
 The Power of One   BY CRAIG HARRIS 

 The Digital Broker
  BY BRENDA ROSE

 The Parent Trap
  BY GUY PARENT

C A N A D A ’ S  I N S U R A N C E  A N D  R I S K  M A G A Z I N E .  C A N A D I A N U N D E R W R I T E R . C A

OCTOBER 2015
PM40069240

http://issuu.com/action/page?page=36
http://issuu.com/action/page?page=28
http://issuu.com/action/page?page=46


  

Curtain Call.
Celebrating seven years 
of recognizing our 
national leaders.

The CIP Society created the National Leadership 

Awards to celebrate excellence and to recognize 

individuals who demonstrate a passion for  

learning, dedication to the profession, personal 

integrity and outstanding commitment to their 

organizations. The Society is proud of its role as a 

supporter of those industry leaders who act as role 

models and mentors. Their positive influence  

energizes and inspires the people around them.  

They enrich their communities. And they bring  

great credit to our industry. 

We thank all the nominees, as well as those  

who took the time to nominate them for this 

prestigious national award. For more information about the nomination process, to read about  

our CIP Society National Leadership Circle recipients, or to register to  

attend  the awards presentation at your local Institute Convocation, 

please visit  www.insuranceinstitute.ca/cipsociety

To our 2015 Honouree, the CIP Society offers  
congratulations for earning the respect and admiration 
of your peers in the industry.

Bryan Bedford  |  FCIP 
Peel Mutual Insurance Company
Brampton, ON 
Emerging Leader

Ginny Bannerman, CIP (2013)

Carla Blackmore, FCIP (2009)

Ron Bouwmeister, FCIP (2010)

Diane Brickner, CIP (2012)

James Cameron, FCIP (2013)

Glenn Gibson, CIP (2011)

Andrew Janzen, FCIP (2009)

Johanne Lépine, FPAA (2014)

Barry F. Lorenzetti, CIP (2012)

Patrick McNally, FCIP (2009)

Lynn Oldfield, FCIP (2014)

Greg Thierman, CIP (2010)

H. Ross Totten, FCIP (2009)

Raymond White, FCIP (2010)

Rob Bickerton, FCIP (2010)

Patrick Bouchard, PAA (2009)

Simon Charbonneau, FCIP (2011)

Andrew Clark, FCIP (2011)

Drew Collins, CIP (2012)

Anne-Marie Deschênes, PAA (2013)

Mathieu Gagnon, PAA (2010)

Vincent Gaudreau, FPAA (2011)

Lindsay Mackenzie, FCIP (2013)

Melanie Needham, FCIP (2010)

Thomas Newby, CIP (2009)

Tammie Norn, FCIP (2013)

Adrian Osti, FCIP (2014)

Frederik Pelaez, FCIP (2012)

Phillip Robichaud, FCIP (2009)

Kevin Sigouin, CIP (2012)

Jonathan Stone, FCIP (2009)

CIP Society National Leadership Circle

Established Leaders Emerging Leaders

Bryan will be inducted into the CIP Society  

National Leadership Circle at  the Insurance Institute  

of Ontario – GTA convocation in January 2016.
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With CyberEdge® cyber insurance solutions you can  
enjoy the Business Opportunity of Things.
20 billion objects are connected to the Internet, what everyone is calling the Internet of  
Things. This hyperconnectivity opens the door both to the future of things, and to greater 
network vulnerabilities. CyberEdge end-to-end cyber risk management solutions are 
designed to protect your company from this new level of risk. So that you can turn the  
Internet of Things into the next big business opportunity. To learn more and download  
the free CyberEdge app, visit www.AIG.com/CyberEdge

AIG Insurance Company of Canada is the licensed underwriter of AIG property casualty insurance products in Canada. Coverage may not 
be available in all provinces and territories and is subject to actual policy language. Non-insurance products and services may be provided by 
independent third parties. © American International Group, Inc. All rights reserved.
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James Cameron, president of
Cameron & Associates 
Insurance Consultants Limited,
was recognized by the CIP 
Society when he received its 
Established Leader Award. 
BY ANGELA STELMAKOWICH

P
ho

to
:

P
at

ri
ck

Th
om

ps
on

SPECIAL FOCUS

6 Editorial

8 Marketplace

56 Moves & Views

58 Gallery

Editor
Angela Stelmakowich
astelmakowich@canadianunderwriter.ca
(416) 510-6793

Associate Editor
Greg Meckbach
gmeckbach@canadianunderwriter.ca
Twitter: @CU_Greg
(416) 510-6796

Online Editor
Harmeet Singh
hsingh@canadianunderwriter.ca
Twitter: @CU_Harmeet
(416) 442-5600 ext. 3652

Associate Publisher
Paul Aquino
paul@canadianunderwriter.ca
Twitter: @InsuranceCanuk
(416) 510-6788

Account Manager
Michael Wells
michael@canadianunderwriter.ca
(416) 510-5122

Account Manager
Elliot Ford
eford@canadianunderwriter.ca
(416) 510-5117

Senior Publisher
Steve Wilson
steve@canadianunderwriter.ca
Twitter: @InsuranceMedia
(416) 510-6800

Art Director
Gerald Heydens

Art Consultation
Sascha Hass

Production Manager
Gary White
(416) 510-6760

Subscriptions/Customer Service
Gail Page
gpage@bizinfogroup.ca
(416) 510-5187

Circulation Manager
Mary Garufi 
mgarufi@bizinfogroup.ca
(416) 442-5600 ext. 3545

Print Production Manager
Phyllis Wright

President
Bruce Creighton

Vice President
Alex Papanou

VOL. 81, NO. 2, FEBRUARY 2014

PROFILE

Canadian Underwriter is published thirteen times yearly (monthly + the Annual Statistical Issue) by 
NEWCOM BUSINESS MEDIA INC. 

Canadian Underwriter is located at 80 Valleybrook Drive, Toronto, Ontario, M3B 2S9 
Phone: (416) 442-5600. 

All rights reserved. Printed in Canada. The contents of this publication may not be reproduced or transmitted
in any form, either in part or in full, including photocopying and recording, without the written consent of the
copyright owner. Nor may any part of this publication be stored in a retrieval system of any nature without
prior written consent.

© Published monthly as a source of news, technical information and comment, and as a link between 
all segments of the insurance industry including brokers, agents, insurance and reinsurance companies, 
adjusters, risk managers and consultants.

Privacy Notice
From time to time we make our subscription list available to select companies and organizations whose 
product or service may interest you. If you do not wish your contact information to be made available, 
please contact us via one of the following methods:

Phone: 1-800-668-2374 Fax: 416-442-2191        
E-mail: jhunter@businessinformationgroup.ca
Mail to: Privacy Officer, 80 Valleybrook Drive, Toronto, Ontario, M3B 2S9

Subscription Rates: 2013 Canada 
1 Year $49.95  plus applicable taxes
2 Years $73.95  plus applicable taxes

Single Copies $10 plus applicable taxes

Elsewhere
1 Year  $73.95

Annual Statistical Issue 
(included with above subscription) 
or separately $38 plus applicable taxes

Subscription Inquiries/Customer Service
Bona Lao (416) 442-5600 ext 3552
blao@bizinfogroup.ca 

GST Registration number 890939689RT0001
Second Class Mail Registration Number: 08840
Publications Mail Agreement #40069240

Return undeliverable Canadian addresses to:
Circulation Dept. 
Canadian Underwriter
80 Valleybrook Drive, Toronto, Ontario
M3B 2S9

We acknowledge the financial support
of the Government of Canada through
the Canada Periodical Fund of the 
Department of Canadian Heritage ISSN Print: 0008-5251 

ISSN Digital: 1923-3426

twitter.com/CdnUnderwriter

Connect with Canadian Underwriter

facebook.com/CanadianUnderwriter

linkd.in/CanadianUnderwriter

www.CanadianUnderwriter.ca/MediaGroup

instouch.com/group/CanadianUnderwriter

Contents(Feb14) AS GM.qxp  8/13/14  10:20 AM  Page 4

Editor
Angela Stelmakowich
astelmakowich@canadianunderwriter.ca
(416) 510-6793

Associate Editor
Greg Meckbach
gmeckbach@canadianunderwriter.ca
(416) 510-6796

Online Editor
Jason Contant
jcontant@canadianunderwriter.ca
(416) 442-5600, Ext. 3652

Associate Publisher
Paul Aquino
paul@canadianunderwriter.ca
(416) 510-6788

Account Manager
Michael Wells
michael@canadianunderwriter.ca
(416) 510-5122

Account Manager
Christine Giovis
christine@canadianunderwriter.ca
(416) 510-5114

Account Manager
Elliot Ford
eford@canadianunderwriter.ca
(416) 510-5117

Senior Publisher
Steve Wilson
steve@canadianunderwriter.ca
(416) 510-6800

Art Director
Gerald Heydens

Art Consultation
Sascha Hass

Production Manager
Gary White
(416) 510-6760

Subscriptions/Customer Service
Bona Lao
blao@annexnewcom.ca
(416) 442-5600, Ext. 3552

Circulation Manager
Mary Garufi
mgarufi@annexnewcom.ca
(416) 442-5600, Ext. 3545

Print Production Manager
Phyllis Wright

President
Jim Glionna

Vice President & General Manager
Joe Glionna

4 Canadian Underwriter February 2014

14 Leading by Example                
James Cameron, president of
Cameron & Associates 
Insurance Consultants Limited,
was recognized by the CIP 
Society when he received its 
Established Leader Award. 
BY ANGELA STELMAKOWICH

P
ho

to
:

P
at

ri
ck

Th
om

ps
on

SPECIAL FOCUS

6 Editorial

8 Marketplace

56 Moves & Views

58 Gallery

Editor
Angela Stelmakowich
astelmakowich@canadianunderwriter.ca
(416) 510-6793

Associate Editor
Greg Meckbach
gmeckbach@canadianunderwriter.ca
Twitter: @CU_Greg
(416) 510-6796

Online Editor
Harmeet Singh
hsingh@canadianunderwriter.ca
Twitter: @CU_Harmeet
(416) 442-5600 ext. 3652

Associate Publisher
Paul Aquino
paul@canadianunderwriter.ca
Twitter: @InsuranceCanuk
(416) 510-6788

Account Manager
Michael Wells
michael@canadianunderwriter.ca
(416) 510-5122

Account Manager
Elliot Ford
eford@canadianunderwriter.ca
(416) 510-5117

Senior Publisher
Steve Wilson
steve@canadianunderwriter.ca
Twitter: @InsuranceMedia
(416) 510-6800

Art Director
Gerald Heydens

Art Consultation
Sascha Hass

Production Manager
Gary White
(416) 510-6760

Subscriptions/Customer Service
Gail Page
gpage@bizinfogroup.ca
(416) 510-5187

Circulation Manager
Mary Garufi 
mgarufi@bizinfogroup.ca
(416) 442-5600 ext. 3545

Print Production Manager
Phyllis Wright

President
Bruce Creighton

Vice President
Alex Papanou

VOL. 81, NO. 2, FEBRUARY 2014

PROFILE

Canadian Underwriter is published thirteen times yearly (monthly + the Annual Statistical Issue) by 
NEWCOM BUSINESS MEDIA INC. 

Canadian Underwriter is located at 80 Valleybrook Drive, Toronto, Ontario, M3B 2S9 
Phone: (416) 442-5600. 

All rights reserved. Printed in Canada. The contents of this publication may not be reproduced or transmitted
in any form, either in part or in full, including photocopying and recording, without the written consent of the
copyright owner. Nor may any part of this publication be stored in a retrieval system of any nature without
prior written consent.

© Published monthly as a source of news, technical information and comment, and as a link between 
all segments of the insurance industry including brokers, agents, insurance and reinsurance companies, 
adjusters, risk managers and consultants.

Privacy Notice
From time to time we make our subscription list available to select companies and organizations whose 
product or service may interest you. If you do not wish your contact information to be made available, 
please contact us via one of the following methods:

Phone: 1-800-668-2374 Fax: 416-442-2191        
E-mail: jhunter@annexnewcom.ca
Mail to: Privacy Officer, 80 Valleybrook Drive, Toronto, Ontario, M3B 2S9

Subscription Rates: 2015 Canada 
1 Year $51.95  plus applicable taxes
2 Years $75.95  plus applicable taxes

Single Copies $10 plus applicable taxes

Elsewhere
1 Year  $71.95

Annual Statistical Issue 
(included with above subscription) 
or separately $39 plus applicable taxes

Subscription Inquiries/Customer Service
Bona Lao (416) 442-5600 ext 3552
blao@annexnewcom.ca 

GST Registration number 890939689RT0001
Second Class Mail Registration Number: 08840
Publications Mail Agreement #40063170

Return undeliverable Canadian addresses to:
Circulation Dept. 
Canadian Underwriter
80 Valleybrook Drive, Toronto, Ontario
M3B 2S9

We acknowledge the financial support
of the Government of Canada through
the Canada Periodical Fund of the 
Department of Canadian Heritage ISSN Print: 0008-5251 

ISSN Digital: 1923-3426

twitter.com/CdnUnderwriter

Connect with Canadian Underwriter

facebook.com/CanadianUnderwriter

linkd.in/CanadianUnderwriter

www.CanadianUnderwriter.ca/MediaGroup

instouch.com/group/CanadianUnderwriter

Contents(Feb14) AS GM.qxp  8/13/14  10:20 AM  Page 4

4 Canadian Underwriter February 2014

14 Leading by Example                
James Cameron, president of
Cameron & Associates 
Insurance Consultants Limited,
was recognized by the CIP 
Society when he received its 
Established Leader Award. 
BY ANGELA STELMAKOWICH

P
ho

to
:

P
at

ri
ck

Th
om

ps
on

SPECIAL FOCUS

6 Editorial

8 Marketplace

56 Moves & Views

58 Gallery

Editor
Angela Stelmakowich
astelmakowich@canadianunderwriter.ca
(416) 510-6793

Associate Editor
Greg Meckbach
gmeckbach@canadianunderwriter.ca
Twitter: @CU_Greg
(416) 510-6796

Online Editor
Harmeet Singh
hsingh@canadianunderwriter.ca
Twitter: @CU_Harmeet
(416) 442-5600 ext. 3652

Associate Publisher
Paul Aquino
paul@canadianunderwriter.ca
Twitter: @InsuranceCanuk
(416) 510-6788

Account Manager
Michael Wells
michael@canadianunderwriter.ca
(416) 510-5122

Account Manager
Elliot Ford
eford@canadianunderwriter.ca
(416) 510-5117

Senior Publisher
Steve Wilson
steve@canadianunderwriter.ca
Twitter: @InsuranceMedia
(416) 510-6800

Art Director
Gerald Heydens

Art Consultation
Sascha Hass

Production Manager
Gary White
(416) 510-6760

Subscriptions/Customer Service
Gail Page
gpage@bizinfogroup.ca
(416) 510-5187

Circulation Manager
Mary Garufi 
mgarufi@bizinfogroup.ca
(416) 442-5600 ext. 3545

Print Production Manager
Phyllis Wright

President
Bruce Creighton

Vice President
Alex Papanou

VOL. 81, NO. 2, FEBRUARY 2014

PROFILE

Canadian Underwriter is published thirteen times yearly (monthly + the Annual Statistical Issue) by 
NEWCOM BUSINESS MEDIA INC. 

Canadian Underwriter is located at 80 Valleybrook Drive, Toronto, Ontario, M3B 2S9 
Phone: (416) 442-5600. 

All rights reserved. Printed in Canada. The contents of this publication may not be reproduced or transmitted
in any form, either in part or in full, including photocopying and recording, without the written consent of the
copyright owner. Nor may any part of this publication be stored in a retrieval system of any nature without
prior written consent.

© Published monthly as a source of news, technical information and comment, and as a link between 
all segments of the insurance industry including brokers, agents, insurance and reinsurance companies, 
adjusters, risk managers and consultants.

Privacy Notice
From time to time we make our subscription list available to select companies and organizations whose 
product or service may interest you. If you do not wish your contact information to be made available, 
please contact us via one of the following methods:

Phone: 1-800-668-2374 Fax: 416-442-2191        
E-mail: jhunter@businessinformationgroup.ca
Mail to: Privacy Officer, 80 Valleybrook Drive, Toronto, Ontario, M3B 2S9

Subscription Rates: 2013 Canada 
1 Year $49.95  plus applicable taxes
2 Years $73.95  plus applicable taxes

Single Copies $10 plus applicable taxes

Elsewhere
1 Year  $73.95

Annual Statistical Issue 
(included with above subscription) 
or separately $38 plus applicable taxes

Subscription Inquiries/Customer Service
Bona Lao (416) 442-5600 ext 3552
blao@bizinfogroup.ca 

GST Registration number 890939689RT0001
Second Class Mail Registration Number: 08840
Publications Mail Agreement #40069240

Return undeliverable Canadian addresses to:
Circulation Dept. 
Canadian Underwriter
80 Valleybrook Drive, Toronto, Ontario
M3B 2S9

We acknowledge the financial support
of the Government of Canada through
the Canada Periodical Fund of the 
Department of Canadian Heritage ISSN Print: 0008-5251 

ISSN Digital: 1923-3426

twitter.com/CdnUnderwriter

Connect with Canadian Underwriter

facebook.com/CanadianUnderwriter

linkd.in/CanadianUnderwriter

www.CanadianUnderwriter.ca/MediaGroup

instouch.com/group/CanadianUnderwriter

Contents(Feb14) AS GM.qxp  8/13/14  10:20 AM  Page 4

InsuranceMediaGroup.com

Published by

NEWCOM BUSINESS MEDIA INC.

INSURANCE – 
we have it covered.

Canadian Underwriter’s Insurance Media Group is committed 

to providing the most timely and relevant news, information 

and resources to insurance professionals from all segments of 

the industry, providing marketers with a range of specialized 

and highly effective marketing communications opportunities.

INSURANCE
DIRECTORY

Ontario

National
Claims
Manual

.ca

instouch.com
the insurance industry’s social network

InsuranceMediaGroup.com

Property & Casualty Insurance Newswire

insBlogs

insBlogs
Insurance Blogs hosted by Canadian Underwriter

insBlogs.com
Insurance Blogs hosted by Canadian Underwriter

InsuranceMarketer.com 

INSURANCE – 
we have it covered.

Canadian Underwriter’s Insurance Media Group is committed 

to providing the most timely and relevant news, information 

and resources to insurance professionals from all segments of 

the industry, providing marketers with a range of specialized 

and highly effective marketing communications opportunities.

