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Cyber, Again

C

yber remains the top concern in the technology risk category, with 28% of UK and U.S.
respondents listing the issue as their number
one risk in 2022, according to a recent survey by
Beazley.
But the insurer notes that this percentage
represents an 18% real-terms decrease, down from

34% in 2021.
The Beazley survey revealed a “worrying degree of complacency” around active cyber
risk management and maintaining resilience to cyber threats, with over 41% of UK and U.S.
business leaders feeling “very prepared” to meet the cyber threat, which although down
marginally (5%) on 2021, may yet demonstrate over confidence. “We are detecting signs that
business leaders may have become a little complacent — even over-confident — about the
cyber and technology risks faced by their businesses,” said Patricia Kocsondy, head of U.S.
cyber and technology, Beazley.
Another worry: intellectual property. As the new report shows year-on-year, the proportion of business leaders putting intellectual property (IP) risk first has risen dramatically, up
107% in real terms since 2021. Meanwhile, the proportion of businesses putting technology
obsolescence top of their list has also risen, with concern increasing more in the U.S. than
the UK.
While perceived resilience to cyber and technology risks generally remains relatively
high, with 31% of UK firms and 43% of U.S. firms feeling “very prepared” across all four risks
within this risk category, resilience perception has dropped across the board, down 9% on
average — with IP risk resilience down 12%, and disruption risk down 10%, compared with
2021.
“Mid-market clients, in particular, are struggling with what is being asked of them in
terms of funding, budgeting for and repairing technology to keep pace with a range of cyber
and technology risks,” said Bala Larson, head of Cyber Client Experience, Beazley. Larson
says there is a lot more emphasis on questions around how to handle end-of-life software
and hardware issues in underwriting today, with many industries now in catch-up mode to
budget for what their insurers require. Cyber hygiene is key to insurability, according to the
insurer.
The report’s findings raise a number of concerns:
• Cyber risk still dominates risk radars, but concern has lessened since last year while
perceived resilience has dropped to 41%, with many companies distracted by geopolitical
turbulence either unwilling or unable to upgrade cyber protections.
• Intellectual property is still lowest on the list of concerns, but risk perception has
dramatically increased, up 107% on last year, suggesting this is a potential area where
greater risk management and mitigation is needed.
• Technology obsolescence is the number one risk for 27% of UK and U.S. business leaders.

Andrea Wells
Editor-in-Chief
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News & Markets
U.S. Homeowners Line ‘Stable’ but Weather Events Present Uncertainty:
AM Best
By Chad Hemenway

A

day after Hurricane Ian hit Florida
as a Category 4 storm Sept. 28, AM
Best released its scheduled market
segment report of the U.S. homeowners
insurance market, calling it stable due to
overall strong risk-adjusted capitalization,
underwriting discipline, and technology
use.
The financial strength rating agency for
the industry said catastrophes remain the
primary driver of volatility in the homeowners line and results this year “may be
impacted by the latest hurricanes, which
could pressure the segment.”
Nevertheless, homeowners insurers
have generated operating profits three of
the last five years despite weather- and
man-made catastrophes. Though the
line of business dealt with another
above-average year for catastrophes in
2021 — including events such as Hurricane
Ida, Texas winter freeze, tornadoes, and
wildfires — the segment’s combined ratio
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improved by nearly four points thanks to
growth in net premiums.
“Insurers have taken prudent under-

writing actions and devoted significant
resources to limit the impact of volatile
weather patterns on results through
exposure management
and improved pricing
sophistication,” AM
Best said. Also, a
challenging reinsurance environment
and inflation remain
headwinds. The
volatile reinsurance
market continues to
evaluate its portfolios
and tolerance levels,
AM Best said. Pricing
increased in 2021, with
catastrophe-exposed
areas seeing the most
significant increases.
AM Best and Guy
Carpenter expect
overall reinsurance
capital will be down
7% in 2022 and the
market will continue
to harden “at least into
2023.” Meanwhile, loss
cost severity has risen
on price increases for
labor and materials,

resulting in higher costs and delays. AM
Best said many homeowners insurers
have implemented “inflation guards” —
automatic price increases to counter higher
replacement costs and home values.
Technology remains a differentiator
among insurers as lower-cost, third-party
data become more available to help
in pricing risk, adjust claims, and
market products. AM Best said it “expects
partnerships among established insurers
and insurtechs to grow.” State Farm and
Allstate continued to lead the market share
of homeowners insurance based on direct
premiums written in 2021. Of note, Liberty
Mutual leap-frogged USAA into the third
spot due its acquisition of State Auto, and
Progressive climbed into the top 10 on
growth in American Strategic Insurance
Corp., which Progressive acquired in 2015.
However, looking at year-to-date data
as of June 30, Florida’s state-run insurer
of last resort Citizens Property Insurance
Corp. has seen such an increase in volume
that it ranks just outside the top 10 in
market share. Citizens now has 1.055
million policies in force — more than
double what it had two years ago — as four
Florida-domiciled property insurers and
another in Louisiana that wrote in Florida
were declared insolvent in 2022.

National Flood Insurance Program Extended to Mid-December

P

resident Joe Biden has signed
legislation passed by Congress
to extend the National Flood
Insurance Program’s authorization to
Dec. 16, 2022.
“NFIP reauthorization is an opportunity for Congress to take bold steps to
reduce the complexity of the program
and strengthen the NFIP’s financial
framework so that the program can
continue helping individuals and
communities take the critical step of
securing flood insurance,” said the
program’s administrator, the Federal
Emergency Management Agency, in a
statement.

INSURANCEJOURNAL.COM

FEMA said it would still have authority
to make payment on valid claims with
available funds if NFIP lapsed, but
policies would have stopped being sold or
renewed. This would have disrupted tens
of thousands of home sales, FEMA said.
The extension comes just as residents
in Florida and the Carolinas deal with
significant storm surge from Hurricane Ian.
However, the flood insurance take-up rate
for residential properties in Florida is low,
according to a recent report from Verisk
Extreme Event Solutions. Storm surge is
not covered by a standard homeowners
policy.
“The level of damage from recent

catastrophic storms makes it clear that
FEMA needs a holistic plan to ready the
nation for managing the cost of flooding
under the NFIP,” FEMA said.
RIMS said the reauthorized NFIP
bill “provides critical financial support
to coastal properties, as well as many
commercial and residential properties
located in flood zones across the United
States.
“The extension not only allows
these properties to remain financially
protected, it also enables them to
remain compliant with strictly enforced
insurance mandates found in real estate
contracts.”

OCTOBER 17, 2022 INSURANCE JOURNAL | 11

Figures

$1.8
Million

16

The number of financial firms that
were fined a combined $1.8 billion
by the Securities and Exchange
Commission (SEC) and Commodity
Futures Trading Commission (CFTC)
after it was disclosed the firms’ staff
routinely discussed business matters
such as debt and equity deals
with colleagues, clients and other
third-party advisers using applications on their personal devices such
as text messages and WhatsApp.
Reuters reported the institutions did
not preserve most of those personal
chats, violating federal rules.
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That’s how much the California Labor Commissioner’s Office cited
Angel Connection Nursing Care and Angel Connection Nursing
Services for improperly misclassifying 66 home healthcare workers
as independent contractors.

$163,000

The amount a Louisiana town will pay to settle a dispute over fraudulent FEMA claims related to Hurricane Rita in 2005 and Hurricane
Gustav in 2008. Ball, a town of 4,000 people north of Alexandria,
charged FEMA for overtime work that was never performed and for
the use of vehicles that were never used, among other things. Former
Mayor Roy Hebron and former town clerk Brenda Kimball were sentenced to jail time in connection with the investigation, and several
other Ball employees pleaded guilty to various charges related to the
scheme.

$147
Million
The total amount that CVS Pharmacy
and Walmart agreed to pay to settle a
lawsuit brought by the state of West
Virginia, charging that the retailers
contributed to the oversupply of opioid
medications.
INSURANCEJOURNAL.COM

Declarations

Cyber Flashing Law

Duck, Duck …

“No Californian should ever be sent a
sexually explicit picture or video without
their consent and, when that happens, it
is critical that survivors have a legal path
to pursue following this technology-based
sexual harassment.”
— Democratic Sen. Connie Leyva, who was a major
backer of a newly signed law that aims to punish
those who send unsolicited sexually explicit messages via text, email or other electronic means.

“If it looks like a duck and quacks like a
duck, then it is a duck.”
— An assertion from American Integrity Insurance in
a Florida lawsuit brought by The Kidwell Group and
Air Quality Assessors, a mold assessment company.
The contractor argued that Florida’s 2019 law that
aimed to limit assignment-of-benefits claims and litigation did not apply because Air Quality’s agreement
was not a “true” assignment of benefit. Florida’s 2nd
District Court of Appeals sided with the insurer.

Trip-and-Fall Fraud

Unlicensed Agent Arrested

“As alleged, Sady Ribeiro abused his
professional license and position of trust
by performing medically unnecessary surgeries to increase the value of fraudulent
trip-and-fall lawsuits.”
— U.S. Attorney for the Southern District of New
York Damian Williams said after Sady Ribeiro, a New
York-licensed pain management doctor and surgeon,
pled guilty to one count of conspiracy to commit mail
fraud and one count of conspiracy to commit wire
fraud in connection with a $31 million trip-and-fall
fraud scheme. Williams also said Adrian Alexander,
who funded many of the fraudulent lawsuits, pled
guilty on Aug. 30 to one count of conspiracy to
commit wire fraud.
INSURANCEJOURNAL.COM

“An unlicensed individual and agency
soliciting, selling and servicing bogus
insurance policies to Louisiana drivers is
deplorable.”
— Louisiana Insurance Commissioner Jim Donelon
on the arrest of 32-year-old Erik Sandoval-Flores of
New Orleans, who is accused of continuing to write
insurance policies that did not exist, despite being
served with a cease-and-desist order. In June 2021,
troopers from Louisiana State Police Insurance Fraud
Unit began an investigation into a Marrero business
providing fraudulent insurance policies. At least 250
drivers allegedly received fake insurance policies,
according to the Louisiana Department of Insurance.

Cyber Threats

“Cyber attacks can shut down a company
for a long period of time or even put it
out of business, and it’s imperative that
companies have a plan in place to mitigate
any associated operational and financial
disruptions.”
— Tim Francis, enterprise cyber lead at Travelers,
said in a statement. The 2022 Travelers Risk Index
survey found cyber threats were the top concern for
business decision-makers for the third time in four
years. Cyber threats were a top concern for 59% of
respondents, followed by broad economic uncertainty (57%), fluctuations in oil and energy costs (56%),
the ability to attract/retain talent (56%), and medical
cost inflation (55%).

Gun Manufacturer Liability

“What happened in Highland Park on July
4 was the result of deliberate choices made
by certain members of the industry.”
— Alla Lefkowitz, senior director of affirmative
litigation for the gun safety organization Everytown,
on a lawsuit filed by survivors of a mass shooting
at a suburban Chicago Independence Day parade,
against the manufacturer of the rifle used in the
attack. The suit accuses gunmaker Smith & Wesson
of illegally targeting its ads at young men at risk
of committing mass violence. The lawsuit strategy
mirrors the approach used by relatives of victims of
the 2012 Sandy Hook school killings, who in February
reached a $73 million settlement with the firearm
company that produced the rifle used in that attack.
OCTOBER 17, 2022 INSURANCE JOURNAL | 13

News & Markets
Auto-Owners, Erie, Cincinnati, Hartford, Hanover
Tops in Agents’ Satisfaction: J.D. Power

D

espite near constant disruption
from the twin forces of digital
transformation and economic
uncertainty, independent insurance agents
have never been more satisfied with their
carrier partners.
According to the J.D. Power 2022 U.S.
Independent Agent Satisfaction Study,
overall agent satisfaction with insurers of
both personal lines and commercial lines
has reached an all-time high. Commercial
lines satisfaction achieved a significant
16-point increase (on a 1,000-point scale)
from 2021.
Auto-Owners Insurance ranked highest
for independent agent satisfaction among
insurers of commercial lines and second
for personal lines, where Erie Insurance
ranked highest and The Hanover was third.
Cincinnati Insurance and The Hartford
ranked second and third, respectively, in
commercial lines.
The study, which was previously
known as the J.D. Power U.S. Independent
Agent Performance and Satisfaction
Study, was developed in alliance with the
Independent Insurance Agents & Brokers
of America (IIABA). It evaluates the evolv-

ing role of independent agents in property/
casualty insurance distribution, general
business outlook, management strategy
and overall satisfaction with personal and
commercial lines insurers in the United St
“The past two years have been tough
for insurance agents, particularly in the
commercial lines space where many
businesses have been struggling,” said
Stephen Crewdson, senior director,
insurance business intelligence at J.D.
Power. “What we’re seeing now in the data
is the normalization of the marketplace
and a return to more frequent and more
positive interactions between agents and
carriers. Importantly, we’re also seeing
trends that suggest the changes made
since the pandemic — such as increased
digital engagement and updates to legacy
systems with new platforms and portals
— are having a positive effect on the agent/
carrier relationship.”
Following are key findings of the 2022
study:

• Agent satisfaction reaches all-time
high: Overall satisfaction among personal

lines agents is 757, up 7 points from 2021,
while overall satisfaction among commer-

cial lines agents is 756, up a significant 16
points from a year ago. The largest gains
in satisfaction with commercial lines are
in product offerings and risk appetite;
support and communication; quoting; and
commission.

• Engagement increases, led by
digital: The use of digital channels for

interaction with carriers increases 22 percentage points this year, while in-person
interaction increases 8 percentage points.
Overall satisfaction is highest when agents
interact via digital channels.

• Seamless portal integration drives higher satisfaction scores: Digital carrier plat-

forms and web portals, which have been
widely updated by the industry during the
past few years, can have a positive effect
on agent satisfaction — but only if they are
fully integrated. Complete seamless integration between carrier portals and agency
management systems drives a substantial
boost in agent satisfaction, but incomplete
or inconsistent integration has a negative
effect on satisfaction. Just 51% of personal
lines agents and 46% of commercial lines
agents say they have seamless integration
with carrier portals.

Cyber Threats Still No. 1 Business Concern: 2022 Travelers
Risk Index

C

yber threats are the top concern for
business decision-makers for the
third time in four years, according to
the 2022 Travelers Risk Index.
Cyber threats were a top concern by
59% for respondents, followed by broad
economic uncertainty (57%), fluctuations
in oil and energy costs (56%), the ability to
attract and retain talent (56%), and medical
cost inflation (55%). Big jumps were seen
relating to concerns in oil/energy costs
(a 16-point increase, up from 40%) and
supply chain risks (54%, up from 43%).
The majority (93%) of survey respondents were confident their company had
implemented best practices to prevent
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or mitigate a cyber event; however, 64%
admitted they don’t use endpoint detection and response, 59% haven’t conducted
a cyber assessment for vendors, and 53%
don’t have an incident response plan.
While 90% of respondents were familiar
with multifactor authentication (MFA),
only 52% said their firm had implemented
it for remote access.
Other key findings from the report:
• The top three cyber concerns were
suffering a security breach (57%), a system
glitch causing a company’s computers
to go down (55%) and becoming a cyber
extortion/ransomware victim (54%).
• More than a quarter (26%) of survey par-

ticipants said their company had suffered
a data breach or cyber event, with 49%
reporting that the event occurred within
the past 12 months. Of those who said their
firm had suffered a breach or cyber event,
71% have been a victim more than once.
• More than half (57%) think a future cyber
attack on their company is inevitable.
• Nearly 75% of respondents believe having
a cyber insurance policy is critical, but only
59% said their company has purchased
coverage — up only 3 points from 2021.
Small businesses accounted for the
largest increase of cyber policy purchasers,
up from 30% to 38% this year, the survey
found.
INSURANCEJOURNAL.COM

• Keeping the relationship fresh: Agents

with the highest levels of satisfaction fall
into the relationship tenure sweet spot
of two to 10 years. Agents who have been
working with carriers for both shorter

and longer periods are less satisfied
overall, suggesting that carriers need to
refine their approaches to both newer
and seasoned agents, according to the
survey results.

The 2022 U.S. Independent Agent Satisfaction Study,
fielded from May through July 2022, resulted in
4,670 evaluations of personal and commercial lines
insurers with which independent P/C agents had
placed policies during the prior 12 months.

