
CIGNA Annual Report 2007

embracing health, 
well-being and security       



contents

Letter to our Shareholders  2 

CIGNA in Perspective  10

2007 Milestones and Accomplishments  12 

Corporate and Board of Directors Information  14 

PRESERVING A BETTER 

QUALITY OF LIFE.



     Rooted in the strong tradition of insurance, CIGNA 

has branched out and grown into a health service 

company. CIGNA defi nes health as more than the 

absence of sickness. To us, health is intertwined 

with a sense of well-being and security. 

Our relationship with the people we serve goes deeper 

than coverage and claims. It’s about understanding the 

obstacles people face in trying to lead a healthier life, 

then helping them overcome those barriers and 

change their habits. It’s about understanding that 

healthier people are more productive, enjoy a better 

quality of life, and lower costs for everyone within 

the health care system. And it’s about understanding 

how health, life, accident and disability coverage work 

together to meet people’s emotional, physical and 

fi nancial needs – for a lifetime.  

Whether people are having babies… getting in shape… 

managing a chronic disease… overcoming illness or 

injury… or just coping with life… we are at their side, 

around the world.  

for the people we serve
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letter to our shareholders

In 2007, CIGNA marked the 25th anniversary of its formation through 

the merger of INA – a multiline insurance company that traces its roots 

back to 1792 – and Connecticut General, a life and health insurance 

company organized in 1865. While 25 years is only a brief period 

compared to the longevity of CIGNA’s predecessor companies, 

CIGNA has substantially transformed itself and its mission in that 

time frame. More on that later in this letter. First, our fi nancial results.

2006    2007Adjusted income in billions

$1.14

$1.06

H. Edward Hanway
CIGNA Corporation Chairman and 
Chief Executive Offi  cer

Financial overview

CIGNA turned in a strong fi nancial 

performance last year. Our adjusted income 

from operations was $1.14 billion, or $3.96 

per share, compared with $1.06 billion, or 

$3.15 per share, in 2006. Revenue was 

$17.6 billion, versus $16.5 billion in 2006.

Each of our business segments contributed to 

these outstanding results.

  CIGNA HealthCare, our largest business, 

achieved a 5 percent increase in membership 

through organic growth – that is, member-

ship gained through new business. We 

boosted membership another 3 percent 

and added distribution capabilities through 

the acquisition of Sagamore Health 

Network, Inc. Combined with our strong 

medical cost management and specialty 

health care services, pricing discipline and 

effective expense management, this growth 

helped HealthCare achieve adjusted 

segment earnings of $679 million, versus 

$653 million in 2006. 
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Health care environment

In today’s challenging health care 

environment, the debate over health care 

reform has intensifi ed at the national level 

as this year’s presidential election draws 

closer. CIGNA has been active in this debate, 

working with industry and business groups, 

as well as legislators, to develop concrete, 

sustainable solutions.

It’s our belief that every American should have 

access to a basic level of affordable, quality 

health care coverage. We believe:

  The employment-based benefi ts system 

should remain the foundation on which to 

build solutions for the future. It’s already in 

place, and it works well for the 160 million 

people covered through workplace plans. 

  A value-driven market – in which care 

providers are rewarded based on the quality, 

affordability and access they provide – is the 

best framework around which to improve 

quality and remove cost 

from the system.

  We can also improve

quality and lower

costs by applying

nationally 

recognized 

2006      2007Revenue in billions

$17.6

$16.5

  CIGNA Group Insurance – our Disability, 

Life & Accident operation – posted another 

year of industry-leading profi t margins and 

revenue growth, with adjusted segment 

earnings of $248 million, compared to 

$226 million in 2006. Group’s gains were 

based largely on the strength of our 

disability prevention and return-to-work 

programs, as well as our ability to integrate 

disability and health care plans to better 

manage absences, cut costs and improve 

productivity for our customers.

  CIGNA International reported adjusted 

segment earnings of $174 million – up 

26 percent over 2006 earnings from this 

segment. International continues to 

provide cost-effective health and wellness 

solutions for expatriate employees, as well 

as supplemental health and life products to 

individuals in markets around the globe.
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WHEN CONSUMERS HAVE THE MOTIVATION, THE TOOLS AND THE ACCESS TO IMPROVE THEIR 

OWN HEALTH – THEY MAKE CHOICES THAT HELP THEM LEAD HEALTHIER LIVES.

quality measures to 

both private and public 

programs. Making 

information on 

procedures, outcomes, 

prices, and patient 

satisfaction available 

and understandable 

to consumers will help them make better 

decisions that improve their health and 

save them money.