INSURANCE
DIRECTORY

Ontario

National
Claims
Manual

.ca

instouch.com
the insurance industry’s social network

InsuranceMediaGroup.com

Property & Casualty Insurance Newswire

insBlogs

insBlogs
Insurance Blogs hosted by Canadian Underwriter

insBlogs.com
Insurance Blogs hosted by Canadian Underwriter

InsuranceMarketer.com 

mailto:astelmakowich@canadianunderwriter.ca
mailto:gmeckbach@canadianunderwriter.ca
mailto:jcontant@canadianunderwriter.ca
mailto:paul@canadianunderwriter.ca
mailto:michael@canadianunderwriter.ca
mailto:christine@canadianunderwriter.ca
mailto:eford@canadianunderwriter.ca
mailto:steve@canadianunderwriter.ca
mailto:blao@annexnewcom.ca
mailto:mgarufi@annexnewcom.ca
mailto:jhunter@annexnewcom.ca
mailto:blao@annexnewcom.ca
http://www.CU80Years.com/
http://www.CanadianUnderwriter.ca/MediaGroup
http://www.canadianunderwriter.ca/
http://issuu.com/action/page?page=14
http://issuu.com/action/page?page=8
http://issuu.com/action/page?page=10
http://issuu.com/action/page?page=72
http://issuu.com/action/page?page=74
http://www.newcom.ca/


mailto:info@cruadjusters.com
http://www.cruadjusters.com/


8 Canadian Underwriter October 2015

EDITORIAL

The drones are coming! The 
drones are coming! 

Okay, but will anyone know 
how to insure them once they 
get wherever they are going? 

Everyone needs to take a 
breather — although not a 
long one — so that when 
different industries are ready 
to send unmanned aerial 
vehicles (UAVs) skyward, they 
have fully considered both 
the known and potential risks 
that come with these fast-
evolving, airborne marvels.

Of course, that time is fast 
approaching. The interest in 
UAVs seems to be matched 
only by their promise to  
create or add to markets.

A recent white paper from 
Zurich Insurance cites an 
estimate out of Europe that 
the global industry for com-
mercial and civil unmanned 
aircraft systems (UASs) will 
be worth US$777.7 million 
in global spending in 2015. 

And Lloyd’s, calling the 
drones sector an important 
component of the global 
aviation industry, recently 
reported expenditure on 
acquisition could double to 
US$91 billion by 2024.

Based on in-person interviews 
with 100 risk managers, 
Munich Re noted in May the 
use of drones could become 
common practice for almost 
40% of polled businesses in 
fewer than five years.

No wonder. Just consider  
how drones can be used: 
from risk management to 
inspecting dangerous sites, 
surveying disaster scenes, 
delivering supplies, monitor-
ing physical equipment and 
infrastructure, identifying 

emergency response priorities 
and, even, checking out more 
mundane, but still important, 
things like a damaged roof.

Sectors where civil and 
commercial use of drones is 
under way, Lloyd’s points out, 
include agriculture, public 
services, logistics, wildlife 
protection, media, research, 
infrastructure and utilities.

And there is no reason to 
believe current applications  
will not expand. “As drones 
have become smaller, 
cheaper, more intelligent and 
more accessible, they now  
offer unprecedented oppor-
tunities as a risk mitigation 
tool,” notes the Zurich paper.

All those applications have 
businesses, including those 
in insurance, encouraged 
about how UAVs can be  
employed. But new technology  
comes with new risks. 

Until the regulatory regime 
catches up, providing some 
measure of what can and 
cannot be done, risks will 
remain unknown. 

“Clear and harmonized 
regulation would enable start-
up operations to plan with 
certainty, public perception to 
improve, and entrepreneurs 
and businesses to expand,” 
notes a report from Marsh.

As for Lloyd’s, it states that 
effective airspace control and 
collision avoidance technol-
ogy will be key requirements 
for the insurance of drones 
operating in busy airspace. 
That has prompted some 
insurers to demand greater 
risk mitigation measures from 
drone operators, it adds. 

Unfortunately, as the Zurich 
white paper indicates, some 

companies — being new to 
the aviation scene — may not 
have a clear understanding 
of associated risks. Operating 
outside of their core com-
petencies, this initial lack 
of competency may, in fact, 
be the overarching risk with 
drones and those looking to 
capitalize on their use.

Standard drone insurance 
programs can cover third-
party liability, physical loss 
and damage to the system 
components during operation 
or transit, Lloyd’s reports, 
although policies can be 
tailored to suit individual ex-
posures and may also include 
directors’ and officers’ liability, 
professional indemnity,  
employers’ liability, product 
liability, cargo liability,  
terrorism, war and hijacking.

Marsh cautions that  
“insurers are actively under-
writing policies to secure an 
early foothold in the sector, 
despite many regulators 
struggling to expedite  
comprehensive regulations 
that permit drone use.”

While the majority of 
manned aircraft operators 
around the world must hold 
adequate levels of insurance 
to meet their liabilities in 
the event of an accident, the 
situation for “UAS operators 
is not as clear,” Marsh adds.

All the enthusiasm around 
drones must not overshadow 
the fact that using drones 
demands training, staffing 
and operational procedures. 

News risks can and will be 
created — and these should 
be on the radars of everyone 
from users to brokers,  
insurers and regulators. 

Until the regulatory 
regime catches 
up, providing some 
measure of what 
can and cannot 
be done, risks will 
remain unknown.

Angela Stelmakowich 
Editor
Canadian Underwriter
astelmakowich@
canadianunderwriter.ca

Eye in the Sky
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MARKETPLACE

Regulation
WARNING ISSUED ABOUT 
UBERX COVERAGE: BROKERS
Quebec’s brokers association,  
the Regroupement des cabi-
nets de courtage d’assurance 
du Québec (RCCAQ), warns 
UberX users that they are 
still not covered despite the 
announcement that a major 
insurer will offer “tailored 
insurance products” for Uber.

RCCAQ issued a consumer 
warning in September in 
response to concerns that the 
insurer announcement “may 
lead UberX drivers to believe 
that insurance coverage is in 
place to protect them.”

While UberX enables 
private individuals to provide 
transportation services using 
their personal vehicles in  
exchange for payment based  
on time and distance travelled,  
RCCAQ chair Vincent 
Gaudreau maintains that 
insurance for the drivers 
remains a contentious issue.

The service is “provided by 
drivers who don’t have taxi 
licences and who aren’t  
commercially registered,” 
says Gaudreau. “How can 
something be insured if it’s 
not legal?” He cites “an urgent  
need for a carefully designed 
regulatory framework.” 

B.C. SEEKS TO ANSWER 
CONCERN OVER DRONES 
OPERATION NEAR WILDFIRES
British Columbia announced 
in August it plans to table 
legislative amendments this 
coming spring to strengthen 
and clarify provisions of 
the province’s Wildfire Act, 

changes that may apply to 
the operation of drones.

The B.C. government sent  
a submission to the federal  
government asking for a 
“tougher regulatory regime, 
with appropriate penalties.” 

Transportation minister 
Todd Stone reports the minis-
try had sent a submission to 
the federal government that 
advocates for stronger federal 
regulations and addresses 
a number of key themes, 
including the safe operation 
of drones, personal privacy, 
registration of drones,  
certification of all drone  
operators and public awareness.

Ottawa, through Transport 
Canada, regulates the use of  
all aircraft — including drones  
— and is proposing changes 
to the existing Canadian 
Aviation Regulations. 

Current federal regulations 
explicitly prohibit the use 
of drones of any size near a 
wildfire. The maximum fine 
for an infraction is $25,000 
and violators could spend as 
long as 18 months in jail.

Canadian 
Market

 
INTACT TO OFFER PRODUCTS 
FOR UBER RIDE-SHARING
Intact Financial Corporation 
(IFC) has announced it 
intends to offer “tailored 
insurance products” for 
Uber, a service that enables 
consumers to order and pay 
for passenger transportation.

Uber’s mobile app allows 
passengers to arrange for 
rides with licensed taxis and 

drivers with no taxi licences.
“The intention is to offer 

and market these products 
under IFC’s two largest 
brands,” notes the company, 
adding that it is “working 
closely with insurance  
regulators and different levels 
of government in provinces 
where the ride-sharing  
service currently exists.”

TOWERS WATSON TO 
ACQUIRE BROVADA
Global professional ser-
vices firm Towers Watson 
announced in September 
that it has signed a  
definitive agreement to 
acquire Brovada, a Canadian 
insurance technology firm, 
for US$15.24 million.

Towers Watson reports that 
the transaction will have no 
material impact on its fiscal 
year 2016 earnings. Based 
in Rothesay, New Brunswick, 
Brovada also has offices in 
Moncton and Toronto.

“The addition of the 
BrovadaOne platform will 
enable us to offer insurers a 
broader suite of products via 
software-as-a-service- and 
cloud-based technologies,” 
says Eric Speer, global  
leader for Towers Watson’s 
risk and financial services 
business segment. 

Karl Greenlaw, founder 
and chief executive officer of 
Brovada, says “joining Towers 
Watson will enable Brovada 
to accelerate the reach of our 
software into new markets 
and continue that growth.”

ADVENT INSURANCE 
LAUNCHES IN CANADA
United Kingdom-based 

Advent Insurance 
Management, which provides 
support services for delegated 
authority underwriting  
businesses, has established 
operations in Canada with 
its announcement that it has 
entered into a joint venture 
agreement with Canadian 
Claims Services Inc. (CCS).

The deal helps Advent meet 
its goal to have a complete 
network of support for clients 
across North America. (It 
reached a similar arrangement  
with Delaware-based 
AmeriClaim in August.)

“Advent will support cov-
erholder business originating 
from London and provide 
consultancy services to  
clients of CCS,” it notes. 

Clients of both businesses 
will be offered access to 
Advent’s proprietary software 
“which captures the  
underlying information 
required for regulatory  
purposes while also providing  
increased transparency 
between all parties during 
the transaction process.”

Risk
ONE OF WORST WILDLAND/
URBAN INTERFACE FIRES 
COULD BE REPEATED
Conditions at the study sites 
of one of the worst wildland/
urban interface (WUI) fire 
disasters in modern Canadian 
history, the 2003 Okanagan 
Mountain Provincial Park 
wildfire in Kelowna, British 
Columbia, indicate the disas-
ter could be repeated, reports 
the Institute for Catastrophic 
Loss Reduction (ICLR).



11October 2015 Canadian Underwriter

MARKETPLACE

A new paper from ICLR  
examines “to what degree 
have homeowners actually 
adopted and implemented 
FireSmart measures to 
mitigate the risk of future 
wildfire losses.” The seven 
disciplines of FireSmart 
are education, vegetation 
management, legislation 
and planning, development 
considerations, interagency 
co-operation, emergency  
planning and cross training.

The study assessed the 
current wildfire hazard at 
445 homes rebuilt since the 
2003 Okanagan Mountain 
Provincial Park fire and the 
2011 Flat Top Complex 
of wildfires in Slave Lake, 
Alberta against FireSmart 
guidelines. The degree to 
which guidelines have been 
adopted at private homes was 
rated good at Slave Lake, but 
fair to poor at Kelowna sites. 

“Adapting current programs 
to promote increased adoption 
of wildfire risk mitigation  
and to reduce the risk of 
catastrophic losses should 
become an urgent priority 
for insurers, urban planners, 
municipal administrators, 
researchers, fire prevention 
educators and public safety 
officials at all levels of  
government,” the paper adds.

INSURANCE SECTOR KNOWS 
INNOVATION KEY, BUT 
STRUGGLING TO INNOVATE
Surveyed insurance executives  
understand the importance 
of innovation to drive future 
competitive advantage  
and growth, but most are  
struggling with making that 
goal a reality, notes a report 

released in September by 
KPMG International.

Based on input from 280 
insurance executives from 20 
countries, respondents see 
innovation as a significant 
opportunity, with 83% report-
ing the future success of 
their organizations is closely 
tied to the ability to innovate. 

Despite the recognition of 
the innovation imperative, 
79% of surveyed insurers say 
they are already running just 
to keep up with their day-to-
day requirements. And 74% 
of respondents report they 
lack the internal core skills 
needed to drive innovation.

Technology
MOST BROKER WEBSITES 
NOT BUILT FOR MOBILE: CSIO
Figures released by the 
Centre for Study of Insurance 
Operations (CSIO) show a 
clear opportunity for member 
companies to optimize their 
website and mobile offerings.

The figures are from 
research into the implemen-
tation of mobile-optimized 
websites among brokerages 
that are CSIO members. 

Only 38% of surveyed 
brokerages across Canada 
have a mobile-optimized 
website: 51% in British 
Columbia; 38% in Alberta; 
25% in Saskatchewan; 30% 
in Manitoba, 44% in Ontario; 
33% in Quebec; 32% in 
New Brunswick; 37% in 
Nova Scotia; 17% in Prince 
Edward Island; and 38% in 
Newfoundland and Labrador.

CSIO argues the results 
show “there is a significant 

opportunity for brokers to 
optimize their websites for 
mobile, better servicing the 
online needs of their existing 
and potential customers.”

CYBER MARKET FORECAST 
TO GROW TO US$20 BILLION 
BY 2025: AGCS
The world’s 10 largest 
economies account for half 
of the US$445 billion that 
cyber crime costs the global 
economy every year, reports 
Allianz Global Corporate & 
Specialty (AGCS).

Out of that negative is the 
positive that the global cyber 
insurance market is forecast 
to grow to more than  
US$20 billion by 2025. 

With fewer than 10% of 
companies buying cyber-
specific policies, “AGCS  
forecasts cyber insurance 
premiums will grow globally 
from US$2 billion per annum 
today to over US$20 billion 
over the next decade.”

Claims
NEW RESOURCE CENTRE TO 
HELP PREVENT VEHICLE/
WILDLIFE COLLISIONS
The Traffic Injury Research 
Foundation, in partnership 
with State Farm Canada, has 
launched a new resource to 
help prevent the estimated 
45,000 vehicle/wildlife colli-
sions every year in Canada.

The web-based Wildlife 
Roadsharing Resource Centre 
is meant to educate and help 
prevent the collisions that 
“often result in death and 
serious injuries for road users 
and wildlife alike.”

Between 2001 and 2010, 
296 people in Canada died  
from vehicle/wildlife collisions, 
leading to estimated financial 
costs of $200 million.

“A better understanding of 
these collisions, and more 
importantly, partnerships to 
deliver effective mitigation  
strategies to prevent crashes, 
are much-needed to help 
reduce the direct and 
indirect financial costs to 
Canadians,” says foundation 
president and chief executive 
officer Robyn Robertson.

SGI PROGRAM ALLOWS 
SOME DAMAGE ESTIMATES 
AT AUTO REPAIR FIRMS
A new Saskatchewan 
Government Insurance (SGI) 
program allows vehicle 
owners to have some damage 
estimated at accredited auto 
repair firms rather than using 
an SGI claims centre first.

SGI is partnering with 
the auto repair industry to 
help streamline the claims 
process. Customers will be 
able to have everything from 
the damage estimate to com-
pleted repairs done within 
one shop, instead of using an 
SGI claims centre first.

The insurer reports that 
about 20 repair firms in 
Saskatchewan are already 
doing damage estimates, 
with the majority of accred-
ited repair firms expected to 
be estimating by the end of 
2015. Repair firms will start 
by estimating smaller claims 
from more minor collisions. 

Repair firms must undergo 
training every year to keep  
up with damage estimate 
policies and procedures.  
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Angela Stelmakowich
Editor

Doug Heaman, 
incoming 
president of 
Insurance 
Brokers 
Association of 
Ontario, wants 
brokers to create  
their own futures.

How does the thought of 
becoming a phys-ed teacher 
morph into the reality of  
being a long-time broker?

Perhaps, a bit of tumble 
trepidation.

“A year and a half into the 
program, I realized there’s 
no way I’m going to teach 
kids different tumbles for 
the rest of my life,” Doug 
Heaman, incoming presi-
dent of Insurance Brokers 
Association of Ontario (IBAO), 
good-naturedly says of his 
time at Brock University in 
St. Catharines, Ontario.

Of course, the original 
goal was to be a professional 
hockey player, having grown 
up playing the nation’s  
favourite sport and possessing 
the hope that only the  
uninitiated can muster. 

Again, reality intervened. 
“I only lacked size and skill. 
Those were the only two 
things that held me back,” 
the now president of Advocate 
Insurance Group in Kitchener, 
Ontario, says with a laugh. 

After leaving the phys-ed 
program at Brock, Heaman 
got a job working on the pipe-
line and when he was laid off 
for the winter, returned to the 
family farm outside of Guelph 
to figure out his next steps. 

“One of the neigbouring 
farm guys said, ‘Hey, I think 
you’d be good in insurance,’” 
Heaman recalls. “I said, 
‘Well, I’m unemployed,  
so I think I’d be good in 
anything right now.’”

After completing a six-
month training program with 
Mutual Life, unfortunately 
— perhaps, fortunately, as 
it turns out — the company 
took a pass on sponsoring 
him for his licence, Heaman 
says. But with a bit more 
encouragement from the 
neighbouring farm guy, he 
took another shot, making his 
way through a six-interview 
process to secure a job at 
Staebler Insurance.

Armed with a trusty pencil 
and calculator, he began an 
entry-level job in Lloyd’s un-
derwriting (rating and renew-
als) for a stint before moving 
on to the claims department 
and then, indicating his 
interest in sales, becoming a 
personal lines producer. 

Heaman then worked at a 
brokerage in Guelph, selling 
personal lines, fuelling his 
desire to strike out on his 
own. “I always knew I wanted 
to own a business,” he says.

After a few more twists and 
turns — he worked for three 
different brokerages over 
about a five-year period — 

and writing his secondary  
unrestricted licence, he took 
the plunge and opened D.W. 
Heaman Insurance Brokers 
Limited in January 1987  
with “three companies,  
plus facility.”

Having his own business  
allowed Heaman to foster 
a culture that he himself 
enjoyed, one that was 
team-oriented and friendly, 
recognized performance and 
strove to include everyone in 
the vision of the business. 

The goal was to support 
and build an environment in 
which “people would want to 
come to work as opposed to 
have to come to work.”

D.W. Heaman Insurance 
Brokers joined Bradley Gaskin 
Marshall (BGM) in 1990. 
Four years later, in 1994, 
Heaman was appointed  
general manager of the 
combined operations, named 
vice president in 1998 and 
became a full and equal 
partner in 2000. 

ALWAYS KEEP LEARNING
Heaman did not see any 
parallels between wanting 
to teach and being a broker 
back when he started, but 
thinking about it more than 
30 years later, “what I would 
say is I knew I wanted to be  
committed to being a life-
long learner. Whether I was 
being a teacher and learning 
new stuff or just educating 
myself, that was always  
important,” he says, adding 
that he sees some parallels 
between teaching and the 

transfer of information in  
the selling process.

His quest to learn and run 
a successful business was a 
key driver for his educational 
and volunteering efforts.  
Heaman has obtained CIP, 
CCIB (Canadian Certified 
Insurance Broker) and 
RIBO designations, and has 
received a certified trans-
formation trainer from the 
Negotiation Lab’s Leadership 
Training Academy.

In terms of volunteering,  
Heaman served with 
the Insurance Brokers 
Association of Waterloo 
Region, including as presi-
dent. “I guess what I learned 
at that point was the value  
of relationships,” he says. 

