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1/2 Page2 $6,565 $6,365 $5,965 $5,765 $5,570 

Best’s Review offers a variety of print advertising opportunities that help 
you get maximum exposure, including premium positioning, regional 
and national inserts and more. For an overview of our content, reader 
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Full Page
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Bleed 8.25 11.125
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Imagine traveling through space, riding in a self-

driving car, feeling the powerful rumbles of an 

earthquake and sailing on the ill-fated Titanic all 

in one day.

Simulations and exhibits could soon bring those 

experiences to life in a new Insurance Museum 

(IM) experience in London.

The “free-to-enter” IM is set to open in spring 

2021, and will share the heritage story of 

insurance through physical 

artifacts, experiential exhibits, 

video installations and 

content focused on global 

events that have had a major 

impact on the industry, 

including the 1666 Great 

Fire of London, 1906 San 

Francisco earthquake, climate 

change, Sept. 11, the Intelstat 

603 space rescue, Hurricane 

Katrina and the 1912 sinking 

of the Titantic, said project 

manager Jonathan Squirrell.

When the Chartered Insurance Institute moved 

its head offices out of the historic Aldermanbury 

building in 2018 to its new home next door to 

the original site of the Lloyd’s Coffee House 

on Lombard Street in London, CEO Sian Fisher 

asked former CII president Reg Brown to lead 

a working group to decide what to do with the 

CII’s collection of insurance relics, rare books, fire 

marks and other artifacts that were in storage and 

inaccessible to the public. 

“Brown seized the idea and opportunity of 

creating the IM with the worthy aim of educating 

the public about insurance; enticing insurers, 

brokers and other stakeholders to share and 

display their historic items and memorabilia,” 

Squirrell said.

He said the plan is to create a “phase one, pop-

up museum to enable the physical creation and 

perfection of the museum concept” before moving 

to a permanent residence in about six years. 

Currently a search for a venue to house the pop-

up museum is underway in London’s historic EC3 

area, “the heartland of insurance,” Squirrell said.

“We want visitors to walk 

out of the museum and be 

surrounded by both the 

history and the modern world 

of insurance in the world’s 

financial capital,” he said.

Along with seed funding 

provided by the CII, donations 

are being sought from 

individuals and businesses 

to support the Insurance 

Museum Initiative (“IM 

IN”), which aims to build 

cross-market funding for the museum venue 

development and delivery. 

At the end of March, nearly £40,800 (US$47,262) 

has been raised through the IM website, and 

corporate supporters continue to sponsor the 

initiative from a Who’s Who list of industry leaders 

including Aon, Swiss Re, Hiscox, Axa, IGI and Marsh.

The initial goal, Squirrell said, is to raise £3 

million (US$3.7 million) to fund the venture. Then, 

along with revenue generated from paid events, 

donations and the museum’s coffee and gift shops, 

he hopes to raise an additional £3 million annually 

for exhibitions, operations and staffing and to 

build the funds for the permanent visitor venue.

Squirrell said he hopes the IM, which will 

include the delivery of a documentary film series 

and digital resources, will one day be used as a 

template for other museums across the globe. BR

On Display
Plans are underway for a new interactive museum in London that aims  
to tell the global story of insurance and attract new talent to the industry.
by Lori Chordas

Lori Chordas is a senior associate editor. She can be reached at  
lori.chordas@ambest.com.
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When the Show Can’t Go On
AM Best analysts discuss the ins and outs of event cancellation insurance,  
a part of the inland marine insurance line, with AMBestTV.

by John Weber

F
rom conferences, to concerts, to the 

Olympic Games, cancellations and 

postponements have swept across the 

globe amid COVID-19 outbreaks. With 

this comes a renewed focus on event 

cancellation insurance.

Samiksha Gupta, an AM Best Rating Services 

financial analyst, and Sam Hanig, senior industry 

analyst, discussed a new AM Best Commentary, 

Event Insurers May Have to Rethink Their 

Strategies, with AMBestTV.

