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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 15,000 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.
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quoting process while ensuring that Kin has the data neces-

sary for appropriate pricing.

Kin Insurance stands apart from many insurtechs and 

insurance companies. Fast Company magazine recog-

nized the company in its list of the ten most innovative 

finance companies of 2020. Its ratemaking approach is 

unique. Rather than pursuing a risk-bearing strategy that 

relies on a mix of exposures, Kin specializes in covering 

homeowners in states especially vulnerable to cata-

strophic events, such as Louisiana and Florida. Offering 

property coverage “in very catastrophe-prone states requires 

a lot of analytics to do quickly and profitably,” Ajun said, com-

pared to working with the homogeneity of risk for homes less 

prone to such losses.

In addition to using homeowners’ personal data as rating 

variables, Kin focuses on property data by accessing thou-

sands of data points to customize coverage by street address. 

Unlike other insurers, Kin does not use traditional rating fac-

tors such as ZIP codes nor relies on 

Federal Emergency Manage-

ment Agency’s flood zones 

that inform the National 

Flood Insurance  

Program. 

Beyond ratemak-

ing, Ajun also works 

on improving Kin 

Insurance’s web inter-

face to provide accu-

rate quotes to potential 

customers. Kin boasts 

impressive customer loy-

alty with a net promoter score 

(NPS)1 of 85, when the industry 

average for homeowners insurance is 

42, according to a post on Clearsurance.com.

Another part of Ajun’s job is to develop questions to ask 

customers that elicit responses that can provide the most valu-

able data possible — a challenging task when there is so much 

variation in risks and rates. Considering how to structure 

questions and apply the algorithms “really opened my eyes in 

terms of how my decisions impact the customer,” Ajun said. 

Anticipating answers with built-in data sets makes it 

1 NPS or net promoter score measures custom loyalty. Scores range from -100 to +100 with higher score being most desirable.

easier for customers to sign up for coverage. About 10% of us-

ers obtained their policies without an agent, Ajun said. Asking 

the right questions also helps Kin collect the data necessary 

to develop premium electronically. “A lot of underwriting is 

data prefill,” he explained. Kin’s website invites applicants by 

stating that customers who switch to Kin can save an average 

of $500. 

To ease the quoting process as much as possible, Ajun 

also watches online activity to find where users get stuck or 

give up on the process. For example, homeowners often do not 

know the age of their dwelling. To discourage giving up on the 

process or guessing and inputting the wrong answer, he hopes 

to gain the information so it will prefill. “If successful, they will 

never see that question,” he added. 

Working for Kin has been a boon to Ajun, who previously 

felt stagnant in his career. His former work was redundant, he 

explained, and it took a year or more to see one of his ideas 

come to fruition. “I like the speed we move at here, and a lot of 

my ideas are happening,” he said. “I can see I am meaningfully 

contributing to the company.” 

Ajun secured his position about three years ago when a 

colleague referred him to the company. He welcomed the op-

portunity because he was excited to apply data management 

and analytical tools to new applications. 

Since he sees insurtechs as the wave of the future, he 

recommends that actuaries pursue careers in this burgeoning 

field. “Insurtechs will control the whole personal lines market 

pretty soon. The commonality of risks and quick adaptation to 

changing climate and economics give us a strong advantage.” 

He predicts that the “customer experience will become better 

and faster.” 

Pursuing a career in insurtech requires good communica-

tion skills to explain insurance to developers and marketing 

and sales professionals, he said. Arjun said that actuaries are 

especially poised to contribute to nontraditional tasks; they 

have proper insurance knowledge to ask the right questions 

and understand the limits of compliance.

“Actuaries can understand the data and facets of how it 

comes together,” he observed. “They are in a unique posi-

tion [because] they know what is important and what is not 

important.”

Chelsea Adler, Senior Manager, Pricing and 
Actuarial, Root, Inc.
Root, Inc.’s mission to leverage technology to make insurance 

fair and transparent in personal auto insurance is one of the 

reasons why Chelsea Adler is excited about her role at the 

auto insurer. “I loved the mission of the company because it 

seemed well-positioned to create lasting change in the indus-

try.”

In 2020 Root boldly announced its intent to drop credit 

scoring as a rating variable by the year 2025. “Driving data 

is the most important or influential factor,” Adler explained. 