Working on charitable or 
community events —  
sometimes with normally 
competing brokerages  
coming together for a  
common cause — was a  
lesson on how brokers can 
give back to the community 
by working together as a 
group. That, he believes, is 
“a unique value proposition.”

Active Participant

“I also think this is 
an important time. 
I think there’s a lot 
of change going 
on and it would 
be a good time to 
start to give back,” 
Heaman says.
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After focusing on his  
brokerage for a time, 
Heaman became involved in 
the IBAO, filling in for the 
last year of a three-year term 
as a local territory director. 
He has never looked back. 

Why the interest in volun-
teering at the provincial level 
when there was plenty of 
work to running a brokerage? 

“I thought I would like to 
give back to the business. 
It’s been a great business 
to be in. I also think this is 
an important time. I think 
there’s a lot of change going 
on and it would be a good 
time to start to give back,” 
Heaman says.

His IBAO president’s theme 
for 2016 is all about meeting 
change. “Abraham Lincoln 
said the best way to predict 
the future is to create it; my 
theme is create your future.” 

The theme’s three pillars 
are to look at the paradigms, 
to be in a learning stance 
and to participate. “We as 
brokers, as IBAO, as the 
industry need to be active 
participants in where the 
future of this industry goes, 
not just spectators.”

There are certain paradigms 
“that blind us to some of 
the opportunities that are 
out there,” says Heaman. “I 
think we need to be aware of 
the fact that we could have 
some paradigm blindness in 
the industry,” he points out.

Beyond avoiding the “I  
already know” approach 
is the need to participate, 
Heaman says. “Information 

is wonderful. We can dis-
seminate it all we want. But 
information not acted on isn’t 
knowledge,” he emphasizes.

CHALLENGES AHEAD
Change is happening and 
quickly. That means brokers 
must be prepared.

Increasing competition, 
including with more entrants 
and more companies choos-
ing to go in a direct fashion, 
“that’s obviously one of 
the things that the channel 
is going to have to face,” 
Heaman says. “People are 
going to have to choose how 
they respond to that. Do I get 
really clear on the future that 
I want to create? Do I have a 
clear value proposition?”

Beyond big-picture items 
like competition and  
consolidation on the broker 

distribution side are ongoing  
issues like Ontario auto  
reform that will again be on 
the IBAO radar next year. As 
in 2015, “we want to get out 
in front of that and educate 
our members and educate 
our customers,” he says.

It may not have been 
Heaman’s plan to become 
and insurance broker, but 
once he was in, he was all-in. 

He always saw that the 
industry offered a lot of 
opportunity. Heaman says he 
thinks that is still the case.

If he was 27 today, when 
he launched his brokerage, “I 
think if I put together a good 
business plan, with all of the 
technology that’s available, I 
could see people maybe not 
even having a physical  
presence, but being on 
social media, being out there 

digitally and getting business 
and getting companies” to 
support them, Heaman says.

Despite the changing 
times, though, there are 
some constants. “I think 
the value of a broker in their 
community being able to 
have face-to-face conversa-
tions, being part of the fabric 
of the community, giving 
back, advocacy, education,” 
Heaman notes, “are princi-
ples that are sustainable long 
term. I think the practices 
will change,” but those  
principles will remain.

“Insurance is a complex 
product. The advocacy 
that’s needed is still needed 
whether I bought it online 
or face to face,” he says. “I 
still need someone to go to 
to help me. I think that value 
proposition will continue.”  
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Something 
Special

Look up in the sky. Is it a bird? A plane? No, that 
would be a drone. 

And maybe that is a little less surprising to 
most Canadians than it would have been just a 
year ago. Drone sightings are becoming more 
common in Canadian skies as individual enthu-
siasts and businesses alike embrace unmanned 
aerial vehicle (UAV) technology and its potential.

Canada’s regulatory framework for drones or 
UAVs is emerging as a world leader. Draft regu-
lations are currently working their way through 
the system and are, in part, designed to incorpo-
rate commercial UAV use. Some recent incidents 
involving UAVs interfering with planes and heli-
copters have some calling for Transport Canada 
to sanction unlawful use. 

As announced by the federal transport min-
ister on May 28, 2015, the goal of these new 
proposed regulations is to support the enjoy-
ment and development of this budding sector 
while keeping people on the ground and in the 
sky safe. The Association for Unmanned Vehicle 
Systems International notes some experts believe 
that over the next decade, the US$13 billion cur-
rent industry globally is expected to expand to 
more than US$140 billion with thousands of jobs.

To support such industry growth, the special-
ty insurance industry is also looking to ensure 
UAVs are used safely, especially the companies 
that are finding growing use for UAVs.  

The growing need for UAV insurance presents 
opportunity, but the latest technology also poses 
unique risks that specialty insurance markets 
continue to observe. Most common UAV risks in-
clude hull damage to the UAV itself, bodily injury 
and property damage to people on the ground, 
or other aircraft. 

To date, there is not yet a lot of data about  
accident rates for unmanned vehicles. And up  
until now, there has been little consideration  
with respect to liability coverage. If an unmanned  
vehicle is operated in the far north, there is little 
concern. But if it is operated over downtown  
Toronto, how much damage might it do to peo-
ple or property if it went down? 

There are still a lot of “what ifs” surrounding 
UAVs, their capabilities and their risks.  

INSURING MANNED AIRCRAFT
Specialty insurance markets, particularly carriers 
with aviation expertise, are continuing to watch 
and look to design appropriate insurance coverage 

David Huebel  
Chief Executive 
Officer, Canada,
XL Catlin
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Specialty insurance markets are having a big impact on  
Canada’s biggest industries. For example, identifying how best 
to insure drones — use of which looks poised to take flight in a 
number of industries — is adding to the complex liability of  
already-complex Canadian industries.
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The growing need for 
UAV insurance presents 
opportunity, but the latest 
technology also poses 
unique risks that specialty 
insurance markets continue 
to observe. Most common 
UAV risks include hull 
damage to the UAV itself, 
bodily injury and property 
damage to people on the 
ground, or other aircraft.

ENERGY FUELLING THE ECONOMY
Aviation is not alone in risk complexity 
especially when one considers Canada’s 
energy sector. Canada is one of the most 
important and reliable energy providers 
to the world. It exports much of the en-

ergy and energy products it produces: 
63% of its crude oil; 61% of its mar-
ketable natural gas; 55% of its coal; and 
20% of its refined petroleum products.  

The energy industry requires consid-
erable underwriting expertise to man-
age its complexity, continued growth 
and use of new technologies. 

And, yes, uses of UAVs are being con-
sidered for everything from checking 

to address the “what ifs” of burgeoning 
industries like UAVs, as well as their 
usage and effects on some of Canada’s 
major industries. Growing UAV usage is 
a strong example of how the risk com-
plexity of Canada’s major industries, the 
country’s major employers, grows daily. 

Consider the Canadian aviation indus-
try. It is a strategically important contrib-
utor to the Canadian economy in terms 
of employment, innovation, productivity, 
research and development, gross domes-
tic product (GDP) and trade. The indus-
try consists of over 700 companies of 
all sizes from coast to coast. It employs 
more than 180,000 Canadians, contrib-
utes $29 billion of GDP to the Canadian 
economy annually, and reached $27.7 bil-
lion in direct revenues in 2014. 

Concerns about UAVs sharing the 
skies with manned aircraft have resulted 
in some countries, including the United 
States, taking a slower approach in ap-
proving commercial UAV usage. Some 
recreational UAV incidents interfering 
with search and rescue, and forest fire-
fighting, have raised further concerns.

Likewise, today’s aviation underwrit-
ers are sharing their “airspace” with 
more aviation insurance providers.  That 
is creating a fiercely competitive market. 

Premiums and loss trends, both in 
general aviation insurance and commer-
cial airlines insurance, have been on a 
downward trend since 2005. That is 
despite several major losses from inci-
dents, including war hull losses, the first 
that the aviation industry has seen in a 
while, and closer to home, one of the 
worst years in memory for forest fire-
related aviation losses.

Intense competitiveness in the mar-
ketplace is not lessening any risk for 
aviation businesses. In fact, complexity 
continues to intensify. This is requiring 
underwriters and brokers to create in-
novative insurance offerings. 

It is also requiring aviation businesses 
to access the expertise of their carriers 
to assure capabilities match up to their 
needs. Fortunately, a good number of 
aviation underwriters have been in pilot 
seats themselves and understand the 
nature of aviation business.  

pipeline security to inspecting wind 
turbines. But that is the least of it. 

The energy industry is diverse and 
each insured has its own unique risks 
— physical size and location of the plant, 
regulations, use of new and potentially 
unproven technology, regulated versus 
non-regulated companies, project finance 
arrangements and ownership structures. 
Plus, the power industry has to manage 
the transmission and distribution grid 
to get the power where it needs to go. 

The industry’s risks are compounded 
by extreme weather conditions, periods 
of high demand or commodity price 
fluctuations. And it is also finding itself 
vulnerable to more risks, including en-
vironmental liability, contingent busi-
ness interruption risks and emerging 
cyber liability concerns.  

Data security company Symantec notes 
in its 2014 report, Targeted Attacks Against 
the Energy Sector, “the energy sector has 
become a major focus for targeted cyber 
attacks from cyber criminals, hacktivism, 
disgruntled employees, among others, 
and is now among the top five most 
targeted sectors worldwide.” 

CONSTRUCTION IS CLIMBING
There are signs that the large and var-
ied construction market in Canada is 
picking up steam, maybe at an even 
quicker pace than its growing enthusi-
asm for UAVs. The construction industry 
accounted for about 7.3% of Canada’s 
GDP in 2013 and increased at a mod-
est rate of 1.1% between November 
2013 and November 2014. It ranks sec-
ond in number of jobs created within 
the goods-producing sector, employing 
1.4 million people and accounting for 
about 7.7% of the Canadian workforce. 

With all this construction activity, 
there is a growing need for specialized 
insurance to cover the myriad of risks 
associated with large construction proj-
ects and the new methods of delivery 
that the industry is using to get them 
done. For instance, Canada has been a 
leader in using public-private partner-
ships, also known as P3s, to accomplish 
much-needed infrastructure projects. 

Yet, it continues to be an insurance 
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ism, cyber, recalls, fraud and pollution, 
to name a few.  

The reality is that today’s fast pace 
and complexity requires new levels of 
collaboration and forward-thinking 
among brokers, underwriters and their 
clients to create the kind of innovation 
needed to match the very complex 
problems faced by Canadian industries. 
With increasing capacity in the market, 

challenge for contractors involved. While 
insurers could fulfill the insurance con-
tract requirements for pre-construction 
and design in a P3 project, they could 
not historically address contractors’ risk 
for operating and maintaining the proj-
ect upon completion. 

Some construction insurance special-
ists, however, are stepping up to address 
P3’s complex contract insurance and 
capacity needs, including coverage to 
address the required operations and 
maintenance (O&M) insurance. Some 
insurers are providing terms on this 
at the outset of the project, allowing 
contractors some cost certainty for the 
O&M phase that is to come. 

As a result of new delivery methods 
like P3, the number of parties with a fi-
nancial interest in the project has grown 
more complicated, along with the rev-
enue derived from the project. 

Brokers and underwriters have to 
ensure the needs of both project own-
ers and contractors are fully addressed 
in comprehensive insurance solutions. 
Specialty insurance providers need to 
stay abreast of key developments and 
trends.  

Another concern that is posing a 
growing risk to the construction indus-
try is a shortage in skilled labour to meet 
the growing demand in projects. And 
the industry appears enthusiastic about 
the potential uses for UAVs, another new 
risk exposure for the industry. 

SPECIAL ATTENTION NEEDED
Highly technical, complex global indus-
tries like aviation, energy and construc-
tion play a pivotal role in the Canadian 
economy and require specialized insur-
ance solutions and risk management 
expertise to help them protect profits, 
lives and reputation. New technologies 
will help drive the Canadian economy, 
helping it grow in size and complexity. 

UAVs provide one example of how 
something new adds to the complexity of 
the industries that insurers serve. Just 
think about the others risks that are weigh-
ing heavily on business today and how 
those risks are changing — political 
risk, supply chain, social unrest, terror-

every type of coverage can be more tai-
lored to suit client needs and the abil-
ity to do so, regardless of industry, will 
become more important in the future. 

Looking at the type of industry, the 
scale, the number of employees and 
responding with specialization and cus-
tomization will be the most valuable 
service the Canadian insurance market 
can provide to clients.    
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both of coverage and of communica-
tions methods, is maintained. 

With the use of eDocs well-established, 
the technological backbone needed to also 
deliver electronic customer copies to bro-
kers already exists. BMSs are building the 
functionality needed to package policy 
documents and broker communications 
together and export them in the formats 
required by electronic delivery systems. 

recently published the following prin-
ciples as fundamental requirements for 
any consumer e-delivery process:

Consumers must have choice regard-
ing how they receive communications 
and documents from their selected 
professional advisor.
Regardless of the avenue(s) of com-
munication they choose, consumers 
must be assured of the on-going pri-
vacy and security of their personal 
information.
Consumers must not be burdened by 
additional costs nor onerous, unique, 
or proprietary processes in order to 
receive communications. Documents 
must be provided in standard, com-
monly-used formats to ensure long-
term accessibility.

Brokers, as consumers’ representatives, 
must have authority over the content 
and mode of transactions and com-
munication with customers.
Insurers must respect broker-consumer 
relationships and, other than in claims 
situations, communicate directly with 
a consumer only when specific con-
sent has been provided by that con-
sumer’s broker.

CONSUMER PROTECTION ESSENTIAL
These principles are intended to protect 
consumers, even as the industry stream-
lines processes and expense, ensuring that 
their best interests are protected and the 
greatest access to all available choice, 

The components are in place, and 
great efficiencies could be gained by the 
industry by seizing the opportunities 
encompassed in e-delivery. 

Still undecided is the service’s design 
and whom it will benefit most. The big 
question is: Will insurance stakeholders 
execute e-delivery to best serve clients 
and allow their right to choice to re-
main paramount? 

Whatever e-delivery 
solution is ultimately 
adopted by the property and 
casualty insurance industry, 
the mechanism must allow 
for the message package to 
be tailored to the individual 
customer’s situation, and be 
able to address his or her 
needs for objective advice 
and unfettered choice.
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Michael Freill’s proposal that we reduce 
oil spills by offering homeowners premium
reductions on their insurance policies
rather than through government regulation
sounds good in theory. (‘Oil Change,’
Michael Freill, Canadian Underwriter,
August 2009) The reality, unfortunately, 
is that the math just doesn’t add up for

those buying the policies.
Only a small percentage of the premium

dollar is allocated for claims resulting from
oil leaks and spills from tanks. Any dis-
count insurers could offer for replacing or
risk-proofing older oil tanks would be negli-
gible compared to the cost of the upgrades
or purchase of a new tank. The discount
simply would not provide a financial incen-
tive significant enough to encourage home-
owners to improve the safety of their oil tanks.

This is why Insurance Bureau of Canada
(IBC) maintains that government regulation
is the right approach. It should be noted
that IBC rarely advocates for increased 
regulation — on any issue — because it 
is usually not the most effective solution.
But in the case of maintaining oil tank
quality, a certain degree of government 
enforcement appears to be the best way 
to make a difference.

Prince Edward Island is the first and, so
far, only Atlantic province to enact legisla-
tion in an effort to reduce leaks and spills
from oil tanks. Though critical of the con-
cept of government regulation, Freill offers
several insights that the P.E.I. data has
brought to light. For example, the data
helps to identify the best style and mate-
rial of a tank, as well as the ideal lifespan
after which a tank should be replaced. 

If there are other ways that the regula-
tions can be improved, IBC is happy to
work with the government to make the sys-
tem better. Regardless, P.E.I. should be
praised for taking leadership on this issue.

Freill calls on the industry to collect oil
leak claims data. In fact, IBC has been
collecting industry data for all four of the
Atlantic provinces since the beginning of
2008. When we have compiled sufficient
data to reach statistically meaningful 
results, we will use the findings to help
governments implement or fine-tune 
regulation to ensure oil tank integrity.

It is true that insurance-driven financial
incentives can be a motivator for home im-
provements. In the case of oil tanks, how-
ever, the industry can have the greatest
impact by working with governments to im-
plement regulation that will help homeowners
reduce the risk of storing heating fuel. 
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Together
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Getting
Awareness is growing 
among Canadian insurance 
companies that cyber 
risks are on the rise and 
associated costs can be 
high. But steps can be 
taken to creatively improve 
cyber defences that help 
guard against fraud and 
reputational harm.
Today’s cyber criminals are perpetrating increas-
ingly organized, creative attacks against Canadian 
insurance companies. A BAE Systems Applied 
Intelligence research paper released in early 
2014, The Rise of Digital Criminality, shows the vast 
majority — 82% of respondents in the United 
States and 80% in Canada — believe that the 
number of cyber attacks will increase. 

Part of the reason for this is “starter” toolkits, 
which have lowered the “technological barrier 
to entry” for cyber attackers. This, in turn, means 
that Canadian insurance companies now face an 

increased need to protect personal and financial 
information since, if stolen, this information can 
be used to perpetrate claims fraud. 

TOP CYBER CONCERNS
A recent KPMG survey of leaders in the Canadian 
insurance industry ranked cyber security as third 
among the Top 10 issues facing the property and 
casualty insurance industry at this time. In addi-
tion, a 2014 case study by Deloitte, Global Cyber 
Executive Briefing, states that concerns around cyber 
attacks continue to worsen.

One of the reasons for this concern is that 
insurers are collecting and storing increasing 
amounts of consumer data for the purposes of 
running advanced analytics. This information 
needs to be securely stored. 

The requirement for secure storage is well-
understood when one considers that while credit 
card information is readily and cheaply available 
on the black market, it has a very limited shelf 
life. However, information such as customer birth-
dates, addresses, employment information and 
income can be used to open new credit accounts 
on an ongoing basis rather than exploiting one 
account until it is cancelled. 

Larry Chin   
Canadian Cyber 
Business Solutions 
Consultant,
BAE Systems 
Applied 
Intelligence

C er at ive



http://www.zurich.com/myzurich


  

22 Canadian Underwriter October 2015

The use of a managed 
analytics service is 
important because for 
many industries, including 
insurance, cyber security 
is not an IT risk, but a 
business one. Mitigating 
the risk requires real-world 
experience and dynamically 
managing threats.

legal activity to fraud, a side benefit to 
identifying fraudulent auto insurance 
claims may be the identification and dis-
solution of organized crime rings — the 
very same rings that may be responsible 
for cyber attacks.

One of the more recently highlighted 
business risks is with third parties or 
partners. Insurance companies engage 
with third parties to assist customers 
in having their cars repaired. However, 
this introduces considerable risk for a 
serious security breach as these third 
parties — car repair shops, in this in-
stance — may not have the same level 
of security around customer data as the 
insurance companies themselves. 