Following is an edited version of the transcript.

Who usually buys this type of insurance?
Hanig: First, let’s make sure we understand the 

product. Event insurance is an insurance which 

helps provide for circumstances where an event 

needs to be canceled for unexpected reasons, and 

the insured incurs additional costs because of the 

cancellation.

These costs can include lost deposits, lost down 

payments. There might be costs associated with 

rescheduling the venue, and there might even be 

marketing costs associated with advertising the 

rescheduled event. These types of events where 

event insurance can be purchased are a pretty 

broad set of personal and commercial gatherings.

In terms of who are the customers, individuals 

are the customers, and businesses and organizations 

are the main customers of event insurance. 

Individuals might seek event insurance for 

weddings, birthdays, or graduation parties, while 

businesses and organizations might seek event 

insurance for events like conferences, conventions, 

concerts, sporting events, and a lot more.

In terms of covered perils, these are always 

going to be contract-specific, but in general, 

covered perils include events like snowstorms or 

unexpected floods, but it can also include perils 

like terrorism, war, a key speaker may be unable to 

attend, or the venue may become unavailable.

Do we have any idea of how much event 
cancellation premium is written annually?

Hanig: It’s difficult to measure exactly 

industrywide event insurance premiums as 

they are not captured distinctly in our annual 

statements. Instead, they’re grouped with other 

coverages as part of the inland marine line of 

business. While we might not have a sense for an 

exact annual premium volume, we do have some 

sense for how much a policy may cost.

We know small events at small venues can cost 

between $500 and $1,500 and can be written 

for about $0.90 for every $100 of limit purchase. 

Prices are always going to vary commensurate 

with risk. If an event covers multiple days, has a 

large number of guests, the prices are going to be 

a lot greater.

Prices also depend on coverage. If a coverage 

is offered for reduced attendance, includes liquor 

liability, or also includes marketing expenses for 

the event rescheduling, this will also bump up the 

price for the insured.

Prices are going to be dependent on covered 

versus excluded perils. An all-risk policy is going 

to be more expensive than a policy with many 

exclusions.

How is communicable disease treated on 
these policies, and do you expect that to 
change in the future?

Gupta: Event cancellation coverage is generally 

not an imperiled coverage, therefore, anything that 

is beyond the control of the insured is covered, 

unless specified otherwise.

Communicable diseases is usually an optional 

John Weber is a senior associate editor, AMBestTV. He can be 
reached at john.weber@ambest.com.

AMBestTV

Go to bestreview.com to watch the 
interview with Samiksha Gupta and Sam 
Hanig.
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coverage, but in most cases of large events, it is 

bought by the insureds, and how pandemic diseases 

will be treated on the policies is generally dependent 

on the contract language and its interpretation.

Generally, a lot of the insurance carriers pay 

70% to 80% of policy limits for a full cancellation, 

and about 20% to 50% of the limit for a 

rescheduled event.

This is because an event cancellation policy 

is written on a net ascertained loss basis, that is 

losses adjusted for recoveries and expenses not 

incurred. If an event is postponed, the primary 

loss is mostly the extra expenses incurred to 

postpone the event.

Of course, now we expect all of this to change, 

because insurer awareness of communicable 

diseases increased following the 2003 outbreak of 

SARS, after which insurance contracts began to list 

pandemic exclusions, with SARS specifically named 

as an exclusion.

With another outbreak and pandemic outbreak 

within a span of 20 years, a lot of the insurers 

are already looking at moving to a complete 

communicable disease exclusion going forward.

To what extent can losses on this line of 
business impact the carriers that write it?

Gupta: It’s too early. It’s too early for the market 

to assess the likely quantum of insurance losses 

from COVID-19, but early indications show that 

virus-related loss exposures from event cancellations 

should be manageable for insurers and reinsurers 

given the relatively small size of this line and the use 

of policy limits, sub-limits, and exclusions.

