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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.
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ies to leverage advanced algorithms 

and predictive models more quickly to 

improve accuracy of predictions and to 

analyze large datasets more efficiently, 

so that they remain ahead of the game 

in a highly competitive market. This 

may help replenish actuaries’ “cool 

factor” in the entry-level STEM market. 

More broadly, actuaries can and will 

continue to outsource responsibilities to 

data scientists when situations call for it 

but can now be intentional about how 

and when to do so. 

The times for actuaries to out-

source will most likely still be matters 

of technical specification that are not 

domain-specific. To adapt new tech-

nologies and leverage the full potential 

of algorithms such as Generative Pre-

training Transformers (GPTs), actuar-

ies are faced with challenges as well as 

opportunities. An actuary’s technical 

skills often hit a time limit (per survey 

finding earlier), creating a need to rely 

on experts with deeper technical skills 

such as data scientists, data engineers 

and AI engineers. However, hand-off 

frictions can make this an inefficient 

exercise, creating a “Sophie’s Choice” 

for both professions of whether to invest 

time to upskill outside their sweet spot 

versus upskill their counterpart outside 

of theirs. This dynamic has thus blurred 

the job requirements of each profession, 

with assigned tasks and responsibilities 

that may seem overlapping — and, in 

some cases (as noted before), profes-

sionals electing to “cross over” to the 

other side.

On the bright side, a sensible and 

equitable division of labor has organi-

cally emerged out of the ambiguity. The 

fluidity between careers allows orga-

nizations to bring expertise from both 

sides to problems, facilitating better, 

faster decision making and adoption 

of new technologies. The fact that data 

scientists have greater career options 

outside of insurance makes it harder 

to retain data science talents in insur-

ance over the long term and reinforces 

a reliance on actuaries to develop some 

of this expertise to ensure the acquired 

knowledge won’t be lost. In recent years, 

the role of a data scientist at different 

companies or institutions has evolved 

more from machine learning to machine 

learning operations, clarifying actuaries’ 

traditional roles in creating solutions 

and data scientists’ trademark facility 

with code.

While organic solutions have 

emerged for integrating data science 

into organizations, changes will contin-

ue coming quickly — and organizations 

need not wait for solutions to emerge on 

their own. The challenges discussed in 

this article raise some open-ended ques-

tions to the actuarial community:

• How can we better facilitate the col-

laboration and knowledge sharing 

between two professionals? 

• What is the most efficient way to 

integrate data scientists into the 

current corporate structure?

• How can we maintain the knowl-

edge continuity with talents coming 

and going over time?

Embracing the change
The actuarial profession will continue to 

evolve and to adapt to an ever-changing 

technological landscape. Relying on 

other professionals (including but not 

limited to data science) with different 

expertise is inevitable in a fast-evolving, 

modern world. To maximize the full po-

tential of data science in insurance, this 

requires a commitment to acquiring new 

skills, developing actuarial education 

and more effective collaboration with 

other professionals. The data science 

career has also progressed throughout 

the years and will continue to change by 

adapting professional skills and market 

needs. Learning to collaborate and work 

with professionals with different skillsets 

and knowledge should be at the core of 

an actuary’s training. This shift will lead 

to communication skills continuously 

increasing in value. A more fluid career 

path offers deeper learning opportuni-

ties and a wider range of experiences 

beyond those acquired through formal 

training. Fluidity is an important ele-

ment of becoming a data-driven culture 

and drive value for employers, yet it 

comes with challenges. Actuaries will 

need to understand both the oppor-

tunities and challenges to allow their 

employers to leverage the benefits of this 

fluidity between careers. 
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NAWAR AND JIM WEISS

Always central to the 

work of actuaries, 

prediction methods 

have been transformed 

by increased computing 

power, access to high-

dimensional data, and 

a rather surprising 

factor: the rise of the 

data science profession.