One paradigm for addressing this 
problem is the “zero trust” approach, 
which enforces specific process and 
policy to help enterprises prevent un-
wanted access to their systems. This, in 
turn, helps block cyber criminals gain-
ing authorized access to a company’s 
network, perhaps through the use of 
stolen credentials. This is important, 
because once a criminal has authorized 
access, there is the potential for launch-
ing various types of cyber attacks based 
on trusted credentials.

COST TO CANADIAN  
INSURANCE COMPANIES
Successful cyber attacks and loss of 
consumer information can result in sig-
nificant cost associated with incident 
response, including forensics, notifica-

This highlights the reason why fraud 
is such an area of concern. In fact, these 
concerns drove the identification of four 
main areas for life insurers to address, 
as noted during the Canadian Life and 
Health Insurance Association’s Informa-
tion Technology & Security Conference 
in March. These areas were data breach 
(legal liability), encryption (ransom), 
data theft (loss intellectual) and repu-
tational risk. 

On the positive side, it is worth not-
ing that many of the breaches publicly 
reported by insurance companies to date 
have been characterized as short-term 
attacks, with cyber criminals compromis-
ing a system, stealing specific information 
and then quickly moving on. Deloitte’s 
research did not uncover any document-
ed cases of long-term infiltration and/
or cyber crime in the insurance sector, 
but it is believed the number of long-
term attacks may be silently growing as 
attackers quietly slip in undetected and 
establish a persistent, ongoing presence 
in critical IT environments. 

CONVERGENCE OF CYBER  
CRIME AND FRAUD
The real concern for insurance compa-
nies is the security of the collected infor-
mation, and as the global convergence 
between cyber crime and fraud increases, 
Canadian insurance companies must in-
crease their defences around claims fraud. 

To this end, Canadian auto insurers are 
already increasing their defences against 
fraudulent claims. Members of the Cana-
dian National Insurance Crime Services 
(CANATICS) consortium have begun to 
pool claims information and use a man-
aged analytics service to detect fraudu-
lent claims activity, perhaps perpetrated 
by organized crime rings committing 
claims fraud across multiple insurers.

The use of a managed analytics service is 
important because for many industries, 
including insurance, cyber security is not 
an IT risk, but a business one. Mitigating 
the risk requires real-world experience, 
dynamically managing threats and being 
prepared with appropriate responses. 

In addition, since organized crime 
rings do not necessarily limit their il-

tion, fraud monitoring, crisis commu-
nications and legal fees. 

For an insurance company, reputa-
tional risks may be the most significant 
concern because insurance is built on a 
foundation of trust — trust that is hard 
won and easily lost. Therefore, in addi-
tion to considering potential monetary 
losses related to a cyber breach or claims 
fraud, insurance companies must also 
factor in reputational cost when consid-
ering data security.

Unfortunately, in this instance, com-
pared to other parts of the world, North 
American insurers are more trusting and 
someone suspected of criminal activity is 
considered innocent until proven guilty. 
This has cost implications for Canadian 
insurance companies, since evidence of 
fraud must be collected to prove guilt, 
which, in turn, has the potential to al-
low cyber criminals to remain active for 
longer periods, or alternatively, delay the 
sharing of threat intelligence related to 
fraudulent claims. 

A recent study issued by the Ponemon 
Institute, 2015 Cost of Data Breach Study: 
Canada, found that the average cost in-
curred for each lost or stolen record 
in the country was $250, compared to 
the global average of only $154. The 
study examined the costs incurred by 
21 Canadian companies from 11 differ-
ent industry sectors “following the loss 
or theft of protected personal data and  
the notification of breach victims as 
required by various laws.” 

It also found that 52% of data breaches 
involved malicious or criminal attacks.

The first Canadian study of its kind, 
the results indicate that the average to-
tal consolidated cost of a data breach in 
Canada was $5.32 million and, of this 
amount, the largest cost component 
was lost business at $1.99 million on 
average, followed by detection and es-
calation at $1.68 million, and ex-post 
response at $1.53 million. 

Moreover, since trust is integral to an 
insurance company, the costs of lost 
business could be even higher. In the 
case of one known cyber attack on an 
insurance company noted in a Deloitte 
briefing, there was an impact on cus-
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be that since the financial penalties at-
tached are so insignificant, there will 
be no deterrent effect on companies’ 
breach reporting practices.

Based on BAE Systems Applied Intel-
ligence research from 2013, 48% of 
Canadian respondents agree with the 
perspective that organized groups of 
fraudsters are the most likely group to 
mount targeted cyber attacks against a 
company’s IT systems. In the insurance 
sector, where awareness is greater, 66% 
agree fraudsters are the most likely to 
attempt an attack. 

In the event of a successful cyber at-
tack, 58% of Canadian respondents say 
the loss of customer data would be the 
biggest concern. For insurance industry 
respondents, 74% express concern over 
a successful cyber attack.

Additionally, BAE Systems research 
from 2014 shows that 77% of Canadian 
respondents note that their companies 
have increased the amount they spend 

tomers and individuals who had input 
information into a free credit-scoring 
app. After the breach, the organization 
was obliged to provide affected cus-
tomers with free credit monitoring for 
a year, and to reimburse all damages 
resulting from the breach. In addition 
to those tangible costs, which were sub-
stantial, the organization suffered sig-
nificant brand damage and loss of trust.

While this data is interesting, it is 
hard to determine the exact cost of data 
breaches in Canada because of the lack of 
reporting. Canada’s so-called Digital Privacy 
Act, passed this past June, will eventually 
require companies to report breaches 
once associated regulations take effect.

The act will introduce fines of as much 
as $100,000 for deliberately not reporting 
a breach. However, this is pennies compared 
to the millions of dollars in reputational 
costs that a company would incur by adher-
ing to the act and reporting the breach. 

Unfortunately, the net effect could 

on protecting themselves from cyber 
attacks over the previous year, and 65% 
also report they would be increasing 
that amount even more in the future.

These numbers are not surprising when 
taking into account that 15% of Canadi-
an respondents say a cyber attack is the 
number one risk facing their companies. 
This is double the average of other coun-
tries surveyed and is significant since it 
demonstrates Canadians are aware of the 
devastating effects that a cyber attack can 
have on an organization and the impor-
tance of mitigating the risks.

Canadian insurance companies need 
to accept that the cost of cyber attacks 
is growing and has rippling impacts 
across the organization, from reputation-
al risk to increased likelihood of fraud. 
Understanding today’s changing cyber 
landscape means insurance companies 
can take steps to improve their cyber 
defences and fraud prevention efforts 
across the business.    
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Co-Dependant

Many insurance professionals involved in commer-
cial insurance claims cringe when it comes to 
co-insurance because, stated bluntly, they do not 
understand the mechanics of its application in a 
claim. Miscalculating co-insurance leads to the 
insured’s claim being either over- or under-paid. 

Perhaps fortunately for the insurer, most poli-
cyholders are not savvy enough to verify whether 
or not co-insurance was calculated correctly, 
which is punitive to the policyholder. On the 
other hand, overpayment results in unnecessary 
expense to the insurer. In either situation, one 
party is penalized. 

That being the case, insurance professionals 
should know some of the most common mis-
takes they make in calculating co-insurance un-
der a standard profits form. Knowing some of 
the things to avoid will help simplify a seem-
ingly complicated issue. 

Under a standard profits form, the policyholder 
is required to have insurance in force equal to 
100% of the projected annual defined gross 
profit. If the policyholder does not have 100% of 
the required insurance, any business interrup-
tion (BI) loss is proportionately reduced by the 
amount of under-insurance.

This reduction is known as the co-insurance 
penalty. Consider the simple calculation below:

Insurance in force: $1 million
Insurance required (annual defined gross 
profit): $1.5 million
Business interruption loss: $500,000
Rate of recovery: $1 million (did have)/ 
$1.5 million (should have) = 66.67%
Recoverable loss:  
$500,000 × 66.67% = $333,350
Co-insurance penalty:  
$500,000 - $333,350 = $166,650

MOST COMMON MISTAKES 
#1: insurance required (annual defined 
gross profit) is calculated entirely based on 
historical financial results
The BI policy insures future profits, not historic 
profits. The most common mistake made by ex-
perts calculating the insurance required is basing 
the calculation entirely on the historic, instead 
of projected, financial results of the business. 

The reason for this error lies in the policy 
wording, which indicates that the annual defined 
gross profit should be “based on the financial 
results of the business in the most recent 12 

Timothy 
Zimmerman 
Senior Manager, 
Litigation 
Accounting and 
Valuation Services, 
Collins Barrow 
Toronto LLP

When it comes to business interruption co-insurance, there are a 
number of common mistakes that insurance professionals make. A 
clear understanding of co-insurance, a complex component of business 
interruption losses, is key to avoiding miscalculations that can have a 
significant impact on a claim for both the insurer and the policyholder.
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This involves preparing two calculations of annual defined 
gross profit (insurance required), segregated at the 90-day 
mark, including ordinary payroll for the first 90 days (assumed 
to be equivalent to three months) and excluding ordinary pay-
roll for the remaining nine months of the indemnity period.

In this instance, if the insurer incorrectly excludes ordinary 

payroll as an insured standing charge in the calculation of an-
nual defined gross profit, the insurance required for the purpose 
of calculating co-insurance would be $300,000 less than the 
correct amount, which would result in an overpayment. Con-

months or fiscal year immediately prior to the incident, ad-
justed for trends, variations and other circumstances that, but 
for the incident, would have occurred during the relative 
period after the incident.” 

Many insurance professionals ignore the impact of the 
adjustment clause and simply rely on the financial results 
achieved by the policyholder in the most recent 12 months 
or last fiscal year. 

What is the possible impact of calculating the co-insurance 
penalty based on historical versus projected financial results? 
Consider the example below of a policyholder that experi-
ences an incident on June 30, 2015, and whose last fiscal 
year was December 31, 2014. In May of 2015, the policy-
holder entered a new agreement with a supplier that would 
reduce its cost of goods sold by 20% for the next three years. 
No other changes to revenue or expenses were expected in 
the 12 months following the incident (see first chart to right).

In this instance, if the insurer relied upon the historic 
financial results instead of the projected financial results, it 
would overpay the claim by 9.8%.

#2: annual defined gross profit (insurance required) does 
not include ordinary payroll as a standing charge when it 
is insured or ignores the period of ordinary payroll coverage
Unlike the gross earnings form, which includes ordinary 
payroll (unless specifically excluded) in the calculation of 
insurance required, the standard profits form may or may 
not include ordinary payroll coverage. When ordinary pay-
roll is insured under a profits form, it is either fully insured 
throughout the indemnity period or it is purchased for a speci-
fied coverage period, typically ranging from 30 to 180 days. 

When ordinary payroll is fully insured throughout the 
entire indemnity period, it is included as a standing charge 
for the purpose of calculating the insurance required. How-
ever, when coverage is included for only 30 to 180 days, it 
creates confusion for many claims professionals. 

The most common mistake made in claims when ordinary 
payroll coverage is purchased for a specified period is that it 
is not included as an insured standing charge in the calcula-
tion of annual defined gross profit (insurance required). The 
proper methodology is to calculate the defined gross profit 
for the period of ordinary payroll coverage and prepare a 
separate calculation during the period when ordinary payroll 
coverage ceases within the indemnity period.

To illustrate, consider a situation in which a policyholder 
has 90 days of ordinary payroll coverage, and the policyholder’s 
sales and expenses are incurred evenly throughout the year. In this 
case, projected financial results are as per second chart to right.

Insurance professionals should take note that the incorrect 
methodology (see third chart to right) is to calculate a single 
annual defined gross profit (insurance required), either ex-
cluding or including the entire annual ordinary payroll as an 
insured standing charge. There is a clear difference in outcome 
when using the correct methodology (see chart below). 
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   Forecasted
  Historic Results Results

   20% Reduction 
   in Cost of 

  Last Fiscal Year Goods Sold

 Sales                    $1,000,000  $1,000,000 

 Cost of goods sold (variable expense) $400,000  $320,000 

 Insured standing charges (fixed expenses) $500,000 $500,000 

 Annual net profit $100,000  $180,000

   
  (Exclude Ordinary (Include Ordinary
  Payroll) Payroll)

 Sales                    $12,000,000  $12,000,000 

 Cost of goods sold (variable expense) $3,600,000  $3,600,000 

 Key payroll $2,400,000 $2,400,000  A

Ordinary payroll -  $1,200,000 B

Other insured standing charges $3,600,000 $3,600,000 C

Annual net profit $1,200,000 $1,200,000 D

Annual defined gross profit $7,200,000 $8,400,000 A+B+C+D

   
  First 90 Days        Remaining Nine Months
  (Include ordinary payroll)     (Exclude ordinary payroll)

 Sales                    $3,000,000  $9,000,000 

 Cost of goods sold (variable expense) $900,000  $2,700,000 

 Key payroll $600,000 $1,800,000  A

Ordinary payroll $300,000  - B

Other insured standing charges $900,000 $2,700,000 C

Annual net profit $300,000 $900,000 D

Defined gross profit $2,100,000 $5,400,000 A+B+C+D

Annual defined gross profit $7,500,000
  

   Forecasted Results

 Sales $12,000,000 

 Cost of goods sold (variable expense) $3,600,000 

Key payroll $2,400,000 

Ordinary payroll $1,200,000

Other insured standing charges $3,600,000

Annual net profit $1,200,000 

   Forecasted
  Historic Results Results

  (incorrect) (Correct) 
   12 Months
  Last Fiscal Year Post Incident

Annual net profit                    $100,000  $180,000 A  

Insured standing charges $500,000  $500,000 B

Annual defined gross profit (insurance required) $600,000 $680,000 C = A+B 

Insurance in force $500,000  $500,000 D

Rate of recovery 83.3%  73.5% E = D/C

Co-insurance penalty 16.7%  26.5% 100%-E
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projected annual defined gross profit) 
and apply the rate of recovery to the BI.

#4: extra expense is included as a 
component of the BI loss and reduced 
by co-insurance
Extra expense coverage is often included 
in commercial insurance policies and 
is frequently incurred by an insured in 

versely, if the insurer included all or-
dinary payroll and not just for the first 
90 days, the annual defined gross profit 
would be $900,000 higher and would 
result in an underpayment for the poli-
cyholder (increased co-insurance penalty).

#3: the co-insurance penalty is not 
applied when the BI loss is less than 
the insurance in force
A misconception with co-insurance is 
that if the insurance in force is greater 
than the BI loss, then the co-insurance 
penalty does not apply. This is incorrect, 
since the insurance in force and the in-
surance required are both determined on 
an annual basis, whereas a BI loss may 
relate to a period of time that is less than 
a year. 

An apples-to-apples comparison must 
be made between the BI loss and the 
limits of insurance. As such, the proper 
methodology is to calculate a rate of 
recovery, based on the insurance in force 
and the annual insurance required (the 

conjunction with a BI claim. In addition, 
extra expense coverage is often confused 
with an increase in the cost of working, 
which is included in the standard prof-
its form and is subject to co-insurance. 
Further, an increase in cost of working 
is also assessed on a mitigated recovered 
loss basis, which requires the insured to 
reduce its profits loss by an amount in 
excess of the increase in cost of working. 

For these reasons, it is often thought 
to be included with BI coverage. How-
ever, extra expense coverage is a separate 
stand-alone coverage and is not subject 
to any co-insurance requirements. 

Co-insurance is a complex compo-
nent of BI losses and miscalculating the 
insurance required can have a signifi-
cant impact on a claim for both the in-
surer and the policyholder. Professional 
advice may help with ensuring that the 
proper insurance required is calculated, 
the policyholder is indemnified for the loss 
and an equitable outcome is achieved 
for all parties involved.    

The most common 
mistake made in claims 
when ordinary payroll 
coverage is purchased for 
a specified period is that 
it is not included as an 
insured standing charge 
in the calculation of 
annual defined gross profit 
(insurance required).
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We’d like to introduce Can-Sure’s new downtown Toronto office.  It’s where you’ll find the industry’s 
best insurance products, truly exceptional service, and underwriters committed to finding creative 
solutions that help YOU WIN!  Give us a call and experience the Can-Sure difference!

Your insurance solutions  
live RIGHT HERE!

Can-Sure Underwriting
56th Floor, First Canadian Place,
100 King Street West,
Toronto, Ontario M5X 1C9
Tel: 416-342-1880
Email:  info@can-sure.com

Property | Casualty | Construction | Inland Marine | Professional | Environmental | Hospitality      www.can-sure.com

CDN UW New Toronto Office Sept 17 2015.indd   1 9/17/2015   12:34:01 PM
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Digital’s Essence

Sorry, Marshall McLuhan. The medium is not the 
message — not any more, not now that media 
are omnipresent, intermingled and interchange-
able. Communication is no longer defined by its 
format; the message’s medium is, in fact, some-
times almost incidental. 

The essence of the message has become ev-
erything, and recipients may expect that content 
to be delivered in multiple formats, with core 
meaning consistent throughout various avenues 
of access. For the insurance industry, the necessity 
of providing “omni-channel” communication 
through manifold media differs from traditional 
approaches. The digital world has created unprec-
edented possibilities for assembling and exchang-
ing messages. 

From the masses of available data, insurance 
providers must distill meaning useful to their 
customers, and deliver it on those customers’ 
terms. Consumers expect processes to serve them, 
following preferences that they define, and that 
may vary from day to day. 

When interacting with customers, brokers 

must be able to alternate smoothly between an 
array of different mechanisms: in person, over 
the phone, through traditional letters, or via 
email, chat, social media, secure email alterna-
tives or in a digital vault.

DIFFERENTIATING BROKERS 
With this change comes opportunity, and a fresh 
chance for brokers to differentiate themselves 
from competitors and demonstrate the exclu-
sive aspect of their services. Careful planning is 
needed to ensure that when brokers include new 
media in their communications strategies, their 
responsibilities of meeting customers’ insurance 
needs are still fulfilled. 

Indeed, in 2013, the International Association 
of Insurance Supervisors singled out, as one of 
its key insurance principles, the special ability 
and responsibility offered by intermediaries to 
promote consumers’ financial awareness. 

In a world where providing appropriate cov-
erage and counsel can be increasingly complex, 
consumers still have the same or even a height-

Brenda Rose  
Vice President  
and Partner, 
FCA Insurance 
Brokers, and 
Technology 
Champion, 
Insurance Brokers 
Association of 
Canada
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The digital world has created unprecedented possibilities for 
assembling and exchanging messages. Brokers must be ready  
to provide “omni-channel” communication to meet customer 
wants on their terms in this new digital world.
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leverage data within brokers’ existing 
systems, and allow customers to carry 
out activities such as accessing their 
own records, requesting changes, 
submitting claims or interacting with 
their licensed advisor;

•	 customer	service	options	delivered	to	
mobile devices to address on-the-go 
situations such as producing an auto 
identification or coping real-time with 
a loss situation; 

•	 online	tools,	ranging	from	simple	file	
sharing to elaborate data collection 
and analysis applications, for col-
laboration with customers on risk or 
claims management; 

•	 practical	 website	 enhancements	 for	
two-way electronic communication, 

such as chat functionality, message or 
form submit options, or electronic 
payment capabilities;

•	 analytics	 and	 data	 mining	 tools	 that	
allow brokers to better anticipate 
clients’ needs; 

•	 diversified	 outreach	 via	 a	 range	 of	
social media platforms to access both 
existing and prospective customers;

•	 targeted	 search	 engine	 optimization	
strategies, paid or organic, to better 
connect with audiences interested in 
specific information; 

•	 online	 quote	 and	 compare	 engines,	
for either personal or commercial 
lines, framed by options for request-

ened need for security; from their bro-
ker advisors, they still need an array of 
options, objective advice and unbiased 
advocacy. 

