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	Actuarial Review Advantage
Building on a long tradition of serving the world’s leading property and casualty actuaries, the bimonthly 
Actuarial Review magazine has served members of the Casualty Actuarial Society (CAS) for more than 40 
years.

Actuarial Review is the only magazine focused solely on property and casualty executives and actuaries.

CAS members work for insurance and reinsurance companies and brokers, consulting firms, state insurance 
departments, educational institutions and other organizations serving the financial services industry.

Actuarial Review is delivered to almost 13,000 insurance professionals, including CAS members and 
actuarial professionals working towards membership.

The nature of actuarial training and education gives CAS members broad expertise in insurance and provides 
exposure to all areas of the industry. Nearly 40% of CAS members are senior-level executives, many of whom 
have moved beyond purely actuarial positions and hold positions throughout the financial services industry, 
including the executive suites. Other CAS members hold a wide range of actuarial positions.

Many senior actuaries make or strongly influence purchase decisions for their companies and most CAS 
members are keenly involved in the products and services their companies use. 

Actuarial Review has garnered readers’ praise for the publication’s layout 
and structure. The actuarial community knows that they can turn to the 
Actuarial Review for award-winning editorial content, the latest information 
and news in the field, and fresh perspectives from CAS leadership. A DECADE OF SERVING MEMBERS:  

AR Magazine Celebrates a Milestone

Meet the VEEP

PUBLISHED BY THE CASUALTY ACTUARIAL SOCIETYVOL 50 / NO 3 / MAY-JUNE 2023
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	2024 Actuarial Review Editorial Calendar
Actuarial Review magazine continually tracks emerging trends and issues in the world of property and casualty 
insurance and provides in-depth analysis, new ideas, best practices and knowledge essential to the actuaries 
in this field.

Each issue is focused on a major theme relevant to property and casualty actuarial practice.

Issue Theme* Exhibit Booth Bonus Distribution

Jan/Feb 2024
Auto Insurance, Inflation Study

Annual Meeting Recap

Mar/Apr 2024
Novel Technology Applications by Actuaries, 

International Focus
Ratemaking, Product and Modeling Seminar

May/Jun 2024 Emerging Risks Spring Meeting, Reinsurance Seminar

July/Aug 2024
Spring Meeting Recap

CAS Elections — Meet the Candidates
Sept/Oct 2024 CAS Research News Casualty Loss Reserve Seminar

Nov/Dec 2024
Volunteer/Committee Profiles & 

Achievements 
CAS Annual Meeting

*Themes are subject to change.

	�Actuarial Review 
Print Advertising 
Opportunities

Actuarial Review magazine offers 
three sizes of print advertisements 
— full page, half page and third 
page. Sample ad placements are 
shown below. Details on rates and 
ad specifications are shown later in 
this media kit.
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Your charge should be to ease the 

audience into the presentation, includ-

ing their acceptance of you as presenter, 

especially if th
e subject m

atter is over-

whelmingly technical. You may want to
 

consider a brief fact or anecdote about 

the facility
, th

e city, or even something 

that happened to you that m
orning that, 

perhaps, you can tie into the presenta-

tion. It s
hould be presented naturally 

and genuinely, but not out of th
e context 

of your personality
.

If you are presenting to a smaller 

group of, say, five or ten people in a 

conference room, try to learn and re-

member each person’s name and role, 

if th
ey are not known to you. Recallin

g 

such information in the Q&A period will 

be im
pressive to them. If y

ou are pre-

senting to a larger audience, th
at is, of 

course, not necessary. However, during 

the Q&A period, ask attendees for their 

names and companies when they pres-

ent a question or comment.

For a smaller group presentation, 

make eye contact with all th
e individu-

als in the room. For larger groups, make 

eye contact with the various sections 

of th
e room. Don’t tu

rn your back on 

the audience and hide your face into a 

screen of in
formation. Don’t fo

rget: Th
is 

is an opportunity for you to shine by in-

tegrating yourself, in
dustry information 

and an audience into a 30- to 90-minute 

presentation.

Finally, you ask, what can one do 

to get better at giving presentations? 

The following are some suggestions 

that aren’t a huge investment of tim
e or 

money and might be fun in the process.

• Take an acting or im
prov class. 

They’re mostly held in group set-

tings and the instructors and fellow 

classmates are usually super-

supportive. Also, consider taking 

an on-camera class. Th
is provides 

a thorough look at how you come 

across; th
e instructor and you will 

review videotape of your perfor-

mance, which will p
rovide guidance 

for im
provement.

