because risk 
managers don’t see a practical way to get out of it.  
But now there is one.

These problems can now be addressed with 
technology built to address the unique challenges 
of risk management. Integrated risk management 
platforms connect the risk department with the 
entire organization, improving participation, deliv-
ering insights into employee behavior and remov-
ing workflow barriers. By accelerating processes 
and improving workflows, companies will see a 
monetary pay off and better performance when it 
comes to safety and managing risk. 

Here are a few examples:
•  Create a single organized digital file to find the 

information you need at a moment’s notice
•  Automatically assign tasks, track their comple-

tion and sustain accountability
•  Fully connect with your teams and promote 

instant collaboration 
•  Provide appropriate information to all neces-

sary parties, ensuring such information is 
limited to those needing to know. Balancing 
information security with ease of access has 
become particularly difficult as organizations 
have shifted to remote working arrangements

•  Compile OSHA logs on an ongoing basis and 
stay compliant with other regulatory agencies

•  Avoid the wasted time and mistakes of 
re-keying by pulling information from existing 
data sources and by automatically filling out 

multiple relevant forms
•  Enable one-click submissions to external 

recipients such as insurance companies and 
third-party administrators

•  Unburden risk managers from recurring tasks 
such as data integrity verification, exception 
management, duplication elimination and 
monthly uploads

•  Enable deep analytics by replacing hours of 
worksheet setup with a few clicks. The ability 
to call up risk data quickly is helpful, but it’s 
only half the equation. Risk managers need 
intuitive ways to analyze the data and derive 
insights that reduce safety incidents and miti-
gate losses

Spreadsheets and legacy systems  
are not enough

Many midsize companies have systems in 
place that rely on aggregating spreadsheets and 
paper reports. For example, a middle-market real 
estate, staffing, manufacturing or construction 
company might rely on spreadsheets to keep track 
of people and safety programs. That approach 
requires numerous manual processes to enter 
data and keep it up to date, and accuracy may be 
lost at each turn. Analysis of safety incidents and 
other data in the spreadsheet is also onerous. 

Imagine instead a technology platform that can 
automate and accelerate those processes, and 

offer integrated analytics. Not only can 
risk managers gain back time through 
increased productivity, but they also can 
focus their energies on keeping workers 
safe. Improved safety has multiple ben-
efits — it reduces the direct costs of 
medical treatment, lost-time claims and 
disruption to production, and it allows 
businesses to mitigate indirect costs, 
such as low employee morale, reassign-
ment of tasks and training. In addition, 
better safety results can translate into 
more favorable insurance terms. As 
risk professionals know, a lower total 
cost of risk means more opportunity to 
invest in business growth.

Fully connected risk management 
platforms solve problems

Businesses can’t automate risk management, 
but they can dramatically improve risk manage-
ment practices with the right technology. Improved 
workflows can simplify processes and make a 
significant difference in enabling risk managers to 
reduce risk. Engaging users in the way they want 
to engage, and empowering them without a steep 
learning curve, is key to deploying risk manage-
ment technology successfully. The best way to 
deliver transformative results is to empower daily 
operators. When the right technology makes daily 
workflows easier, good things can happen.

David Wald is Chief Executive Officer of Aclaimant, an 
insight-driven workflow solution for safety and risk 
management, designed to help companies identify risk 
more effectively and reduce costs. Founded in 2013, 
Aclaimant’s solutions have been able to reduce business 
insurance costs by up to 40% for its customers. By 
streamlining every phase of risk management into one, 
easy-to-use workflow tool, Aclaimant helps companies 
digitize and optimize workplace safety, incident/claims 
management and analytics.

SPONSOREDSECTION
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Critical Factors to the Success of a Single-application platform
While the potential efficiency benefits of migrating to a single 
platform are extensive, identifying a solution that will actually 
deliver on that promise can be challenging. Two key factors can help 
determine the best options. First, the solution itself needs to be well 
integrated. While this may seem obvious, some multi-function 
solutions are the result of multiple acquisitions of different point 
solutions made over time. 

This “Frankenstein” approach to simply bolting on a new piece of 
software that was never designed to be a part of the larger solution can 
result in multiple interfaces, separate logins, and siloed data that is 
largely indistinguishable from the multi-application approach.

Second, for a single-application platform to effectively streamline 
risk-related processes, it must be flexible enough to work in conjunc-
tion with an organization’s specific needs. A key test to check for this 
degree of flexibility is to determine if, on balance, an organization has 
to adjust its processes to fit the new solution, or if the solution can 
be configured to match the organization’s requirements and work-
flows. Each time the solution imposes a new process on an enterprise, 
end-user frustration grows, which leads to the expensive byproducts 
that accompany lower engagement.

Boosting Productivity, Producing Actionable Insights
Increasingly, risk programs are required to find ways to boost efficiency as they seek to produce more actionable insight 
from dynamic risk environments. Unfortunately, it’s often the case that they must do so without throwing additional staff 
at the challenge. While software solutions offer a prime opportunity to deliver such boosts, simply assembling an ad-hoc 
collection of applications, each designed to focus on a single segment of the problem, can actually result in a step back-
wards by adding data silos and disconnected procedures to manage. If these efforts lead to a solution that isn’t flexible 
enough to allow each part of the enterprise to use the processes and programs that best fit their unique needs, frustra-
tion will rise and engagement levels will fall.