D
uring a recent 

storyboarding 

session for AR, 

several of our 

writers anecdot-

ally observed 

how more of their colleagues have 

been moving back and forth be-

tween actuarial and data science 

roles recently. This should come as 

little surprise. Since the inception 

of actuarial science, making predic-

tions has been at the core of actu-

aries’ work. But their methods for 

making predictions have evolved in 

form and style, from simple alge-

braic formulae to the sophisticated 

machine learning algorithms used 

today. A surge in computing power 

and availability of higher dimen-

sional data helped fuel the transfor-

mation — as did the growth of the 

data science profession.

In 2012 Harvard Business Review 

crowned data scientist “sexiest job of 

the 21st century,” just two years after the 

University of Chicago podcast Career-

Cast anointed actuary as the “best job 

in America.”1 During the decade since, 

as the role of data scientists matured, 

insurance companies realized the 

need to combine technical skills such 

as programming (a distinction of data 

1 https://www.cnbc.com/2010/01/06/The-Ten-Best-Jobs-in-America-2010.html.
2 https://hbr.org/2022/07/is-data-scientist-still-the-sexiest-job-of-the-21st-century.

scientists) with domain expertise (a very 

well-examined hallmark of actuaries) in 

order to drive value. As a result, nei-

ther profession’s value proposition has 

seemed quite as compelling on its own 

as when joined forces with the other.

As actuaries began to adopt analyt-

ics as part of their toolkit, they started 

to recognize certain limitations in their 

training concerning coding and machine 

learning. This is in contrast to data sci-

entists who are more equipped for this 

technical heavy lifting — a byproduct of 

data science methods and technologies 

developing faster than actuarial educa-

tional curricula can keep up with. 

Meanwhile, organizations began to 

reimagine the role of the data scientist 

from disestablishment to establish-

ment.2 These developments in both 

career paths have increasingly fomented 

fluidity (perhaps even convergence) 

between the professions and a need for 

each party to raise and adapt its game.

Background and observed 
trends
The actuarial profession has existed 

since at least the 1700s, while the term 

data science did not enter the vernacular 

until the 1970s at the earliest. Both pro-

fessions excel at analyzing data, forecast-

ing future trends and offering data-driv-

en solutions to the business. Actuaries 
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	2026 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* CAS Exhibit Booth Bonus Distribution

Jan/Feb 2026
Actuaries in the Age of Artificial General 

Intelligence

Annual Meeting Recap

Mar/Apr 2026
Flood Private Market

Volunteer Awards

Ratemaking, Product and Modeling Seminar

May/Jun 2026

Cyberinsurance 

Data Visualization

RPM Seminar Recap

Spring Meeting, Reinsurance Seminar

July/Aug 2026

Residual Plan

Reinsurance Seminar Recap

Spring Meeting Recap

CAS Elections — Meet the Candidates
Sept/Oct 2026 Nuclear Insurance Casualty Loss Reserve Seminar

Nov/Dec 2026
CAS Research News Volunteer/Committee 

Profiles & Achievements

CLRS Recap

CAS Annual Meeting (possible virtual and 
hybrid)

*Themes are subject to change.
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	�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

	�Actuarial Review Print 
Advertising Opportunities

Actuarial Review magazine offers two sizes 
of print advertisements — full page and half 
page. Sample ad placements are shown to the 
right. Details on rates and ad specifications are 
shown later in this media kit. 58 ACTUARIAL REVIEW 
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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 Half-Page Ad 
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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

	�Actuarial Review Two-Page Advertorial Opportunities
Position and promote your company as a thought leader in the actuarial profession with a two-page advertorial 
on a critical topic in the profession. You can tie it into an issue theme such as artificial intelligence. Your 
advertorial will be labeled “SPONSORED CONTENT” and will appear among the mix of articles on the 
Actuarial Review website in addition to appearing in the print issue and online PDF of the issue. The one-time 
rate for an advertorial is $5,392, and any CAS Partner discount can be deducted from that. See the advertising 
rate chart for additional frequency discounts.