Many Americans Apprehensive About Self-Driving Cars: Study

T

he majority of Americans (76%) say
they would feel less safe driving
or riding in cars with self-driving
features. Similarly, 73% of people would
feel less safe knowing others on the
road are traveling in cars with self-driving features, according to a recent
survey from Policygenius.
Respondents were also
skeptical about the potential
of such technology, with 33%
saying that even a car with “full self-driving capability” would require constant
attention from the driver.
“Whether because of road rage, reckless
driving or car accidents, it’s understandable that many people are wary of taking
INSURANCEJOURNAL.COM

their eyes off the road and relying on a
self-driving car,” said Rachael Brennan,
a licensed property/casualty insurance
expert at Policygenius. “As advances in
autonomous vehicle technology continue, auto companies and insurance
companies will need to resolve a
number of challenges, from
helping people feel safe on the
road to navigating new insurance implications, like who is at
fault in an autonomous vehicle incident.”
Respondents were divided 50/50 on who
should be held responsible if a car crashes
while self-driving features are in control —
the driver or the car manufacturer.
Other findings from the Policygenius

2022 Self-Driving Cars Survey include:
• 38% of respondents think the extra safety
features that come with a self-driving
car should earn an insurance discount,
but 62% think insurance for cars with
self-driving features should cost more than
for cars without them.
• 24% of Americans believe that drivers can
currently buy a car designed to let them
take their eyes off the road while driving.
• 79% of those surveyed said they would
not pay more to own a car with self-driving
features.
Policygenius commissioned Google Surveys to poll a nationally representative sample of 1,500 adults aged 18 and older.
The average margin of error for responses is +/- 6.1%.
OCTOBER 17, 2022 INSURANCE JOURNAL | 15

News & Markets
Historic Homes May Prove to Be More Resilient Against Floods
By Ben Finley

W

henever historic homes get
flooded, building contractors
often feel compelled by
government regulations to rip out the
water-logged wood flooring, tear down
the old plaster walls and install new,
flood-resistant materials.
It’s a hurried approach that’s likely to
occur across southwest Florida in the
wake of Hurricane Ian. But restorers
Paige Pollard and Kerry Shackelford say
they know something that science is yet
to prove: historic building materials can
often withstand repeated soakings. There’s
often no need, they say, to put in modern
products such as box-store lumber that are
both costly to homeowners and dilute a
house’s historic character.
“Our forefathers chose materials that
were naturally rot-resistant, like black
locust and red cedar and cypress,” said
Shackelford, who owns a historic restoration business. “And they actually survive
better than many of the products we use
today.”
Pollard and Shackelford are part of an
emerging movement in the U.S. that aims
to prove the resilience of older homes as
more fall under the threat of rising seas
and intensifying storms due to climate
change. They hope their research near
Virginia’s coast can convince more government officials and building contractors that historic building materials often
need cleaning — not replacing — after a
flood.
In Florida, historic preservationists
already fear older homes damaged by
Ian may be stripped of original materials
because so few craftsmen are available
who can properly perform repairs.
“There are some companies that just
roll through, and their job is just to come
in and gut the place and move on,” said
Jenny Wolfe, board president of the
Florida Trust for Historic Preservation.
Pollard and Shackelford’s joint venture
in Virginia, the retrofit design firm Building
Resilient Solutions, opened a lab this
16 | INSURANCE JOURNAL | OCTOBER 17, 2022

year in which planks of old-growth pine,
oak and cedar are submerged into a tank
mimicking flood conditions. The tests are
designed to demonstrate historic materials’ durability and were devised with help
from Virginia Tech researchers.
Meanwhile, the National Park Service
has been working with the U.S. Army
Corps of Engineers on similar research at
the Construction Engineering Research
Laboratory in Champaign, Illinois.
Researchers there have read through
construction manuals from the mid-19th
and early 20th centuries to assemble
everything from tongue-and-groove
flooring to brick walls coated with plaster.
The materials were lowered into water
containing bacteria and mold to simulate
tainted floodwater.
The research may seem glaringly redundant considering all of the older homes
that stand intact along the nation’s coasts
and rivers: many have withstood multiple

floods and still boast their original floors
and walls.
Pollard and Shackelford say lumber
in older homes is resilient because it
came from trees that grew slowly over
decades, if not centuries. That means the
trees’ growth rings were small and dense,
thereby making it harder for water to seep
in. Also, the timber was cut from the innermost part of the trunk, which produces the
hardest wood.
Plaster can also be water resistant, while
common plaster coatings were made from
lime, a substance with antiseptic qualities.
But here’s the problem: U.S. flood insurance regulations often require structures
in flood-prone areas to be repaired with
products classified as flood-resistant. And
many historic building materials haven’t
been classified because they haven’t been
tested.
U.S. regulations allow exceptions for
homes on the National Register of Historic

Co-owner of Building Resilient Solutions, Kerry Shackelford hooks up pine boards that are used
to test flood resistance at his lab on Oct. 4, 2022, in Suffolk , Virginia. Whenever historic homes
get flooded, building contractors often feel compelled by government regulations to rip out the
water-logged wood flooring, tear down the old plaster walls and install new, flood-resistant
materials. But Virginia restorers Paige Pollard and Kerry Shackelford say they can prove that
historic building materials can often withstand repeated flooding. (AP Photo/Steve Helber)
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Places, as well as some state and local registries. But not everyone fully understands
or is aware of the exceptions, which can be
limited.
The far bigger challenge is a lack of
expertise among contractors and local
officials, Pollard said. Interpretations of
the regulations can vary, particularly in the
chaos after a major flood.
“You’ve got a property owner who’s in
distress,” said Pollard. “They’re dealing
with a contractor who’s being pulled in a
million directions. And the contractors are
trained to get all of that (wet) material into
a dumpster as quickly as possible.”
In Norfolk, Virginia, Karen Speights
said a contractor replaced her original first
floor — made from old-growth pine — with
laminate flooring after her home flooded.
Built in the 1920s, Speights’ two-story
craftsman is in Chesterfield Heights, a
predominantly Black neighborhood on
the National Register of Historic Places.
It sits along an estuary of the Chesapeake
Bay in one of the most vulnerable cities to
sea-level rise.
“I still believe I had a good contractor,
but flooding was not his expertise,”
Speights said. “You don’t know what you
don’t know.”
Along Florida’s Gulf Coast, there are
thousands of historic structures, said
Wolfe of the Florida Trust. A large number
of them are wood-framed houses on piers
with plaster-and-lath walls.
Many likely just need to be dried out
after Ian, Wolfe said. But only so many
local contractors know what to do “in
terms of drying them slowly and opening
up the baseboards to get circular airflow.”
Andy Apter, president-elect of the
National Association of the Remodeling
Industry, agreed that many contractors
aren’t well-versed in older building
materials.
“There’s no course that I know of that
teaches you directly how to work on
historical homes,” said Apter, a Maryland
contractor. “It’s like an antique car. You’re
going to be limited on where you can find
parts and where you can find someone
who’s qualified to work on it.”
But interest in the resilience of older
homes has grown since Hurricane Katrina,
INSURANCEJOURNAL.COM

which deluged hundreds of thousands of
historic structures along the Gulf Coast
in 2005, according to Jenifer Eggleston,
the National Park Service’s chief of staff
for cultural resources, partnerships and
science.
Eggleston said the park service recognized the growing need to protect older
structures and issued new guidelines last
year for rehabilitating historic buildings in
flood-prone areas.
The guidelines recommend keeping historic materials in place when possible. But
they don’t list specific materials due to the
lack of research on their flood resistance.
That’s where the studies come in.
A recent study by the park service and
Army Corps found that some historic
materials, such as old-growth heart pine
and cypress flooring, performed considerably better than certain varieties of
modern lumber, Eggleston said.
Those particular floor assemblies could
be dried for reuse after so-called “clean

water” damage, Eggleston said. But they
would likely require refinishing to remove
“biological activity,” such as mold and
bacteria.
Pollard and Shackelford said they’re
hoping for an eventual shift in practices
that will save money for homeowners as
well as taxpayers, who often foot the bill
after a major disaster.
In the meantime, flooding in historic
areas will only get worse from more
frequent rain storms or more powerful
hurricanes, said Chad Berginnis, executive
director of the Association of State
Floodplain Managers.
“Think about our historic settlement
patterns in the country,” Berginnis said.
“On the coasts, we settled around water.
Inland, we settled around water.”
Copyright 2022 Associated Press. All
rights reserved. This material may not
be published, broadcast, rewritten or
redistributed.
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People
National

Charles Symington has
been appointed to the role of
executive
vice president
at the
Independent
Insurance
Agents &
Brokers of
America (the

Charles Symington

Big I).
Symington joined the Big I in
2004 on the government affairs
staff. Since 2016, he has served
as senior vice president for
external, industry and government affairs. He was named the
successor to current president
and CEO Bob Rusbuldt, who
will retire on Aug. 31, 2023.
The Big I said Symington’s
new title is an interim role as
he prepares to take over as the
top executive on Sept. 1, 2023.

Markel Corporation appointed Sarah Maxwell managing
director, commercial excess
wholesale, for the Markel
Specialty division.
Maxwell joined Markel in
2009 and most recently served
as senior director, commercial
excess casualty wholesale
for Markel Specialty. She has
nearly 20 years of experience in
the insurance industry and has
held various leadership roles
within the commercial excess
casualty wholesale product
line.
Maxwell is based in Markel’s
Glen Allen, Virginia, office.
Compre appointed claims
veteran Bill Bouvier as claims

director, North America.
Bouvier will be based in
Compre’s Connecticut office
and will lead the North
American claims team in
managing Compre’s portfolio,
including technical oversight

of third-party administrators
and vendors, and managing
customer experience.
Bouvier brings more than 30
years of direct and reinsurance
claims experience to Compre
and joins from RiverStone
where, for the past eight years,
he was vice president and
director of assumed reinsurance claims.

East

Matt Postulka has rejoined
the Arbella Insurance Group,
in Quincy, Massachusetts,
as vice president and chief
information
officer (CIO).
Postulka
is responsible for all
company
technology,
Matt Postulka
including
security,
architecture, application
development, internal
infrastructure, and project
management.
In 2012, Postulka joined
Arbella as a manager and was
promoted several times before
becoming the company’s
assistant vice president and
deputy CIO. In 2020, he joined
the Federal Reserve Bank of
Boston as CIO and senior vice
president of technology and
operations before returning to
Arbella.
Specialty insurance broker

Risk Strategies expanded its

New England region leadership
team with the addition of
Charlie Graham as senior
vice president, private client
services.
Graham joins Risk Strategies,
based in Boston, with
more than three decades of
insurance industry experience,
most recently from Orchid

18 | INSURANCE JOURNAL | OCTOBER 17, 2022

Insurance. Graham began
her insurance career as an
underwriter before moving into
account management.
In 2007, she joined Platinum
Partners before the company
was acquired by Orchid
Insurance. She then was
appointed to lead the New
England region before taking
on a national business development executive role.

Distinguished Programs,

a New
York, New
York-based
national
insurance
program
manager,
appointed

Matthew Walters

Matthew Walters as business
development manager.
His new role will support the
Distinguished builder’s risk,
city insurance, New York brick
and brownstone, and vacant
building products.
Walters recently served as
underwriting manager in the
small urban and transitional
real estate division where he
led the underwriting team.
Walters joined Distinguished
Programs in 2019, bringing
18 years of experience in
underwriting and leadership
roles. Prior to this, he led
underwriting teams at All
Risks, LTD and NSM Insurance
Group.
Alera
Group, an

independent,
national
insurance
and wealth
services
firm, named

Mervin McCormack

Mervin McCormack as senior
vice president, director of
property/casualty market rela-

tionships working out of the
New York, New York, offices.
McCormack will be responsible
for leading all property/casualty
carrier and intermediary partnerships at Alera Group.
McCormack brings 30
years of insurance industry
experience to Alera Group,
most recently as executive vice
president and chief marketing
officer at Foa & Son, an Alera
Group company, for 19 years.
Prior to joining Foa & Son,
McCormack held various
leadership and underwriting
positions with Chubb, Atlantic
Mutual and RSA.

Midwest

WTW appointed Michelle
Cui as director, actuarial prop-

erty/casualty, in its insurance
consulting and technology
business.
Cui joins WTW in its
Chicago, Illinois, offices from
Zurich North America, where
she served as vice president
and actuarial director.
She has held actuarial
and leadership roles at the
American Association of
Insurance Services and Allstate
Insurance Co., specializing in
pricing, predictive analytics,
and product development for
both commercial and personal
lines.

Powers Insurance & Risk
Management,

a family
owned insurance agency
in St. Louis,
Missouri,
promoted

Chris Sullivan

Chris Sullivan

to commercial practice leader.
Sullivan has been with
the company for eight years
and previously worked as a
risk management advisor at
INSURANCEJOURNAL.COM

Powers’ Emerging Risks division where he helped clients
navigate risks in the cannabis,
hospitality, construction,
and professional services
industries.
He has a Commercial Lines
Coverage Specialist (CLCS) designation and is a Professional
Workers’ Compensation
Advisor (PWCA).

South
Central

The board
of the Texas

Windstorm
Insurance
Association

David Durden

selected its chief legal and
legislative officer, David
Durden, to be the association’s
next general manager, effective
Oct. 1.
Durden began working at
TWIA in June 2012. Previously,
he served as the Deputy
Commissioner of Public Affairs
from 2007 to 2012 at the Texas
Department of Insurance,
where he was responsible for
coordinating all facets of public
relations, communications,
and the tracking of emerging
issues.
Durden began his tenure
at the Texas Department of
Insurance in 1985 and served in
various capacities.
Austin, Texas-based Sensa
appointed Steven Brown — formerly of Allstate and AAA — as
chief operating officer.
Brown has more than 35
years of experience in every
aspect of P/C insurance.
His background includes
leadership roles in distribution,
claims, underwriting, product
management, service, processing, reinsurance and pricing.
Sensa’s offerings includes
automatic accident detection
INSURANCEJOURNAL.COM

and real-time help with every
policy.

Southeast

Breckenridge Insurance,
a wholesale brokerage, hired
Sam Frihart as a commercial
property
underwriter
in its specialty
property program, based
in Atlanta.
Previously,
Sam Frihart
Frihart was
property facility underwriting
director at Arch Reinsurance
and an underwriter in the
wholesale property division of
Berkshire Hathaway Homestate
Companies.
Breckenridge Insurance is
part of Breckenridge Group.
McGriff, a retail insurance
broker and subsidiary of Truist
Insurance
Holdings,
hired Paul

Zederbaum

as the practice
leader for the
Paul Zederbaum
newly formed
Private Equity
Risk Advisors group.
Based in Charlotte,
Zederbaum will oversee
transactional risks during due
diligence and ongoing insurance and risk management.
With two decades of industry experience, Zederbaum
spent the past nine years working with a large global broker
as director, client services, for
its Southeast Private Equity
Group.

EPIC
Insurance
Brokers, a

property/
casualty
insurance

Parker Rains

brokerage and employee
benefits consultant, named
Parker Rains as managing
principal for its property/
casualty practice.
Rains, based in Nashville,
will oversee business development and client management
for EPIC.
He previously was vice
president for a regional
commercial insurance agency
and was head of the agency’s
Tennessee, Alabama and
Florida markets.

West

Pinnacol Assurance in
Denver, Colorado, named
Wes Parham vice president of
public affairs.
Parham will have responsibility for legislative strategy,
lobbying efforts, community
relations and external advocacy.
Parham is an experienced
government relations
executive with relationships
throughout the key regulatory,
legislative, labor, business and
state government organizations in Colorado.
He spent the past seven
years at Xcel Energy, most
recently as director, regional
government affairs.
Parham began his career
as a congressional staffer and
has also worked on statewide
political campaigns.
The Pacific Series of Lockton
Companies in Sonoma,
California, added two employee benefits specialists in the
broader North San Francisco
Bay Area, Elizabeth Swanson
and Nilda Pizano.
Swanson’s 25 years of professional experience includes
working as senior account
manager at Woodruff Sawyer
and benefits consultant at a

regional employee benefits
brokerage firm before it was
acquired by Risk Strategies.
Swanson also has served
in leadership positions at
various companies including
Trinchero Family Estates,
Harbor Plastics and Ford
Motor Company.
Pizano has more than 13
years of experience overseeing
human resources and
employee benefits at Sonoma’s
Best Hospitality Group, Gloria
Ferrer Caves & Vineyards and
Freixenet Mionetto.