• Join a book club. Th
is will a

llow 

you to share ideas in a group set-

ting.

• Arrange for practice presenta-

tions with some of your peers at 

work. Assign each other non-work-

related topics that m
ight be light or 

fun for you to present. B
e open and 

supportive with one another when 

providing feedback.

• Attend speeches and take notes on 

what you liked or didn’t like about 

the speaker. Also, consider gettin
g 

involved in school or community 

groups in which opportunitie
s exist 

for one to express opinions in a 

group settin
g.

• Self reflect. D
on’t b

uy into the 

excuse that you’re simply “not good 

at presentations.” Commit to
 work-

ing on presentations as you would 

commit to
 solving other problems 

that in
terest you.

• Follow your fear. Life is too short 

to im
pose artificial lim

its on your 

personal potential and career. ●

Robert M
orand 

is vice chairman, 

president and 

managing partner 

for DW Simpson–

Global Actuarial & 

Analytics Recruit-

ment in
 Chicago. 

He can be reached at bob.morand@

dwsimpson.com.

SAVE THE 

DATE

 MAY 17-20, 2015

 THE BROADMOOR 

COLORADO SPRINGS, 

COLORADO

THE  

2015  

CAS 

SPRING 

MEETING
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protection of privacy, data collection and enforcement. So far 

it seems to be grounded in committe
e. Even so, Congress has 

given the FAA until S
eptember 2015 to devise and im

plement 

a regulatory policy.

Meanwhile, as of February 2013, th
e FAA had already 

issued more than 1,000 drone licenses to government and 

private users. According to Vikki Stone, senior vice president 

of Poms and Associates, an insurance broker in Los Angeles, 

insurers are trying to figure out how they’re going to cover 

these things once they eventually do get off the ground. 

“Coverage for drones is currently being negotiated with 

a number of different in
surance companies,” Stone told A.M. 

Best. “There isn’t an actual policy out th
ere right now that will 

pick up the kinds of exposures we’d be seeking when the FAA 

approves the commercial use of drones. Th
ere are certainly 

drones in use right now and those are, of course, being in-

sured. But at th
is tim

e we’re in the negotiation phase of our 

program.”

The kinds of exposures insurers will b
e looking at in

clude 

the drone itself, p
roperty damage it m

ight cause, lia
bility

 

(both general and aircraft p
roduct), cyber insurance against 

the hacking of drone data, workers’ compensation, employ-

ment practice liability
, and directors and officers liability

. And 

who knows what other exposures might reveal th
emselves in 

practice?

In July 2014, th
e TEAL Group, defense and aerospace in-

dustry consultants, predicted that worldwide annual spending 

on drones would almost double over the next decade, from a 

current $6.4 billio
n to $11.5 billio

n a year, to
taling close to $91 

billio
n in the next 10 years. Th

is is going to translate into major 

bucks for insurance companies. 

“Drones will a
ffect th

e insurance industry in many ways,” 

says Stone, “but th
e major effect will b

e to provide a new 

income stream.”

“I th
ink we’re in an excitin

g tim
e for entirely new insur-

ance products to be developed,” Karl Olson agrees. “From the 

carrier perspective, th
ere are many talented individuals who 

are directly addressing these exposures.” ●

Steven Sullivan is a freelance writer and editor in Baltim
ore, Md. 

The CAS Trust Scholarship Committe
e will 

award up to three scholarships to college 

students pursuing a career in
 casualty actuarial 

science, fo
r th

e 2015 – 2016 academic year.

1st Place Scholarship: $10,000

2nd and 3rd Place Scholarships: $5,000

SCHOLARSHIP 

OPPORTUNITY TO 

SHARE W
ITH STUDENTS

Applications Due by March 2, 2015

www.casact.org/tru
stscholarship

Your Half-Page Ad 

HERE

	�Actuarial Review Digital 
Advertising Opportunities

The online version of Actuarial Review (which includes 
current articles and all archived articles) offers three 
prominent ad positions opposite every single online 
article. It is impossible to view an article and not see 
these ads, which receive 10,000 views per month. These 
ads are in high demand and are available on a first-come, 
first-served basis when a position becomes available.