As opposed to some other impacted lines of 

business like business interruption, D&O, workers’ 

comp, or losses on assets. For example, the world’s 

biggest event this year was undoubtedly the 

Tokyo Olympics, with anticipated coverage of 

approximately $2 billion, but the postponement 

reduced the insurance exposure to much less than 

it would have been if the event were canceled.

Reinsurers including Swiss Re and Munich 

Re, which have greater market share of event 

management and cancellation covers are expected 

to be impacted more than others.  BR
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payments. There might be costs associated with 
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rescheduled event. These types of events where 
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broad set of personal and commercial gatherings.
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going to be contract-specific, but in general, 
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attend, or the venue may become unavailable.
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We know small events at small venues can cost 

between $500 and $1,500 and can be written 

for about $0.90 for every $100 of limit purchase. 

Prices are always going to vary commensurate 

with risk. If an event covers multiple days, has a 

large number of guests, the prices are going to be 

a lot greater.

Prices also depend on coverage. If a coverage 

is offered for reduced attendance, includes liquor 

liability, or also includes marketing expenses for 

the event rescheduling, this will also bump up the 

price for the insured.

Prices are going to be dependent on covered 

versus excluded perils. An all-risk policy is going 

to be more expensive than a policy with many 

exclusions.

How is communicable disease treated on 
these policies, and do you expect that to 
change in the future?

Gupta: Event cancellation coverage is generally 

not an imperiled coverage, therefore, anything that 

is beyond the control of the insured is covered, 

unless specified otherwise.
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AMBestTV

Go to bestreview.com to watch the 
interview with Samiksha Gupta and Sam 
Hanig.
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coverage, but in most cases of large events, it is 

bought by the insureds, and how pandemic diseases 

will be treated on the policies is generally dependent 

on the contract language and its interpretation.

Generally, a lot of the insurance carriers pay 

70% to 80% of policy limits for a full cancellation, 

and about 20% to 50% of the limit for a 

rescheduled event.

This is because an event cancellation policy 

is written on a net ascertained loss basis, that is 

losses adjusted for recoveries and expenses not 

incurred. If an event is postponed, the primary 

loss is mostly the extra expenses incurred to 

postpone the event.

Of course, now we expect all of this to change, 

because insurer awareness of communicable 

diseases increased following the 2003 outbreak of 

SARS, after which insurance contracts began to list 

pandemic exclusions, with SARS specifically named 

as an exclusion.

With another outbreak and pandemic outbreak 

within a span of 20 years, a lot of the insurers 

are already looking at moving to a complete 

communicable disease exclusion going forward.

To what extent can losses on this line of 
business impact the carriers that write it?

Gupta: It’s too early. It’s too early for the market 

to assess the likely quantum of insurance losses 

from COVID-19, but early indications show that 

virus-related loss exposures from event cancellations 

should be manageable for insurers and reinsurers 

given the relatively small size of this line and the use 

of policy limits, sub-limits, and exclusions.

As opposed to some other impacted lines of 

business like business interruption, D&O, workers’ 

comp, or losses on assets. For example, the world’s 

biggest event this year was undoubtedly the 

Tokyo Olympics, with anticipated coverage of 

approximately $2 billion, but the postponement 

reduced the insurance exposure to much less than 

it would have been if the event were canceled.

Reinsurers including Swiss Re and Munich 

Re, which have greater market share of event 

management and cancellation covers are expected 

to be impacted more than others.  BR
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Ads can be horizontal or vertical. 

Contact us: (908) 439-2200, ext. 5399 • advertising_sales@ambest.com
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Throughout	the	year,	prominent	editorial	themes	are	highlighted	in	Best’s Review, allowing advertisers to place their message 
within	specialized	content	geared	toward	their	target	market.	Featured	advertisers	also	receive	enhanced	online	exposure	
through Best’s Review’s monthly subscriber email. 