Venbrook Group LLC named
Louis Pippin as chief claims

officer of Venbrook Claims
Services.
Pippin has nearly 30 years
of experience in the areas of
multi-line property/casualty
liability lines, case management, cost control, compliance
standards, and related service
delivery of claims and claims
handling.
Pippin was most recently
with McLarens, and additionally has held positions at State
Insurance Fund and Midlands
Claims Administrators Inc.
Venbrook also announced
four key promotions to the
leadership team.
Sarah Novakovich was
promoted to chief operating
officer at Venbrook Claims
Services.
Angelique King is now
executive vice president at
Carl Warren & Co.
Marc Pittinaro becomes
executive vice president at
Venbrook Claims Services.
Suzie Spencer is now vice
president, business development for Carl Warren & Co.
Venbrook is headquartered
in Los Angeles, California, and
has various locations across
the country.
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Business Moves

National
RB Jones, Corvus

Specialty risk broker RB Jones
announced its marine and energy division
has acquired the Smart Cargo Insurance
business from Boston-based managing
general agent Corvus Insurance.
The Corvus ocean cargo product offers
an insurtech product for temperature-sensitive cargo such as food and pharmaceuticals.
As part of the transaction, RB Jones
will have exclusive access to underwrite
cargo insurance policies through Skyward
Specialty Insurance Group, a specialty
property/casualty insurance company
that provides capacity to the marine cargo
industry.
The Corvus technology utilizes risk
models built on multiple data points from
cargo sensors to inform underwriting,
coverage and rates. Additionally, the technology can be used to minimize or prevent
cargo damage during transportation.
RB Jones said the analysis and application of temperature stability data will
help its marine cargo clients optimize their
shipping methods and routes.
John Gambino, marine underwriting
manager at RB Jones, will lead the
integration of the Corvus offering into the
RB Jones portfolio.
The company said it will welcome
talent from Corvus as RB Jones associates.
Zandra Brown joins as head of specialty
cargo and Kevin Kempf joins as product
leader of specialty cargo.
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Both Brown and Kempf report to
Gambino.
Detroit-based H.W. Kaufman Group is
the parent company to RB Jones.
Corvus Insurance specializes in technology and data-driven insurance products
and digital tools. Its products include
Smart Cyber Insurance and Smart Tech
E+O.

CoverTree, Socotra

Insurtech MGA CoverTree has partnered
with core platform provider, San
Francisco-based Socotra, to launch what
the companies say is easy to procure and
affordable insurance for owners, renters
and landlords of manufactured homes,
which have been historically underinsured.
With Socotra, CoverTree says it can n
automate 92% of its applications with
straight-through processing, enabling its
customers to purchase a policy online in
less than three minutes and save up to
40% in premiums.
CoverTree, a creator of a digital
insurance solution for residents of
manufactured homes, recently raised $10
million in venture funding and announced
the launch of coverage for manufactured
homes in Arizona, Indiana, Michigan, New
Mexico, Ohio, Illinois and Tennessee.

East
Arthur J. Gallagher, M&T Bank

Global insurance broker Arthur J.
Gallagher & Co. has agreed to acquire

Buffalo, New York-based M&T Insurance
Agency Inc., an indirect subsidiary of M&T
Bank Corp.
In connection with the transaction,
Gallagher said it will become the preferred
insurance broking partner of M&T Bank.
Founded in 1955 and operating under
its current name since 2005, MTIA is a
retail insurance agency offering property/
casualty commercial and personal lines
products as well as group benefits and
surety products in the Northeast and
mid-Atlantic.
MTIA ranks 82nd on Insurance Journal’s
Top 100 Independent Insurance Agencies
list, with more than $26 million in property/casualty revenues and more than $11
million in other revenues.
John Rumschik, Bart Kresse, Zachary
Howe and their teams will join Gallagher
and operate under the direction of Patrick
Kennedy, head of Gallagher’s Northeast
region retail property/casualty brokerage
operations.
The transaction is subject to regulatory
approval and is expected to close during
the fourth quarter of 2022.
Arthur J. Gallagher & Co. has offices in
approximately 130 countries around the
world.
M&T Bank operates in 12 states across
the northeastern U.S. from Maine to
Virginia and Washington, D.C.

The Hilb Group, Abatelli Insurance

The Hilb Group reports it acquired New
York-based Abatelli Insurance Agency.
Based in Whitestone, New York, Abatelli
Insurance Agency is a third-generation
family-run business that has served the
Queens borough, Long Island area, and
beyond for more than 100 years.
The agency offers personal and commercial lines products from more than 15
carriers.
Siblings Eileen Black, Phillip Abatelli III,
James Abatelli, and their team of insurance
professionals will join Hilb Group’s regional operations.
The Hilb Group, headquartered in
Richmond, Virginia, is a portfolio company
of The Carlyle Group, a global investment
firm. The Hilb Group is an Insurance
Journal Top 100 P/C Agency.
INSURANCEJOURNAL.COM

Midwest
Focus Financial Partners, Alpha Property
& Casualty
Focus Financial Partners, a partnership of independent, fiduciary wealth
management firms, announced it has
entered into a definitive agreement
under which Alpha Property &
Casualty Inc., a licensed insurance
agency in Westlake, Ohio, will join
Focus Financial’s partner firm, Ancora
Holdings Group LLC.
The transaction is expected to close
in the fourth quarter of 2022, subject to
customary closing conditions.
This will be Ancora Holdings Group’s
first acquisition since joining Focus
Financial as a partner firm in October
2021.
Founded in 1999, Alpha Insurance
Group is a private insurance agency
that provides a wide range of property/
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casualty and health insurance products
and services through its relationships
with top industry carriers. 		
Alpha Insurance Group’s principals,
Brian Spear, Kevin Neitzel and Kevin
O’Brien, each have more than 20 years
of industry experience working with
individual and commercial clients in Ohio
and across the United States.

West
CF, 1 Source Business Solutions

PCF Insurance Services has acquired 1
Source Business Solutions in Salt Lake City,
Utah.
1 Source Business Solutions is a
professional employer organization
specializing in employee benefits, payroll administration, HR compliance and
consulting, and workers’ compensation
administration.
Lehi, Utah-based PCF Insurance

Services is a consultant and insurance
brokerage firm offering commercial,
life, and health, employee benefits and
workers’ compensation services.

Confie, CoWest Insurance Group

Confie acquired Colorado-based CoWest
Insurance Group and the firm’s 30 insurance agency network.
The acquisition underscores Confie’s
plans to create an insurance agency
network for independent agents within its
national brand, InsureOne.
CoWest will continue to operate under
its current brand in Colorado, and Confie
will retain all current CoWest employees
with the acquisition.
CoWest Insurance Group started as a
single agency and has since built an agency
network.
Confie is a personal lines insurance distribution company in Huntington Beach,
California.
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Special Report: Best Agency to Work For

East

Cleary Insurance
Boston, Massachusetts

Cleary's 'No Door' Policy Is a Winner for Employees
By Jahna Jacobson

A

t Cleary Insurance, a
“no door” approach to
organizational structure
makes every employee feel
respected and invested.
“You are respected. You can
express your feelings freely
without repercussions,” said
one employee. “Knowledge is
shared. And keep in mind there
are three offices, and we all
work well with each other.”
Headquartered in
Boston, Massachusetts,
the independent agency is
Insurance Journal’s 2022 Best
Agencies to Work For Silver
award winner in the East
region. Their team includes 31
employees across three offices
in Boston, Peabody and Quincy,
Massachusetts.
“I am thrilled that this award
is self-nominated by our staff,
as our employees are all we
have,” said CEO William J.
Cleary III. “They are the organization. If we all do not enjoy
coming to work and do not feel
appreciated, we really should
not be in business. Our clients
would sense this, and their
level of service would suffer as
a result.”
A part of that success is that
every employee can feel their
voice is heard and their opinion
holds weight. The office has a
“no door” policy, and the agency has a “flat” organizational
structure without layers of
management or hierarchy.
Many of the company’s
nominations mention the
no/open door policy and
the mutual respect between
management and employees

with lots of trust and zero
but everyone has one another’s
micro-management.
back when needed,” they added. “Not only am I respected
The agency also offers
by management, but every
employees opportunities for
employee respects each other.”
growth and bonuses for their
Many of the nominees noted
successes.
how much they appreciate the
“Every year, we sit with the
company’s commitment to
owner and CIO to go over our
harder than they do,” said one
year and discuss what our goals individuals’ needs.
employee. “If you are struggling
For example, Cleary has had
are moving forward,” said an
and need assistance, it’s always,
employee. “Our bonus is tied to remote work options open for
more than 20 years, long before ‘what do you need me to do
our performance as well as the
to help out?’ That can be a
COVID. Although ideally,
company performance. There
double-edged sword because
everyone could be working
is complete transparency. I
many agencies or managers
together in one building and
find this refreshing and know
would hold that against you.
enjoying a team atmosphere,
if I work hard all year, I will be
Not here; it is not treated as a
flexible work-from-home
recognized.”
sign of weakness or poor work
policies make life easier for
Cleary’s growth strategy is
ethic.”
everyone without negatively
to recruit and retain talented
The agency also reaches out
impacting their work.
people who thrive in a team
to its communities. Each year
“We think we do a pretty
oriented environment. In
Cleary Insurance coordinates a
good job of valuing the workaddition to generous health
Community Give Back Day. All
and retirement benefits, annual life balance on a day-to-day
employees work that day for a
basis, encouraging folks to
reviews come with bonuses,
charity in the community, such
stay mentally and physically
raises and profit sharing. The
as the Greater Boston Food
healthy and to appreciate their
result is a happy team with a
Bank or Community Servings,
co-workers,” Cleary said.
very low turnover.
an organization that prepares
And the company’s “no
“Listen to your staff, and
meals for those who are sick.
make common sense decisions, door” structure means
“Cleary is 110% invested in
employees feel more able and
not monetary decisions,”
me,” one employee said. “They
comfortable going to manageCleary said. “The money will
ment about any issues without
support me in and out of the
follow good people doing an
fear.
office and genuinely want me
honest day’s work.”
“They never ask you to work to be happy.”
The agency has long been
ahead of the curve in
matters of work-life
balance.
“They recognized
the necessity of lifework balance before
it was a cultural
requirement,” said
one nominating
employee. “I get
treated like a person,
always that first,
and not like a cog in
any machine. Hard
'Our employees are all we have. ... They are our organization.' — William J. Cleary III
work is expected,
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Special Report: Best Agency to Work For

Midwest

The Bulow Group
Tinley Park, Illinois

Bulow Group’s Happy Employee Philosophy –
Don’t Forget to Ask
By Jahna Jacobson

H

ow does an agency
keep employees
happy? Step one: Ask
employees what will make
them happy.
That’s the advice from
The Bulow Group, Insurance
Journal’s Midwest Best
Agencies to Work For Silver
award winner.
Based in Tinley Park, Illinois,
the company is known as a
great place to work because of
its employee-friendly policies
that include remote work
options, great benefits and a
culture that encourages growth
toward individual goals and
teamwork.
President Mike Bulow says
the best way to motivate
a team is to find out what
employees want and what will
best serve their lives inside and
outside of work.
“I would recommend
sitting down with employees
individually and seeing what
truly makes them happy,”
Bulow said. “This helps us
align with their goals alongside
our company goals. It is easy to
assume what someone wants,
but it is truly impactful to sit
down to understand their
goals, needs and wants.”
Bulow Group puts a
premium on employee morale,
beginning with an employee’s
home-life/work-life balance,
said one nominating employee.
“Here at Bulow Group, we
have a saying that if ‘things
are not good at home, it won’t
be good at work,’” they said.
“This is a breath of fresh air
INSURANCEJOURNAL.COM

“The owners take the
feedback very seriously and
oftentimes will implement the
changes,” an employee said. “I
find this to be a great conduit
Insurance - Risk Management - Consulting
between ownership and staff
that shows just how much
implemented a holistic wellthe employee experience is
ness approach that consists of
valued.”
four pillars: Financial Health,
The agency also requires
Physical Health, Mental Health
all employees to put together
and Spiritual Health.”
a yearly “game plan,” which
Outside of financial compenincludes the employees’ prosation, benefits include unlimfessional and personal goals.
ited Uber reimbursement, conOwnership then works closely
tinuing education and tuition
with each employee to make
reimbursement, flex hours,
sure the individual has everything they need to achieve
work-from-home options,
their goals throughout the year, agency events, paid volunteer
hours, complimentary food,
a nominating employee said.
snacks and drinks, monthly
“The compensation is based
on how close an employee
happy hours, semimonthly
comes to meeting the criteria
team lunch, incentive trips,
set out at the beginning of the
and exclusive events access.
year. I feel this is a formula for
The agency also has an
success,” an employee said.
internal “popcorn” rewards
Culture is not a buzzword,
program that gives employees
random gifts throughout the
Bulow said, “it’s something we
year with no agenda or timework on every day.”
line. Some examples include
“Our job is never done as
free PTO days off, steaks
it pertains to our company
delivered to the employee’s
culture,” Bulow said. “We’ve
house, gift cards, sporting
event tickets, dinner on the
company and more.
Retaining a happy and
productive workforce means
ensuring everyone has the
room they need to grow, Bulow
said.
“We also recommend investing in employees to better their
lives long term; it can be a
wellness plan such as gym pass
or tuition reimbursement,”
Bulow said. “Offer things that
truly help them today and in
the future.”

ulow

Group

Bulow Group team members.
and provides a level of comfort
and security not often found in
most industries.”
The company is constantly
looking for new ways to
provide staff with new technologies, office amenities and
other tools that the team feels
they need to succeed in their
careers and ultimately grow
professionally and personally.
An annual open forum gives
employees the opportunity
to discuss the state of the
company and plan for the
future. Employees share their
experiences and discuss ways
to facilitate growth and make
the company a perennial
high-producing office.

Supporting the Chicago Bears.
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Special Report: Best Agency to Work For

South Central

G&G Independent Insurance
Fayetteville, Arkansas

G&G Insurance: Be ‘Intentional’ with Both Clients,
Employee Journey
“I would encourage
other agency owners to be as
lients deserve an
intentional about the employee
exceptional experience.
journey as they are about the
And so do employees.
client journey,” Greer said.
That’s the philosophy that
“Involve the key members of
made G&G Independent
your team in the process. Then,
Insurance the Best Agencies to
start at the very beginning and
Work For Silver award winner
identify your ‘why.’”
for the South Central
“Why is being the best
region
place to work important? What does that
Based in
do for your team?
Fayetteville,
What does that do
Arkansas, the
for your clients?”
36-person agency
he said. “Once you
is a long-time
and the key members
standout employer.
of your team have
G&G has achieved
Jordan Greer, CEO
identified and
the Inc. 5000
aligned on these
award the past
answers, identify the gaps/
two years and ranked as one
opportunities from where you
of the top 50 Best Businesses
are as an organization today
to Work for in Arkansas for the
versus where you want to be
past two years as well.
tomorrow and start chipping
“G&G is one of the best
away,” Greer said.
agencies to work for because
Also, create anonymous
we are fast-paced, fast-growing, and genuinely care about
opportunities for the team.
the people working here,” said
“This gives you feedback
one nominating employee.
along the way, and remember,
“Those awards are hard to
the journey is never over,” he
achieve but speak
volumes for the
work being done
in the agency.”
These successes
are the natural
results of the
agency’s philosophy to treat
an employee’s
needs and goals
with the same
purposefulness
and consideration
as the clients’,
said CEO Jordan
Greer.