At the same time, however, consum-
ers now expect to access those deliver-
ables online, or via any other common 
communications means, depending on 
their preferences of the moment. Speed 
and convenience are required, but with-
out compromising the quality of the 
broker’s professional advisor services.

Regulators have also reinforced the 
principle that consumers dealing with 
insurance in a digital context are still 
entitled to the same security and pro-
tection they have hitherto enjoyed. The 
Canadian Council of Insurance Regula-
tors’ Position Paper on Electronic Commerce, 
released in 2013, reminded the industry 
that some fundamentals are constants. 
Providers are responsible for empower-
ing consumers by doing the following:
•	 providing	them	with	the	information	

needed, in a timely and comprehen-
sive way; 

•	 providing	 them	 with	 access	 to	 a	
suitable level of advice, taking into 
account, among other factors, the 
complexity of the product; and

•	 making	them	aware	of	the	importance	
of advice.

DETERMINING POSITION
Brokers are well-positioned to satisfy 
these expectations, as within the context  
of a brokerage’s digital presentation, 
access to advice or support is continuous 
and omnipresent. Whether the media is 
mobile or in person, over the phone or 
online, information can be enriched by 
the brokers’ additional recommendations, 
answers to questions, and comments 
regarding alternatives. 

Whereas a few years ago digital op-
tions were limited, and very costly, now 
broker principals have a multitude of 
choices for expanding communications 
for both sales and service. Some new tools 
brokers are implementing to digitally 
deliver their services are as follows:
•	 customer	web	portals,	arranged	through	

broker management system suppliers 
or other independent vendors, which 

ing advice; and 
•	 online	facilities	for	binding	coverage,	

including fulsome comparisons and 
explanation of various options.
The various approaches aim to digi-

tally deliver on brokers’ own value prop-
osition. Sherif Gemayel, president and 
founder of SharpMobile.ca, speaks of 
how he moved to “close the gap” between 
traditional broker service offerings and 
rising expectations, introducing a mo-
bile app product that allows brokers’ 
customers access to their account infor-
mation and other real-time functions, 
such as claims reporting. 

Similarly, Bullfrog Insurance chair-
man John Belyea says his company has 
launched an online commercial facility. 
“The whole idea… is to educate the con-
sumer as to what is and isn’t covered, 
and allow them to evaluate between the 
offerings of each insurer,” Belyea notes. 

Basic product information on various 
insurers’ products is part of a broker-
age’s offer of options and suggestions, 
while a live, licensed representative is 
still available to provide objective com-
ments and advice.

IDENTIFYING BEST FIT 
Of course, no two broking operations 
are exactly alike, each having its own 
audience of existing and prospective 
customers. Every brokerage must now 
strategically select which modes of elec-
tronic communication will best serve 
its clientele. 

Just as current telephone systems or 
in-person calls are configured differently 
for different operations, personal lines-
focused brokerages may deem social 
media blogs and forums to be important 
investments, while large program clients 
of a commercial lines brokerage may 
judge risk management tools or access to 
certificates more worthwhile. 

A key factor, too, is that brokerages are 
incorporating the new communication 
channels alongside traditional formats, 
and offering customers the choice as 
to how they interact at any given time. 

Operational creativity is needed when 
introducing flexibility into sometimes-
entrenched processes, even while best 
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bilities within all messaging, both bro-
kers and insurers can avoid much wasted 
effort and confusion.

Further capabilities will develop, no 
doubt, as the base cost of data technolo-
gies is driven down and non-proprietary 
application program interfaces become 

commonplace. Data is ever more available 
and fast becoming an open market, and no 
customer will accept being held hostage by 
organizations	hoarding	their	information.	

At the same time, and especially with 
the updates to Canada’s privacy legisla-

practices still require that all exchanges, 
in whatever form, be documented for 
later reference and errors and omissions 
protection.

Critical for brokers’ full success is 
collaboration with insurers, who are 
making their own forays into the digital 
environment. Insurer support in facili-
tating smooth access to current policy 
information and the rating algorithms 
resident in insurer systems is essential 
to creating the useful communications 
consumers expect. 

This summer, the Insurance Brokers 
Association of Canada, in publishing its 
Broker-Insurer On-Line Collaboration document, 
articulated clear service definitions that 
highlight the benefits of brokers’ and 
insurers’ providing complementary ser-
vices, as opposed to disadvantaging the 
consumer by working at cross-purposes. 

By	 recognizing	 the	 essence	 of	 their	
role as either product manufacturer or 
consumer’s representative, and consis-
tently respecting the resulting responsi-

tion this past year, there will be renewed 
focus on how responsibly the industry 
uses consumers’ information.

Three and four generations ago, com-
munications were transformed when the 
telephone was first universally adopt-
ed, and businesses learned to leverage 
its capacities. Today, here in Professor 
McLuhan’s Global Village, another, even 
broader transformation is under way, 
requiring businesses to take their com-
munications beyond the innumerable 
media by which they are carried, and 
tailor both the form and content to the 
individual recipients. 

Along with other industry stakehold-
ers, brokers are in the midst of adapting 
their services to include new expectations, 
even while staying true to the essential 
unique benefits they offer. 

Ultimately, it is consumers who will 
determine the success of the commu-
nications transformation, as they judge 
the value they continue to derive from 
their broker partnerships.    

Whereas a few years ago 
digital options were limited, 
and very costly, now broker 
principals have a multitude 
of choices for expanding 
communications for both 
sales and service.

inquiries@tottengroup.com 1.888.868.8367 www.tottengroup.com

mailto:inquiries@tottengroup.com
http://www.tottengroup.com
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Ride-sharing is here to 
stay. Consumers have 
demonstrated by their use 
that they are interested in  
such services, but may not  
be fully aware of the risks  
and current gaps in insurance  
coverage. Broker advice can 
help fuel a more protective 
ride as these services shift 
into the next gear.
Ride-sharing is clearly growing in popularity. 
In fact, issues related to ride-sharing seem to be 
changing so quickly and regularly that it would 
be safest to consider the following views to be 
as of September 24, 2015.

Despite the growing popularity in ride-sharing, 
though, questions remain around the breadth 
and insurance coverage available when it comes 
to protecting consumers. Riding shotgun, brokers 
are in an enviable position to lead the insurance 
conversation that needs to happen with consum-

ers. Consumers are using ride-sharing services 
more and more, but may not be fully versed on 
all the facts.

Those facts include the following:
1. ride-sharing is popular with consumers in 

many parts of Ontario, not just in large urban 
centres like Toronto;

2. there are insurance gaps for ride-sharing driv-
ers and passengers in the province right now;

3. consumers are unaware of their insurance 
gaps, their risks and limits, whether they are 
drivers or passengers; and 

4. brokers, who serve as the conduit between 
insurance companies and consumers, must 
help drive awareness. 

UBER, PLUS MORE
There are many ride-sharing programs in the 
Ontario market today, but the brand attracting 
the most controversy and attention is Uber. An 
important point to clarify, however, is that not 
all these “Ubers” are the same. 

Uber is a technology platform, and various 
iterations of the technology’s use are available 
in Ontario. Uber Taxi and Uber Black are two 
examples of the Uber brand, neither of which 

Driving
Awareness

Traci Boland 
First Vice 
President, 
Insurance Brokers 
Association  
of Ontario
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By providing consumers 
with convenient and 
cost-efficient access to 
resources without the 
financial, emotional 
or social burdens or 
ownership, popularity  
with the service runs  
high. But so does  
insurance exposure.

COVERAGE IS AVAILABLE TODAY 
As of September 24, 2015, just one 
insurer has publicly expressed interest 
in exploring coverage related to Uber. 
Ontario brokers look forward to learn-
ing more about the company’s coverage 
solution. 

That said, no insurers as of September 
24, 2015 (either broker-driven insurers 
or direct/agent-driven insurers) have 
filed rates with the Financial Services 
Commission of Ontario. A commercial 
facility taxi policy is all that is available 
for UberX drivers to ensure that they 
are properly protected.

BROKERS MUST LEAD AWARENESS
The sharing economy has disrupted 
mature industries, such as hotels and 
automotive, and now taxi services. By 
providing consumers with convenient 
and cost-efficient access to resources 
without the financial, emotional or so-
cial burdens or ownership, popularity 
with the service runs high. But so does 
insurance exposure. 

When considering the value of a bro-
ker’s advice, consider this line of thought: 
the economy is on the tipping point of 
change and with questions about insur-
ance coverage increasing in step with 
this economic shift, brokers can help 
provide advice and answers to ensure 
appropriate coverage is extended.

As ride-sharing and other sharing 
economy industries continue to grow 
in popularity, brokers can seize the op-

applies to the insurance risk concerns 
often discussed and that seem to make 
the headlines. A very important distinc-
tion is that it is UberX that should be 
the root of the industry’s focus. 

UberX is the ride-sharing service that 
matches riders with independent drivers 
who use their own personal vehicles. 
These independent drivers are not 
trained, licensed or insured profession-
ally to do so. 

WHY THE CONFUSION?
Consider the message posted on Uber’s 
website regarding becoming a driver of 
UberX:

Do I need a special insurance policy to 
drive with Uber? 
• No. Your personal insurance policy is 

all you need. Please make sure you 
carry the appropriate insurance to 
cover your liability to other parties 
(liability insurance), damage to your 
vehicle (optional collision insurance) 
and injury to yourself (health insur-
ance). If you are unsure about your 
coverage, check with your insurance 
provider. 
Am I covered for third-party liability 

by a commercial insurance policy? 
• Yes. You are covered by commercial 

auto liability insurance for ride-share 
drivers, which protects you against 
third-party liability both during an 
Uber trip and while you are waiting 
for a ride request through the Uber app.

THE REALITY
Uber, the company, has insurance in 
Ontario protecting the commercial en-
terprise of Uber. Its insurance policy is 
not designed as primary coverage to be 
extended to the company’s drivers or 
passengers of the UberX experience. 
The primary insurance coverage must 
be absorbed by the drivers’ personal 
auto policies.

Therein lies the dilemma. Current 
personal auto policy wordings today in 
Ontario exclude coverage when a pri-
vate passenger vehicle is being used as 
a taxicab. To be clear, an UberX driver’s 
personal insurance policy is excluded/
void when driving for UberX. 

portunity to showcase their value: in-
form the public; educate consumers on 
their options; and advocate for coverage 
from the insurers. 

Informed advice will prove all the 
more important as these shifts in eco-
nomic norms continue to unfold.

BUILD NEW PROCESSES
When reviewing an application, brokers 
must always ask the question: Is this 
vehicle being used to carry passengers 
for compensation?

If the answer is yes, confirm if the 
driver is collecting compensation in a 
carpooling scenario or in a ride-sharing 
scenario.
• Carpooling: This would be carrying ac-

quaintances to or from work for com-
pensation while, and only while, the 
insured driver is on his/her own way 
to or from work. For carpooling: 6A 
coverage could be an endorsement 
option on a personal lines policy; or 

• Ride-sharing: This would be a program 
comprised of companies like UberX 
that allows ordinary motorists to turn 
their personal cars into a prearranged 
transportation service in exchange for 
compensation. If the activity is deter-
mined to be ride-sharing, a facility 
policy issued with taxi rates is all that 
is available in the industry as of Sep-
tember 24, 2015. 

ADVOCATE FOR COVERAGE
There are many positives that ride-
sharing services bring to the consumer. 
The issue for Ontario brokers is not the 
business model employed by Uber and 
other sharing programs; the issue is to 
ensure proper insurance is in place to 
fill the gaps.  

Questions are also outstanding with 
respect to how taxi industry regulations 
can change to create a level playing 
field, and how insurers can assess (and 
price) the risk. 

But these unanswered questions are 
temporary, while positives that change 
brings will be long term. 

The sharing economy is here to stay. 
Brokers must be ready to respond when 
advice for consumers is required.    



Thank you to the thousands of  stars that 
make up our CARSTAR universe — our 
franchise, insurance and vendor partners, 
and our employees for helping us achieve 
Gold status.

Over 200 locations nationwide | carstar.ca

http://www.carstar.ca
http://www.carstar.ca


36 Canadian Underwriter October 2015

“Mass personalization” has become a distinct trend in sectors 
ranging from retail to manufacturing to e-commerce. Today’s 

consumers increasingly expect companies to tailor offers,  
products and pricing to their unique situations and preferences. 

Property and casualty insurers in Canada are slowly finding  
ways to tap into the power of personalization.

CRAIG HARRIS

The Power of One
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L indsay Lohan and Bryan Cranston 
may seem like odd choices for an insurance marketing campaign. But, respec-
tively, the actress, known for her legal and substance abuse troubles, and the 
actor, best recognized as the high school chemistry teacher turned crystal meth 
dealer in television’s Breaking Bad series, featured prominently in Esurance’s “Sorta 
Me” advertising blitz that kicked off during last February’s Super Bowl. 

The United States-based provider of online insurance explains how the com-
mercials, which portray Lohan as a “soccer mom” and Cranston as a “pharma-
cist,” dovetail with its “CoverageMyWay” product offering. 

“We’re helping make sure you only pay for what’s right for you, not someone 
sorta like you,” the company notes on its website. “Using smart technology, 
complex algorithms and more than a little secret sauce, ‘CoverageMyWay’ is 
intuitive technology designed to help prioritize your coverages.”

The same principle applies to Progressive Insurance’s “Rate Suckers” national 
marketing campaign, originally launched in 2013, with a second round of ads 
starting in April 2015. In touting its telematics solution, Snapshot, the company 
is also encouraging consumers to pursue a “more personalized rate” and elimi-
nate subsidies to bad drivers.

“Insurance companies commonly price consumers by comparing them to 
drivers with whom they share basic characteristics, like age, gender, driving 
history or vehicle year, make and model,” the company states in its ad launch 
press release. “These factors fail to capture the individual driving habits that are 
most predictive of insurance losses.”

What the two ad blitzes have in common is the use of data analytics to indi-
vidualize rate and product offering. More than that, they represent an attempt 
to break through stodgy profiles and pigeonholed demographic groupings that 
lump individuals into broad rate classification categories. In short, they offer 
clients what amounts to, or at least feels like, a personalized experience. 

This is a sharp lesson learned from the retail and online space — what many 
refer to as the “Amazon effect” of hyper-personalized product and service rec-
ommendations based on distinct individual profiles.
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“Traditionally, insurance companies 
would focus on location or demo-
graphics alone and market products to 
all prospects in that segment,” Rohian 
explains. “Customers expect more now. 
We need to factor in structured social 
data, prospect demographics and behav-
iours to create community and personality 
profiles,” he adds.

LEARNING CUSTOMER BEHAVIOUR
“One of the first opportunities for 
insurers is to learn from customer be-
haviour, more so than they have in the 
past, which has mostly related to elas-
ticity of demand or how they react to 
price increases,” suggests Pierre Lepage, 
KPMG’s partner and business leader, 
P&C Insurance Actuarial. “That learning 
could be along the lines of how cus-
tomers want to buy, what products they 
want and how they want to be commu-
nicated with,” Lepage points out.

BIRTH OF MASS PERSONALIZATION
“The web-based companies, like 
Amazon, represent the first era of where 
(mass personalization) started,” says Carl 
Lambert, vice president of property and 
casualty national business intelligence 
for The Co-operators Group Limited. 
“Many others, like banking and insurance, 
realized they needed to go this route. 
It is no longer siloed by industry; now 
those techniques are being discovered 
and used across sectors,” Lambert says.

Indeed, the trend has spilled rapidly 
into retail and manufacturing. A July 
2015 study by Deloitte shows that 
36% of surveyed consumers report-
ing interest in personalized products 
or services. In addition, 22% of polled 
consumers are happy to share some 
personal data in return for a personal-
ized offering or service.

“Businesses have not only developed 
the capabilities to measure specifically 
what each individual consumer wants, 
they are now also in a position to link 
their processes and resources to provide 
it through advances in manufacturing 
and distribution technologies,” reports 
Mukul Ahuja, a senior manager with 
Monitor Deloitte, who focuses on the 
p&c insurance sector.  

To date, the Canadian p&c insurance 
market has not witnessed any splashy 
marketing campaigns related to mass 
personalization. However, sources say 
that there is work going on quietly be-
hind the scenes. 

“Mass personalization presents the 
opportunity to converge the advances 
in analytics in individualized pricing 
with simplistic coverage selections for a 
unique purchasing experience,” says Chris 
Van Kooten, Economical Insurance’s 
chief underwriting officer. “Insurance 
providers can produce a more unique 
offering where people can build their 
own tailored insurance package,” Van 
Kooten reports. 

“Predictive personalization is the new 
norm,” observes Hashmat Rohian, AVP 
of R&D, Innovation at Aviva Canada in 
the 2015 white paper, The Role of Analytics 
in Canada’s Insurance Markets, published by 
FC Business Intelligence. 

“Mass personalization will be one of 
the key strategies for insurers to win 
in (a) changing market landscape by 
allowing them to become more price-
competitive and accurate, deliver a dif-
ferentiated value proposition to custom-
ers beyond price and create customer 
stickiness (through) incentives for cus-
tomers to stay loyal,” Ahuja suggests.

Specifically, some insurers say that 
mass personalization strategies can yield 
benefits in products, pricing and an 
improved customer experience. 

Lambert cites the example of private 
overland flood insurance, which The 
Co-operators launched in Alberta this 
past May. His business intelligence team 
did much of the research, tapping into 
hydrology models, elevation databases 
and location intelligence. 

“We know we are not the only ones 
to offer flood insurance, but we realized 
early on that you can’t have the same 
price for whole streets or communities 
— you need to have a lot of personal-
ization,” Lambert says. “In our company, 
we could not have done flood insurance 
10 years ago.”

When it comes to personalized pre-
miums, he observes that insurers have 
made steady progress in using multi-
variate rating (how multiple variables, 
such as age, car or location, interact) and 
optimal pricing. The latter builds differ-
ent components in pricing, including 
profitability, closing ratios and retention. 

That said, Lambert notes, “lifetime 
value” is becoming more of a trend in 
the insurance world. “Lifetime value in-
cludes what products the client will buy 
in the future. This involves predictive 
analytics and it is very personalized,” he 
comments. “The banks are using this; 
now it is coming to insurance. There is 
a lot of attention being paid to it.” 