2022 Featured Advertiser themes include:
•	 Embedded Insurance
•	 College	Risk	Management	

and Insurance Programs 
•	 New	World	of	Shock	

Claims

•	 Exploring	the	World	of	
Risk

•	 Understanding the 
Insurtech Landscape

•	 Catastrophe	Risk

•	 Leaders
•	 Reinsurance
•	 Mutual	Insurers
•	 Evolving Auto Insurance 

Sector

•	 Property Report
•	 Insurance	Outlook
•	 The	Changing	On-

Demand	World

As a Featured Advertiser, you will receive:
•	Two	full-page,	four-color	ads	or	a	spread	within	the	editorial	pages	of	the	special	section.	
•	Your	company’s	name	and/or	logo	in	the	right-side	running	header	of	every	editorial	page	in	the	special	section.	
•	Exposure	through	Best’s Review’s monthly subscriber email that highlights that issue’s editorial coverage.
•	A	10-minute	audio	file,	which	includes:	
	 					•	A	Q&A	podcast	interview	with	a	Best’s Review editor. 
	 					•	A	copy	of	the	audio	file	provided	to	the	advertiser’s	company	for	placement	on	your	website.

 Featured Advertiser Special Editorial Section

Advertising Opportunity1

Featured Advertiser Special Editorial Section (with podcast) $10,530

1. See mechanical requirements on page 7.

Shown	as	a	spread.	Also	offered	as	two	
separate full-page ads in this section.

2-Page Spread

Your logo here

Contact us: (908) 439-2200, ext. 5399 • advertising_sales@ambest.com



 Featured Advertiser Special Editorial Section  Issues & Answers

Publication Date Issues & Answers Topics Description

January Innovation Showcase Service providers and technology companies explain how they are helping insurers innovate as they seek to meet competitive 
challenges and customer expectations.

February Minding the Talent Gap Insurers, reinsurers and others discuss what they are doing to attract, develop and retain high-quality, diverse talent in an 
industry that faces new challenges due to retirements and the pandemic. 

March New Trends in Excess and Surplus 
Lines

Insurers, MGAs, wholesalers and program managers discuss new developments and emerging issues in the growing E&S 
market. The surplus lines market plays an important role in providing insurance for hard-to-place, unique or high capacity risks.

April Risk Analytics, Data and AI Modelers, risk consultants, data providers and technology companies discuss how they provide insuers with cutting-edge 
insights into risk through the use of data and analytics.

May The Growing Importance of ESG Insurers, reinsurers, asset managers and others discuss environmental, social and governance issues and the key role they play 
in the insurance industry.

June Perspectives on Investment and Asset 
Management

Asset managers, advisers, systems providers and others examine the latest issues concerning insurance portfolio management.

July Specialty Coverage Insurers, wholesalers, MGAs and program administrators discuss new opportunities and evolving risks in the specialty market.

August Captives and Domicile Services Domiciles and service providers discuss new business strategies aimed at the captive market.

Building Reinsurance Partnerships Reinsurers and reinsurance intermediaries discuss how they help primary insurers create risk solutions.

September Mutual Success Insurers, reinsurers, service providers, technologists and others examine the advantages and challenges of mutual insurance 
operations and how these companies are finding new and innovative ways to serve policyholders.

Meeting the Insurtech Challenge Insurers, reinsurers, technology firms and service providers discuss how they are using technology to launch innovative new 
businesses, gather critical data, improve the customer experience and help insurers meet the competitive challenges of 
today’s market.

October Creating a Cutting Edge Customer 
Experience

Insurers and technology service providers discuss how they are reaching consumers by developing new approaches to make 
buying insurance and filing claims quicker and easier.

November The Cyber Response Insurers, MGAs, service providers and others discuss how they are working to provide coverage and mitigate risk as threats 
such as ransomware and hacks present a growing challenge for the industry.

New Developments in Workers’ Comp Insurers, service providers, technologists and others discuss the evolving issues and how they are making use of new 
technology to improve offerings and manage and control losses as the industry tackles the challenges of the pandemic.