“Other variables do not have as much predictive lift.” This is 

not surprising since credit scoring has always been viewed as 

a proxy for behavior. The transition, however, will take more 

time. Currently, telematics is one of many variables Root uses.

Root, run by president, co-founder and actuary Alex 

Timm, has always been a disruptor in the personal auto insur-

ance realm. “We are a mobile-first telematics company,” said 

Adler. Usage-based insurance “is the first factor that we take 

into consideration.”

The company began offering usage-based personal auto 

insurance in 2016 thanks to telematics. Rather than adjust pre-

mium by whether annual miles driven are more or less than 

the typical 12,000 to 15,000 miles, Root takes a more detailed 

approach, analyz-

ing features such 

as distracted driv-

ing and aggressive 

maneuvers on 

a per-mile and 

per-minute basis. 

The approach was 

quite novel at the 

time, but tradi-

tional insurers 

are now following 

suit. 

Root also 

deploys telematics differently from traditional insurers. The in-

surtech requires customers to drive with the Root app so that 

driving behavior can be measured, which affects insurability 

and premium level. When Root was unveiling its approach, 

traditional insurers, in contrast, were deploying telematics to 

offer discounts to existing customers. 

Root’s technology foundation, which features a flexible, 

nimble and quick infrastructure, supports the company’s com-

petitive advantage, Adler said. For example, when Washington 

state banned credit scoring last summer, Root adapted more 

rapidly than traditional carriers by using a new model sans 

credit scoring. Root can implement a rate filing within a day 

or two of receiving a state regulator’s approval, Adler said. In 

contrast, when she worked for a former employer, the process 

to change effective rates often took months.

The expeditious turnaround is also due to the company’s 

dynamic culture. Working at Root, Adler said, means being 

flexible enough to move quickly. There’s more of an all-hands-

on-deck mentality with less formality. Part of fulfilling her 

role is to learn skills that are not in the job description and to 

create solutions from scratch.

Adler’s enthusiasm for Root, the actuarial profession and 

“Actuaries can 
understand the 

data and  
facets … they 
know what is  

important and 
what is not  
important.” 
—Daniel Ajun, 

FCAS
Chelsea Adler, FCAS
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Going
Insurtech

By ANNMARIE GEDDES BARIBEAU

As digital technology shapes 
contemporary insurance models, 
actuaries are helping along the way.

W
hen insurtech was coming to the forefront a half decade ago, 

the expectation was that technology-based companies would 

use their wares to disrupt the traditional insurance model 

and provide better products and services. 

Showing insureds, who were accustomed to dealing with carri-

ers through agents and customer service representatives, that they 

could trust insurtechs with their next-generation minimalist web designs, chatbots 

and pre-filled personal information was difficult to imagine. But now, actionable 

online platforms are becoming more commonplace. The architecture, analytics and 

artificial intelligence behind insurtech sites continue to grow more sophisticated to 

bolster customer experience from premium quote to claim filing to policy renewal. 

While traditional insurers are gradually adopting concepts from insurtech 

companies, insurtechs are evolving and looking more to actuaries to move forward. 

The four property-casualty insurtech actuaries featured in this article have a few 

attributes in common. All of them were excited about moving into the insurtech 

field because it afforded them the opportunity to be more innovative at a faster 

pace compared to working for traditional insurers. They are also millennials who 

are leading the way in exploring the breadth and depth of actuarial practice. Finally, 

they encourage other actuaries to consider working at insurtechs and offer sugges-

tions to get there.

Daniel Ajun, Chief Actuary,  
Kin Insurance
Being the chief actuary at insurtech Kin 

Insurance involves more than reserv-

ing, ratemaking and pricing, says Daniel 

Ajun, whose company provides direct-

to-consumer homeowners coverage. 

Besides performing traditional actuarial 

duties, Ajun is also playing a role in per-

fecting his company’s online interface 

to give customers a seamless premium 
Daniel Ajun, FCAS
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 2023 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

Jan/Feb 2023
Insurance Careers Month (Feb 2023)

Annual Meeting Recap
Mar/Apr 2023 Catastrophe Losses and Mitigation
May/Jun 2023 Cannabis Revisited

July/Aug 2023
Spring Meeting Recap

CAS Elections — Meet the Candidates
Sept/Oct 2023 CAS Research News
Nov/Dec 2023 Volunteer/Committee Profiles & Achievements 

*Topics are subject to change.