By Jahna Jacobson

C
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added.
Cultivating a culture that sets
clear expectations, rewards,
recognition, and opportunity
brings the right people to the
table.
“Without the right people
in the right seats, the efforts to
take care of our clients and find
new ones would be incredibly
challenging, if not impossible,”
Greer said.
Employees say the supportive and positive company
culture plays a significant role
in achieving long-term goals.
“The culture is focused on
our purpose of exceptional
experiences, which isn’t just for
our clients but our employees
as well,” said one employee.
“Everyone has a voice in
the company and can make
an impact on our processes,
culture, and success. Plus, the
leadership team is incredibly
communicative and trusting
and makes sure that the
purpose remains our priority
no matter what. I love working
at G&G!”
Benefits include
health/dental/vision,
401k matching,
gym membership
reimbursements,
company-sponsored
team outings, paid
holidays including 15
PTO days, plus eight
company holidays
and the employee’s
birthday.
The company also
awards Exceptional
Experience Rewards
to team members
who deliver the

best and most exceptional
experiences to our clients every
quarter.
Employees are invited to get
involved in a wide range of
giving opportunities.
“There is a committee
designated to plan employee
volunteer events, charity
events/galas, and other donating opportunities throughout
the year,” one employee said.
Employees also appreciate
the opportunity to improve
their communities, especially
through the G&G Foundation,
an employee-funded non-profit
organization founded in 2018
that benefits local non-profits
through volunteer hours,
donations, and scholarships.
“Our team is full of energetic,
motivated, and customer-centric people that strive to deliver
exceptional experiences in
every interaction,” Greer said.
“When you are surrounded by a
team that truly comes together
to achieve big goals, work is
engaging, and it’s fun!”
The Silver award tells Greer
he can continue building the
agency on its successes.
“This nomination from the
G&G team is an indication that
we are heading in the right
direction and that we should
continue with our efforts to do
everything we can to make our
agency the best place to work
for our team.”
INSURANCEJOURNAL.COM
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Southeast

Energy Insurance Agency
Lexington, Kentucky

Good ‘Energy’ Powers Winning Kentucky Agency
By Allen Laman

F

rom launching in a
basement to pulling in
more than $135 million
in written premiums, Energy
Insurance Agency’s rise during
the past four decades has
been marked by big growth
and a deep commitment to
employees and customers.
EIA recently earned a
Silver Regional Award for
the Southeast in Insurance
Journal’s Best Agencies to
Work For competition. Based
in Lexington, Kentucky, the
agency claimed the honor
based on employees’ responses
to IJ’s Best Agencies to Work
For survey.
In an email, Mark Kelder,
president of EIA, expressed
satisfaction that EIA employees
appreciate the efforts of
management to recognize and
reward the agency’s staff.
“Simply stated, it’s our team;
this is what sets us apart and
makes Energy Insurance a
great place to work,” Kelder
shared. “We are fortunate
enough to have a unique group
of talented individuals whose
abilities and strengths complement each other and serve
our clients well. I am proud to
say I get to work with some of
the most knowledgeable and
customer-centric folks in the
business.”
Established in 1982, EIA is an
independent insurance agency
providing personal insurance,
business insurance, employee
benefits, life insurance and
bonds throughout the United
States.
The agency’s roots can be
INSURANCEJOURNAL.COM

Mark Kelder
traced back to the basement
of its founder’s home. Over
the course of 40 years, EIA has
developed into a business with
seven locations and more than
100 associates.
In their survey responses,
employees highlighted the
organization’s culture of
support, respect and growth.
Respondents shared how
Energy Insurance is committed
to encouraging and empowering team members to develop
individual strategies to thrive.
“Energy Insurance Agency
is the absolute best to work
for,” wrote one employee.
“We have a great supportive
leadership team that is
very knowledgeable in the
insurance industry. They care

not only about their staff but
their customers, as well. The
coworkers are also very supportive and knowledgeable.
We truly are a team at Energy
Insurance Agency.”
Another employee described
EIA as “a large agency with
small agency relationships,”
adding that it’s “exciting to
work at a place where you have
so much capability. The leaders
care about the employees as
people.”
As businesses continue to
tweak their office models in
a world rocked by COVID-19,
EIA has found success in
offering hybrid and remote
work options. Kelder believes
this flexibility has given EIA an
edge in attracting and retaining
talent.
“We understand the importance of a healthy work-life
balance, especially with the
post-pandemic burnout so
many of us endured,” he wrote.
“We try to accommodate
associates as much as possible
while still meeting business
needs.”
An excerpt from the
organization’s website states

that while EIA’s first insurance
clients came from the coal
and natural gas industries,
that wasn’t the only reason
the name “Energy Insurance
Agency” was selected.
“We were passionate
about making sure the name
conveyed the energy that the
Energy Insurance team puts
into working with each and
every client we meet,” the
website reads.
“Stay engaged with your
team, be transparent as possible
and share a common goal,”
Kelder wrote when asked for
advice for owners striving to
improve their agencies.
“Actively listen and sincerely
seek to find solutions to
everyday hurdles," he said.
"The workplace has evolved
drastically in the last 5 years.
Make sure you are evolving
with it.”

The Team at EIA
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West

Heffernan Insurance Brokers
Walnut Creek, California

Heffernan Gives Back, Gets Silver Award
Recognition
By Allen Laman

M

ore than three
decades ago, Mike
Heffernan wrote a
simple mission statement.
"Have fun. And answer the
phone."
Heffernan believed in the
value of creating an enjoyable
work environment when he
launched Heffernan Insurance
Brokers in 1988. Today, he still
believes in its importance. That
belief has molded his company’s ethos — and guided it to
a 2022 Best Agencies to Work
For recognition by Insurance
Journal.
Heffernan earned the Silver
Regional Award for the West
region based on employee
responses to the annual IJ
survey. Mike Heffernan said
that recognition from his staff
feels great.
Creating a good work culture
has been at the front of his
mind from the very beginning.
His organization has grown
from a small agency in the San
Francisco Bay Area to a company with a nationwide presence.
Headquartered in Walnut
Creek, California, Heffernan
offers comprehensive business
insurance, personal insurance,
employee benefits and
financial services products to
a wide range of businesses and
individuals across the country.
Employees who completed
the IJ survey praised the
company’s fair and transparent
performance reviews, growth
opportunities and overall
feeling of community.
“Heffernan provides a family

like atmosphere and makes
coming to work fun,” wrote
one respondent. “In all of
my other jobs, I would dread
coming to work because of the
office dynamic. I can honestly
say that the people who work
at Heffernan are extremely
talented and make coming into
work easy.”
Added another: “We are a
large agency with small agency
relationships. It is exciting to
work at a place where you have
so much capability. The leaders
care about the employees as
people.”
According to its website, the
Heffernan’s reputation and
success was “built through
niche practice business such
as nonprofit, construction,
healthcare, transportation,
hospitality, food industry,
real estate and technology.
With offices coast-to-coast
and approximately 600 staff,

Heffernan’s reach spans
virtually every industry.”
Heffernan’s growth has
primarily been organic — with
very few acquisitions. As
the agency continued to
expand its reach, its leaders
implemented an acquisitions
strategy to complement the
organic growth and boost the
organization back into the double-digit growth arena. “And
it’s worked,” Heffernan shared.
“So that’s been exciting. That is
our focus moving forward.”
Maintaining the culture that
has become such an integral
part of Heffernan’s success will
continue to be a focus, too.
A common theme many
respondents to the IJ
survey touched on was the
importance Heffernan places
on giving back. According to
the organization’s website,
the agency is a leader in its
commitment to philanthropy.

Since 2003, Heffernan has
been recognized as a top
corporate philanthropist, and,
on average, has donated more
than 10% of profits to charity
each year. “That’s important
to me,” Heffernan said of his
company’s giving, “and it’s
important to a lot of people
that work here.”
Helping those in need
motivates him. So do his
colleagues. “It’s just fun to
succeed together … that keeps
the passion going. Just having
them here and helping kind
of get this thing to where we
want to get it to. But doing it all
together in a very collaborative
way,” Heffernan said.

Heffernan raised over $100,000 after CEO Mike Heffernan (Aquaman) agreed to take the Plunge into Lake
Tahoe if the firm hit its goal of $60,000. A few other brave folks took the plunge, as well.
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Illinois Court: UIM Coverage Extends to Bicyclists, Pedestrians
By Jim Sams

A

uto insurance carriers must pay
uninsured motorist benefits to
insureds who are injured by motor
vehicles while walking or bicycling, even if
their policies explicitly provide coverage
only to occupants of insured automobiles,
an Illinois Appellate Court panel ruled.
The panel said in an opinion that Illinois
case law and public policy demand that
Direct Auto Insurance Co. pay a claim filed
by the father of Cristopher Guiracocha,
who was 14 when he was injured in a hitand-run accident while riding his bicycle
on Sept. 24, 2020.
The appellate court said it didn’t
matter that Direct Auto’s policy states that
coverage is available only to insureds who
are injured while they are occupants of an
insured vehicle.
The ruling reverses the Cook County
Circuit Court, which had issued summary
judgment in favor of the insurer. Direct
Auto said the issue is “one of first impression” for Illinois courts.
The Illinois Appellate Court’s 1st Division
considered two appeals of lawsuits filed by
Direct Auto policyholders. Carmen Galarza
sued the carrier for denying her claim after
she was allegedly injured by a hit-and-run
driver in July 2018 while walking. The
appellate panel ruled that it had no
jurisdiction to consider Galarza’s appeal
INSURANCEJOURNAL.COM

because the trial court had not yet issued a
final ruling in the case.
Guiracocha’s appeal, on the other hand,
was fair game.
Fredy Guiracocha, who is Cristopher’s
father, filed a lawsuit after Direct Auto
denied a claim he filed on behalf of his son
after the 2020 accident. He had purchased
a policy from the carrier to insure his 2006
Mercury Mountaineer with a $25,000 per
person and $50,000 per accident policy
limit, the minimum coverage allowed by
Illinois law.
Guiracocha’s and Galarza’s insurance
policies had the same language, providing
coverage only for accidents in which the
insured is an occupant of the insured
vehicle.
Direct Auto argued that Section 143a
of the Illinois Insurance Code does not
require uninsured motorist coverage
for pedestrians or other individuals not
occupying a vehicle. The carrier said hitand-run cases are “notorious for fraud.”
Cook County Circuit Court Judge Sophia
H. Hall agreed with the insurer’s reasoning
and ruled in January that Direct Auto did
not owe coverage under the language of
the policy.
Galarza’s attorney, Matthew C. Friedman
with the Ankin Law Office in Chicago, said
in an email that Direct Auto argued that
a ruling in his client’s favor would force
the insurer to cover a loss that it did not

account for in its underwriting process.
“Of course, State Farm and every
other decent insurance company covers
uninsured motorist claims made by their
insureds under similar circumstances,” he
said. “Direct Auto is a substandard carrier
who is always looking for a way to avoid
coverage.”
The appellate panel said in its opinion
that insurance policy terms cannot circumvent the underlying purpose of a statute
in force at the time a policy is issued.
Illinois state law requires motorists to buy
liability coverage as a means of protecting
the public by securing payment for any
damages caused by motor vehicles.
The opinion says Section 143a prohibits
insurers from directly or indirectly denying
coverage to persons insured by a liability
policy. Direct Auto’s policy language,
which effectively denies any claim filed by
a pedestrian injured by a motor vehicle,
directly conflicts with that statute, the
court said.
“In the context of liability coverage, this
restriction makes sense; Direct Auto is providing automobile liability insurance, not
pedestrian liability insurance,” the opinion
says. “In the UM context, however, the
purpose of such coverage is thwarted if the
coverage is effectively ‘whittled away’ by
unduly restrictive language.”
The panel reversed the trial court’s
decision and remanded the case.
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Chinese Billionaire Settles Minnesota Student’s Rape Allegations

C

hinese billionaire and JD.com
founder Richard Liu agreed earlier
this month to settle a lawsuit
filed by a former University of Minnesota
student who alleged he raped her in her
Minneapolis apartment after a night of
dinner and drinks with wealthy Chinese
executives in 2018, attorneys for both
sides announced late Saturday.
A settlement amount was not disclosed.
Richard Liu, who stepped
down as the CEO of Beijingbased e-commerce company
JD.com this year amid
increased government scrutiny of China’s technology
industry, has denied raping
the woman, Jingyao Liu, and prosecutors
never filed criminal charges. A joint statement from attorneys for both sides called
the encounter “a misunderstanding.’’
The settlement was announced just
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two days before the civil trial was set
to begin in a Minneapolis courtroom.
Richard Liu is a celebrity in China, part of
a generation of entrepreneurs who created
the country’s internet, e-commerce,
mobile phone and other technology industries since the late 1990s. Forbes estimated
his wealth at $10.9 billion.
Jingyao Liu alleges the attack happened
in 2018 while Richard Liu was in
Minneapolis for a weeklong
residency in the University
of Minnesota’s doctor of
business administration
China program, geared
toward high-level executives in China.
Jingyao Liu, a Chinese citizen, was at
the university on a student visa and was a
volunteer in the program at the time. The
Associated Press does not generally name
people alleging sexual assault, but Jingyao

Liu has agreed to be identified publicly.
Jingyao Liu was 21 and Richard Liu was
in his mid-40s at the time, the lawsuit said.
They are not related.
Richard Liu, also known as Liu
Qiangdong, was arrested on suspicion
of felony rape in August 2018, but
prosecutors said the case had “profound
evidentiary problems’’ and declined to file
criminal charges.
Jingyao Liu sued Richard Liu and
JD.com in 2019, alleging sexual assault and
battery, along with false imprisonment.
Jingyao Liu said in her lawsuit that she
had to withdraw from classes in fall 2018
and seek counseling and treatment. Her
attorney said she has since graduated but
has post-traumatic stress disorder. She
sought compensatory as well as punitive
damages from Richard Liu.
Copyright 2022 Associated Press. All
rights reserved.
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Idea Exchange: Property
Why Regulatory Interference Drives Property Insurance
Market Instability

M

any states are facing a growing
affordability and availability crisis in property insurance
markets, and it’s not just because of
climate change.
While climate
change is leading
to more severe and
frequent natural
catastrophes, the
insurance industry
has made significant
By David Sampson
improvements in modeling and pricing the
increasing risk of catastrophic exposure.
Insurers, however, are facing increasing
challenges in managing risk due to
government mandates and regulatory
interference. Regulators in some states,
like California, are not allowing the voluntary market to function properly, leading to
less choice and higher costs for consumers.
Regulatory actions are exacerbating the
effects of natural disasters by magnifying
losses and prolonging market disruption.
This is especially notable in California,
where regulatory environments restrict
insurers’ ability to manage solvency risks
through their overall exposure in high-risk
areas. In the aftermath of unprecedented
wildfire losses in California, insurers
have faced a never-before-seen level of
government interference through various
regulatory changes. These actions,
INSURANCEJOURNAL.COM

combined with California’s notoriously
difficult and costly environment for legal
system abuse and claims fraud, have led
to a deeper and unnecessarily prolonged
homeowners insurance crisis in the state.
Following record-breaking wildfire
losses, the California Legislature passed
a series of bills intended to provide
increased consumer protections and
expand policy benefits after a declared
disaster. However, these changes, such as
implementing nonrenewal moratoria and
extending timeframes for policyholders to
collect full replacement cost and additional
living expenses, resulted in significantly
higher costs and reduced insurers’
ability to manage exposure. Given the
significant expansion of coverage benefits
and the unparalleled number of multimillion-dollar properties in California’s
wildland-urban interface, insurers in the
state are increasingly seeing rampant
solicitation of homeowners by public
adjusters and attorneys during and after
wildfires, which fuels legal system abuse
and claims fraud — two key cost drivers in
the property insurance market.
The collective impact of these issues
has created a need for significantly higher
premiums in California to ensure that
companies are able to pay future claims.
However, the California Department
of Insurance has been slow to approve

rate filings, creating alarming adequacy
concerns. For the system to work properly,
insurance rates must accurately reflect the
risk assumed and be developed through
sound standards of actuarial practice.
In California, property insurers have
paid out tens of billions in wildfire claims
in the past five years (2017-2021), resulting
in an estimated $13.2 billion cumulative
underwriting loss for homeowners
insurers. APCIA analysis suggests losses
have been so significant that the California
homeowners insurance market, on a
cumulative basis, has not generated a
profit dating back to the 1991 Oakland
Tunnel fire. Recent regulatory proposals
would pose additional financial pressure
on insurers, further straining insurers’
ability to operate efficiently.
While certain things that impact
insurance, like stubbornly high inflation or
more frequent and severe natural catastrophes, are out of our control, regulators and
insurers need to work together to address
other cost drivers, including legal system
abuse and claims fraud, and promote
disaster mitigation to reduce future losses.
Insurers are an essential part of society
as they provide the financial protection
needed to help families, businesses and
communities recover and rebuild after
a disaster, and we value the important
role regulators play in the industry by
overseeing market conduct and solvency.
But regulatory actions that are outside the
scope of market conduct and solvency
only compound the current problems, like
legal system abuse and claims fraud, and
negatively impact consumers.
By working together to address key cost
drivers and promote regulatory stability,
insurers and regulators can help restore a
healthy insurance marketplace and ensure
consumers have access to affordable
coverage options so they can protect the
things that matter most to them.
Sampson is the president and CEO of the American
Property Casualty Insurance Association (APCIA).
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Future of
Insurance:
How
Technology
May
Change P/C
Underwriting
and More
By Ezra Amacher

W

ith rising inflation
and the prospect
of a recession on
the horizon, the present
macroeconomic environment
is forcing property/casualty
underwriters to adapt to new
technologies and sources of
data. All the while, policyholders are demanding more from
underwriters, whether it’s
greater transparency or access
to dynamic pricing.
A variety of industry
stakeholders gathered on stage
at ITC Vegas to discuss the
future of property/casualty
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underwriting, focusing on ways
that carriers can better leverage
data and technology and
engage with customers.
The topic that was top of
mind was inflation, which is
expected to continue amid
supply chain issues and
geopolitical uncertainty.
Cameron Talischi, an
industry expert at McKinsey
& Co., said the management
consulting firm estimated $30
billion of additional lost costs
in excess of historical loss
trends in some of the core P/C
lines. Moreover, federal policy

decisions in response to recession fears could lead to a drag
on demand and profitability in
some lines.
With a lot of carriers, current
conditions may have “exposed
a lot of weaknesses in internal
processes, exposed a lot of
challenges in some of the data
foundations that they have,”
said Talischi. “If you can’t get
intra-monthly claims data,
loss data, it’s hard for you to
actually pull off trends at that
time scale.”
Adam Ghattas, emerging
technology solutions practice
leader at Deloitte, said the
inflation situation will lead to
more pressure on profitable
growth. Ghattas cited high
transactional costs as an unsustainable expense. “Investments
in technology, automation,
reducing costs in general, in
order to be nimble and survive
this market is going to be
extremely critical,” he said.
In an economic environment
where premiums are expected
to increase, there is an ongoing
shift from innovation to
operational efficiency, said
Steve Dowling, GTM strategy
at Google Cloud. “From an
expense standpoint, it’s really
thinking through, all right, how
can I run more efficiently and
how can I automate the things
that I do today,” he said.