  Along with providing cost and quality 

information, we believe in the importance 

of helping people understand their health 

coverage in general, including how coverage 

decisions are made and how they can derive 

the most from their benefi ts. CIGNA is 

active in communications both internally 

and through leading industry trade groups. 

  A proactive, integrated, patient-centric 

approach that engages individuals and gives 

them fi nancial accountability and incentives 

for maintaining their health is the best way 

to control costs. When consumers have 

the motivation, the tools and the access 

to improve their own health – when they 

truly understand the costs and can control 

their own health care spending – they make 

choices that help them lead healthier lives. 

  We need to change the industry’s focus from 

one of fi xing problems after they occur to 

one that promotes prevention and wellness. 

Preventive care and wellness initiatives are 

investments in the health of our citizens 

and the economic well-being of our nation.

In short, CIGNA advocates a value-based 

health care system that makes access to care 

universal... fosters and rewards quality... 

supports better decision-making and makes 

care more affordable by educating consumers 

to the true costs and quality of care. 

How far and how fast the country will move 

in this direction remains to be seen. But with 

or without reform, CIGNA will continue to 

champion a value-based system, putting 

our beliefs into action through a variety of 

measures designed to increase access to and 

the quality of health services we deliver, 

while also reducing costs.

The products and services that support an 

individual’s active engagement in his or her 

own health are an important example of this. 

It’s through our account-based products – in 

which people use health reimbursement 

arrangements and health savings accounts 

to fund their portion of health care coverage 

– that we provide all of the services required 

to help support individual decision-making. 
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letter to our shareholders

These plans are often referred to as “consumer-

driven” or “consumer-directed” health plans. 

In 2006, we released the fi ndings of our study 

on these account-based plans, one of the 

largest, most sophisticated studies of its kind 

conducted to date. This study compared costs 

for fi rst-time enrollees in the CIGNA Choice 

Fund® – our portfolio of account-based 

programs – to costs for those with traditional 

CIGNA health plans.  

We updated that study in 2007 with an 

additional year of data. When we analyzed 

the results, we found that medical costs 

for fi rst-year CIGNA members with account-

based plans were 12 percent lower relative to 

CIGNA HMO and PPO members, and 5 percent 

lower for second-year members relative to 

CIGNA HMO and PPO members. First-year 

member preventive visits increased and 

second-year member visits were signifi cantly 

higher than those among traditional plan 

members. Finally, medication 

compliance improved, 

while related costs 

decreased.  

This study confi rms our 

belief that an approach 

combining consumer 

engagement and health

advocacy improves 

quality of 

CIGNA Choice Fund® medical costs

1st year member           2nd year member

5% lower

12% lower

care and outcomes as it reduces costs. It also 

demonstrates that CIGNA is pursuing the right 

strategy in its evolution to a health service 

company. Some background on this evolution...

Evolution to health service

Over the course of our fi rst quarter-century, 

rather than continuing as a “jack of all trades,” 

CIGNA moved away from its origin as a 

multiline insurer. We chose to focus on those 

markets where we could add the most value for 

customers and shareholders by doing what we 

do best in the area of health and related benefi ts. 

This evolution began with the sale of the 

company’s property-casualty and individual 

life operations, freeing CIGNA to concentrate 

on employee benefi ts. Some years later, the 

retirement business was sold as CIGNA’s focus 

narrowed to health and group life and 

disability insurance. 

Most recently, we further refi ned our mission, 

setting our course to become the nation’s 

premier health service company. 
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letter to our shareholders

they need to improve their health is a powerful 

and sustainable way to remove costs from the 

system while maintaining the highest quality of 

care for members. We know, too, that it makes 

for a healthier bottom line for customers and 

strong results for our shareholders.

Our quest to be best

This approach has been the key to our success 

to date, strengthening our position in all of 

the markets in which we currently compete 

and enabling us to extend our capabilities into 

promising new segments, such as small groups, 

individuals and seniors, and the market for 

voluntary coverages.