Lambert cites the hypothetical scenario 
of two university students. Both are in 
fourth year and want to buy a tenant’s 
policy for $300 of premium in return for 
$15,000 in coverage, “We will certainly 
not make money; these are not profitable 
risks,” he explains. “But maybe one of 
them is applying to medical school and 
will become a doctor. In five or so years, 
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insurers is to learn from 
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KPMG’s Pierre Lepage.
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“Next Best Action” or “Next Best Offer” 
strategies. These automatically consider 
the range of different options available 
to a certain customer, based on prefer-
ences, interests or needs, and suggest 
the best action.

“When you download music, for ex-
ample, the iTunes store suggests music 
that is personalized for you based on 
what you have previously purchased,” 
Lambert points out. “In insurance, I don’t 
think we have done a good job of that 
in the past. But there is a lot of work in 
this area now; there is some low-scale 
implementation around that.”

This technique must involve business 
rules, such as notification of a client 
lifestyle change (for example, son or 
daughter is turning 17 and starting to 
drive), predictive analytics based on 

that person will likely have a car, house 
and more goods to insure. That is used 
as a the future lifetime value.”

Pricing and product development are 
aspects of mass personalization, but 
some sources argue these components 
do not go far enough. 

“From a rating perspective, the indus-
try is becoming more granular, rating 
individual risks at a unique level by us-
ing more variables so that two people 
with different risk profiles receive price 
points that reflect their individual char-
acteristics,” Van Kooten comments. 

“Such pricing segmentation is great 
for insurance companies and results in 
better pricing for the majority of con-
sumers, but fails to unleash the true val-
ue of mass personalization to improve 
customer experience and engagement,” 
he suggests.

“If you describe personalization as 
micro-segmentation, or getting the 
right price to the right person, we are 
certainly getting to that in the insurance 
industry,” Lepage concurs. “But think-
ing more broadly, what we are really 
talking about when it comes to mass 
personalization is transforming the cus-
tomer experience at an individual level. 
If that is the case, in my mind, we are 
just at the beginning of it,” he says.

INDIVIDUALIZING THE EXPERIENCE
Building a better individual customer 
experience can mean a lot of things to 
insurance companies — more relevant 
offerings, targeted communications, even 
non-insurance services that make peo-
ples’ lives easier. 

“The industry has been very focused 
on a push distribution structure where 
we prepackage insurance offerings and 
give choices among those packages with 
different price points,” observes Van 
Kooten. “We haven’t done a good job 
at responding to what consumers want 
versus what we want to make available 
to them to buy, how customized that 
offering needs to be and what kind of 
experience people want around their 
purchase,” he suggests. 

In terms of relevance of offerings, some 
insurers point to the proliferation of 

past interactions and transcripting of 
outcomes (for example, client did or 
did not buy) into data models, Lambert 
explains. “So, you had a prediction, 
you made an action and then you ana-
lyzed the outcome and then potentially 
changed the way you interacted with 
the client based on that outcome.”

More frequent, more relevant custom-
er communication is another critical 
feature of mass personalization, sources 
say. “Today, insurers’ touchpoints with 
desirable ‘safer’ customers are limited 
to sales and renewal, and the value of 
customer experience perceived by those 
customers over price can be limited,” 
Ahuja says. “Creating models to interact 
with and create unique customer expe-
rience throughout the policy lifecycle 
will be key to bridge this perception 
gap,” he adds.

In a 2014 global consumer insurance 
survey, consulting firm EY found “low 
levels of satisfaction” with insurance 
communications in North America, 
which “were consistently subpar across 
products and key channels. 

The implication is clear: insurers, brokers 
and agents are falling short in meeting 
demand for high-quality and relevant 
communications.”

For those insurers that pursue targeted, 
personalized communications regularly 
with clients, the potential payoffs are 
huge, EY reports. 

“The opportunities associated with 
communications are strategic and essen-
tial to boosting customer-centricity,” the 
study notes. “Communications must be 
measured not by their ability to provide 
basic information, but rather in terms of 
their ability to strengthen relationships. 
The ultimate payoff will come through 
reduced turnover and improved up-sell 
and cross-sell performance (and poten-
tially large cost savings).”

Yet another aspect of personalized 
experience for insurance companies is 
provision of non-insurance “concierge” 
services, whether in collaboration with 
a third party or on their own. 

“The proliferation of connected devices 
only adds to the push for personalization,” 
Erik Sandquist, a managing director in 
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“Advanced data warehousing and 
business intelligence are important 
prerequisites that many insurance com-
panies are still grappling with,” Ahuja 
maintains. “Insurance companies need 
to have a single view of the customer, 
consolidating all the information that 
the insurance company has about him 
or her,” he recommends.

Insurers also require sophisticated 
data analytics that drive business insights 
into customer behaviour, giving them 
the ability to make targeted offerings 
in real-time.

“Analytical models require large volumes 
of data to be predictive of behaviour,” 
Van Kooten says. “For mass personal-
ization to be effective, you require data 
beyond traditional insurance attributes, 
such as the person’s preferences for 
frequency and type of interaction, how 
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Accenture’s insurance practice, notes in 
a blog. “Connected devices can enable 
insurers to understand their customers’ 
preferences, habits and contexts — what 
their daily lives look like, and by exten-
sion, the types of insurance and related 
services and products that fit their lives.” 

In fact, personalization may even be 
able to transform insurance from a reluc-
tant, “have to buy it” product to part of a 
lifestyle convenience decision, Sandquist 
writes. “Tailored, relevant marketing 
communications can also help change 
the perception that insurance is a com-
modity product, and reposition it as part 
of a hub of services that assists people 
with their day-to-day lives,” he adds.

A 2015 Accenture Digital Innovation Survey 
found 61% of U.S. insurers have added, 
or are considering adding, non-insur-
ance products to their customer offer-
ings, including loyalty rewards (66%), 
home services (63%), lifestyle-based 
services (56%) and services related to 
motoring needs (53%).

If insurers fail to deliver the right ex-
perience for customers, consumers 
can take matters into their own hands. 
That is exactly what has happened in 
other countries, as Lepage points out. 
Peer-oriented insurance groups, such 
as Bought By Many and Guevara in the 
United Kingdom, and Friendsurance in 
Germany, represent different approaches 
to traditional insurance. 

“These are customers banding togeth-
er through communities that depend on 
one another, not formed by someone 
else,” Lepage points out. “They are de-
signed to gain leverage, obtain rebates 
or address coverage issues they have in 
common. You can see with social media, 
there are players that can take advantage 
of this opportunity,” he adds.

TECHNOLOGY AS DRIVER
Behind a more personalized custom-
er experience is technology, long the 
Achilles heel of the legacy-based insur-
ance industry. 

Sources contend one of the necessary 
preconditions for mass personalization is 
a singular view of the customer — and a 
flexible data warehousing strategy. 

they want to make payments and hours 
they spend at work versus at home,” he 
goes on to say.

“Data analytics plays a huge role in 
extracting business insights from the 
huge amounts of data that companies 
have,” Ahuja contends. “Predictive ana-
lytics is key in understanding what the 
past history of a customer means in 
terms of future insurability,” he adds.

“Much of the actuarial tables and rating 
factors that have been central to insur-
ance will need to change to reflect the 
amount of information that is now 
available,” Ahuja comments. 

While technology can be daunting, 
Lambert notes that existing and open 
source tools are available to insurers. 
“The technology exists today to do a great 
many things,” he says. “There is a lot of 
software that is, in fact, free, for indi-
vidual users. Tableau and MicroStrategy 
are two examples, as well as the Titan 
Toolkit for text analytics.”

Lambert offers an example of what could 
be done today on a highly personalized 
level when it comes to driving. Assume 
an insurer had customer consent and 
understood that this person drove the 
same or similar route to work every 
morning at approximately the same 
time. Through transportation ministry 
live databases, the insurer could track 
traffic patterns and inform the client of 
any accidents or delays, even suggesting 
an alternate route.

“That is feasible right now; we have 
the technology to do that, but we are 
not doing it,” Lambert says.

ROADBLOCKS TO 
PERSONALIZATION
That brings up an interesting question 
about the challenges of mass person-
alization. A top concern for Lambert is 
security of data and consent.

“There is confidential data and it is 
very sensitive,” he says. “We cannot do 
something that the client is not aware 
of and has not agreed to. Even if we do it 
for them, we have to be clear and it has 
to involve consent. There are so many 
companies that have had problems with 
data breaches.”

“Advanced data 
warehousing and 

business intelligence are 
important prerequisites 

that many insurance 
companies are still 

grappling with,” reports 
Mukul Ahuja at Monitor 

Deloitte. “Insurance 
companies need to 

have a single view of the 
customer, consolidating 
all the information that 
the insurance company 
has about him or her.”
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Another, perhaps related, concern is 
trust and the willingness of consum-
ers to share personal information with 
insurers. EY reports that only 56% of 
polled Canadian consumers trust their 
p&c insurance company, a level lower 
than that of banks, online retailers, su-
permarkets or auto manufacturers.

“We know we can improve our offer-
ings and overall social benefit, but we 
can’t ignore that the industry doesn’t 
hold a high level of consumer trust,” Van 
Kooten notes. “We need to chip away at 
that to earn the respect of the people 
we serve as well as our regulators by 
consistently putting our customers first. 
If the industry can be more transparent 
as to why additional information is be-
ing sought, we’ll be capable of creating 
a mass personalization effect,” he says.

Another very real hurdle to mass per-
sonalization is the insurance regulatory 
environment. In many provincial auto 
insurance systems, a rigid rate and file 
system does not allow for the flexibil-
ity needed in micro-segmentation and 
product or price customization. 

“If there is something that we would 
like to do and clients would like to see 
it, there is a strong chance we cannot do 
it, especially in the auto insurance mar-
ket,” Lambert says. “The regulators have 
a right to say no, and we have to comply 
with the regulations. But if you think 
about 10 years ago, regulators were not 
as open about telematics — now they 
are,” he reports.

Then there are the recurring challenges 
with existing legacy systems and their 
inability to keep pace with the real-time 
demands of mass personalization. 

“The current issues that a lot of in-
surance companies are trying to tackle, 
especially in Canada, is one of the un-
derlying IT infrastructure,” observes 
Ahuja. “Many of them are still trying to 
modernize their IT systems, which is 
a prerequisite to becoming more agile 
and do ‘mass personalization’ in a fast 
and cost-efficient way,” he notes. 

Issues such as legacy systems and reg-
ulations are not unsolvable problems, 
Lambert argues. He says he thinks that 
the bigger obstacle is cultural change. 

“The risk is that the culture of some 
companies is based on the old ways of 
doing things,” he suggests. “The new 
way is not the same. For example, when 
you talk about predictive analytics, 
the model cannot exist for more than 
three months. So we need a mindset 
change. Some companies have made 
this change; many have not.”

Several sources say that this change 
has to come for insurers for one simple 
reason — consumers are driving it.

“Personalization as a trend has evolved 
significantly driven by customers who 
want to be treated as individuals and 
not just as a profile,” says Rohian. “They 
expect us to have a holistic view of them 
and look at both internal and external 
data to get to know the next best action 
for them,” he reports.

Some perceive that insurers are slow-
ly moving in this direction. “I think 
the culture in insurance companies 
has started to change over the last five 
years, where they previously viewed 
clients going through their filters to 
contact them and they determined 
whether the customer deserves what 
is being offered — that was the old 
view,” Lepage says. 

“Now, companies look at making 
products tailored to clients, not treat 
them all as categories and really devel-
op a culture that is client-focused and 
customer-centric,“ he adds.

While the era of mass personaliza-
tion may be prevalent in other indus-
tries, many insurers still see it in the 
early stages for the p&c industry. 

“In the medium-term, I think that 
mass personalization will be a reason-
able reality in the industry. Insurers 
will respond to the fact that people 
see themselves as individuals and not 
groups of people,” suggests Van Kooten. 

“It’s the convergence of price, prod-
uct and purchasing process that will 
create an experience, very much like 
people have with other industries 
where they can buy what they want, 
when they want, and how they want, 
and be able to manage the price point 
they are seeking,” he concludes. 

In other words, “sorta me” will no 
longer be good enough for the mod-
ern insurance consumer in the age of 
mass personalization. 

“If there is something that we would like to do and clients 
would like to see it, there is a strong chance we cannot do it, 

especially in the auto insurance market,” says  
The Co-operators’ Carl Lambert. “The regulators have  

a right to say no, and we have to comply with the regulations.” 
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Taxing
Circumstances

Because capital gains exemptions are not granted 
for intergenerational transfers, it ends up being 
more financially advantageous to sell the busi-
ness to a non-family member. In addition to 
putting growing numbers of brokerage firms 
out of business and fuelling job losses, this situ-
ation could lead to economic decline in certain 
Quebec regions. 

But there is some good news: recently tabled 
Bill C-691, An Act to amend the Income Tax Act (business 
transfer), if adopted, might reverse the situation.

Although this trend is disturbing for the bro-
kerage industry, it is equally disturbing for all 
small and medium-sized enterprises (SMEs) in 
Canada. The federal Income Tax Act applies equally 
to all businesses wishing to carry out transfers 
between related persons. The problem, as Quebec 
brokers see it, is that the legislation is overly rigid 
when it comes to intergenerational transfers.

Capital gains exemptions are currently not 
granted in the case of intergenerational business 
transfers, even though the exemption is signifi-
cant and can potentially amount to $813,600. 

For example, if a brokerage owner wants to 

sell the business to one of his or her children 
(rather than to a non-related person), the owner 
could be penalized to the tune of several thou-
sand dollars. 

WHICH IS THE PREFERRED OPTION?
Within the insurance brokerage industry, family 
succession is still the preferred means of ensuring 
future business viability. Unfortunately, indi-
viduals wishing to hand the torch to the next 
generation often find themselves in a highly dis-
advantageous tax position.

Which option is a broker likely to choose: 
selling to a non-family member while qualify-
ing for a capital gains exemption of as much as 
$813,600, or transferring the business to a child 
with zero capital gains exemption?

Brokers probably never asked themselves that 
question before, so their answers may well come 
as a surprise, particularly if, like many business 
owners, the broker in question needs this tax 
exemption to fund his or her retirement.

Whenever brokers face a dilemma of this kind, 
things tend to get complicated. Many business 
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Opinion/Analysis

The current tax policy governing intergenerational 
business transfer is a clear disadvantage for brokerage 
firms. Quebec’s broker channel maintains, however, that 
draft federal legislation offers the promise of levelling  
the playing field for brokerages across the country.



Il
lu

st
ra

ti
on

 b
y 

D
av

e 
W

ha
m

on
d/

th
re

ei
na

bo
x.

co
m

Open minds. 
Understand Risk.
“Cyber exposures continue to evolve at a fast 
pace and it is important that we challenge the 
status quo when assessing risks.  At Sovereign, 
we understand the importance of looking 
beyond offering coverage for a cyberattack 
alone.  I encourage my team to be empowered, 
proactive and intentional when partnering with 
our brokers and insured’s to create structures 
for both risk mitigation and claims handling. 
We look at each account individually and keep 
an open mind to the various classes facing the 
technology segment. Our aim is to empower our 
broker partners with knowledge and innovative 
solutions to enhance their ability to meet client 
needs now and into the future.”
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With business transfers to 
family members, the federal 
government offers very little 
support, this despite Ottawa 
persistently describing 
SMEs as the cornerstone  
of Canada’s economy and 
as drivers of job creation. 
But depriving companies  
of financial support in 
this way clearly hampers 
economic output, not only 
in Quebec, but nationwide.

The brokerage industry’s economic 
impact is real and continues to grow. 
The September 23, 2015 issue of Journal 
de l’assurance reported more than 40 firms 
have been sold or merged in the broker-
age industry since January 2014.

For the most part, these businesses 
were transferred to non-related persons 
as a result of the constraints imposed 
by the current tax regime. The issue of 
intergenerational business transfers is, 
thus, of great importance.

There is no doubt that the broker-
age industry will be in serious trouble 

owners have had to make such a choice: 
it is not only difficult and unjust, but 
also, in most cases, heartbreaking.

NEED FOR CONSISTENCY
There is, in fact, a way to carry out an in-
tergenerational transfer without having 
to pay a high penalty. However, business 
owners choosing this option will end 
up embarking on a long and complex 
process that requires the involvement of 
a tax specialist.

For owners of larger SMEs, this pro-
cess is worth the effort. But for small 
businesses — many of which have an-
nual revenues of less than $5 million — 
it is not a good idea to hire a tax special-
ist. In fact, it may be a non-starter since 
the gains obtained may end up being 
used to pay the specialist’s fees. 

Since this option is not beneficial to 
most business owners, selling to a non-
family member is much more profitable. 
Unfortunately, that is the conclusion 
that many brokerage owners come to, 
mainly because they are deeply discour-
aged by Canada’s tax policies.

With business transfers to family 
members, the federal government offers 
very little support, this despite Ottawa 
persistently describing SMEs as the cor-
nerstone of Canada’s economy and as 
drivers of job creation. But depriving 
companies of financial support in this 
way clearly hampers economic output, 
not only in Quebec, but nationwide.

QUEBEC’S SITUATION 
Here in Quebec, the brokerage industry 
is a prime example of the importance 
of small businesses and their economic 
impact. Data from Raymond Chabot Grant 
Thornton’s 2014 study of the brokerage 
insurance industry in Quebec shows 
that with annual revenues of $657 mil-
lion, the industry is largely made up of 
SMEs, with 67.5% of firms having one 
to four certified employees/owners. 

In addition, Quebec’s brokerage indus-
try supports 10,356 direct and indirect 
jobs, including some 2,300 brokers oper-
ating in regions outside the three major 
population centres (Montreal, Quebec 
City and Montérégie). 

if the federal government proves unable 
to facilitate business transfers between 
family members, particularly since the 
industry is already facing staffing and 
demographic challenges. Consider the 
fact that 50% of brokerage owners in 
Quebec are 53 years of age or older. 

This being the case, Quebec brokers 
argue the government should take con-
crete measures on an urgent basis with 
a view to facilitating intergenerational 
business transfers. There are two over-
riding goals: ensuring the future viabil-
ity of brokerage firms and safeguarding 
local jobs. 

If the government fails to take swift 
action, the situation will only get worse: 
there will be fewer and fewer firms as 
the local economy in certain regions 
begins to wind down.

COMING TO THE AID OF SMES
The adoption of Bill C-691 may well be 
the solution to this existential threat. It 
would authorize small brokerage firms 
to claim the capital gains deduction for 
intergenerational transfers.

Tabled by Liberal MP Emmanuel Du-
bourg, Bill C-691 is aimed at correct-
ing a major gap in Canada’s tax rules 
governing business transfers. Proposed 
amendments would change Section 
84.1 of the Income Tax Act to exclude 
transfers of small businesses to the chil-
dren or grandchildren of owners. In 
other words, business owners would 
receive the same tax treatment as if they 
were selling to a non-related person. 

For now, the bill offers owners plan-
ning to transfer their businesses to their 
children some hope that the government 
will take action. That hope is shared by 
the insurance brokerage industry as a 
whole.