Leveraging Data

All panelists agreed that
leveraging data is paramount
to helping underwriters adapt
to the current market and
beyond. Speakers also drove
home the point that there is
no one-stop-shop automation
model when various segments
and lines of business differ so
much depending on individual
state regulations.
Google Cloud has been at
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the forefront of manufacturing
its own data and distributing
information in a business
applicable way. Dowling credits
the cloud for helping carriers
shift away from “shackled”
data they might have in a
mainframe or legacy system.
“With the Cloud, what that
really does is it creates that
agility and flexibility to make
real-time decisions, because
historically insurance has been
relatively slow,” Dowling said.
“So how can we get more proactive in some of our decision
making?”
Once predictive analytics are
in the hands of underwriters,
they turn into “insurance
heroes,” said Jeff Heine, chief
revenue officer at Betterview.
Heine sees underwriters’ ability
to share data with agents and
policyholders as a crucial step
in developing profitability and
consumer trust.
“The hero part is their loss
ratio, with the information we
provide, generally goes down
significantly but their relations
are stronger,” he said. “And you
look at the non-renew rate,
it’s less than 2%, which gives
you a really good idea of what
you can achieve with the type
of insights we provide, in the
market that we provide.”
Procuring and distributing
data is not a one time and
you’re done process, however.
Ghattas recalled several
conversations with clients who
implemented an AI model and
asked, “Am I done?”
“What’s the opposite of AI?
It’s IA, which is internal audit,”
Ghattas said. “It prohibits
progress by looking at that
one model without building a
system or a culture that would
enhance that change.”
Instead of seeking a one-time
transformation, carriers are
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taking a selective approach to
best fit their needs.
“What we are seeing in
the market is, it’s not about
getting one product or one
entire thing which is best in
everything, but rather, picking
and choosing each vendor
who is best of the beef in that
particular space,” said Kanisha
Khaitan Agarwal, insurance
core and emerging technology
at Deloitte. “Whether you start
from submission intake, or you
move to rating, or you move to
post-production transactions,
or even the course for data and
customer salutation.”

Automation Here to Stay

Max Drucker, CEO of Carpe
Data, doesn’t have to look far
in the past to see the way automation transformed a core P/C

line. Auto insurance became a
fully automated product with
the use of automated credit
scores, vehicle reports and loss
history.
“What we’re doing and what
you look at other companies
seem to do is, [ask] what are
those critical data elements
that will unlock that automation for other lines like small
commercial, for example?”
Drucker said. He added that
having great consistency and
compliance remains critical
to success but that ultimately
operational efficiency, especially with inflationary trends, are
critical for a carrier to succeed.
The demand for automation
in lines like small commercial,
middle-market and personal
lines is accentuated by an aging
workforce and a shortage of

Insuring Cyber

To listen to the rest of this
episode and others, visit
The Insuring Cyber Podcast
at

https://www.insurancejournal.
tv/channels/insuringcyber.
skilled talent, he said.
“Nobody’s thinking about,
how can I hire a new army
of underwriters?” he said.
“There’s no carrier that is ever
going to say that. The impact
that can be driven by using
data to be able to automate
those processes is profound.”
In the next five years,
Drucker expects underwriters
in small commercial to consider a business’ online reviews
to determine whether they’re
likely to incur losses or not. 		

continued on page 30

Learning to Time Travel

Why Insurers Should Embrace Both the Future and the Past
By Elizabeth Blosfield

T

he first insurance company in the U.S., The
Friendly Society, was
established in Charleston,
South Carolina, in 1735,
according to the Insurance
Information Institute’s insurance handbook, meaning
the industry is now nearly
300 years old. But experts
at the Insuretech Connect
conference in Las Vegas in
September said the key to
ensuring a centuries-old
industry continues to thrive
is by innovating toward the
future while holding onto
past traditional values.
Given the industry’s
long legacy, it makes

sense that Ed Majkowski, EY
Americas’ Insurance Sector
and Consulting lead, sees
insurance’s biggest challenge as
figuring out how to modernize.
“People have assembled
here in Las Vegas. Why?
Because they don’t know
exactly how to fix the big
problem of modernizing,” he
said, “of leveraging the latest
technology, of stitching all that
together and making it work
for both a legacy carrier and a
new carrier.”
This thought was echoed
over and over at ITC as thousands of insurance technology
providers, carriers and brokers
gathered for three days of panel
discussions, breakout sessions,
and networking.

“Insurance has been an
industry so focused on paper
and applications that the idea
of leveraging data in order
to reduce paper, in order to
make the process easier and
faster, has been incredibly
beneficial to the industry,”
said Shawn Ram, head of
insurance at Coalition. “I
think the future of insurance
is far more technology
focused.”
However, he added that
this presents unique challenges due to the industry’s
longevity.
“This is an industry that
has historically been difficult
to innovate in. It’s historically been archaic in some of its

continued on page 31
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continued from page 29
While Drucker acknowledges
that a Yelp score, for example,
isn’t predictive of anything,
aggregating social data across
a segment can be an effective
proxy for how well a business
is running.
“I get asked questions all the
time, ‘Well my brother-in-law
opened his restaurant, and
he had all his friends write
reviews,’” Drucker said. “And
my response is, that’s probably
actually a good risk, right? The
insurer’s looking to who’s going
to have a loss or not. And if that
brother-in-law cares enough
about that business that he
hired some firm to juice up his
results or have his friends do it,
or whatever else, he’s probably
doing all the other right things,
too, to make that business be
successful.”
Talischi also sees AI changing
the way small and middle commercial lines are underwritten.

He anticipates automated
data as a way for carriers to
develop more uniformity for
how underwriters approach
exposures. Empowered by AI,
underwriters operating in more
complex levels of commercial
lines can turn to troves of
information when determining
whether to write a policy or
deciding what premium to
charge.
“Take mid-market as
a common example,”
Talischi said. “It’s a
segment where you
often find generalist
population of underwriters that have to
write this across a
multitude of industry
classes and lines
of business.
They’re not
specialized.
And
typically,
you think
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about risk in very different
ways, right? So, there’s lack of
consistency.”
One idea that’s receiving
traction, he said, is carriers
determining an institutional
view for a given type of risk.
Across lines, what matters as
an institution and what factors
should underwriters be on the
lookout for? “Really embedding in dynamic
workflow
that sort of
guides the
underwriter
through
the thought
process and
brings to
bear data
at relevant

points in time,” he said.
A bubbling undercurrent of
the session was at what point
does automation overtake the
core responsibilities of the
underwriter. Talischi reassured
the audience that data exists to
better inform underwriters, not
to constrain them. “They can
actually still exercise judgment
and overrule,” Talischi said.
What was evident by the end
of the session is that pressure
to turn in profitable growth
amidst a worsening economic
market will force carriers’
hands to embrace automation
more readily in the coming
months and years.
“We now live in a world
where data is constant, it is fluid, it is continuous, and there’s
tremendous opportunity to
leverage that,” Drucker said.
“Both across the same cycle,
across the underwriting cycle,
across the life of a policy. This
should be evolving.”
INSURANCEJOURNAL.COM

continued from page 29

processes,” he said. “Much
of the insurance industry is
not built to accumulate that
amount of data, to harness
that amount of data, and then
utilize it not only to improve
underwriting, but also to
improve claims.”
Indeed, ACORD Solutions
Group CEO Bill Pieroni
said he hasn’t seen enough
innovation happening in
claims and underwriting in
particular.
“The trend that I’m
bothered by is the lack of
investment in those two core
areas,” he said. “I would really
want to encourage innovation
and investment in that area.
There’s lots of innovation
here [at Insuretech Connect],
but we need more focus on
the core of insurance — particularly underwriting, rating
and pricing — and gathering
that data from meaningful
insight in order to understand
what you’re underwriting.
Then on the claim side,
it’s about trying to manage
severity and frequency and
improving customer satisfaction from claims.”
Although the need
exists for leveraging data
to innovate, according to
many experts at ITC, one big
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challenge is that the insurance
industry’s data is often stored
in many different places,
said Mark McLaughlin, IBM’s
general manager of insurance.
“If you believe that the
industry has to integrate
digitally, if you believe the
industry has to optimize all of
those core systems, well, they
all live in different places,” he
said. “You need infrastructure
that can run across all of those
different stacks so that no
matter where your data lives,
no matter which core systems
you’re running, you can
connect across all of that with a
common set of tools with open
standards.”
He said once insurers can
implement this infrastructure,
they can ensure their data is
secure across the board so that
if one system fails, there is a
backup plan.
Despite this focus on
modernization of the industry,
however, Pieroni offered a
reminder that at its core, insurance is still a people focused
business. To truly innovate, he
said, traditional relationships
must also be retained.
“When I think about the
future of insurance, I think
despite the fact that people
are talking about digitization
of online business models,

relationships will persist for
the foreseeable future,” he
said. “This idea somehow that
agents are going away would
really be bad news for the
industry, because some of the
best customers globally with
the highest customer lifetime
value are in fact buyers of
insurance with relationships.”
In fact, Bryan Davis, executive vice president and head of
VIU by Hub, emphasized that
while digitization of a legacy
industry can be a good thing,
too much of a good thing can
also lead to difficulties.
“It’s the gap in what
consumers should have for
their insurance coverage versus
what they end up buying,
because, you know, they go out
and purchase things digitally,
and most of the time, consumers don’t even know what they
bought,” he said.
“They’re finding that out
at the moment of a claim. So
what has happened is consumers went for ease and couldn’t
get advice,” he said.
Majkowski said retaining the
industry’s longstanding tradition of personal relationships
points to the original purpose
of the industry.
“There’s not a CEO in our
industry who does not believe
that our sector has a very

noble purpose,” he said.
“It provides insurance for
the most valuable thing in
someone’s life — their life
itself. The large commercial
carriers help capital flow and
help things move around
the world, make the world
go, make it better. So our
purpose as a sector is really
huge.”
That said, maybe insurers
shouldn’t be looking all the
way back to the first U.S.
insurance company in 1735
for ideas, especially since it
went out of business just five
years later in 1740, according
to I.I.I. Orion180 CEO Ken
Gregg reminded insurers
holding on to traditional
values that it’s also important
not to get stuck too far in the
past.
“The future’s always out
there in front, and the reason
being is this is an industry
that has to continually innovate,” he said. “If it doesn’t,
it’s a dying industry, or it
becomes stagnant. Where
opportunity lies is when people find ways to innovate.”
Blosfield is deputy editor for Carrier
Management and produces the
bimonthly The Insuring Cyber Podcast
and Cyber newsletter. Email: eblosfield@wellsmedia.com.
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Closer Look: Agency Technology
Insurance-Related Cyberattacks on the Rise: Are Agencies Prepared?
By James Ashbrook

I

nsurance has become
one of the top industries
targeted by cybercriminals.
In fact, a recent ranking by the
cybersecurity vendor Ekran
included finance and insurance
as one of the five industries
“most at risk of data breaches.”
As SC Media, published
by the CyberRisk Alliance,
noted this spring, “[G]iven the
bounty of information held by
insurance companies, it was
only a matter of time before
hackers started going after traditional insurance companies.”
Since the primary motivation for cybercrime is to extract
information that can be sold on
the dark web, insurance client
lists can be quite valuable.
There are some well-known
companies that have been in

the news due to cyberattacks.
But just as insurers are
at greater risk, so too are
insurance agencies. Agents
and brokers are often the first
to collect and process the
client data that makes its way
through the insurance value
chain. Smaller, mom and pop
agencies are especially vulnerable because they haven’t
always invested in the security
protections required to thwart
cyberattacks.
Today, any business
— regardless of size — that possesses digitized information is
a target for malware, phishing,
ransomware and denial-of-service attacks. Agencies need to
be prepared.

Third-Party Due Diligence

Many insurance agencies
rely on third-party providers
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for software, IT infrastructure,
and network management and
monitoring. While large cloud
providers such as Amazon,
Microsoft and Google have
robust security protections
built into their platforms,
smaller vendors may not.
Third-party risk management is an important first
defense for agencies that rely
on vendors for their digital
needs. In addition, many state
and federal cybersecurity regulations now include third-party
compliance requirements.
Conducting an annual,
in-depth information security
review of your organization’s
third-party providers not only
can satisfy these regulatory
requirements, but also provide
peace of mind that sensitive
data and systems are being
protected properly according to

industry standards.
At the very least, you should
ask for and examine these four
items during your review:

1. Information security and
privacy policies. These are

important because they
provide expectations on
protecting an organization’s
critical systems and data. They
also provide a clear direction
on procedures in the event of a
security breach.

2. System and organization
controls (SOC) 1 reports.

These are used to evaluate
outsourced services performed
by third parties on behalf of
another organization.

3. SOC 2 and SOC 3 reports.

These provide detail on the
ability to protect critical
systems and the sensitive data
that may be stored within
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those systems. SOC 2 and SOC
3 reports are similar, but SOC
2 reports are more valuable as
they provide more in-depth
information than SOC 3
reports.

4. Network penetration test
results. These show how a network responds to real hacking
techniques. The tests are an
effort to identify any security
vulnerabilities that may exist
on a network.

It’s also a good idea to spell
out in any agreements you
have with vendors how data
will be safeguarded, stored and
accessed by these third parties.

The Rise of Ransomware

In just a few short years,
ransomware has become a
universal threat, sparing no
industry or type of business.
Victims range from large
corporations to nonprofits,
government agencies and even

churches. Overnight, ransomware victims discover that all
of their network files have been
encrypted, rendering them
useless. In order to receive a
key that can decrypt their files,
the victim must pay a ransom.
The cause of ransomware is
usually pretty simple: human
error or lax safeguards. Most
ransomware infects a network
through a phishing email
that someone mistakenly
opens, leading to a malicious
download or click-thru to a
fraudulent website.
Insurance agencies can
protect against ransomware by
adopting mitigation strategies
that are part of any sound data
security policy. Following good
cyber hygiene means regularly
updating your systems with
the latest security patches and
filtering out spam emails.
Kaspersky, the antivirus
software maker, has one of the
better checklists for preventing
ransomware attacks. Here
are some vulnerabilities that
Kaspersky says could make
your agency more susceptible
to hackers:
• Your devices have outdated
software.
• You’re not running the
latest security patches on
your browser and operating
system.
• You don’t have a backup
plan for your data.
• You don’t have a cybersecurity prevention plan.
To prevent a ransomware
infection, Kaspersky has these
reminders:
• Never click on unsafe links.
• Avoid disclosing personal
information.
• Don’t open suspicious email
attachments.
• Never connect to unknown
storage media.
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• Use only known download
sources.
• Keep your programs and
operating system up to date.
• Use a virtual private network
(VPN) when connected to
public Wi-Fi.

Instituting Cybersecurity
Controls

If your agency writes cyber
insurance, you know that
carriers are tightening the
cybersecurity requirements
your clients must meet to
become insurable. A good
question to ask yourself is
whether your agency meets
those same requirements.
Here are a few of the
cyber-protections that most
insurers look for in a potential
cyber insurance customer.
How many of these have you
implemented at your agency?

Multifactor Authentication
(MFA). Using MFA for your

logins is a must these days.
Many software programs
offer MFA as an option, but
it has to be turned on. Be
sure you’ve activated MFA so
that it takes more than one
credential to log in to your
systems. Consistently enforce
MFA across all platforms and
channels, including email and
social media.
Password Protection. In
addition to MFA, strengthen
your password requirements
and use password managers to
generate and protect unique
passwords. Employees should
have access privileges for only
those systems they need to
use.

Removal of Outdated
Devices and Systems.

Unsupported platforms are
highly vulnerable to cyberattacks. Remove old software
and devices that no longer
receive security updates.