We are focused on continually enhancing our 

products to expand customers’ choices; 

developing new tools and programs to make us 

more effective in our role as health advocates; 

and providing new service options and greater 

access for consumers. For example, in 2007: 

  We expanded our range of health benefi ts 

and products, and increased access to care in 

Indiana and parts of Kentucky and Ohio by 

acquiring Sagamore Health Network, Inc., 

the largest leased health care provider 

network in Indiana. Sagamore’s preferred 

provider network added approximately 

9,400 primary care physicians; 26,600 

specialists; 1,100 ancillary providers; and 

210 hospitals to our network. 

There’s a critical difference between a health 

insurer that pays claims for treatment after 

an illness has developed and a health service 

company that proactively promotes prevention 

and wellness. CIGNA strives to be the latter, 

engaging every person we serve in improving 

his or her health, well-being and security. It’s 

the right thing to do... and it differentiates us 

from the competition, creating a sustainable 

advantage for our company.

These efforts are reinforced by our partnership 

with the University of Michigan Health 

Management Research Center, which gives us 

access to the latest predictive modeling and 

risk assessment tools, and exclusive access to 

their analytics. We use these capabilities to 

identify the medical, social, environmental and 

occupational factors that inhibit good health 

and lead to illness. We’re breaking new ground 

on this front, addressing the root causes of 

poor and less-than-optimal 

health, essentially to 

enhance the quality of life 

for the people we serve 

and in the communities 

where they live and work.  

Ultimately, we believe 

that giving people 

the information, 

tools and 

support 
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COMBINING CONSUMER ENGAGEMENT AND HEALTH ADVOCACY RAISES 

THE BAR FOR QUALITY AS IT REDUCES COSTS.

  We also reached an agreement to acquire 

Great-West Healthcare, with a network of 

approximately 4,275 hospitals and more 

than 575,000 physicians and ancillary 

providers, primarily in the western United 

States. Great-West’s offerings are especially 

attractive to small- to mid-sized businesses 

seeking fl exible funding options.

  In New York, we were the fi rst in our 

industry to work with the Attorney 

General’s offi ce to develop a new model 

to assess doctor quality and costs. 

  We introduced new lifestyle management 

programs aimed at weight and stress 

management and tobacco cessation, 

providing individuals with access to a 

personal coach to help them make healthier 

choices. Within CIGNA, implementing 

these programs for our own employees 

led to our 2007 Best Employers for Healthy 

Lifestyles award from the National Business 

Group on Health, recognizing our company 

as a leader in promoting a healthy lifestyle 

for our employees.

  For the sixth consecutive year, CIGNA 

HealthCare’s scores surpassed the Quality 

Compass® national average. We also 

exceeded the average of all national 

competitors for the majority of preventive 

and chronic care 

measures used by 

the National 

Committee for 

Quality Assurance 

(NCQA) in 

accrediting health 

care plans.

  CIGNA HealthCare 

received the NCQA’s 

Recognizing Innova-

tion in Multicultural 

Health Care Award 

for adding more 

ethnic practitioners to the network, 

collecting additional diversity information 

on a voluntary basis from practitioners 

to share with members, and starting an 

open access model for routine outpatient 

behavioral care. 

  CIGNA Group Insurance expanded 

vocational rehabilitation services for 

disability customers to provide an even 

greater range of support for those individuals 

trying to re-enter the job market. We also 

introduced a new identity theft program 

for accident customers and made will 

preparation, counseling and other assistance 

available as part of life and accident coverage.  
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WE NEED TO CHANGE THE INDUSTRY’S FOCUS FROM ONE OF FIXING PROBLEMS AFTER THEY 

OCCUR TO ONE THAT PROMOTES PREVENTION AND WELLNESS. 

  Intracorp, our case 

management 

operation, which is 

nationally accredited 

for its workers’ com-

pensation services, 

received additional 

accreditation for 

disability case 

management. Now 

in its 37th year of 

  operation, Intracorp helps employers en- 

hance productivity and reduce benefi t costs.

  CIGNA International marked its 20th 

anniversary of operations in Korea and 

Hong Kong while continuing to set its sights 

on growth opportunities in Asia Pacifi c 

and certain European markets. We also 

introduced new retiree benefi ts for employers 

with coverage for expatriate employees.