  Actuarial Review 
Advertising 
Opportunities

Actuarial Review magazine offers three 
sizes of 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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profe
ssion

al INSIGHT

The Future of Loss Reserving May Be “Outside the Triangle” 

BY JIM LYNCH

execution lead for predictive analytics at 

Zurich North America. Estim
ates tend 

to be too high for several years, th
en too 

low for several. In
 both cases, early es-

tim
ates are way off; th

ey then stair-step 

toward the correct number.

To do a better job, Leong said, 

actuaries should look “outside the 

triangle.” They should bring in exter-

nal in
formation; th

e way economists 

consider a myriad of data to refine their 

forecasts. Panelists noted that having 

accurate information on exposures or 

rate changes im
proves an estim

ate, even 

if th
e information does not come from a 

company’s own data. M
ore im

portant, 

said panelist David Clark, FCAS, senior 

actuary at M
unich Reinsurance America, 

Inc., is
 that th

e data act as a good predic-

tor of events that drive estim
ates higher 

or lower.

Cost comes into play, said audience 

member Mary D. M
iller, FCAS. Actuaries 

and management tend to invest in
 ana-

lytics for pricing, not reserving. A refined 

pricing model can maximize profitable 

business. A refined reserving model gets 

to the right answer faster, but it d
oes not 

change the amount of losses incurred.

In part, a lim
ited methodology 

hampers the reserving process, said 

panelist James Guszcza, FCAS, U.S. chief 

data scientist at Deloitte
. Current m

eth-

L
oss reserving — the art-slash-

science of property and casualty 

actuaries — can seem arcane 

to outsiders, even mystical. To 

mathematicians and actuaries, 

however, it
 is fairly straightforward. 

The basic method, known as the 

chain-ladder, assumes the losses a 

company has incurred to date reveal 

how much more in losses the company 

will in
cur. O

ther popular methods are 

offshoots of th
at id

ea.

After that, an actuary’s knowledge, 

skill a
nd judgment find ways to hone the 

estim
ate. M

uch of th
e loss reserving craft 

depends on understanding nuances of 

the method and its brethren.

Are there better ways to estim
ate 

loss reserves?

A panel of property and casualty 

actuaries addressed the question at th
e 

CAS Centennial Celebration and Annual 

Meeting in New York in November. Th
e 

panelists had lots of help, with robust 

participation from an audience of m
ore 

than 500 and the results of a free-form 

survey conducted in advance of th
e 

meeting.

Research indicates that actuarial 

reserving methods — using the famous 

loss triangle most in
 the industry have 

heard of —
 tend to give cyclical answers, 

said Jessica Leong, FCAS,  business 

ods were devised in the era of pencil-

and-paper statistical analysis. In
 today’s 

era of open-source statistical computing 

packages and inexpensive computing 

power, th
ere is no necessity for actuar-

ies to restrict th
emselves to traditio

nal 

methods.

Today it is
 practical to

 build so-

phisticated models using summarized 

triangle data as well as analyze the 

individual claim-level data underlying 

loss triangles. W
hen actuaries restrict 

themselves only to loss triangles, th
ey 

are summarizing away information, 

Guszcza said.

Panelists offered three solutions. 

Leong suggested using a more sophisti-

cated model known as generalized lin
-

ear modeling (GLM). It h
as become the 

preferred method of pricing insurance. 

These models allow the actuary to adjust 

results to explicitly
 include economic or 

other changes into an estim
ate.

The method has other advantages. 

Mathematically, th
e traditio

nal m
ethods 

are a special type of GLM, so property 

and casualty actuaries have a leg up 

understanding it. A
nd because GLMs 

have priced policies for years, executive 

management has heard of it,
 a fact th

at 

helps create buy-in.

Clark recommended that actuaries 

conduct research to find variables that 

predict shifts in loss reserves. He focused 

on latent variables, or elements that do 

not directly cause losses but th
at happen 

to be proportional to
 them. 

Sometim
es these can be hard to 

measure. Clark said social scientists, 

for example, try to study the results of a 

happy childhood, but struggle to figure 

Panelists noted that having accurate information on 

exposures or ra
te changes improves an estimate, even 

if th
e information does not come fro

m a company’s own 

data.
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out what one means by “happy.” So they 

ask a series of questions and shape the 

answers into a score.