Firewalls. Bad actors often
infiltrate a company’s networks
through remote desktop
access. Protect your systems
by requiring the use of a VPN
or other secure gateway when
employees are accessing networks remotely. Firewalls and
data can also be segmented to
restrict use to certain types of
traffic or users.
Backups. Encrypt and store
your backups in an “air-walled”
(or “air-gapped”) device that
isn’t connected to the internet.
Regularly test your backup
procedures and have a plan for
restoring your systems if there
is an incident.
Employee Training. The
human element remains the
leading reason criminals are
able to penetrate an organization’s networks. Training
your employees to follow good
cybersecurity practices is key.
Creating a culture of
awareness and caution is by far
the most important and least
costly preventative measure
you can take. Nine times out of
10, when a forensics investigation is made into the cause of
a breach, it turns out someone
opened a malicious file, forgot
to protect a password, visited a
suspicious website or failed to
back up their files.
With a little education and
some basic cyber hygiene, you
should have a fighting chance
of avoiding the cost, lost
business and liability that can
result from a cyberattack. Don’t
wait until it’s too late to take
steps to protect your agency.
Ashbrook is an information security
analyst at Westfield. Westfield provides
personal insurance in 10 states, commercial insurance in 21 states and surety
products in all 50 states. It is based in
Westfield Center, Ohio. Email: JamesAshbrook@westfieldgrp.com.
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Spotlight: Dwelling/Property/Habitational
How Insurance Carriers Can Survive Hard CAT Property Markets

T

here’s no denying it —
challenging times are
coming for CAT property
markets. Truthfully, they’re
already here.
As I
type this
article,
Hurricane
Ian
(category
4) is hours
By Harry Tucker
away from
a direct hit on Florida’s west
coast. Numerous wildfires
are also actively burning
throughout the U.S., including
the Mosquito Fire in California,
which has encompassed over
76,000 acres. In 2021, wildfires
burned more than two and
half million acres in California
alone and experts now believe
the wildfire season is extended
due to climate change. Every
day brings new headlines about
catastrophic events that will
have major impacts on the
insurance industry.
Domestically, climate change
is creeping into all facets of life,
and in the global arena, outcomes don’t look much better.
Globally, insured losses from
natural catastrophes reached
$130 billion last year — 18%
higher than 2020.
But it’s not just environmental shifts that are
plaguing insurers, seemingly
ever-increasing inflation
has also taken center stage.
Coupled with nuclear verdicts
and the downgrades of several
insurance carriers, insurance
experts anticipate a further
hardening of the CAT property
market, especially in the excess
layers.
These factors will impact

property insurance renewals
from top to bottom — but there
are ways to prepare for the
changing and more challenging
markets ahead.

A Closer Look at Hard CAT
Property Markets

A hard CAT property market
occurs when available insurance capacity and appetite
contract at the same time,
causing pricing for risks to rise.
In their simplest form,
hardening trends follow the
law of supply and demand. In
a hard market cycle, carriers
are generally more selective in
choosing which risks to cover
and charge an “adequate” rate
for those risks. This leads to
an increase in rate for complex
property policies on a like-forlike coverage basis. As the gap
between supply and demand
increases, terms and conditions
tend to become less favorable
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for insureds and the availability
of insurance limits decreases.
This ultimately leaves little to
no market for more challenging
insurance risks.
In a hard market, all areas
of property insurance are
impacted. However, the
current hardening cycle is
particularly devastating for
catastrophe exposed properties. This includes properties
facing traditional threats like
named windstorms, floods and
earthquake exposed risks, as
well as nontraditional hazards
like severe convective storms
and wildfires.

Navigating Vicious Hard CAT
Market Cycles

We’ve seen cycles of hardening CAT property markets
with similar negative impacts
before. However, this current
hard CAT property cycle is
different.

In previous cycles, major
disasters, like Hurricanes
Andrew and Katrina, led
to a reduction in market
capitalization, exacerbating
the hardening trend. But for
the most part, today’s carriers
are well capitalized to mitigate
catastrophic events. The reduction in appetite among insurers
for CAT exposed risks is mostly
a method to reduce balance
sheet volatility brought on by
more nebulous market factors.
This includes unmodeled
losses such as:
• An increase in extreme
environmental events
resulting from global warming;
• Ongoing poor economic
conditions; and
• Claim fraud resulting in
development uncertainty.
Unmodeled losses are
tougher to insure against as
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their impacts are harder to
quantify. Despite inherent
complexities, these unique
market conditions also mean
that with intervention it is
possible to soften — and ideally
avoid — challenges.
Here are three steps to get
started.

Leverage Diverse
Information Sources

The information insurers
have at their disposal is a major
difference between previous
cycles of hardening CAT property markets and the current
insurance environment.
Thanks to advancements in
technology, insurers are better
positioned to assess complex
risks and optimize policies for
clients.
Through advanced data
analytics, for example, a carrier
can aggregate information
about a potential policy (like
weather conditions and
demographic information).
Third-party data offers more
granular insight into the potential pros and cons of a given
policy, making it easier for
insurers to work with insureds
around otherwise contentious
proposals. Risk assessment and
management are streamlined
through technology solutions.

parametric risk contracts.
With this model, insurers only
pay out to insureds when a
certain threshold of damage is
surpassed. In this case, a loss
event — let’s say an earthquake
— would need to reach a specified magnitude on the Richter
scale before the policy kicks in.
Parametric risk contracts
can also be situated as part
of a larger scale property risk
program. This staggered insurance approach allows property
markets to structure coverage
more appropriately based on
risk potential. Additionally, this
extra layer of coverage counters
insurers offering policies with
reduced limits.

Select the Right Broker

Within hardening CAT
property markets, it’s expected
that insurers and insureds will
experience disagreements.
Selecting a broker with the
depth, experience, resources
and expertise to help navigate
these challenging times is
crucial.

In the end, a hard market
cycle is just that: a cycle.
In time, carriers will feel rates
and terms are adequate enough
to begin generating profit on
more traditional insurance
policies. When that happens,
insurers will start to compete
for market share, resulting
in a softening cycle for CAT
property markets. After all,
insurance carriers are in the
business of underwriting risk
for a premium.
Insurers can also take

action to ease the pain of hard
markets while they’re still
active. Just because there’s
a rise in catastrophic events
doesn’t mean the way insurers
and insureds react to them has
to be a catastrophe.
Now is the time to develop a
thoughtful strategy for dealing
with the tough times — and
hardening CAT property
markets — ahead.
Tucker is executive vice president at
Amwins.

Explore New Coverage
Options — Parametric Risk

Naturally, insurers hope
to safeguard their books of
business in response to the
increased frequency and
severity of losses among
insureds. We’ve seen carriers
increase deductibles while also
negotiating down insurance
limits in an effort to protect
their bottom lines.
But new coverage options
reduce the need for such
restrictive measures. Consider
INSURANCEJOURNAL.COM
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Idea Exchange: Talent
Identifying the Right Talent for Your
Insurtech

I

nsurtechs are continuing to disrupt
the insurance industry, while pushing
traditional insurers to focus on modernization initiatives
and how they can
best leverage the
capabilities of data
and analytics. While
global insurtech
funding has
significantly declined
By Karen Lopez
following record
highs in 2021, it remains above pre-COVID
levels. As insurtechs work toward greater
growth and profitability, having the right
talent in place is essential — especially for
those operating with a leaner staff.
The competition for insurance talent
is high amid the greater industry’s intensifying labor market. According to The
Jacobson Group’s Q3 2022 Insurance Labor
Market Study, conducted in partnership
with Aon-Ward, overall recruiting difficulty
remains at its highest point in the study’s
13-year history. Technology roles are

36 | INSURANCE JOURNAL | OCTOBER 17, 2022

reported as the most challenging to fill;
yet, they are also in the greatest demand.
Whether you are an insurtech organization hiring individuals who will directly
contribute to your company’s immediate
vitality, or an insurance company
looking to further enhance productivity or
customer experience through automation,
there are a few key areas to consider as you
identify and retain the individuals who can
most effectively move your organization
forward.

Take a people-focused approach.

Although some insurtechs have recently
reduced their staff sizes, incumbent insurers are fiercely competing for technology
talent, resulting in a limited candidate
pool. In today’s tight labor market,
retaining current employees should be
a top priority; professionals are being
actively recruited by other companies
and won’t hesitate to move on if they are
unsatisfied with their current role or work
environment.

Create a culture that prioritizes its people, their professional growth, and a sense
of connection and belonging, rather than
solely focusing on funding or reaching
a specific business goal. Your people are
your greatest resource and essential to
long-term success. In fact, Gallup reports
departments with engaged employees
are 23% more profitable than those with
unengaged staff.
Spend the time to get to know your
team, as well as what they value professionally and personally. What are they
looking to achieve within their careers?
How can you support them in reaching
their goals? What can you do to make them
happier in their current positions? 		
Investing in your organization’s people
and creating a positive and supportive
atmosphere not only benefits your
relationship with current employees, but is
often a key differentiator when attracting
new talent.

Make your open positions appealing.

There are currently a record number of
open jobs within finance and insurance,
according to the Bureau of Labor Statistics.
Presenting your open positions in a
way that resonates with candidates and
communicates your company’s attributes
is essential. Depending on your particular organization, this may include the
opportunity for professionals to take on a
broader span of responsibilities, contribute
to your company’s early growth stages
and make a true impact on its long-term
trajectory. Stand out in the saturated job
market by highlighting opportunities for
advancement, exposure to new projects,
team culture and any other factors that
make the position and your firm unique.
Additionally, ensure you’re staying as
competitive as possible regarding total
rewards and working arrangements.
Most professionals — especially within
the technology space — will expect the
latest software, emerging technology and
tools/company infrastructure to support
innovation and the ability to do their jobs
without interruption.
Competitive salaries and flexibility
also remain high on most candidates’
lists of requirements. Communicate your
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organization’s stance around flexible hours
and remote work, as well as any other
perks and benefits that can help you meet
candidates’ individual needs.

In today’s tight labor market, retaining current
employees should be a top
priority; professionals are
being actively recruited by
other companies and won’t
hesitate to move on if they
are unsatisfied with their
current role or work environment.
Bring in different perspectives, skills
and strengths.

Effective innovation and collaboration
depend on hearing numerous perspectives
and viewpoints. Consider how you can

cultivate a well-balanced team with varying strengths, personalities and skillsets.
If your organization primarily consists of
individuals with tech-heavy backgrounds,
ensure you also bring in individuals with a
depth of insurance industry knowledge, to
help effectively meet industry regulations
and avoid potential fines.
Balance harder technology skills with
well-developed soft skills, thinking beyond
the data. As you define your goals for
specific positions, identify the transferable
interpersonal skills that are necessary for
success. Weigh difficult-to-teach soft skills
alongside an individual’s past experience
or technical acumen. In a quickly changing
industry, the ability to apply core skills to a
variety of situations and shifting priorities
is essential. For instance, agility, a growth
mindset, problem-solving abilities and a
future-focused outlook are all beneficial in
an individual’s ability to pivot as priorities,
needs and roles evolve, which is especially
common for insurtechs.

For management roles, ensure individuals are not just high performers within
a function, but also able to effectively
lead and motivate others. Consider skills
such as coaching, empathy and emotional
intelligence. Effectively communicating
complex concepts and influencing conversations and decisions is also essential
in many roles, especially for those directly
interacting with key stakeholders and
customers.
Whether you’re an insurtech organization or any other insurance organization
embarking on modernization initiatives,
the ability to bring in the right people to
push these initiatives forward is essential.
Stand out by rethinking how you attract
talent, focusing on employee engagement,
and cultivating a team with a broad array
of strengths and skillsets.
Lopez is a client advisor at The Jacobson Group.
She can be reached at 800-466-1578 or klopez@
jacobsononline.com.
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Idea Exchange: Sales & Marketing
Digital Marketing and the Rise of the Independent Agent

I

ndependent
agents are
taking over the
scene — 62% of property and casualty
premiums in the
U.S. were written by
By Nola Morris
independent agents
in 2021 — so competition is fiercer than
ever. Independent agents who want to
stand out need to build up their personal
brands online to reach customers and
keep relationships strong. When agents
use their personal social networks to find
prospects, build relationships, and grow
their thought leadership, they’re using one
of the most powerful strategies available to
them: social selling.
Social selling might be a familiar strategy
for captive agents who have their carriers’
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built-in marketing support, but independent agents must create their business
(and relationships) from scratch. More
and more, those relationships are built
over social media. That’s the challenge
for agents in this new landscape, but it’s
also the big opportunity. People buy from
people, and building personal relationships
is what insurance agents have always done
best. They just need to translate those
rapport-building skills into modern digital
spaces with a few key strategies.

Adopt social selling as a go-to strategy.

Social selling unifies sales and marketing, transforming social media into a
revenue driver by giving agents an avenue
to showcase their thought leadership,
engage with potential and existing customers, and build trust and relationships in the

process. It is similar to offline selling: Build
trust with customers, get to know them,
and explain how your product helps solve
their problems. But it proves even more
powerful — 78% of social sellers outsell
their peers who don’t use social media.
To get ahead in social selling, agents
must harness the power in their relationships and personal networks. Research
shows that content shared by employees
gets eight times more engagement than
content shared by a brand. A social selling
strategy can not only help agents reach
more people, but also can also help them
humanize their own work and brand.
For independent agents, personal
branding can make all the difference.
Agents shouldn’t be afraid to be unique
and show their authentic selves on social
media. From sharing personal photos to
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comments on client posts, the more clients
see agents as personal friends and unique
people, the more engaged they will be.
Why does letting personality show
matter for agents? Credibility has become
increasingly important for customers, with
88% of consumers citing authenticity as
a key factor in deciding what brands they
like and support. Clients want to know
they can trust their agents, especially
when making decisions that majorly affect
their families and lives, so social selling
content should reflect authenticity and
relatability.

Understand and accept agents’ evolving
roles in the changing landscape of digital
insurance.

The sales process has gone digital in
many ways, but that does not change
the value of human guidance from an
insurance advisor — the role of the trusted
insurance advisor isn’t going anywhere.
Human connection remains a meaning-

ful part of the insurance transaction. When
people’s lives change, their relationships
with their agents matter, and the work that
agents have put into fostering trust and
strong relationships will pay off.
Social media is a crucial tool in keeping
intermediaries connected in this digital age
and agents need to be comfortable using
modern social media marketing and sales
strategies.

Don’t go it alone — look for trusted
support resources.

When independent agents are active in
social selling, they shouldn’t go it alone.
The resources agents have been consulting
for years often have active blogs and social
accounts from which they can source
content. Many carriers and insurance
industry thought leaders also offer curated
social content that is ready to share and
can typically be personalized by the agent.
A social selling strategy powered
by a thoughtful content mix can help

independent agents not only reach more
people, but also reinforce the thought
leadership and trust-building they’ve been
demonstrating to clients outside of social
media for years.

Find the right tools.

Curating content, creating a regular
cadence of posting, monitoring multiple
social channels — there are a lot of moving
pieces in an independent agent’s social
selling strategy. Social selling is just one
of the many things an independent agent
has in their sales repertoire. This makes
it so important to have technology built
for social selling specifically. The less time
agents spend on the organizational aspects
of social selling, the more time they have
to build customer relationships, communicate authentically and, ultimately, build
trust online.
Nola Morris is the VP of Strategy at Denim Social,
leading the SaaS provider’s strategy for insurance.

We’re the fastest.
Standalone personal umbrella policies
issued the same day.
Discover the unexpected at
PersonalUmbrella.com
Admitted carrier, rated A XV by A.M. Best
For licensed insurance agents

Available nationally. Underwriting criteria varies by state. Visit us online for guidelines. A.M. Best rating effective 09/22. For the latest rating, visit ambest.com. California Insurance License 0D08438
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Idea Exchange: Legal
Maine Supreme Court Sets Reasonable Evidentiary Standard
In Failure to Procure Insurance Case

I

nsurance agents
and brokers are
often sued by
clients for allegedly
failing to procure for
the client coverage
that met the client’s
By Jordan R. Plitt
needs. In determining the agent’s culpability, an essential
question is whether the type of insurance
requested by the client is available at a
price point the client was willing to pay.
Proof of availability and pricing is essential
to any failure to procure matter.
In Yankee Pride Transportation and
Logistics, Inc. v. UIG, Inc., 264 A.3d 1248
(Me. 2021), the Supreme Judicial Court
of Maine found that clients who alleged
failure to procure cases against their agent/
broker were required to present, as part of
their proof, some evidence of the identity
of an insurance company that would have
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provided the coverage at issue at a cost the
client would have accepted.
In this case, Yankee Pride Transportation
and Logistics Inc. was the client. UIG Inc.
was an independent insurance agency acting as an intermediary between its clients
and the insurance carriers it represented.
Yankee Pride and the agency had a course
of dealing over the span of years, which
included UIG renewing Yankee Pride’s
insurance on an annual basis.
Beginning in 2014, the agency secured
a policy for Yankee Pride with Great West
Casualty Co. The policy was renewed
annually through 2017. However, on Feb.
20, 2018, Great West sent a non-renewal
notice on the policy, which was going to
expire on Dec. 27, 2018. The insure cited
the poor safety record of Yankee Pride.
Carrie Michaud was an employee
of UIG that managed Yankee Pride’s
account. When Yankee Pride received the

non-renewal notice, Michaud contacted
Great West’s underwriter, Craig Harmon,
asking if Great West would reconsider its
non-renewal decision. Harmon advised
Michaud to contact him closer to the time
of the policy renewal date, at which point
Harmon would reassess whether Yankee
Pride’s safety problems had persisted.
The evidence indicated that Michaud
tried contacting Harmon for “quite some
time” to revisit the renewal issue before
finally being able to speak with Harmon
by phone on Dec. 21, 2018. At that point
it was less than one week before Yankee
Pride’s policy was due to lapse. Harmon
asked Michaud to send Great West the
details Michaud wanted to present on
the account. Michaud sent the email with
details supporting the renewal on the same
day. On the same day, Michaud also called
Yankee Pride, advising Yankee Pride of the
difficulties in receiving a policy renewal.
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During the call, Yankee Pride’s owner,
Larry Sidelinger, asked Michaud if Yankee
Pride should shop around for insurance.
Thereafter, Yankee Pride contacted at least
one other insurance agency.
Great West affirmed its non-renewal
decision based upon Yankee Pride’s poor
safety record. Six days after the policy
lapse, Michaud sent an email to Sidelinger,
informing Yankee Pride that Yankee Pride
could secure insurance by entering an
assigned insurance risk pool and provided
an estimate for what the policy would
cost. Yankee Pride was advised that a 25%
down payment would need to be made
on the policy’s cost, accompanied by the
application for insurance. Yankee Pride
“forcefully” declined the assigned risk pool
option because it was too expensive.
On Jan. 9, 2019, UIG’s agency manager
and Michaud’s supervisor emailed Yankee
Pride regarding the renewal problems. The
agency manager admitted that UIG had
let Yankee Pride “know about the issues
in finding coverage way too late.” After
the policy lapse, Yankee Pride lost a client,
Huber Engineered Woods, because Yankee
Pride could not provide proof of insurance.
Yankee Pride sued UIG, alleging
negligence, breach of contract, and later
added a count in the lawsuit for breach
of fiduciary duty. One of Yankee Pride’s
allegations was that an implied contract for
the procurement of insurance was created
by the parties’ prior course of dealings.
During the lawsuit, a Huber representative testified at deposition that Huber
Engineered Woods would have remained
a client of Yankee Pride had Yankee Pride
been able to provide proof of insurance.
The trial court granted summary judgment in favor of UIG. The Supreme Judicial
Court of Maine affirmed the summary
judgment.