As part of CIGNA’s commitment to the 

communities in which we live and work, the 

CIGNA Foundation supported a variety of 

organizations dedicated to improving health 

and well-being. To highlight just a few, we:

  Continued our long-standing support for 

the March of Dimes® with a $1.6 million 

contribution in 2007 from CIGNA and our 

employees to help raise awareness of 

the importance of prenatal health. In 

2008, we are collaborating with the 

March of Dimes to address the special 

pregnancy health challenges faced by 

African-American women.

    Mobilized across the country for the CIGNA 

2007 Health Awareness Tour to emphasize 

in the community the importance of 

healthy living. Nearly a hundred CIGNA 

riders, supported by hundreds of CIGNA 

employees, pedaled a combined total of 

more than 3,000 miles on seven long-

distance “bike hikes” over a two-week 

period. The goal: to demonstrate a 

commitment to adopting a healthier 

lifestyle and encourage people to 

become more engaged in improving 

their own health.

  Promoted the community service ideals 

of Dr. Martin Luther King, Jr. by making 

a million dollar commitment to building 

a national memorial in Washington, D.C. 

and, closer to home, created the 

Philadelphia Young Dreamers program. 

This CIGNA “fi rst” honored 10 youths 

(and their nominating partners) who are 

making a difference in the Philadelphia 

community.
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letter to our shareholders

   Provided a grant of a million dollars to the 

Wye River Group on Healthcare, a neutral, 

non-partisan group dedicated to constructive 

change in health care, to create the Global 

Knowledge Exchange Network to help 

improve health care in the United States 

and industrialized nations.  

  Staged a forum on health literacy in 

Hartford, which brought together national 

experts to help the community understand 

diversity issues relating to people’s ability to 

understand and act on health information. 

2008 outlook

Looking ahead, CIGNA is well positioned 

for profi table growth in 2008 and beyond. 

We make this assertion for good reason: 

   We lead the industry in clinical capabilities, 

innovative benefi ts programs and our ability 

to engage people in their health.  

  Our health and related benefi ts businesses 

are strategically linked, and all have 

attractive growth prospects.

 As a health service 

company, we are 

focused on improving 

the health of the 

individuals we serve 

and believe that doing this exceedingly well 

will enable us to achieve attractive growth. 

I’d note, too, that winning in today’s benefi ts 

marketplace is not just about having more 

programs, products or services – although 

that’s certainly important. It’s also about the 

humanity of what we do. CIGNA’s people 

see life through the eyes of those we serve. 

This helps us act with a sense of purpose 

and urgency in identifying and meeting 

customer needs. 

I think our combination of capabilities and 

compassion is unique – a winning differentiator 

in an industry that, for too long, has relied on 

“me-too” products and service. That human 

touch is what enables us to truly engage 

individuals in managing their health... and 

effectively advocate for their well-being. 

As a health service company, we’re 

understanding people and involving them 

in improving their health, well-being and 

security... providing consistent, reliable service 

at a competitive cost... and lowering costs for 

the health care system as a whole. And, in so 

doing, we’re producing a superior return on 

investment for our shareholders.

Sincerely,

H. Edward Hanway

Chairman and Chief Executive Offi cer



John A. Thain, former chief executive offi  cer of NYSE Euronext (right), presents CIGNA Corporation 
Chairman and Chief Executive Offi  cer H. Edward Hanway with a plaque in recognition of the 25th anniversary 
of the merger of INA and Connecticut General to form CIGNA. Thain is now CEO of Merrill Lynch & Co.
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2007 milestones and accomplishments

HUMAN TOUCH IS WHAT ENABLES US TO TRULY ENGAGE INDIVIDUALS IN MANAGING 

THEIR HEALTH... AND EFFECTIVELY ADVOCATE FOR THEIR WELL-BEING. 

Awards

  Best Employer for Healthy 
Lifestyles Award from National 
Business Group on Health

  Top overall ranking for CIGNA 
HealthCare among national 
payers in the athenahealth, Inc. 
and Physicians Practice® 
journal second annual 
PayerViewSM Rankings

   Certifi cation from the HR Policy 
Association for CIGNA Pharmacy 
Management’s transparency in 
pharmacy benefi t contracting

Young Ho Lee, president and chief executive offi  cer 
of LINA Korea – CIGNA’s business in Korea – speaks 
at LINA Korea’s 20th anniversary celebration.

Anniversaries

  25th anniversary of the formation 
of CIGNA Corporation through 
the merger of INA and 
Connecticut General 

   20th year of operations for 
CIGNA International in Korea 
and Hong Kong

Acquisitions

 Sagamore Health Network, Inc.