In insurance, credit-based scores 

are classic latent variables. A high score 

correlates with a poor driving record. 

The scores do not directly cause a person 

to drive worse, but th
e higher the credit 

score, on average, th
e better the driver.

Clark has found that th
e calendar 

year loss ratio for commercial auto 

physical damage business is a good pre-

dictor for accident year commercial auto 

liability
 results, even though the latter 

takes much longer to play out. A
ll of th

e 

external predictors that Clark suggested 

can be incorporated within the GLM 

framework that Leong introduced.

Perhaps the most radical departure 

came from Guszcza. He recommended 

cultiv
ating a more sophisticated math-

ematical approach, using what statisti-

cians call B
ayesian data analysis.

Bayesian approaches have become 

a trend in the statistical world since 

1990, he said. Th
ey differ from standard 

approaches because they use probabili-

ties to model all uncertain quantitie
s in 

an analysis.

For example, a person predicting 

the next flip of a coin would weigh the 

information contained in the data (past 

flips of th
e coin) against th

e probability
 

initia
lly assigned as part of th

e analysis. 

Guszcza analogized judging the next 

flip of a coin that has been flipped only 

a handful of tim
es with forecasting the 

future development of a cohort of in
sur-

ance claims. In
 each case, th

e lim
ited 

data available for analysis might not 

contain all of th
e information relevant 

for making the forecast. Th
e Bayesian 

approach offers a formal approach for 

combining fresh data with prior knowl-

edge. 

Election 

prognosticators 

like Nate Silver 

use this method. 

They start with 

an econometric 

model th
at pre-

dicts an election, 

then updates the 

prediction with 

pollin
g informa-

tion as that becomes available.

The resultin
g analysis would look 

familiar to an actuary, as it r
esembles 

credibility
 weighting.

“I’m
 not saying throw out th

e 

chain-ladder method,” Guszcza said. 

“The chain ladder is great.” But to
 

improve the process, actuaries need to 

keep things “sophisticatedly simple,” 

meaning to start off simple but th
en be 

willin
g to add model structure as the 

situation demands. For example, Bayes-

ian versions of th
e models Leong and 

Clark discussed are possible departures 

from the chain ladder or Bayesian chain 

ladder. G
uszcza pointed out th

at th
e 

great flexibility
 of Bayesian data analysis 

facilita
tes the approach of sophisticated 

simplicity. ●

James P. Lynch, FCAS, is chief actuary 

and director of research and information 

services for the Insurance Information 

Institu
te in New York.

The University of CAS 

(UCAS) provides a variety of 

educational content th
rough the 

live capture of our educational 

programs and interactive online 

courses, such as the 2014 CAS 

Centennial and Annual M
eeting 

session recordings  

(www.casact.org/UCAS).
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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.
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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 Full-Page Ad 

HERE

Your Third-Page Ad 

HERE

Your Half-Page Ad 

HERE

Your Third-Page Ad 

HERE
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 2023 Actuarial Review Advertising Contract

Ad Rates 1X 3X 6X
Back Cover  $3500  $3250  $3100
Inside Front Cover, Opposite Inside Front Cover  $3350  $3100  $2850
Inside Back Cover  $3300  $3050  $2800
Opposite TOC, Editor's Note or President's Message  $3250  $3000  $2750
Full Page  $3000  $2700  $2500
Half Page  $2100  $1900  $1700
Third Page  $1800  $1700  $1600

Please select your ad rate in the chart above and select the issues(s) below 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.

2023
 Jan/Feb — Ad Sales Close Nov 16; Ad Copy Due

Nov 25
 Mar/April — Ad Sales Close Jan 18; Ad Copy Due

Jan 27
 May/June — Ad Sales Close Mar 16; Ad Copy Due

Mar 31

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

 Sept/Oct — Ad Sales Close July 14; Ad Copy Due
July 31

 Nov/Dec - Ad Sales Close Sept 15; Ad Copy Due
Sept 29

Coming Soon … 
Digital Advertising!
Stay tuned for this exciting 
advertising development in 2023!
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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 or FAX it to him at 703-783-5501
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 Actuarial Review Material Specifications

Actuarial Review 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
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