As part of the fight against tax unfair-
ness, the change could end up saving 
certain regions from economic disaster, 
along with the entire brokerage industry.

It is definitely a step in the right di-
rection. But the draft legislation still 
must be adopted and the provinces 
must also follow suit: after all, without 
SMEs, Canada’s economy would grind 
to a halt.    
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Journey to 
Customer 
Satisfaction

The path to customer-centricity  
can present some twists 
and turns for insurers 
and brokers. A good start, 
however, is not to consider 
customers in terms of 
policies and transactions, 
but instead as distinct 
individuals with specific 
wants and needs that will 
change as they continue  
on life’s journey.
Pretty much every company, regardless of in-
dustry, now calls itself “customer-centric.” The 
problem is that few companies have a really good 
handle on what that means, because customer-
centricity can encompass so many capabilities. 

Most simply, customer-centric companies put 
the customer at the centre of their businesses, 
not their products or channels. This means com-
panies must anticipate and understand customer 
needs and respond to those needs in a way that 
is most convenient to them. 

Customer-centric companies do not think about 
customers in terms of a single transaction, but a 
series of meaningful interactions (the customer 
experience) over a period of time. This repre-
sents a shift from a company’s perception of 
what it thinks the customer wants today — for 
example, “I need insurance” — to anticipating 
what that customer may need in the future.

CLEARING HURDLES
In the property and casualty insurance industry, 
many companies are still hampered by product 
and functional silos that inhibit understanding 
this customer journey. Every insurer’s back-end 
technology infrastructure includes a tangled web 
of legacy policy and claims administration systems, 
and many companies have made big investments 
to modernize those systems to increase opera-
tional efficiency. 

But overall, the industry has not made similar 
investments in the “customer administration” 
systems that truly enable customer-centricity. Why? 
It may be that insurers often see their customers 
in terms of policies and transactions, not people 
with distinct needs or wants. 

Compounding the issue is that many insurance 
companies rely on third-party sales distribution 
networks, meaning artificial barriers are created 

Rachel  
Alt-Simmons  
Business 
Transformation Lead,
Customer Intelligence 
Practice, 
SAS
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Buzz-terms like “customer 
experience management” 
are starting to shape into 
something a little more  
real as insurers make  
more investments 
in customer-facing 
applications and decision 
engines to drive customers 
to an NBA, and in tools  
to analyze customer  
contact points (among 
these, big data, data 
mining, text analytics and 
social media analysis).

tation techniques today (for example, 
women, age or living in urban areas). 
This is a good starting point, but con-
sider layering in predictive segmenta-
tion to anticipate customer behaviour 
and preferences. 

As an example, one insurance compa-
ny began building predictive segments 
around which customers were likely to 
renew their policies. The insurer uncov-
ered several different distinct popula-
tions of potentially valuable customers 

with a high attrition risk. After starting 
to evaluate the customer journey, the 
insurer discovered it was not having a 
conversation about renewal until the 
end of the policy period — after the 
customer had already made the decision 
to switch insurers. 

The insurer responded by creating a 
cross-channel interaction strategy for 
that group of high-potential customers 
to engage with them throughout the 
lifecycle.

Turn segments into personas 
A persona is simply a hypothetical per-
son who embodies the attributes of a 
particular segment. This is a much more 
powerful and personal way to represent 

because insurers are trying to develop cus-
tomer experience initiatives in a world 
where they do not “own” the customer.

The good news is that this mindset is 
starting to change. Insurers are recog-
nizing the ability to identify and shape 
customer paths that help the insurance 
company gauge and guide that experi-
ence to more relevant, profitable inter-
actions and long-term relationships. 

Carriers have been eyeing the bank-
ing industry’s customer-obsessed focus, 
such as Australian bank Westpac, which 
leverages data-driven marketing and 
analytics in support of its “Know Me” 
program for its nine million customers. 
The bank uses customers’ digital and 
transactional data to create a picture of 
who that customer is and where that 
person currently is in life’s journey, as 
well as to anticipate what needs he or 
she might have. Based on a customer’s 
actions and profile information, the bank 
can identify a relevant offer or message 
via a variety of channels. 

Although the program is driven by 
the marketing organization, the bank is 
careful to take a service-oriented approach 
to its interactions. To date, the benefits 
have included higher conversion rates 
for offers and an increase in the number 
of products by household. 

Insurers, for their part, are also creat-
ing their own “next-best-action” (NBA) 
strategies. Buzz-terms like “customer 
experience management” are starting to 
shape into something a little more real 
as insurers make more investments in 
customer-facing applications and deci-
sion engines to drive customers to an 
NBA, and in tools to analyze customer 
contact points (among these, big data, 
data mining, text analytics and social 
media analysis). 

DEFINING STRATEGY
How do insurers start defining their own 
customer experience strategy? 

Segment customers 
Not all customers look alike, and they 
will respond differently based on their 
specific needs and channel preferences. 
Many companies use rules-based segmen-

customers internally as insurers work to 
develop their strategies. It is easier for 
people to relate to “Jane” than “high-
value, high-risk, mid-career females 
segment #10.”

Map the personas’ journey 
A journey map provides a visual way to 
understand the customer experience 
from the buying cycle to long-term 
relationship. As part of the journey, iden-
tify the different customer touchpoints 
for the personas: Do they have specific 
needs? How are they interacting with the 
insurance company and how is the insur-
er responding to that interaction (and vice 
versa)? Is the insurer treating all custom-
ers the same? Should the company be 
doing something differently? What are 
customers’ identified hot spots? Where 
is communication breaking down?

Craft the cross-product,  
cross-channel contact strategy 
Once an insurance company has orient-
ed itself to the customer point of view, 
it needs to start aligning project and 
channel strategies. Organizationally, this 
is one of the most challenging aspects 
of the customer-centric evolution. Most 
companies are aligned by product or 
channel, each with its own profit targets, 
marketing and contact strategies. 

Having the tough conversations about 
co-ordinating offers and messaging is 
critical to the success of any customer-
centric strategy. As a starting point, many 
organizations establish governance groups 
with business line and channel repre-
sentation to set and define the contact 
strategy. 

Evaluate the technology ecosystem 
Most customer interaction points are 
technology-enabled, and these technolo-
gies have to communicate with one 
another. Being such a big landscape, 
this requires evaluation of capabilities 
in some of the following areas:
•	 Data: Does the insurer have the data 

necessary to pull together an accurate 
picture of the customer? 

•	 Analytics: Can the data be used to ana-
lyze and predict what customers want?



first and intermediary channels (bro-
ker/advisor networks) second. Since 
the broker/advisor networks often own 
the lead generation and customer 
acquisition processes, another good 
starting point is to focus on the part of 
the customer lifecycle where the in-
surer’s NBA strategy can yield results 
quickly.

•	 Pick a channel to start with: Some com-
panies start their customer experience 
initiatives in a single channel, like web, 
and expand into contact centres. 

•	 Find a burning platform: Is there a spe-
cific pain point or customer persona 
that the company can start with (such 
as, high non-renewal risk)?

•	 Determine where the company needs to make 
technology investments: An insurer does 
not need to rip up and replace every-
thing. Once scope has been defined, 
the insurer can then identify the en-
abling technologies and the compa-
ny’s current capabilities. Identify both 
what can be kept as is, and what new 

•	 Customer relationship management: Can 
customer profile information be stored 
and provisioned so it is accessible to 
the organization?

•	 In- and out-bound campaign management: 
Does the company have an automated 
mechanism to co-ordinate its cam-
paigns and messaging?

•	 Decision hub: Does the company have a 
rules engine or real-time interaction ca-
pability to automate decisions based on 
customer interactions in the moment?

•	 Digital: Does the insurer enable and 
monitor customer interactions on its 
digital properties?

START SMALL, THINK BIG 
At first glance, all of this may look over-
whelming, but it is key to remember that 
a company’s first initiative does not need 
to achieve the end goal. Consider the 
following good starting points:
•	 Be thoughtful about scope: Most insurers 

evaluating or crafting their NBA strate-
gies are starting with end-consumers 

investments might be needed.
•	 Be prepared for significant organizational 

change: Establish a cross-functional 
working committee, get started on 
governance processes and identify the 
organizational and cultural aspects 
that need to change. Even as compa-
nies increasingly move towards data-
driven approaches in shaping their 
customer-experience and marketing 
strategies, the shift away from tradi-
tional methods based on gut-feel can 
be challenging. Perhaps more dramatic 
is the cultural revolution from prod-
uct to customer focus.
Being serious about customer-centric-

ity means being serious about organi-
zational transformation. It is essential 
to break down product and functional 
silos, re-evaluate the company’s go-to-
market and customer servicing strategy, 
and evaluate analytic capabilities as 
well as emerging technologies to enable 
the envisioned customer experience 
initiative.    

http://www.winmar.ca
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A ruling by Ontario’s Superior 
Court of Justice offers an 
opportunity to rediscover 
the court’s approach to 
the commencement of 
limitation period in motor 
vehicle accident litigation. 
It suggests the discovery 
of a non-pecuniary claim 
in connection with a motor 
vehicle accident is highly 
dependent on the availability 
of credible evidence to 
establish the seriousness of 
the plaintiff’s injuries.

The decision in Farhat v. Monteanu, a ruling this 
April by Ontario’s Superior Court of Justice, is 
an important one for defence counsel in motor 
vehicle accident litigation and serves as a reminder 

that the application of the province’s Limitations 
Act, 2002 is not straightforward when it comes 
to claims for both pecuniary and non-pecuniary 
damages. 

THE ACCIDENT
In Farhat, the plaintiff was injured when his vehi-
cle was rear-ended by the defendant’s vehicle on 
May 18, 2006. Within a few weeks of the acci-
dent, the plaintiff’s lawyer put the defendant on 
notice of the plaintiff’s potential claim, advising 
that the plaintiff had sustained “serious injuries” 
as a result of the accident.  

Nine months after the accident, the plaintiff 
was diagnosed with a non-dermatoromal senso-
ry deficit in his left upper and lower extremities. 
This diagnosis, ultimately, formed the basis of a 
chronic pain claim.

THE ACTION AND THE SUMMARY 
JUDGMENT MOTION
Two years and 32 days after the accident (on 
June 19, 2008), the plaintiff commenced a 
personal injury action against the defendant. The 
plaintiff’s claim was limited to non-pecuniary 
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Exploring 
the Limits
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was held that a plaintiff will not have 
discovered his or her claim before he or 
she knows he or she has a substantial 
chance to succeed in recovering a judg-
ment for damages. 

Referring to the 2011 decision by On-
tario’s Superior Court of Justice, Hoffman 
v. Jekel, Justice Perell stated the following:

“[a] person cannot be expected to 
commence an action before he or she 
knows that the necessary elements as set out 
in the legislation can be established on 
the evidence.” [Emphasis added] 

Significantly, Justice Perell found that 
Section 267.5(5) of the Insurance Act 
had the effect of protecting minor per-
sonal injury claims from the running 

of a limitation period for “a period of 
time commensurate with how long it 
would take a reasonable person with 
the abilities and in the circumstances 
of the plaintiff to have discovered that 
the threshold for a claim had been sur-
passed.” In his ruling, Justice Perell stat-
ed the following: 

Much to the dismay of insurance 
companies of defendants, almost in-
variably, it will take several months to de-
termine whether ongoing pain suffered as a 
result of an accident is a permanent serious 
impairment. It will typically, almost in-
variably, be the case that a plaintiff 
with only a chronic pain claim will 

damages (for example, pain and suf-
fering, which cannot be measured in 
money, but nevertheless is compensated 
for with money). As in all motor vehi-
cle accident litigation, to recover non-
pecuniary damages from the defendant, 
the plaintiff had to satisfy the pre-con-
ditions of Section 267.5(5) of Ontario’s 
Insurance Act. Referred to as the “thresh-
old,” the section requires demonstra-
tion of either a “permanent serious 
disfigurement” or a “permanent serious 
impairment of an important physical, 
mental or psychological function” for 
non-pecuniary damages.

The defendant moved for summary 
judgment, dismissing the plaintiff’s claim 
as statute-barred since it was brought 
outside of the applicable limitation 
period. The plaintiff also sought partial 
summary judgment in order to defeat the 
defendant’s limitation period defence. 

THE COURT REJECTS THE 
LIMITATIONS ACT DEFENCE
The defendant argued that pursuant to 
Section 5(2) of Ontario’s Limitations Act, 
2002, there is a presumption that a mo-
tor vehicle accident claim is discovered 
on the date the accident occurred. The 
defendant suggested the plaintiff must 
provide evidence that the issuance of 
the claim was delayed because of the 
need to obtain medical confirmation 
that the plaintiff’s serious injury was 
a permanent injury and, thus, met the 
“threshold.” The defendant submitted 
that in failing to put evidence before the 
court in this respect, the presumption 
raised by the application of Section 5(2) 
was not rebutted by the plaintiff.

In Farhat, Justice Paul Perell confirmed 
that on such motions, the onus is on 
the plaintiff to persuade the court of the 
following:

 (a) the seriousness of his injury 
was not discoverable within the 
applicable limitation period; and 
 (b) he acted with due diligence to 
discovery if there was a cause of 
action.

Justice Perell then went on to cite the 
2010 decision of the Court of Appeal 
for Ontario, Everding v. Skrijel, in which it 

not know that the claim surpass-
es the Insurance Act threshold until 
sometime after the date of the ac-
cident. [Emphasis added]

Justice Perell found the plaintiff need 
only show that he could not have dis-
covered his chronic pain claim between 
the date of the accident and June 18, 
2006 (two years before the date the 
action was commenced). He was satisfied 
the plaintiff had done so. Ultimately, the 
defendant’s motion for summary judg-
ment was dismissed and the plaintiff’s 
partial summary judgment motion was 
granted.

THE DECISION’S IMPLICATIONS
The decision in Farhat suggests that the 
discovery of a non-pecuniary claim in 
connection with a motor vehicle accident 
is highly dependent on the availability 
of credible evidence to establish the se-
riousness of the plaintiff’s injuries.  

While arguably reasonable in the context 
of a claim involving non-pecuniary dam-
ages only, where a motor vehicle accident 
claim involves both non-pecuniary and 
pecuniary damages, it seems inevitable 
that an inconsistent application of the 
provisions of the Limitations Act, 2002 will 
occur as only non-pecuniary damages 
are subject to the “threshold” provisions.

Importantly, Ontario courts have 
previously resolved this inconsistency 
in favour of plaintiffs. In fact, Justice 
Perell in Ng v. Beline, released in 2008, 
found that a non-pecuniary claim could 
“shelter” claims for pecuniary damages 
that might otherwise be out of time, so 
long as the non-pecuniary claims are 
not statute-barred:

In my opinion... with respect to the 
operation of limitation provisions, 
a plaintiff with an automobile ac-
cident claim should receive the 
most favourable treatment possible, 
and this means that the measure 
of whether he or she has a claim 
is governed by the discoverability of 
the claim for non-pecuniary dam-
ages, which is the claim that is 
subject to the threshold test... In 
practical terms, the pecuniary claims may 
shelter under the limitation period for the 
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forward. [Emphasis added]
Respectfully, the precedent set by de-

cisions like that in Farhat appear to un-
necessarily complicate the general rule 
set out in Section 5(1) of the Limitations 

non-pecuniary claims if those claims are not 
statute-barred. [Emphasis added]

More recently, the court in Pereira v. 
Contardo last year confirmed that the de-
layed discovery of a valid non-pecuniary 
claim could effectively cure a statute-
barred pecuniary claim, as each cause of 
action does not receive an independent 
limitation period. In that case, Justice 
Perell stated the following:

In Ng v. Beline, I accepted that an effect 
of the Chenderovitch judgment is 
that it recognized that there are separate causes 
of action for pecuniary and non-pecuniary 
losses under the Insurance Act scheme for 
automobile accident claims. However, in 
my opinion, it did not follow from 
the Chenderovitch judgment that 
each cause of action receives an in-
dependent limitation period analy-
sis. I held that if the threshold claim is not 
timely, then all the claims should be statute-
barred and conversely if the threshold claim is 
timely, then it is just that all claims should go 

Act, 2002. The language of the section is 
clear: a claim is discovered on the earlier 
of the day on which the person with the 
claim first knew “that the injury, loss or 
damage occurred.”  However, notwith-
standing the potential discovery of a 
pecuniary claim on the date of the acci-
dent, the decision in Farhat confirms that 
defendants remain potentially exposed 
to liability for both non-pecuniary and 
pecuniary damages arising out of a motor 
vehicle accident for extended periods of 
time, and possibly until the expiry of 
the 15-year ultimate limitation period 
set out in the Limitations Act, 2002 — an 
arguably unjust result.

Although supported by previous ju-
risprudence, decisions like that in Farhat 
do not seem to accord with the underly-
ing rationales for the implementation of 
limitation periods, namely the desire to 
provide finality to potential defendants 
and to encourage plaintiffs to bring 
actions in a timely fashion.    
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Value in Safety
Driver safety management 
programs are essential for 
commercial fleets. Brokers, 
however, can play an 
important role in educating 
commercial clients about 
what risk management 
practices can keep drivers 
safe, avoid collision-related 
claims and allow business 
operations to continue 
running smoothly.
If commercial clients are questioning whether or 
not it is worth the time and resources to develop 
a fleet safety management program, they should 
remember that, as noted by Alberta Transporta-
tion in 2011, distracted drivers are three times 
more likely to be in a crash than non-distracted 
drivers. Traffic collisions may result in costs re-
lated to repair, emergency response, health care, 
fines, lost productivity and the investment of time 
to investigate crashes.

There is no industry-wide data available that 
speaks to the specific number of insurance 
claims or associated costs flowing from distract-
ed driving-related collisions. 

Whether a legislative requirement or internal 
best practice, and whatever the specific costs, the 
best way to minimize the risk of driver distractions 
is through a dedicated commitment to fleet safety.

RSA Canada reports that in 2008, it assigned 
a “good rating” to approximately $5.1 million 
earned premium/fleet policies that were inspect-
ed. Of those policies/earned premium, the loss 
ratio was 46.9%.

That compares to a loss ratio of 68.3% for those 
surveyed and assigned a less than good/“other” 
rating, representing approximately $1.8 million 
earned premium/fleet policies. In this situation, 
the fleets surveyed by risk managers that were con-
sidered “good” also performed better than those 
risks they assigned as “less than good,” illustrating 
the importance of risk services. 

While driver distraction is not the only safety 
concern facing fleet managers, it certainly tops 
the list in terms of significant safety risks to all 
drivers. For example, drivers of heavy vehicles or 
trucks who text message while at the wheel are 
23 times more likely to be in a crash or near-

Mandip 
Hullait 
Director, 
Commercial 
Insurance, Auto, 
RSA Canada
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It is important for brokers to stay informed of provincial and federal 
regulatory changes that impact commercial fleet operations, and 
then use that information as an opportunity to remind fleet clients 
of the importance of developing a safety program. 

fleet clients of the importance of devel-
oping a safety program. 