  Great-West Healthcare 
(transaction to close in 2008)

  Seven awards, including the 2007 
Grand prize and Gold prize, for 
CIGNA Hong Kong at the annual 
Hong Kong Call Center Awards 
Ceremony

  Best Overall Employee Assistance 
Program according to Business 
Insurance’s annual Readers 
Choice Awards

  Multicultural Health Care Award 
from National Committee for 
Quality Assurance 

  “Distinction” status across all of 
CIGNA HealthCare’s 23 accredited 
HMO/POS plans for consumer 
information on physician and 
hospital quality and cost from 
the National Committee for 
Quality Assurance

  Full accreditation for CIGNA 
HealthCare PPO and Open Access 
Plus plans nationwide from the 
National Committee for Quality 
Assurance 

   For the eighth consecutive year, 
Intracorp/CareAllies named 
as the nation’s leading Case 
Management Services Provider 
by Business Insurance magazine 



Lee Ann Pomidoro, Youth Corps director for City Year of Greater Philadelphia 
stands with Khalil Clark, the Philadelphia Young Dreamer whom she 
nominated for community service recognition by CIGNA.
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Advocacy

  CIGNA and its employees gave 
$1.6 million to the March of Dimes  
Team Up! To Save Babies campaign

   CIGNA committed one million 
dollars to help build a lasting 
memorial to Dr. Martin Luther 
King, Jr. in Washington, D.C. and 
began the Philadelphia Young 
Dreamers program to recognize 
young people who embody the 
community service ideals 
of Dr. King

  CIGNA Behavioral Health was a 
sponsor of the National Alliance 
on Mental Illness Mind of America 
campaign to help fi ght the stigma 
associated with mental illness, 
and took part in walks in California 
and Minneapolis

  CIGNA HealthCare distributed 
HopeLab’s ground-breaking 
Re-Mission™ video game at no 
charge to help teens and young 
adults battle their cancer

  CIGNA sponsored the CIGNA-
Calhoun Rider Zone at the Big Y 
Jim Calhoun Cancer Challenge 
Ride in Simsbury, Conn. to 
benefi t the University of 
Connecticut Carole and Ray 
Neag Comprehensive Cancer 
Center and Coaches vs. Cancer®, 
a program of the American Cancer 
Society® and National Association 
of Basketball Coaches

 CIGNA sponsored the National 
Alliance for Hispanic Health Fair 
attended by thousands of 
Dallas-area residents

  CIGNA Foundation donated 
$20,000 to the National 
Foundation of Dentistry for the  
Handicapped, which arranges 
dental treatment and preventive 
services for the needy; and gave 
a $20,000 grant to NEADS/Dogs 
for Deaf and Disabled Americans 
to place assistance dogs with 
veterans from the Afghanistan 
and Iraq wars

  CIGNA employees raised more 
than $10,000 for the “If You Can’t 
Race, Lace” campaign benefi ting 
the Saucony Run for GoodSM 
Foundation to help combat 
childhood obesity, in conjunction 
with CIGNA’s title sponsorship of 
the Falmouth (Mass.) road race

  CIGNA was a sponsor of the 
Picower-RIKEN Symposium 
at the Massachusetts Institute 
of Technology, at which 
neuroscientists from around 
the world presented research 
on how the brain works relative 
to Alzheimer’s disease and 
schizophrenia

  The CIGNA Foundation sponsored 
its fi rst health literacy forum in 
Hartford to help educate the 
community about the challenges 
that diverse populations face in 
understanding and using health 
information

CIGNA supports the “If You Can’t Race, Lace” 
campaign to fi ght childhood obesity.
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CIGNA in perspective

OUR MISSION:

TO HELP THE PEOPLE 

WE SERVE IMPROVE 

THEIR HEALTH, 

WELL-BEING AND 

SECURITY

CIGNA HealthCare

CIGNA HealthCare is one of the largest providers of health 
care benefi ts and health services, based on premiums 
and membership. The organization off ers a broad portfolio 
of group medical and specialty health care products and 
services, as well as a wide range of funding and plan design 
options. CIGNA HealthCare provides select health advocacy 
programs, which often include information and tools to help 
people gain the full benefi t of available health and wellness 
resources. CIGNA HealthCare has off erings in all 50 states, 
the District of Columbia and Puerto Rico.