Pride’s being uninsured after Dec. 27,
2018, was caused by the alleged breach of
contract by UIG.
The Maine court noted that Yankee Pride
did not offer any evidence to show that
UIG could have found an insurer willing to
issue Yankee Pride an adequate, affordable
policy before Dec. 27, 2018, had UIG been
more diligent and begun its search for
replacement coverage sooner. The case
facts demonstrated that UIG had located
only one other option for replacement
coverage — the assigned risk pool — and
that Yankee Pride found the cost of that
policy unacceptable. Yankee Pride did not
identify any insurer that would have provided coverage at an acceptable cost, had
UIG started looking sooner. Yankee Pride’s
own search also was fruitless. When it
contacted another insurance agency in late
December 2018, that agency did not find
any insurers willing to cover Yankee Pride
until late in January 2019.
All three alleged causes of action against

UIG failed (breach of contract, negligence,
and breach of fiduciary duty) because
Yankee Pride failed to produce evidence
that same or similar coverage was available
at an affordable cost that would have been
acceptable to Yankee Pride.
Obviously, UIG should have explored
alternative markets for Yankee Pride’s coverage upon receiving Great West’s notice
of non-renewal. An agent should never put
all the client’s eggs in the same non-renewable basket, hoping an underwriter will
change his or her mind regarding a poor
safety record. Lucky for UIG, the Maine
court correctly found that the breach of
the duty standing alone was not enough.
The client must also establish that if the
insurance agency had explored alternative
replacements, reasonable coverage could
be found at a reasonable cost.
Plitt is a senior equity partner at The Cavanagh Law
Firm. He is an associate author/editor of Couch On
Insurance 3rd.

Evidence Required

The Court held that Yankee Pride was
required to produce evidence showing that
UIG’s alleged breach of contract required
Yankee Pride to demonstrate that the
breach in procuring the insurance proximately caused the injuries that Yankee
Pride suffered, i.e., that Yankee Pride’s loss
of a flagship client resulting from Yankee
INSURANCEJOURNAL.COM
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Idea Exchange: The Competitive Advantage
The Unprepared Face Many Surprises
When Selling Their Agencies

W

hat is being
sold when
an owner
decides to sell their
agency? Expirations
(generically). What
are expirations? Data.
By Chris Burand
Why is data valuable?
Because the data enables one to create a
revenue stream. The revenue stream is
what is actually being purchased.
Is the revenue stream more or less
assured if the data is bad? Is the revenue
stream more or less able to be certified if
the data is bad?
What I find with considerable consistency is that many agency owners think all
revenue streams are valued the same way
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and therefore the quality of the data does
not matter. They decide to sell their agency
using their lousy data and are surprised
and frustrated when the agency’s revenue
stream is discounted. Think of it simply:
If one piece of data shows $1 million in
revenue and another piece of data shows
$850,000 in revenue, which revenue
stream figure should be used? Which
revenue stream is being purchased? Why
in the world would anyone trust the seller
when he says, “It’s $1 million!”?
Readers who have not gone through a
due diligence/valuation process are probably wondering, “How could that happen?
That would never happen to me! My data
is good.” Everyone says their data is good.
However, it is usually not true.

Agency owners say they have accountants who are staying on top of the quality
of their data. However, most accountants
know nothing about insurance agency
accounting so their financial statements
have holes that make their data deficient,
or at least inadequate. Examples include
incorrectly reflecting premiums payable
and premiums receivable, putting contingencies into commissions, not tracking
commercial versus personal lines commissions, not showing all compensation,
not differentiating agency bill from direct
bill, etc., etc., etc. If you think that because
you are a direct bill only agency and that
these accounting issues do not affect your
agency, you are wrong because even direct
bill business has unearned commissions.
INSURANCEJOURNAL.COM

Then there are the operational factors
such as how many policies the agency
writes. The majority of agencies cannot
easily provide, and often cannot provide at
all, an accurate policy or account count.
There is an enormous difference in value
between an agency that has $1 million in
revenue with 500 clients and an agency
that has $1 million in revenue with 5,000
clients. A buyer must know that they can
identify the customers they are going to
service after the sale. If the seller cannot
specifically identify how many customers
exist, how can the buyer have any confidence in what they are purchasing?
Another data point that so many sellers
take for granted is carrier data. All carriers
are created equal, right? No. Differentiating
between surplus lines and admitted business matters. I have received data where
the agency says they represent 25 carriers.
However, they actually represent 50 carriers and 25 brokers. The difference between
the two scenarios matters because the
former says the agency is professionally
managed while the latter says the agency
is poorly managed. Furthermore, the
fact the agency did not take the time to
correctly answer such a simple question
suggests carelessness and a lack of caring.
Sloppiness and lack of care is not worth as
much as quality and caring.
Poor data is endemic, and buyers know
how to take advantage of sellers with bad
data. They set them up with high numbers
knowing they will knock the price down
at closing based on the inferior quality of
the data. For example, a few years ago I
did a summary review of an agency’s data
and advised them that their data was not

acceptable for taking the agency to market.
They did not like my answer so they hired
someone to advise them who was just
after the dollars. They went to market,
obtained a letter of intent with a high price,
and went to the closing where the buyer
cut the price by around 30% because, as
they advised the seller, the agency’s data
was so poor that they had no idea what
they were really buying. The buyer knew
this all along. It was 100% predictable.
It makes sense for buyers cut the price.
They have inadequate certainty about
what they are buying and/or if it is going
to cost them a lot of extra money in due
diligence exploration to gain the certainty
they need to justify a high price. Either
way, the agency is not worth as much to
them.

Everyone says their data is
good. However, it is usually
not true.
Don’t Assume the Data Is Adequate

To avoid the embarrassment and value
loss, take the following steps. Don’t just
assume that your data is adequate because
that is usually not the case. When buyers
are paying large sums, they are going
to verify every point. You are not that
trustworthy to them.
I will not go through the entire due
diligence list, it is too long. At the very
least, reconcile your income statements,
line by line, with your tax returns, your
commission statements, and reports from
your data management system. Verify your
account and policy count for the past three

years. Review the reports to verify that
your account counts are growing at about
the same pace as your commissions.
What if your account counts are
increasing by 10% but your commissions
are only increasing by 2%? What is going
on and going wrong? If your premiums
are growing but your commissions are
not, what is going wrong? Are you placing
too much business with low commission
carriers? Buyers do not buy premiums. Are
your producers actually paid what they are
supposed to be paid? At least 50% of the
time they are paid too much.
An obstacle to developing quality data
is that many agency management systems
are oversold and over promise their
capabilities. I really feel for small agency
owners who have difficulty affording
better systems. If they were not promised
that the systems could do more than
they can, it would be a benefit. I am not
suggesting that the people selling these
systems are misrepresenting the systems’
capabilities, but the buyers are just trying
to get through the day and do not always
appreciate what they will eventually need
in a system.
When an agency decides to sell or to get
a loan from a knowledgeable lender the
agency’s data needs to be solid. Keep in
mind to beware of some of the small local
banks because based on what I have seen,
they do not always know what they are
doing, and some are just clearly greedy to
make the loan. Then, based on my experience, if something goes wrong, they will
blame the borrower rather than assuming
any responsibility.
If you want to build a bona fide business
rather than a checkbook business, you
need quality data to manage your agency
well. At the very least, you need quality
data to avoid wasting money or to avoid
being taken advantage of by employees.
The market value of quality data is
extremely high, on top of all else. Do not
take short cuts and expect to achieve the
same value as the agencies that are taking
the time to do the job well are obtaining.
Burand is the founder and owner of Burand & Associates LLC based in Pueblo, Colo. Phone: 719-4853868. E-mail: chris@burand-associates.com.
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Idea Exchange: Is It Covered?
Logic & Language and Forms & Facts

'Where’s Waldo?'

Why Are Insurance Policies So Long and Complicated?

A

mbiguity and incomprehensibility
seem to be the favorite tools of the
insurance trade in drafting policies.
Most are a virtually impenetrable thicket
of incomprehensible
verbosity. It seems
that insurers generally are attempting
to convince the
customer when
selling the policy that
everything is covered
By Bill Wilson
and convince the
court when a claim is made that nothing
is covered. The miracle of it all is that
the English language can be subjected to
such abuse and still remain an instrument
of communication.” — Universal
Underwriters Ins. Co. v. Travelers Ins. Co.
(Ky ct. App., 1970)
My career in the insurance industry
began in 1969 when it was not uncommon
to see policies in the marketplace that were
assembled from a two-page form affectionately referred to as the “165 Lines.” That
form was the 1943 New York Standard Fire
Insurance Policy (SFP). Declarations, insuring agreements, conditions, and exclusions
(DICE) were included and, in its early days,
a property might be insured entirely by
165 lines of numbered insurance contract
language on the front and back of a single
sheet of paper.
As time went by, longer explanatory
forms were added to detail and clarify
what was and wasn’t covered. If you were
insuring damage to a home, you attached
a dwelling form. Commercial buildings
used a general property form. If you
wanted to insure perils beyond fire and
lightning, such as windstorm, hail, riot,
etc., you needed an extended coverage
(EC) endorsement. Then forms began to
combine property and liability coverages
in a single policy and, to make them
more marketable, additional forms were
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developed with various options. Before we
knew it, the pages of common policies had
spread, as legendary insurance educator
Chris Amrhein would say, “like mold in a
damp forest.”
As a result of this evolution (or
devolution in some minds), a seven-page
policy morphed into a 70-page policy over
a few decades and the quest to ascertain
whether a loss was covered or not and for
how much became a “Where’s Waldo?”
search. The question is, why? The answer
is somewhat complicated, though not
quite as complicated as modern policies
themselves.

Litigation

The first and, I believe, primary reason
is litigation. A claim denial often leads to
a search for ambiguity in the language
of the policy or for an imagined cause of
loss allegedly not specifically excluded in
a policy. For example, what is a “flood”?
As Inigo Montoya said in the movie The
Princess Bride, “You keep using that word.
I do not think it means what you think it
means.”
When Hurricane Katrina hit the Gulf
Coast in 2005, there was massive flooding
in parts of New Orleans. Without flood
insurance, most insurers denied claims
under property policies because of the
flooding exclusion. In the ensuing policyholder litigation, attorneys argued that a
concurrent or proximate cause of loss was
the failure of levees and not flooding per
se. As a result, ISO and insurers revised
water damage exclusions to include
reference to levees, dams, seawalls, etc.
In ISO’s 1973 CGL policy, the pollution
exclusion consisted of one 66-word sentence. Today, the current ISO CGL policy
exclusion is over a page long, consisting of
almost 800 words. Why? Litigation. 		
The 1973 exclusion applied only to sudden and accidental loss, but scores of court

cases sought to torture every conceivable
pollution incident until it confessed to be
sudden and accidental. In our litigious
society, no matter how understandable
you believe insurance contract language
has been expressed, someone is going to
refute it and sometimes the courts agree
with them. As a result, insurer attorneys
oversee an expansion of the form language
in an attempt to clarify the intent.

Regulation

The second reason is regulation.
When ISO or an insurer issues a revised
countrywide policy form, it has to be filed
with regulators around the country. Some
may approve the form only with further
revisions. Others may approve the original
or revised form, but it could take several
years. One insurer may still use the 1991
ISO homeowners forms today, while others
use the 2000 or 2011 editions and still
others are preparing to move to the latest
2022 version.
As I have written before, answering an
insured’s question — “If I injure someone
while using my riding lawn mower?” — is
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not a simple task. In the aforementioned
ISO homeowners editions, coverage
expands and contracts dramatically from
one edition date to another, not to mention
the differences found in non-ISO forms.
As for variations by state, one business
had locations in 37 states. Their insurance
package included four different property
forms, three different business income
forms, and four different CGL forms,
together comprising hundreds of pages.
As a result, what is covered at one almost
identical business location may not be
covered at another.

Evolution

The third reason is that society and
loss exposures evolve, and it becomes
necessary to update policy forms to reflect
these changes. That sometimes results
in added coverage or more restrictive
language in a policy, or in the drafting of
new endorsements that may be mandatory
or optional depending on rates and rules
filings of insurers.
Form drafters are reticent to change
time- and court-tested insurance contract
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language. Doing so may result in unintended consequences. Worse, in a situation
like revising the flood exclusion language
to include levee failure, the trial bar may
argue that the change is proof that prior
editions of that form DID cover flooding
due to levee failures.

The Policy Drafting Challenge

The fourth reason is simply that it’s hard
to express in words whether an almost
infinite number of possible causes of loss
are covered and for how much. When I
retired from the Big “I” and started my
own consulting practice, one of the first
offers I received was from a captive that
asked me to draft property policy forms
from scratch. I suggested they simply use
ISO forms, but they insisted that this was
too expensive. I responded that if they
thought that was expensive, wait until
they got my proposal to draft forms from
scratch.
The reality is that there are some poorly
drafted and borderline incomprehensible
policy forms in the marketplace. I encourage insurers to contract with experts in

this field like ISO. However, they always
seem to prefer the unknown expense
of litigation to the largely known cost of
expert drafting. The result is sometimes
bizarre forms like Berkely’s “Three” policy
or a Lemonade draft of a renter’s policy
that covers the insured’s “stuff.”
I recently read an article that quoted
a policyholder attorney who said,
“Insurance companies write insurance
policies to be dense and unreadable to
allow them to deny coverage as often as
possible.” Balderdash. No respectable
insurer engages in intentional ambiguity. As long as lawsuits arise when this
perspective is applied to claim denials,
insurance contracts will be written to pass
judicial muster. Although we can and
should do better, the results all too often
are insurance contracts that are overly long
and complicated.
Wilson, CPCU, ARM, AIM, AAM is the founder and
CEO of InsuranceCommentary.com and the author
of seven books, including “When Words Collide…Resolving Insurance Coverage and Claims Disputes.” He
can be reached at Bill@InsuranceCommentary.com.
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Idea Exchange: Agency Management
Winning Customers by Meeting Them on Their Level

A

bout 25 years ago I had a friend
who wanted to run for my seat
in the Oklahoma House of
Representatives. My advice to him was
that he should try to convince as many
potential opponents as he could not to
run. I explained that it would be a much
simpler and less expensive process to
win by keeping them off the ballot, rather
than running a tight campaign against
multiple potential challengers. But when
filing day came, my friend had three
opponents, to his dismay.
He was going to have to campaign!
Who gets to win
without putting in
a little work, right?
The good news, I
told him, was that
by talking to voters
he would learn what
they really cared
By Tony Caldwell
about. Instead of
making assumptions, he would really
understand the issues that mattered to
his prospective constituents. He would
learn to speak to them in a way that
mattered to them, and that’s the key.
Good politicians know this. They tell
people what they want to hear. Good
salespeople do much of the same!