Ad position 1

Ad position 2

Ad position 3

WWW.CASACT.ORG   •  
 JANUARY/FEBRUARY 2015 
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departments

4 
EDITOR’S NOTE

●  Kicking Off a Year of Celebration

6 
PRESIDENT’S MESSAGE

●  Celebrating Our Past, Focused on Our Future

8 
READER RESPONSE
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MEMBER NEWS

●  Comings and Goings

●  In Memoriam

●  Calendar of Events

●  Continuing Education Review: A Surviva
l Guide

●  CAS Revises Continuing Education Policy

●  CAS Staff Spotlight

●  Member Profile

●  Twenty-F
ive Years Ago in the AR

●  CAS Launches Monograph Series

●  New Members Admitted in 2014

●  CAS Celebrates Outstanding Volunteers

45  PROFESSIONAL INSIGHT

●  Insurance — Future Trends, Challenges

●  Finding Promise in Big Data, Beyond the Hype

●  Ridesharing Insurance Issues

●  Loss Reserving’s Future

●  Actuaries Abroad — Motor Insurance in China

●  On the Shelf —
 The Norm Chronicles

●  Get Ahead — Follow Your Fear

59 ACTUARIAL EXPERTISE

●  Explorations — “B” is for Behavioral — What Big 

Data Means for Insurance

61 VIEWPOINT

●  Random Sampler — A True One in 100 Year 

Event!

●  Random Sampler — Three Presidents of Note

40 SOLVE THIS 

●  It’s a Puzzle
ment — GPS in 

Flatland

FSC 

LOGO

Actuarial Review (ISSN 10465081) is published bimonthy by the Casualty Actuarial Society, 4350 Fairfax 

Drive, Suite 250, Arlington, VA 22203. Telephone: (703) 276-3100; Fax: (703) 276-3108; Email: ar@casact.

org. Presorted standard postage is paid in Lutherville, MD. Publications Mail Agreement No. 40035891. Return 

Undeliverable Canadian Addresses to PO Box 503, RPO West Beaver Creek, Richmond Hill, ON L4B 4R6.

The amount of dues applied toward each subscription of Actuarial Review is $10. Subscriptions to nonmembers 

are $10 per year. Postmaster: Send address changes to Actuarial Review, 4350 North Fairfax Drive, Suite 250, 

Arlington, Virginia 22203.

January/February 2015

on the cover

The Actuarial Review captures the insights and 

perspectives of a handful of attendees of th
e CAS 

Centennial Celebration — a truly one in one 

hundred year event!

The Risks Around the Corner

BY STEVEN SULLIVAN

Hackers, driverless cars 

and drones! Th
ese three 

risks promise to challenge 

actuaries in the future.

40

PUBLISHED BY THE CASUALTY ACTUARIAL SOCIETY

VOL 41 / N
O 1 / JA

NUARY-FEBRUARY 2015

The CAS 

Centennial 

Experience

EMERGING ISSUES:  

THE RISKS AROUND  

THE CORNER

32

Access More Qualified Applicants. 

Period.

The CAS Career Center allows employers and 

recruiting firms to post open positions to a focused 

audience of credentialed P&C actuaries, actuarial 

candidates, and interns.

Posted positions average nearly 1,0
00 hits each.

Learn more at  

https://c
areers.casact.org/employers/

CAS Society Partners receive a discount on  

all C
areer Center advertis

ing. Learn more at  

https://www.casact.org/advertising

Your Full-Page Ad 

HERE
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	2024 Actuarial Review Advertising Contract

Print Ad Rates 1X 3X 6X
Back Cover  $3675  $3400  $3250
Inside Front Cover, Opposite Inside Front Cover  $3500  $3250  $2990
Inside Back Cover  $3450  $3200  $2940
Opposite TOC, Editor's Note or President's Message  $3400  $3150  $2875
Full Page  $3150  $2825  $2625
Half Page  $2200  $1995  $1785

2024 Print Issues of Actuarial Review
	Jan/Feb — Ad Sales Close Nov 16;  

Ad Copy Due Nov 30

	Mar/April — Ad Sales Close Jan 18;  
Ad Copy Due Jan 29

	May/June — Ad Sales Close Mar 18;  
Ad Copy Due Mar 29

2024 Digital Timeslots for Actuarial Review
	Jan/Feb — Ad Sales Close Dec 15;  

Ad Copy Due Dec 19

	Mar/April — Ad Sales Close Feb 16;  
Ad Copy Due Feb 22

	May/June — Ad Sales Close Apr 16;  
Ad Copy Due Apr 24

	July/Aug — Ad Sales Close May 17;  
Ad Copy Due May 27

	Sept/Oct — Ad Sales Close July 15;  
Ad Copy Due July 31

	Nov/Dec - Ad Sales Close Sept 16;  
Ad Copy Due Sept 30

	July/Aug — Ad Sales Close June 17;  
Ad Copy Due June 26

	Sept/Oct — Ad Sales Close Aug 14;  
Ad Copy Due Aug 24

	Nov/Dec - Ad Sales Close Oct 15;  
Ad Copy Due Oct 23

Please select your ad rate in the charts above and select the issues/timeslots where your ad(s) will appear. If 
your company participates in the CAS Society Partners Program, you will receive a discount on these ad rates 
according to the following schedule:

Executive Partner (25% discount)

Premier Partner (20% discount)

Supporting Partner (15% discount)

For more information about this program, contact Joyce Warner at jwarner@casact.org.

Digital Ad Rates Two Months
Digital ad on every Actuarial Review article for two months

 $5000Available in two-month placements with due dates shown below
Ad specification – 500px wide x 416px high JPG or PNG file

mailto:jwarner@casact.org
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ADVERTISER INFORMATION

Contact Name______________________________________________________________________________________

Company__________________________________________________________________________________________

Address___________________________________________________________________________________________

Phone__________________________________  Email______________________________________________________

Signature__________________________________________________________________________________________

PAYMENT

Total Payment Amount $__________________

Select how payment will be submitted

	 CAS Partners Funds 	 Request Invoice  
(if paying with card or check)

	 Wire Transfer

Terms and Conditions

1.	 Payment for advertising, whether in print or online, is due no more than 30 days from date of invoice.

2.	 You will not necessarily be reminded of issue deadlines.

3.	 Frequency discounts apply to ads run in a continuous, 6 - 12-month period. Frequency must be ordered with first insertion. 

Advertisers will be short rated if, within a 6 - 12-month period from the date of their first insertions, they have not used the amount 

of space upon which their billings have been based. 

4.	 Ad changes are the sole responsibility of the advertiser. Actuarial Review does not provide ad production services or editing of 

existing ad materials. Ad changes submitted after the ad copy due dates are not guaranteed by Actuarial Review. 

5.	 All ads are subject to approval by CAS.

6.	 Premium positions may not be available if purchased earlier by other advertisers.

7.	 Cancellations for non-cover advertisements must be received in writing 15 days before space closing. Cancellations received 

within 15 days before the closing date will be reimbursed in full. Neither the advertiser nor its agency may cancel insertion orders 

for advertising after the ad sales closing date. 

8.	 Advertisers that are not CAS Partners must pay in full by the ad placement deadline for the issue.

9.	 No refunds will be issued for ads not running due to late artwork, submissions or cancellations after closing date.

Please email this form to Al Rickard at arickard@assocvision.com.  
Questions? Call Al Rickard at 703-402-9713.

mailto:arickard@assocvision.com
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	Actuarial Review Material Specifications

Actuarial Review Print Ad Sizes (in inches)
Trim Size: W 8.25” H 10.875”

Ad Size Width Height

Full Page (Bleed) 8.5” 11.125”

Full Page (Non-Bleed) 7.25” 9.875”

Half Horizontal 6.75” 4.625”

Third Square 4.375” 4.675”

Third Vertical 2.125” 9.625”

All ads should be supplied as PDF files with crop and bleed marks included. All PDFs must have fonts 100 
percent embedded and must be created from original files that contain no spot colors or RGB images.

Ads should be created ONLY in Adobe InDesign, QuarkXPress, Adobe Illustrator or Adobe PhotoShop. All 
images should be in JPG or TIFF format and at least 300 dpi (with the exception of vector images) at the size 
the image is to be used. All colors must be CMYK; no RGB or PMS spot colors. All logos should be in vector 
format with all text converted to outline.

Ad changes are the sole responsibility of the advertiser. Actuarial Review does not provide ad production 
services or editing of existing ad materials. Ad changes submitted after the materials due date are not 
guaranteed by Actuarial Review. 

Storing of Materials
Actuarial Review will retain ads submitted 
electronically for one year for pickup purposes as 
needed.

Submission Instructions
Advertising materials of 10 MB or less should be 
emailed to Al Rickard at arickard@assocvision.com. 
For materials larger than 10 MB, contact Al Rickard at 
703-402-9713 for upload instructions.

Advertising Materials Contact
Al Rickard 
President, Association Vision 
703-402-9713 
FAX 703-783-5501 
arickard@assocvision.com

mailto:arickard@assocvision.com
mailto:arickard@assocvision.com
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