Products and Services

  Medical: wide spectrum of insured and self-insured 
medical plan options including Consumer-Directed 
Health Plans (Health Reimbursement Arrangements 
and Health Savings Accounts); Health Maintenance 
Organization (HMO) Network, Point of Service, 
Open Access Plus, Preferred Provider Organization (PPO) 
and voluntary plans; and Stop Loss coverage 

  Pharmacy: tiered benefi t designs with a range of 
formulary plans; mail-order, online and retail pharmacy; 
Medicare Part D prescription drug plan

 Dental: DHMO, DPPO, DEPO, indemnity and blended 
plans; and a dental discount program

  Vision: PPO, indemnity and managed care plans

 Behavioral: mental health, behavior modifi cation, 
substance abuse, work/life and employee assistance 
programs

 Care management: member advocacy; health 
coaching; disease and disability programs

Premiums and Fees (in millions)  $10,666
Business Mix  Premiums and fees

Medical  91%
Dental  7%
Life & Other  2%
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Life  48%
Disability  40%
Accident & Other  12% 

CIGNA International

CIGNA International, with active operations in countries 
located in Europe, Asia Pacifi c and North America, provides 
health care and medical care management services to 
employers and employees; and direct-markets life, accident 
and supplemental health insurance to individuals. The 
organization is also a leading provider of specialized 
health care and related employee insurance benefi ts to 
expatriate employees of multinational companies on 
international assignments.

Products and Services

 Life, accident and supplemental health insurance: 
direct-marketed personal accident, disability and 
supplemental health products, such as cash for 
hospital stay and critical illness diagnosis; term 
and variable life insurance, and credit protection 

  Expatriate benefi ts: medical, dental, behavioral, 
disability, vision, business travel and life insurance; 
and wellness programs for expatriate employees

  Health care: medical and related products provided 
through group benefi ts programs in select countries

Products and Services

  Short- and long-term disability insurance and 
management 

    Family and Medical Leave Act management 

   Integration of disability services with CIGNA HealthCare 
medical and specialty plans

  Comprehensive employee assistance programs 
available with disability and life products 

  Disease management programs available with 
disability and life products 

    Group basic term life insurance and group voluntary 
term life insurance with will preparation and other 
benefi ciary services; group universal life insurance

  Group basic accident insurance; group voluntary 
accident insurance; business travel accident insurance 
with will preparation and other benefi ciary services; 
travel assistance programs; identity theft program

    Workers’ compensation and disability case management 
with medical bill review, pharmacy benefi t management, 
utilization management and return-to-work programs

Premiums and Fees (in millions)  $2,374
Business Mix  Premiums and fees Premiums and Fees (in millions)  $1,800

Business Mix  Premiums and fees

Life, Accident, 
Supplemental Health 
& Other  53%
Health Care 
Benefits  47%

CIGNA Group Insurance

CIGNA Group Insurance is one of the top providers of group 
disability, life and accident coverage in the United States. 
The organization’s disability programs help to improve 
employee productivity and lower employers’ disability 
costs. Disability programs may be integrated with CIGNA 
HealthCare medical, dental, pharmacy, behavioral, and 
disease management programs to further improve return-
to-work rates and lower medical and disability costs. 
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ANNMARIE T. HAGAN

Vice President and

Chief Accounting Offi  cer

CIGNA Corporation

NICOLE S. JONES

Corporate Secretary and

Vice President and Chief Counsel

Corporate and Financial Law

CIGNA Corporation

MORDECAI SCHWARTZ

Vice President and Treasurer

CIGNA Corporation

Chairman Emeritus

WILSON H. TAYLOR
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IT’S OUR BELIEF THAT EVERY AMERICAN SHOULD HAVE ACCESS TO AT LEAST 

A BASIC LEVEL OF AFFORDABLE, QUALITY HEALTH CARE. 



Annual Meeting

The 2008 annual meeting of 
shareholders will be held on 
Wednesday, April 23, at 3:30 p.m., 
at the Philadelphia Museum of Art, 
Van Pelt Auditorium, 26th Street and 
the Benjamin Franklin Parkway
Philadelphia, Pennsylvania.

Proxies and proxy statements are 
being mailed to shareholders of 
record as of February 25, 2008. At 
December 31, 2007, there were 
8,696 common shareholders of record. 