(or personal belongings),” we put things
into perspective for them? What if we
asked, “What would you want to happen
if a fire damaged your property?” Or if we
asked, “If a tornado hit your home, are
there things that can’t be replaced like
photos of loved ones, a special collection
or an antique? Ideally, what would you
like me and your insurance company
to do for you if that happened?” What
if, instead of asking what deductible a
policyholder would prefer, we took the
time to understand their thoughts on risk
and their ability to absorb loss?
In having conversations like this,
I’ve often discovered considerable
misalignment. The coverage the person is
buying, the deductible they are paying, as
well as their expectations for the claims
experience, are radically different than
what their insurance policy is set up to
provide.
What if, instead of providing a quote,
based on “standardized” coverages that
we assume everyone needs and wants,
we took the time to get to know the
prospect and crafted insurance that met
them where they want to be met. We’d
be providing something that fit them like
a tailored suit rather than an off-the-rack
T-shirt.

Talk to the Client, Not the Policy Form

Language We All Understand

Speaking in a language that is meaningful to the prospect is the hallmark of a
good sales professional. They talk about
issues the prospect thinks are important,
not about issues the salesperson wants to
talk about. This may seem obvious, but
it’s really not.
As I’ve worked with insurance producers over the years, I see most running
prospects through a list of questions from
an Acord form. Though the answers to
those questions are important, especially
to underwriters, these forms aren’t
designed to uncover what matters to a
prospect or client with respect to their
insurance program.
What if, instead of asking “what is the
replacement cost of all your equipment
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Sally Hogshead in her book, “How to
Fascinate,” says, “Great advertising isn’t
what companies want to say, it’s about
what the market wants to hear.” 		
Most insurance agencies, and most
insurance agents, in my experience
speak a language that is meaningless,
and powerless, to their prospective customers. That is one of the reasons people
see insurance, and insurance agents as
commodities.
What if we removed all the jargon that
gets in our way? What if we asked people
what they care about, or worry about,
and then sold them peace of mind in an
insurance policy?
We can do this easily by avoiding
mention of deductibles, for example, and

instead ask prospects questions similar to
the following:
• If you wreck your car, how much of the
cost can you/do you want to be responsible for and how much do you want the
company to pay?
• In your life, do you favor spending
less and taking on more responsibility, or do you like to buy warranties,
so you never have to worry about
cost if something goes
wrong?
• What keeps you up
at night?
If we could
have an entire
conversation
with a prospect
or client and
avoid mention
of technical
insurance jargon
like deductible,
co-pay, coinsurance, actual cash
value, replacement
cost, special
form, other than
collision, and business
interruption, as well as
the mind-numbing details
around each, what would
that be like? If we could
describe these wondrous
things in ordinary, easily
understood, relatable ways,
how would the relationship
with an insurance customer
change?
When it comes to insurance, people want to hear
that if something unexpected
and bad happens, they’ll be OK.
And they want to know that what
they expect to happen WILL happen.
What would be the result, for your
book of business, if you found ways to
communicate that in language that the
prospect understood without you having
to try to explain it? I’m not talking about
INSURANCEJOURNAL.COM

being vague or even talking down to
the customer. I’m talking about making
insurance more relatable.

Finding Success Through Conversation

My friend, the new politician, learned
to understand how his constituents felt
about a political issue by how they talked
about it and by the words they used. He
learned what they cared about and how
to speak to them about these things in a
relatable way. He
was elected in
a landslide
victory! More
importantly,

he was reelected several times because
he listened first, then focused on providing solutions for those issues.
I believe that this effort isn’t just one
way to sell insurance, but a vital means
to ensure our survival as agents for
the future. Increasingly, everything is
known or knowable. That
includes what arcane
policy provisions
mean, as well as
what virtually
every carrier
will charge
for a

standard suite of coverages.
As artificial intelligence takes hold
in marketing, underwriting, quoting,
selling, binding and servicing insurance
policies of all sizes and complexities,
there will be little room for agents who
cannot offer something unique, interesting, compelling and relatable to interest
a prospect. If an agent cannot find a way
to connect human-to-human to craft a
better understood, bespoke,
risk transfer program,
they will have nothing
to offer that an AI
algorithm can’t do
better in less time
for less money.
If you talk
to prospective
customers
about what
they care about
in their own
language, you
can’t help but
be fascinating.
And you won’t
be a commodity.
Likely, you will be
a successful agent
with prospects
lining up to talk to
you for years to
come.
Caldwell is an author,
speaker and mentor
who has helped independent agents
create more than
250 independent
insurance agencies. Learn more
by visiting www.
tonycaldwell.
net or contacting him at
tonyc@oneagentsalliance.
net.
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My New Markets
Trustee Liability

Market Detail: Nomadx, in partnership

with Balance Partners, provides professional liability insurance exclusively
for trustees. Highlights include blanket
coverage for trusts; broad definition of
trustee duties, including both fiduciary
and non-fiduciary roles; no failure to
effect or maintain insurance exclusion;
prior acts coverage available; 80/20
hammer clause; coverage available for
SPVs; cyber liability; employee theft
available; general liability on claims-made
basis. Target classes include trusts with
assets $5 million-plus; independent and
professional trustees; co-trustees with
institutional trustees; agent
for trustee. Excluded classes
include family member
trustees unless co-trustee,
appointed an agent for
trustee, or serving
in a directed trust
capacity; CPA;
actuary; broker/
dealer services;
certified financial planner;
healthcare;
legal; licensed
insurance agent
or broker;
securities or
investment
advisor. Has pen.
Available Limits: Limits of liability up to
$5 million.
Carrier: Lloyd’s of London, non-admitted,
rated A+ XV by A.M. Best.
States: Available in all 50 states plus
District of Columbia.
Contact: Judy Pearson, nomadx@
balanceuw.com, 512-923-6278.

Method Workers’ Comp

Market Detail: Method Workers’ Comp

offers a workers’ compensation program
with highlights that include guaranteed
cost, no experience mod caps, flexible
payment, including monthly payroll
reporting, and competitive commissions.
Method has exclusive programs in all
non-monopoly states; partners with only
a select group of agencies in each state.
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$10,000 minimum premium; has pen;
appointment required.
Available Limits: Not disclosed.
Carrier: Not disclosed, admitted.
States: Available in most states plus
District of Columbia. Not available in
Alaska, Hawaii, Idaho, Maine, Minnesota,
North Dakota, Ohio, New York,
Washington and Wyoming.
Contact: Julie Richt, julie.richt@methodinsurance.com, 402-557-6109.

New Home Insurance Program

Market Detail: Urban Advantage
Insurance in partnership with Aegis
Security Insurance Co. offers a new
homeowners insurance program in
California that
includes homeowners, dwelling
fire, and renters’
insurance coverage. $70,000
minimum
premium/
$1.5 million
maximum premium; has pen;
appointment
required.
Available
Limits:

$70,000 minimum premium, $1.5
million maximum premium
Carrier: Aegis Security Insurance Co.,
admitted, rated A- by AM Best.
States: California
Contact: Laura Fouty, laura.fouty@
urbanadvantage.com, 626-487-4429.

Private Flood Insurance

Market Detail: Convelo Insurance Group

LLC offers private flood insurance
coverage. Highlights include quote, bind
and issue for qualifying risks; nationwide
capability; commercial and residential
primary flood; business income available
for commercial properties and rental
homes; replacement cost for building and
contents; policy wording meets lender
compliance; no wait period for loan
closing; 7-day wait period for coastal tier
1 counties; 14-day wait period for inland

risk; excess flood available (building,
contents, business interruption). $5
million maximum premium; appointment
required.
Available Limits: Combined building and
contents limits to $5,000,000.
Carrier: Not disclosed, A rated, non-admitted.
States: Available in all 50 states plus
District of Columbia.
Contact: Brian Botwinick, bbotwinick@
conveloins.com, 732-944-0457.

Fine Art, Jewelry, Wine, Coin &
Collectible Assets Insurance

Market Detail: Bluewater Insurance is
a specialty insurance firm providing a
stand-alone fine arts and collectibles
insurance product. Additional products
include gallery, auctioneer, dealer and
corporate collection protection. $15,000
minimum premium.
Available Limits: $15,000 minimum
premium.
Carrier: Markel Insurance, admitted.
States: Arizona, California, Colorado,
Florida, Georgia, Idaho, Illinois, Iowa,
Kansas, Louisiana, Maryland, Michigan,
Minnesota, Missouri, Montana, Nebraska,
Nevada, New Jersey, New York, North
Carolina, Ohio, Oklahoma, Oregon,
Pennsylvania, South Carolina, Texas,
Utah, Washington, Wisconsin.
Contact: Jason Saarm, jasons@bluewater-ins.com, 949-424-4139.

Auto Rental Fleet

Market Detail: GMI Insurance Services

offers a program providing daily auto
rental coverage for fleets operated by new
and used car dealerships; independent
and franchised car rental agencies; auto
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repair shops and collision centers; and
self-storage facilities. Prospects include
independent franchisees of Hertz, Avis,
Budget, National, etc.; any independent
auto rental operator; dealerships or repair
shops with auto rental fleets; or storage
facilities with truck rental fleets. Each
account is underwritten carefully, based
on each client’s individual need. Program
highlights include all claims handled
in-house; any size fleet, big or small; no
obligation policy comparison provided;
risk management and loss control
services; claims analysis and loss run

reviews; standalone rental subrogation
unit. Has pen; appointment required.
Available Limits: Not disclosed.
Carrier: Admitted, rated A by A.M. Best.
States: Available in all 50 states plus
District of Columbia.
Contact: Dave Bond; DBond@GMIInsurance.com; (610) 933-4679, ext 272

Tower Construction Insurance
Program

Market Details: Tower Program Insurance
Services Inc. offers Tower Construction
Casualty Program in conjunction with

Zurich North America serving over 100
independent insurance agents nationwide. No geographic restrictions and not
affiliated with any national insurance
agencies. $45,000 minimum premium/$4
million maximum premium.
Available Limits: Not disclosed.
Carrier: Zurich North America, admitted,
rated A by A.M. Best.
States: Available in all 50 states plus
District of Columbia.
Contact: Scott Hermesmeyer; scott.
hermesmeyer@towerinsuranceprogram.
com; 512-633-3014.
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Standard Life and Casualty Insurance Company
4525 S. Wasatch Blvd., Suite 150
Salt Lake City, UT 84124

EquiTrust Life Insurance Company
222 West Adams Street, Suite 2150
Chicago, IL 60606

Farmers Life Insurance Company
243 N. Peters Rd.
Knoxville, TN 37923

The above company has made application to
the Division of Insurance to obtain a Foreign
Company License to transact Life, Accident,
and Health Insurance in the Commonwealth of
Massachusetts.

The above company has made application to
the Division of Insurance to amend their Foreign
Company License to transact Life, Accident,
and Health Insurance in the Commonwealth of
Massachusetts.

The above company has made application to
the Division of Insurance to amend their Foreign
Company License to transact Life , Accident, and
Health business Insurance in the Commonwealth
of Massachusetts.

Any person having any information regarding the
company which relates to its suitability for the
license or authority the applicant has requested is asked to notify the Division by personal
letter to the Commissioner of Insurance, 1000
Washington Street, Suite 810, Boston, MA 021186200, Attn: Financial Surveillance and Company
Licensing within 14 days of the date of this notice.

Any person having any information regarding the
company which relates to its suitability for the
license or authority the applicant has requested is asked to notify the Division by personal
letter to the Commissioner of Insurance, 1000
Washington Street, Suite 810, Boston, MA 021186200, Attn: Financial Surveillance and Company
Licensing within 14 days of the date of this notice.

Any person having any information regarding the
company which relates to its suitability for the
license or authority the applicant has requested is asked to notify the Division by personal
letter to the Commissioner of Insurance, 1000
Washington Street, Suite 810, Boston, MA 021186200, Attn: Financial Surveillance and Company
Licensing within 14 days of the date of this notice.

October 17, 2022

October 17, 2022

Next Insurance US Company
251 Little Falls Drive
Wilmington, DE 19801

Motors Insurance Corporation
500 Woodward Avenue, 14th Floor
Detroit, MI 48226

The above company has made application
to the Division of Insurance to amend their
Foreign Company License to transact Property
and Casualty Insurance in the Commonwealth of
Massachusetts.

The above company has made application
to the Division of Insurance to amend their
Foreign Company License to transact Property
and Casualty Insurance in the Commonwealth of
Massachusetts.

Any person having any information regarding the
company which relates to its suitability for the
license or authority the applicant has requested is asked to notify the Division by personal
letter to the Commissioner of Insurance, 1000
Washington Street, Suite 810, Boston, MA 021186200, Attn: Financial Surveillance and Company
Licensing within 14 days of the date of this notice.

Any person having any information regarding the
company which relates to its suitability for the
license or authority the applicant has requested is asked to notify the Division by personal
letter to the Commissioner of Insurance, 1000
Washington Street, Suite 810, Boston, MA 021186200, Attn: Financial Surveillance and Company
Licensing within 14 days of the date of this notice.
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Closing Quote
The Best Places to Work Are Inclusive for All

By Myrna Estrada

W

hat makes an agency
a great place to
work?
When researchers at
Liberty Mutual and Safeco
Insurance asked more than 730
independent insurance agents
that question, 63% of them said
workplace culture was a key
factor.
It comes as no surprise to me
that workplace culture — the
values, attitudes, beliefs and
behaviors that make up the feel
of the work environment — is a
big aspect of what attracts and
keeps employees at a company.
In my nearly 40 years in the
insurance industry, starting as
a personal assistant and now
as a regional executive, I’ve
seen firsthand how workplace
culture impacts employee
satisfaction.
Over the years, I’ve seen
big shifts in what employees
expect out of their workplaces.

One of the biggest changes
has been the rise of diversity,
equity and inclusion (DEI) as
an integral part of company
cultures.
For me and many others,
this is a welcome change.
In an industry that is still
predominantly white and male,
I’ve often found myself in
the position of being the only
woman or person of color in
the room. Early on, much of
the advice I received was to try
to blend in and assimilate.
Nowadays, I hear from other
women and people of color
in the industry who also have
had the experience of being
the “only.” However, instead
of attempting to assimilate,
they’re proud of what makes
them unique, and they
recognize the value of their
perspectives and contributions.
Their colleagues are eager
to come alongside them as
allies, helping to break down
traditional barriers to entry and
growth in the industry.
Regardless of background,
today’s employees want to
work in environments where
they feel valued and heard,
and where they can bring their
full selves to work. This is the
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heart of DEI work: building
workplaces that are inclusive
for all.
Research shows that DEI is
good for employee satisfaction.
A 2021 study by Boston
Consulting Group found
that employees who work in
inclusive cultures are three
times more likely to say they
are happy in their jobs than
those who don’t feel included.
They are also more likely to say
they have a positive work-life
balance and less likely to say
that work stress affects their
personal life.
Independent insurance
agents seem to understand the
benefits of building inclusive
cultures. While some agents
are still apathetic about the
term “diversity, equity and
inclusion,” many are taking
steps to make their agency
cultures more inclusive.
The Liberty Mutual and
Safeco 2022 Agency Growth
Study found that 80% of
agencies with seven or more
team members are currently, or
believe they should be, engaging in DEI activities. These
activities include creating
environments where the team
can be their authentic selves,
managing cross-generational
issues, engaging in DEI conversations and more.
However, the study found
there is a disconnect between
how agency leaders and frontline staff experience agency
cultures. For example, while
69% of agency leaders say their
team can be their authentic
selves at work, only 46% of
frontline staff agree.
So, how can leaders bridge
the gap and help ensure their
agency is a great place to work

for all employees? They can
start with defining company
values and practices that
put people first. When every
interaction is guided by values
such as empathy, transparency
and collaboration, employees
will feel safer to be themselves
at work.
Agency leaders also need
to model inclusive leadership.
Research from Harvard
Business Review in 2019 found
that teams with inclusive
leaders were 29% more likely to
report behaving collaboratively,
20% more likely to say they
make high-quality decisions,
and 17% more likely to report
that they are high-performing.
Part of modeling inclusive
leadership involves opening
conversations with employees
about company culture and
about DEI. Whether directly or
through anonymous surveys,
leaders can create opportunities for employees to share
what they like about working
at the agency, what they would
change and what would make
them feel more included and
engaged.
Building healthy, inclusive
company cultures takes work
and intentionality, but it’s
a worthwhile investment.
Agencies that work to create
inclusive cultures will be better
positioned to attract and retain
top talent, tap into innovative
ideas, and thrive far into the
future.
Estrada is senior VP and Central Region field executive for Liberty Mutual
and Safeco Insurance. As an active
DEI leader, she serves as executive
co-sponsor of the Liberty Mutual
Amigos employee resource group and
is on the Council for Men as Allies.
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“Insurance Journal
provides agency
owners useful
information they
can put to use in
their agencies
right away.”
Kristy Longfellow
Vice President at Hobson Insurance
& Satisfied Insurance Journal Subscriber

Thanks to Kristy for the kind words and thank YOU for reading.
Our journalists take pride in serving the industry. If this publication is valuable to you,
please consider upgrading your subscription at www.insurancejournal.com/pro
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