Avoiding the hit to productivity of the silo tax is an essential first step to developing a truly integrated approach to risk 
management. Yet improving efficiency by itself is not enough to gain the timely, comprehensive response today’s inter-
connected risk environment demands.  

 To learn more about Origami Risk for Integrated Risk Management, visit: 
origamirisk.com/IRM
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The Scalable report found that these frustrations led to reduced job satisfaction with 38% of respondents and nearly a 
third saying “a substandard digital experience has either made them want to leave a job or has contributed to them leav-
ing a job.” During a period in which talent retention is already an acute crisis for most organizations, providing a siloed, 
multi-system best-of-breed approach to technology only makes things worse by further diminishing employee engage-
ment.

The High Costs of Low Employee Engagement
Lower rates of employee engagement can have an outsized impact on the bottom line. In Gallup’s State of the Global 
Workplace: 2022 Report, the following costs are cited:

Highly-engaged teams are 14% to 18% more productive than low-engagement teams, on average.

Low-engagement teams typically endure turnover rates that are 18% to 43% higher than highly-engaged teams.

Replacing an existing worker costs one-half to two times that employee’s annual salary. Assuming an average salary of 
$50,000, the replacement cost translates to between $25,000 and $100,000 per employee.

Additional analysis by Gallup examined the difference between high- and low-engagement organizations. The impacts 
from lowering employee engagement extend far beyond productivity and turnover. High-engagement organizations were 
found to have:

81% LOWER ABSENTEEISM

64% FEWER SAFETY INCIDENTS

58% REDUCTIONS IN PATIENT SAFETY INCIDENTS (MORTALITY AND FALLS)

41% LOWER RATE OF QUALITY DEFECTS

28% LOWER RATES OF THEFT

This frustration weighs heavily on employee engagement, which is already under pressure from the pandemic and the 
“Great Resignation.” Scalable, a SaaS-based IT provider of operations analytics and employee usage data, recently com-
missioned a survey of 2,000 hybrid workers in the UK. The results of the survey underscore the connection between 
software technology and the wellbeing of its users:

Burnout Risk: How Digital Experience Affects Employee Wellbeing. 
In addition to the negative outcomes of poor digital experience on the business, there is an equally 
catastrophic impact on employee wellbeing. Bad digital experiences can make routine work tasks 
take longer. Not having access to the right technology, poorly designed workflows, or a lack of 
user-friendly applications, all add time to tasks. The result is that hybrid workers are forced to work 
an extra 2.2 weeks a year because of poor digital experiences.“
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Extrapolating from the low end of these numbers, this silo tax is costing a majority of respondents nearly a month’s 
worth of wasted employee productivity each year. 

Aside from being an ongoing drain on productivity in an era when efficiency is especially critical, trying to navigate an 
expanding maze of solutions can also impact decision-making processes. Research conducted by Forrester Consulting on 
behalf of a micro-application solution provider found that:

This suggests that, on top of going backwards in the productivity battle, the friction caused by using multiple systems 
also leads to delays in performance and a degraded decision-making process. 

Multiple-System Approaches Lead to “Hidden Data Factories”
In Bad Data Costs the U.S. $3 Trillion Per Year, author Thomas C. Redman discusses the concept of the hidden data factory 
and the costs organizations incur when trying to work around them. He estimates that knowledge workers waste 50% 
of their time “in hidden data factories, hunting for data, finding and correcting errors, and searching for confirmatory 
sources for data they don’t trust.”

At first glance, having individual departments choose their technology solutions independently seems like a practical 
solution. The reality is, however, that each different system a user must learn, operate, and reconcile creates a new effi-
ciency-draining hidden data factory. The wasted month, delayed processes, and poor decision making are only the initial 
damages to productivity. Hidden data factories affect far more than just end users. 

Other potential impacts include:
IT departments must spend time supporting multiple systems, keeping licenses current, and ensuring updates are 
applied in a timely manner.

Training resources have to create and maintain programs for each system.

Finance has to spend time searching for shadow IT solutions — which have proliferated since remote work gained 
traction — as frustrated users search for “workarounds” to their data challenges. 

Yet as bad as the collective pressure on productivity associated with deploying multiple siloed systems is, the most 
significant cost may still remain unaccounted for.

Silos Impact Employee Engagement
In a survey conducted by Harris Poll on behalf of Yoh, a recruiting and talent management firm that specializes in    
working with technology companies, 37% of respondents indicated “too many different software technologies” and/
or “software technologies always changing” as the biggest challenges they face when it comes to software technologies 
used in their jobs. Having to constantly switch between applications is a source of frustration for more than a third of US 
workers.

Nearly 1 in 5 say their challenge is not having software 
technologies integrated into a single program or platform. 

of employees say they ignore data for making decisions when they must pull from multiple systems.

said they delay completing tasks that require logging into multiple systems.

