
“Great insights  
into the marketplace  
and market trends.”

JOE HUTELMYER, PRESIDENT, AMWINS TRANSPORTATION UNDERWRITERS
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Marc Wagman had never experienced anything like it before. Compared to the 
2008 financial crisis, when trade credit insurance coverage terms, conditions and pricing 
tightened up over a period of time, the impact of COVID-19 was immediate and devastating. 

“A dark cloud suddenly passed over the market,” says Wagman, managing director 
of credit and political risk at Gallagher. “Business stopped cold for companies without 
trade credit insurance that wanted it. In the 25 years I’ve been 
doing this, it was the first time I’d ever seen such wholesale 
destruction of available capacity.”

Trade credit insurance is one of those insurance products 
rarely in the spotlight. This specialized form of insurance protects 
companies from the risk of unpaid receivables. Over the past 
year, as global supply chains unraveled, the normal flow of 
business-to-business capital constricted. Industries like retail, 
travel, manufacturing and hospitality experienced cataclysmic 
drops in revenue, and suppliers to these industries found that 
money owed them was not being paid on time, if at all. 

FAST FOCUS

>> Trade credit insurance 
covers about $600 billion 
a year in U.S. business-to-
business transactions.

>> The bottom fell out when 
COVID hit, and some sectors 
found this vital protection 
completely unavailable.

>> Getting liquidity from a 
bank without trade credit 
insurance is unlikely, 
so there’s no oil in the 
economic engine when the 
product dries up. 

TRADE CREDIT CRUNCH
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As global supply chains unraveled, trade credit 
insurance dried up, leaving some calling for 

government help and others looking to move local. 
BY RUSS BANHAM

COLDSTOPPED
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Millions of baby boomers entering retirement each year are faced with a vast, complex 
ecosystem of health insurance plans that begs someone—an expert, preferably—to advise 
boomers of their options. 

Advantage,   
             MedicareMedicare Advantage, a 
private insurer alternative 
to traditional Medicare, is 
growing in popularity with 
retiring baby boomers. 
BY DAVID TOBENKIN

FAST FOCUS

>> In 2019, 22 million 
people, about one third of 
all Medicare beneficiaries, 
were enrolled in Medicare 
Advantage plans.

>> The Congressional 
Budget Office projects 
the share of Medicare 
beneficiaries in Medicare 
Advantage plans will rise to 
about 47% by 2029.

>> Medicare Advantage 
offers lower prices and 
unique services but lacks 
wide provider networks.

PUBLIC-PRIVATE MIX
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One such choice is Medicare 
Advantage, and it’s making waves. 
Medicare Advantage plans are private 
insurer alternatives to traditional 
Medicare health insurance coverage. 
These plans are an interesting trade-off, 
offering lower prices and unique care-
coordination services, such as extra rides 
to appointments, private home health 
aides, and home-delivered meals, but at 
the expense of wide provider networks, 
among other things. 

In 2019, 22 million people, about one 
third of all Medicare beneficiaries, were 
enrolled in Medicare Advantage plans, 
similar to the proportion in 2017 and 
2018, according to the nonprofit Kaiser 
Family Foundation. The growth in total 

Medicare Advantage enrollment has been 
steady at around 8% for the past three 
years. But the Congressional Budget 
Office projects the share of Medicare 
beneficiaries enrolled in Medicare 
Advantage plans will rise to about 47% 
by 2029, Kaiser reports.

The expected growth of Medicare 
Advantage reflects a general move toward 
a more thoughtful and comprehensive 
approach to senior medical care, says 
Allyson Schwartz, president and CEO of 
the Better Medicare Alliance, a national 
research and advocacy group supporting 
Medicare Advantage that includes 143 
organizations representing healthcare 
providers, plans, patient organizations and 
community groups.

“Healthcare providers now better 
understand the role of care coordination 
in integrated systems of care, including 
primary care and having care teams 
available to seniors,” Schwartz says. 
“This reflects not only greater and more 
flexible clinical engagement, such as being 
proactive in monitoring seniors’ health and 
demonstrating flexibility through the use 
of innovations such as telemedicine, but 
also a greater understanding of the broader 
health issues that seniors and those with 
disabilities face, such as can they get to the 
doctor’s office, do they need post-hospital 
care help at home, and do they need meal 
support. Medicare Advantage’s popularity 
also reflects the popularity of benefits like 
dental, hearing and vision care.”
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2022 May M&A Issue 
Special Member Rates

NET RATES LISTED

M&A activity continues its blistering pace with no let up in sight. 

Our May issue, with M&A the theme throughout, offers a unique opportunity for member firms 

to promote their appetite, their expertise, and the advantages for those looking to sell. Council 

members are offered special legacy rates for ads featuring M&A messaging in the May issue.

MAY M&A ISSUE RATES FOR COUNCIL MEMBERS

CREATIVE UNIT RATE

Spread $9,930

Full Page $5,300

Half Page $3,345

While M&A activity and content appears in nearly every issue of Leader’s Edge, many of our 

members also promote their M&A appetite around the annual Insurance Leadership Forum. 

Regular rates apply to the September pre-conference and October ILF issues:

CREATIVE UNIT RATE

Spread $12,078

Full Page $6,443

Half Page $3,995

All rates include 4c, whether utilized or not.

https://www.leadersedge.com/