Financial Information

CIGNA’s Form 10-K is also available on 
the Internet at www.cigna.com.

For a copy of CIGNA’s quarterly earnings 
news releases, visit our Web site at 
www.cigna.com and click on “News.”

The tentative release dates for
CIGNA’s 2008 earnings are:
1st Quarter  May 1, 2008
2nd Quarter  July 31, 2008
3rd Quarter  October 30, 2008
Full Year  February 5, 2009

Offi  ces and Principal Subsidiaries

CIGNA Corporation
Two Liberty Place
1601 Chestnut Street
Philadelphia, PA 19192
215.761.1000

Connecticut General Life
Insurance Company
900 Cottage Grove Road
Hartford, CT 06152
860.226.6000

Certifi cations

In 2007, CIGNA submitted to the New York Stock Exchange the Annual CEO Certifi cation required by Section 303A.12(a) of the 
New York Stock Exchange Listed Company Manual. CIGNA has also fi led, as exhibits to its Annual Report on Form 10-K for the 
year ended December 31, 2007, the certifi cations of its Chief Executive Offi  cer and Chief Financial Offi  cer required by Section 
302 of the Sarbanes-Oxley Act of 2002.
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Life Insurance Company
of North America
Two Liberty Place
1601 Chestnut Street
Philadelphia, PA 19192
215.761.1000

Direct Stock Purchase Plan

Shareholders can automatically 
reinvest their quarterly dividends 
and make optional cash purchases of 
common shares. For information on 
these services, please contact:
Mellon Investor Services
P.O. Box 358015
Pittsburgh, PA 15252-8015
Toll-free at 800.760.8864 or outside 
the United States and Canada at 
201.680.6535 

Shareholder Account Access

You can access your CIGNA
shareholder account on the
Internet through Mellon
Investor Services’  Web site at
www.melloninvestor.com or
through using the interactive voice 
response system at 800.760.8864.
You will need your Investor ID and PIN 
for access to your account. If for any 
reason you do not have your Investor 
ID or PIN, you may obtain one by 
following the online instructions.

Direct Deposit of Dividends

Direct deposit of dividends provides 
a prompt, effi  cient way to have your 
dividends electronically deposited into 
your checking or savings account. It 
avoids the possibility of lost or delayed 

dividend checks. The deposit is made 
electronically on the payment date. For 
more information and an enrollment 
authorization form, contact Mellon 
Investor Services at 800.760.8864 
or 201.680.6535 outside the United 
States and Canada or access your 
account on Mellon’s Web site at 
www.melloninvestor.com.

Stock Listing

CIGNA’s common shares are listed 
on the New York Stock Exchange. 
The ticker symbol is CI.

Transfer Agent

Mellon Investor Services
P.O. Box 358015
Pittsburgh, PA 15252-8015
Toll-free at 800.760.8864 or outside 
the United States and Canada at 
201.680.6535

Hearing Impaired TDD:
800.231.5469
Web site: www.melloninvestor.com
Email: At Web site, click on “Help,”
then click on “What can I do if I
still need help?”

CIGNA Online

To access information about CIGNA
and our products and services, visit
our Web site at www.cigna.com.

CIGNA has adopted a new format for its annual report 
to shareholders, which incorporates the Company’s Annual 
Report on Form 10-K that is fi led with the Securities and 
Exchange Commission.



health awareness tour

Hundreds of CIGNA employees. Eighty-four riders. 
Fifteen states. Seven teams. One goal. 

The CIGNA 2007 Health Awareness Tour took to the streets 
of America with a single mission – to create a national 
awareness, a stirring of both heart and mind, about health 
care conditions, challenges, and solutions in America. 

From September 10-21, CIGNA employees joined forces 
in a series of long-distance cycling events. Along the way, 
CIGNA riders and volunteers spent time with people across 
the country, engaging them in conversations about 
health through speaking opportunities, health fairs and 
other community events. 

Dallas to Houston

Anaheim to Sacramento

Las Vegas to Phoenix

Eden Prairie to Bourbonnais

Bloomfi eld to Scranton

Pittsburgh to Philadelphia

Nashville to Atlanta

Health Awareness Tour riders take a quick break on their trip from Las Vegas to Phoenix.
Joining the CIGNA employees on their trek was CIGNA HealthCare President David Cordani 
(above). The map highlights the seven individual bike tours.
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