65%
62%
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A Renewed Demand for Efficiency
The technology systems that power risk, safety, compliance, and governance departments are obvious targets for effi-
ciency improvements. These are the systems risk professionals spend most of their time in and rely on to identify issues 
and develop responses. Improve the efficiency of those systems and each department becomes more effective at pro-
ducing more with less. However, relying on a “best-of-breed” approach in which each department selects a technology 
solution without a unifying strategy to connect to the solutions used by other departments could yield fragmented, 
siloed processes and a lack of accessibility to critical data.

When this is the case, the impacts on productivity caused by continually chasing data, processing manual reconciliation, 
maintaining multiple systems, and determining a source of truth can be quite substantial.

A study from the American Productivity & Quality Center (APQC), an organization providing expertise in benchmarking, 
process and performance improvement, best practices, and knowledge management (KM), shows the scale of such silo 
taxes. 

Today’s rapidly evolving risk environment demands more from the programs that touch on all aspects of risk — 
from insurable risk, to health and safety, to enterprise risk and compliance. 
Complex, interconnected risks that affect multiple parts of the enterprise require a more unified response. At the same 
time, uncertainties in the current financial environment paired with ongoing talent shortages make securing the addition-
al resources necessary for staffing these programs a significant challenge. To produce more integrated, actionable risk 
intelligence without an increase in headcount is dependent on boosting productivity.

While technology has traditionally been the key to providing the kinds of productivity boosts organizations demand from 
risk programs, the proliferation of available solutions, and the challenges of integrating them, makes the path to efficien-
cy gains less clear. Critical differences in how solutions are designed will determine if technology ultimately improves or 
hampers productivity and if it can deliver the holistic view needed to address cross-functional risk. Choosing the wrong 
path could mean paying an ongoing “silo tax” that is far higher than most would estimate, while also leaving the organiza-
tion nonresponsive to emerging threats.

<1 Hour
23%

none
4%

1+ Hours
73%

Nearly three quarters of respondents to the survey 
conducted for the study indicated they spent at least 
one hour per week trying to locate information. 

A majority spent at least another hour recreating 
information that already exists in software used 
elsewhere in the organization and at least one more 
hour seeking out the right person to answer questions.

WHITE PAPER RATES

CLIENT-SUPPLIED WHITE PAPER
Business Insurance uses clients’ collateral (white paper, case 
study or similar) to produce and market a custom program 
to target our audience. In addition to receiving all leads for 
readers who download the content, sponsors receive branded 
placement on one of the Business Insurance channels and 
respective weekly newsletters. Promotions also include 
targeted emails. 

$15,500 (FLAT RATE)*

CUSTOM WHITE PAPER 
Business Insurance Custom Media Group develops a white 
paper under a sponsor’s name. Sponsor receives prominent 
brand recognition throughout. Content is wholly owned by 
client and can be used for other internal programs as well. 
Promotions via Business Insurance include targeted email 
marketing as well as channel and newsletter sponsorships. 

$25,000 (FLAT RATE)*

*INCLUDES LEAD 
GENERATION 

PROGRAM

A new look at claims:
Innovation is improving 
the customer experience

A special report brought to you by
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WEBINAR RATES

CUSTOM LIVE WEBINAR 

PARTNERSHIP BENEFITS

A Business Insurance webinar is where thought leadership is established. It’s 
the ideal opportunity for your brand to build exposure with the target audience 
that matters most to you. Your program can be customized the way you want it. 
Address pressing matters in the industry... Showcase new products or research... 
You can also add custom questions to the data collection form to gain valuable 
insights for your company.

AUDIENCE STATISTICS

For any given webinar, attendees average well above 500. Over 45% typically 
attend the live event, while many more go on to view them one or more times 
via the on-demand archive.

$15,500 (1X RATE)
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WEBINAR RATES (CONTINUED)

DELIVERABILITY TIMELINE

PRE-LAUNCH DELIVERABLES LEAD TIME
• 150-200 word description of the webinar 8 weeks

• Participant headshots, bios, logo(s) 8 weeks

• Option for three custom questions that will 
be part of the data collection form 7 weeks

• Exclude list/competitor list 7 weeks

• Seed list 7 weeks

PRE-EVENT MARKETING EFFORTS LEAD TIME
• Registration page live/promotion begins 7 weeks

• Draft slides due for walk-though 1 week

• Dry run/presenter training with webinar tools 5-7 days

• Final slides due <1

• Email reminder to all registrants one day prior 1 day

• Email reminder to all registrants morning of 1 hour

POST-EVENT MARKETING EFFORTS LEAD TIME
• Archive live event for on-demand access 1 day after

• MP4 file of the recording is send to client 1 day after

• Thank you email to all live attendees 1 day after

• Reminder email to all no-shows 1 day after

• Promote on-demand to interested parties Within the  
 same week

• Receive contact lists of registrants and attendees TBD

• Mp4 file of the recorded webinar delivered to host TBD

• On-demand viewing for one year after broadcast TBD
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