December Accounting and Actuarial Services As insurers become increasingly focused on analytics, metrics and internal reporting, roles for auditors and actuaries are 
expanding. Actuarial and auditing firms share their insights into how they are helping insurers and reinsurers understand and 
use the expanding wealth of data and financial information.

Agriculture and Crop Insurers Insurers, service providers and agriculture experts discuss developments in agriculture and crop insurance.

Watch	our	video	to	learn	more	about	Issues	&	Answers	at	http://www.ambest.com/adv/ia.html

1. Subject to change.
2. Although this offer includes two pages of advertising, only one page is counted toward the frequency discount for print ads in Best’s Review in a given contract year. 
3. Ad commitment deadlines are the first of the prior month.
4. See mechanical requirements on page 7.

Issues	&	Answers	are	special	advertising	sections	published	in	the	online	and	print	editions	of	Best’s Review. Reach our readers 
with a topic-driven executive interview conducted by a Best’s Review editor and additional company exposure with a full-page 
advertisement.	You	have	the	option	to	come	to	our	video	production	studio1 or participate remotely via video conference.

1x 3x 6x 9x 12x

Two-Page Issues & Answers3, 4 $11,235 $10,670 $9,550 $8,985 $8,425 

Three-Page Issues & Answers3, 4 $18,410 $17,490 $15,645 $14,725 $13,805

As an Issues & Answers advertiser, you will receive:
•	Two-Page: a spread featuring your full-page, four-color advertisement, a brief profile 

of your organization and highlights from your executive’s interview.2

• New Three-Page: a spread featuring a brief profile of your organization and 
highlights	from	your	executive’s	interview.	Your	full-page,	four-color	advertisement	will	
appear in a different section within the magazine.

•	A	video	and	audio	recording	of	your	interview	for	your	own	promotional	use.
•	A	PDF	copy	of	the	spread	for	your	company’s	use.
•	Additional	exposure	on	Best’s Review Online.

http://www.ambest.com/adv/bria.html
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SPECIAL ADVERTISING SECTION

Issues & Answers

Share this edition at www.bestreview.com/issuesanswersarchive.asp. 
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� Facts about your organization

� Facts about your organization

� Facts about your organization

Interview with Your Exec
This page includes highlights from an interview 
Best’s Review conducts with a company 
executive of your choice. The Q&A format is an 
opportunity to position your company executive 
as a thought leader about business trends or a 
specific initiative.

Company focus: 
ABC Insurance provides analyses for captive owners, either 
as part of a feasibility study or a reserve study or a financial 
projection, the basic underlying actuarial principles are the 
same, regardless of the domicile. In many cases it starts with 
a basic question: Is it better to be offshore or onshore? Often, 
the answer is tax-driven, but it also may be influenced by a 
particular domicile catering to a particular type of captive.  

What’s changing?
Companies are taking a hard look at all areas of their 
business where in the past they may have focused on a 
more common line such as workers’ compensation, general 
liability and auto liability. Employee benefits like group life 
and long-term disability are getting more and more attention, 
as is health insurance. Property insurance is also finding its 
way into more captives. 

Leading strategy:
We expect our clients to provide us with historical claim 
information, aggregated by policy year and also on a claim-
by-claim basis for large losses. We also expect some kind 
of measure of the size and breadth of the client: payroll, 
sales, property values, the number of vehicles insured. As 
actuaries we like to have as much data as possible, so 20 to 
30 years is not uncommon to see in our reports. We expect 
our clients to provide us with historical claim information, 
aggregated by policy year and also on a claim-by-claim 
basis for large losses. We also expect some kind of measure 
of the size and breadth of the client: payroll, sales, property 
values, the number of vehicles insured.

Your Executive
Title 
Company

Go to the Issues & Answers section at bestreview.com to watch an 
interview with Your Executive.

“One place where value has not started to be 
dredged out until recently is the interaction between 
underwriting and claims. I expect this to change 
significantly over the next one to two years.”

Full
Page
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