	�CAS Society Partner Program Discounts
If your company participates in the CAS Society Partners Program, you will receive a discount on 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 Sharon Burns at sburns@casact.org.

	�Actuarial Review Newsletter Advertising 
Opportunities

Each time Actuarial Review magazine is published, the digital edition of the 
magazine is highlighted and sent in the Actuarial Review newsletter to 17,000 
readers. The average issue is opened by 72% of recipients who generate an 
average of 1,000 clicks per issue. All of them will see the banner ad at the 
top of the newsletter, which sells for a one-time rate of $3,995.

YOUR AD HERE

mailto:sburns@casact.org
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	2026 Actuarial Review Advertising Contract

Print Ad Rates 1X 3X 6X
Two-page Advertorial  $5,392  $4,997  $4,759
Back Cover  $3,919  $3,634  $3,461
Inside Front Cover, Opp. Inside Front Cover, Inside Back Cover  $3,741  $3,461  $3,197
Opposite TOC, Editor's Note or President's Message  $3,634  $3,359  $3,074
Full Page  $3,370  $3,018  $2,800
Half Page  $2,352  $2,138  $1,909

2026 Actuarial Review Print Edition Ads
	Jan/Feb — Ad Sales Close Nov 21;  

Ad Copy Due Dec 3

	Mar/April — Ad Sales Close Jan 16;  
Ad Copy Due Jan 30

	May/June — Ad Sales Close Mar 20;  
Ad Copy Due Mar 31

2026 Digital Edition Ads for Actuarial Review
	Jan/Feb — Ad Sales Close Dec 12;  

Ad Copy Due Dec 19

	Mar/April — Ad Sales Close Feb 13;  
Ad Copy Due Feb 20

	May/June — Ad Sales Close Apr 17;  
Ad Copy Due Apr 24

2026 Actuarial Review Newsletter Ads
	Jan/Feb — Ad Sales Close Dec 12;  

Ad Copy Due Dec 19

	Mar/April — Ad Sales Close Feb 13;  
Ad Copy Due Feb 20

	May/June — Ad Sales Close Apr 17;  
Ad Copy Due Apr 24

	July/Aug — Ad Sales Close May 15;  
Ad Copy Due May 29

	Sept/Oct — Ad Sales Close July 17;  
Ad Copy Due July 31

	Nov/Dec - Ad Sales Close Sept 18;  
Ad Copy Due Sept 30

	July/Aug — Ad Sales Close June 12;  
Ad Copy Due June 18

	Sept/Oct — Ad Sales Close Aug 14;  
Ad Copy Due Aug 21

	Nov/Dec - Ad Sales Close Oct 16;  
Ad Copy Due Oct 23

	July/Aug — Ad Sales Close June 12;  
Ad Copy Due June 18

	Sept/Oct — Ad Sales Close Aug 14;  
Ad Copy Due Aug 21

	Nov/Dec - Ad Sales Close Oct 16;  
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.

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

Available in two-month placements with due dates shown below
 $5,345

Banner ad in Actuarial Review newsletter  $3,995
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ADVERTISER INFORMATION

Contact Name______________________________________________________________________________________

Company__________________________________________________________________________________________

Address___________________________________________________________________________________________

Phone__________________________________  Email______________________________________________________

Signature__________________________________________________________________________________________

PAYMENT

Total Payment Amount $__________________

Select how payment will be submitted

CAS Partner 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


6

	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”

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, Adobe Illustrator or Adobe PhotoShop. All images should be 
in JPG, PNG, 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. 

Actuarial Review Digital Ad Sizes

Ad Size Width Height

Ads in Digital Edition of Actuarial Review 500 pixels 416 pixels

Banner ad in Actuarial Review newsletter 728 pixels 90 pixels

All ads should be supplied as JPEG, TIFF, PNG, or EPS files in RGB color format.

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

Submission Instructions
Advertising materials of 15 MB or less should be 
emailed to Al Rickard at arickard@assocvision.com. 
For materials larger than 15 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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