Finally, the insurance industry can act 
as a key partner to commercial clients 
by offering risk management expertise 
and by helping fleet managers understand 
their role in reducing the chance of 
vehicle collisions.

NOT ALL CLIENTS SAFETY-READY
Despite regulations, guidelines and 
support services, road safety incidents 
continue to occur. The Government of 
Canada reports that economic losses in 
2011 caused by traffic collision-related 
health care costs and lost productivity 
are at least $10 billion annually. That 
represents about 1% of Canada’s gross 
domestic product.

In some cases, businesses — especially 
small and mid-sized firms — do not 
have a formal driver safety manage-
ment program in place. Small business 
owners, in particular, may feel anxious 
about the anticipated time and resourc-
es it will take to develop and execute a 
safety program. 

EDUCATE COMMERCIAL CLIENTS
There are ways to educate commercial 
clients on the importance of developing 
a driver safety management program. 
To get their attention, brokers can share 
numbers and statistics that may surprise 
fleet managers. 

For example, research funded by the 
Federal Motor Carrier Safety Administra-
tion (FMCSA) in the United States shows 
that 28% of commercial truck drivers 
taking part in the study have some de-

crash event compared to non-distracted 
drivers, notes research released in 2009 
by Virginia Tech Transportation Institute. 

The Canadian Automobile Association 
(CAA), for its part, reports that drivers 
who are reaching for a moving object 
are nine times more likely to be in-
volved in an accident than those paying 
attention to the task of driving. In fact, 
CAA points out that the top three driver 
distractions are from an outside object, 
person or event, adjusting the radio, 
and other vehicle occupants.

COUNTRY-WIDE RESPONSE
Several broad measures have been put 
in place in response to these alarming 
statistics to curb fleet-related accidents. 
For example, Transport Canada regu-
lates commercial vehicles, drivers and 
motor carriers through the Canadian Na-
tional Safety Code (NSC) standards, which 
help bolster road safety by regulating prac-
tices such as commercial driver licence 
requirements and inspection criteria. 

Additional measures include govern-
ment regulations across the country, in 
place to oversee safe fleet vehicle opera-
tions and to respond to new safety risks 
as they evolve. For instance, the Ontario 
government announced in June that an 
amendment to the province’s Highway Traffic 
Act that will include tougher regulations 
aimed at reducing distracted driving is 
scheduled to become law this fall.  

It is important for brokers to stay in-
formed of provincial and federal regu-
latory changes that impact commercial 
fleet operations, and then use that in-
formation as an opportunity to remind 

gree of sleep apnea, a sleep disorder that 
can cause daytime sleepiness and im-
paired alertness. 

The FMCSA study found that un-
treated sleep apnea can make it difficult 
for drivers to stay awake, focus their 
eyes and react quickly while driving. It 
was also discovered that studies suggest 
people with untreated sleep apnea have 
an increased risk of being involved in a 
fatigue-related collision.

To date, however, there has not been 
research done to suggest a direct link 
between sleep apnea and a specific num-
ber of insurance claims and/or costs.

Without a formal fleet safety protocol 
in place, which includes a medical exam 
and/or reporting, serious safety con-
cerns related to a driver’s history, such 
as being prone to sleep apnea, may be 
missed or overlooked. Brokers can ad-
vise fleet managers to ensure they check 
provincial medical reporting require-
ments for commercial drivers.

Preparing drivers for safety on the road 
begins with three main areas: hiring, on-
going safety practices and lessons learned 
from collisions. Brokers can help guide 
clients through these three key areas of 
developing a driver safety program.

Hire the best team for the fleet
One of the best ways to minimize the 
risk of collisions is to put quality, com-
petent drivers behind the wheel. While 
it is known that 93% of collisions are 
caused by driver error, the CAA reports, 
a formal and consistent hiring program 
can reduce the chances of these colli-
sions happening within a fleet. 



the fleet team to prevent the accident 
from reoccurring.

When a collision happens, drivers may 
be under extreme stress. Procedures and 
reporting forms that are straightforward 
and easy to understand will help ensure 
information collected at the time of the 
incident is as accurate as possible. 

Regardless of fleet size, it is imperative 
that a driver safety management struc-

Several key hiring practices can help 
fleet managers get the best results pos-
sible. Some processes include having 
detailed job descriptions available for 
each type of driving position, completing 
a background check of any new hires 
(including reference checks), asking 
candidates to complete a road test to 
assess their driving skills, and maintain-
ing a current driver qualification file 
for each fleet driver.

Maintain ongoing fleet  
safety performance
It is not enough to simply hire a quali-
fied driver; all fleet employees must be 
fully committed to fleet safety on an on-
going basis.

Constant and consistent monitoring 
of driver policies, as well as embedding 
a strong safety culture, allows fleet man-
agers to review safety practices to find 
areas for positive improvement. Manag-
ing a formal maintenance plan and pro-
viding regular defensive driving training 
for employees are importance aspects 
of this monitoring process. 

Brokers play an important role in 
driver risk management by working with 
commercial fleet clients to continu-
ously review and update driver safety 
programs as required. Implementing these 
practices can have a positive impact on 
driver safety.

Learn lessons from collisions
Despite best efforts, collisions do hap-
pen. In fact, Transport Canada figures 
show that distraction-related accidents 
are on the rise — increasing by 17% 
between 2006 and 2010. These acci-
dents involve distractions such as using 
electronic devices, reading maps or di-
rections, grooming, eating or drinking, 
talking with passengers or visual dis-
tractions outside of the vehicle. 

If a vehicle incident happens, impor-
tant lessons can be learned to positively 
affect future driving practices. 

All incidents should be investigated, 
even if they do not require formal re-
porting. Without laying blame, it is a 
chance to analyze what happened, iden-
tify the cause, and share learnings with 

ture is put in place with resources at 
hand to meet regulatory requirements, 
execute consistent and committed driver 
safety plans, and, subsequently, mitigate 
risk and economic loss. 

Brokers play an important role by 
walking commercial clients step by 
step through the process and educating 
them on how the right safety program 
can reduce collision frequency.    
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When is a medical examination considered a second examination
 under Rule 36 of the New Brunswick Rules of Court?

Reported Case: Blyth v. Crowther and Kelly 
Citation: 2009 NBCA 80 
At Issue: When both the plaintiff’s physical and mental condition are in issue in an action, and 

the plaintiff undergoes a physical examination, will a subsequent application for a 
psychiatric examination be considered an application for a second medical 
examination?

Should medical examinations that are ordered as part of the discovery process be 
characterized as ‘independent’ medical examinations? 

The Court: Court of Appeal of New Brunswick 
Judgment Rendered: October 13, 2009 (Reasons delivered November 26, 2009) 
Factual Summary: The plaintiff suffered injuries in a motor vehicle accident and commenced an action 

seeking damages. Both the plaintiff’s physical state and mental state were in issue in 
the action. The plaintiff submitted to a physical examination by the defendant’s expert, 
but subsequently refused to submit to a psychiatric examination. 

The defendant made a motion requesting an order that the plaintiff submit to the 
psychiatric examination. The motions judge granted the order. The plaintiff appealed, 
arguing that because the examination was a second medical examination, the motions 
judge was required to apply a higher standard than on an application for a first 
examination.

The plaintiff additionally objected to the motions judge’s characterization of the 
examination as an ‘independent’ medical examination. 

Disposition: The appeal was allowed only for the purpose of striking from the motions judge’s order 
any reference to the ‘independent’ nature of the medical examination. The medical 
examinations were part of the discovery process, and the court found that they should 
be characterized as ‘defence’ medical examinations.

The court rejected the plaintiff’s argument that the psychiatric examination was a 
second medical examination. Rule 36.02(1) allows a court to order a party to submit to 
a physical examination a mental examination, or both. The physical examination and 
mental examination do not need to be ordered at the same time in order for both to be 
considered a first medical examination. The physical examination was a first physical 
examination, and the mental examination was a first mental examination. 

See: http://www.canlii.org/en/nb/nbca/doc/2009/2009nbca80/2009nbca80.html
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Resistance
Brokers are redoubling their 
efforts to inform MPs across 
the country that, when it 
comes to selling insurance, 
the current approach in 
the Bank Act should be 
maintained. As has always 
been the case, they argue 
that allowing banks to sell 
insurance at the point of 
granting credit is not in the 
best interests of consumers.
Being an independent broker can be an eye-
opening experience. Dealing daily with customer 
issues and concerns that are as quickly evolving 
as industry conditions can sometimes be diffi-
cult, but is, nonetheless, worth the effort.

One such issue — a perennial focus of the 
Insurance Brokers Association of Canada (IBAC) 
and regional associations across the country — is 

the Bank Act. Subject to review every five years, the 
Bank Act is nearing its next examination in 2017, 
making the topic even more top of mind than 
usual during the 2015 “Hill Day” on Parliament 
Hill this past June 2.

IBAC is not only well-informed on this issue, 
but also well-received by Members of Parliament 
(MPs) and staffers alike. This is critically impor-
tant, perhaps now more than ever, in light of the 
changes and challenges from existing and new 
entrants to the independent broker channel.

To have the face-to-face ability to inform poli-
ticians about the facts about the banking indus-
try and its desire to sell insurance at the point of 
granting credit is key. 

To date, politicians have agreed with the bro-
ker position, but that does not mean brokers can 
rely on that always being the case. Brokers must 
redouble their efforts by continuing to inform 
MPs that any changes to allow banks to sell in-
surance at the point of credit would not be in the 
best interest of consumers, their constituents, 
across the country.

Banks and financial institutions can sell certain 
types of insurance, but these are restricted. The 

Dave 
Nussbaumer   
President,
Insurance Brokers 
Association of 
Saskatchewan

Opinion/Analysis

Bank on
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A major concern to IBAC 
with this go-around of the 
Bank Act is the impending 
federal election. Brokers, 
like all Canadians, could 
see many changes on 
Parliament Hill, with  
30 new ridings and  
many MPs retiring.

haps not being as successful as the bank-
ing industry had hoped, this is leading 
them back home. Banks have clearly 
grown and prospered, realizing record 
profits, but with very few options to 
expand, brokers feel the time is ripe for 
banks to once again attempt to expand 
into the insurance sector. 

To date, IBAC and brokers alike have 
been successful in gathering politicians’ 
support and fending off efforts by 
banks to sell insurance at the point of 
granting credit because, once properly 
informed, MPs recognize that credit is a 
very powerful tool — a tool that should 
not be left in the hands of powerful 
organizations such as banks and lending 
institutions. 

Whether a first-time or established 
borrower, consumers are typically at 
their most vulnerable when trying to 
secure credit and during the process of 
borrowing money for life’s necessities. 
Be it a car or a home, many consumers 
are simply overwhelmed by the borrow-
ing process. 

Allowing banks the ability to push in-
surance products at the same time as the 
credit-granting process — no doubt, an 
anxious time for consumers — is not 
in the best interest of Canadian consum-
ers. Kudos to political representatives for 
recognizing this influence to date.

That said, a major concern to IBAC 
with this go-around of the Bank Act is 
the impending federal election. Bro-
kers, like all Canadians, could see many 
changes on Parliament Hill, with 30 

eight “authorized” types of insurance 
that can be sold are credit or charge 
card-related, creditors’ disability, credi-
tors’ life, creditors’ loss of employment, 
creditors’ vehicle inventory, export 
credit, mortgage, and travel.

Canadian banks can sell other types of 
insurance — such as property and auto 
— through subsidiaries, but are strictly 
prohibited from selling “other” types of 
insurance through their branches.

Since March 2012, when the latest 
amendments to the Bank Act with re-
spect to selling insurance took effect, 
banks have also been prohibited from 
providing access, from their web pages, 
to other web pages through which in-
surance other than “authorized” types 
are sold.

Protecting consumers is no easy task, 
especially when brokers are challenging 
an issue that involves big business, such 
as the banks. To date, as small business 
owners, it has been rewarding and en-
couraging that elected officials are lis-
tening to brokers and their concerns 
about watering down protections now 
included in the Bank Act with respect to 
selling insurance.

CONSISTENT MESSAGE
With the impending review of the Bank 
Act, the Canadian insurance industry — 
including independent brokers — is 
obliged to keep informing both federal 
and provincial politicians about what 
is best for consumers. The message has 
always been, and will continue to be, 
clear and consistent: No bank shall be 
able to sell insurance at the point of 
granting credit.

Canada is one of the last, if not the 
very last, country that prohibits banks 
from selling insurance at the point of 
granting credit. This is no easy feat, but, 
again, it demonstrates the value that 
continued hard work and perseverance 
by IBAC, regional broker associations 
and individual brokers themselves can 
bring.

Banks are ramping up efforts to ex-
pand and grow their businesses. With 
efforts on the international front per-

new ridings and many MPs retiring.
These changes mean brokers could 

potentially have to deliver their message 
to a staggering 150 new faces in Parlia-
ment this year — a tall order, indeed. 
Add to this that new MPs will likely be 
ill-informed about the Bank Act, the bro-
ker message and the implications for the 
broker channel and consumers. 

Clearly, getting back to where bro-
kers now are with MPs will be no small 
task, and related efforts should be top 
of mind for brokers across the country.

Stephan Bernatchez, who will soon 
take on the task of IBAC chairman, told 
those assembled for the IBAC Annual 
General Meeting in late September that 
“in the year of an election, we need 
to be sharp and get involved in every  
community across Canada, whatever the 
party, and make sure that the newly 
elected Members of Parliament get edu-
cated on our message.”

BANDING TOGETHER 
Brokers have banded together to battle 
for what they believe is best not only for 
the independent broker channel, but 
also for the consumers they represent. 
This is one of those times. 

It is not an objective, however, that 
IBAC can reach on its own. When push-
ing back against organizations as large 
and as powerful as the banks, the entire 
brokerage industry must work together, 
sharing a common voice and advancing 
a single agenda. 

This will demand that IBAC and its 
regional counterparts be prepared to prop-
erly inform politicians about the banks 
and the reasons for not allowing them 
to sell insurance at the point of granting 
credit. Brokers need to step up to help 
IBAC by being informed, involved and 
active with delivering that message to 
local MPs. 

A lone broker may feel that his or her 
individual voice will never be heard. But 
it can be. Combining the voices of many 
brokers, delivering the same message to 
their MPs, will help broadcast the bro-
ker message for the good of consumers 
nationwide.    
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IIBC – Victoria .......................................................... November 20
IIM – Winnipeg ...................................................... November 24
IISA – Calgary.......................................................... November 25

http://www.insuranceinstitute.ca/cipsociety
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Questions remain around 
how the new criteria to 
determine catastrophic 
impairment will shake out. 
Whatever one’s views — 
determining catastrophic 
impairment is clearer or 
less clear — a period of 
adjustment, likely years, 
is expected to be required 
before questions are answered.
For Ontario auto claimants injured in collisions 
on or after June 1, 2016, new criteria will ap-
ply to catastrophic impairment. And while the 
criteria for psychiatric and psychological im-
pairment will change, claims will still be able to 
combine psychiatric and physical impairments.

The Insurance Brokers Association of Ontario 
(IBAO) may see the province’s new criteria for 
catastrophic impairment as contributing to ef-

forts to combat fraud and abuse. But some law-
yers specializing in accident benefits caution that 
there will be a period of uncertainty, as well as a 
learning curve for accident benefits profession-
als, when the new criteria come into force.

Ontario law requires that auto policyholders 
purchase coverage of $50,000 for medical and 
rehabilitation benefits — in addition to $36,000 
for attendant care — for non-catastrophic injuries. 
Limits for catastrophic impairments currently 
stand at $1 million for attendant care and $1 mil-
lion for medical and rehab benefits.

However, all this changes for auto accidents 
occurring on or after June 1, 2016.

The move fulfills a promise made by Ontario 
finance minister Charles Sousa this past April. 
Ontario is “the only province that provides cata-
strophic coverage, which is expensive,” Sousa said 
at a press conference before tabling the province’s 
2015-2016 budget in the legislature. 

“We are modifying it somewhat,” the minister 
reported at the time, with the budget document 
stating the criteria for catastrophic impairment 
will be updated to “ensure, where possible, that 
insurance coverages reflect the most relevant 
scientific and medical knowledge on identify-
ing and treating injuries from automobile ac-
cidents.”

Greg Meckbach  
Associate Editor

atastrophic
C

Redefining
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“When I sit and look at the 
definition — whether I’m a 
plaintiff lawyer or a defence 
lawyer — I can’t tell you 
today whether somebody 
who was a paraplegic on 
one of my files last year 
would qualify under the  
new system.”

“evidence-based scientific approach.”
As a lawyer, though, Samworth says 

she finds it difficult. “When I sit and 
look at the definition — whether I’m a 
plaintiff lawyer or a defence lawyer — I 
can’t tell you today whether somebody 
who was a paraplegic on one of my files 
last year would qualify under the new 
system,” she reports. “Ostensibly, they 
should, because it’s supposed to be clar-
ifying and making a clearer definition, 
but it’s just a whole new criteria for 
everything, which opens up incredible 
uncertainty and confusion,” she adds.

The new criteria are “much stricter,” 
Samworth argues, noting that the defi-
nition of brain impairment will no 
longer refer to the Glasgow Coma Scale 
(GCS), which she describes as “one of 
the looser tests.”

Tara Lemke, an associate lawyer with 
Nelligan O’Brien Payne LLP in Ottawa, 
suggests that removing the GCS is 
good for both insurers and claimants. 
“The changes will, on one hand, make 
it clearer as to who actually should be 
considered catastrophic and will, hope-
fully, screen out some of the people 
who have been found catastrophic for 
one reason or another who probably 
technically should not have been,” says 
Lemke, whose areas of expertise include 
insurance defence, personal injury and 
auto accident benefits.

Lemke expects that changes to the 
tests for psychiatric and psychological 
impairment will make it more difficult 
for an accident victim to be considered 
catastrophically impaired. 

That assurance was followed in August 
by the Financial Services Commission 
of Ontario’s (FSCO) announcement that 
the criteria for catastrophic impairment 
will change for traumatic brain injuries, 
amputations, ambulatory mobility, loss 
of vision and mental and behavioural 
impairments. There will also be a new 
process for combining physical with 
mental and behavioural impairments, 
FSCO reported at the time.

GREATER CLARITY OR NOT?
The new definition will help combat 
fraud and abuse, while providing clar-
ity and benefits to the accident victims 
who most need support, suggests IBAO 
president Michael Brattman. “With a 
more clearly defined catastrophic defi-
nition, insurance companies will be able 
to price accordingly, which, ultimately, 
benefits the consumer in terms of more 
affordable insurance,” Brattman says.

The new definition is based, in part, 
on recommendations made in 2011 
by the Catastrophic Impairment Expert 
Panel, which included using the Ameri-
can Spinal Injury Association (ASIA) 
classification for spinal cord injury. 

Currently, Ontario’s Statutory Accident 
Benefits Schedule (SABS) stipulates that 
paraplegia or quadriplegia caused by an 
accident is a catastrophic impairment. 
But with the new definition, a claimant 
with paraplegia or quadriplegia would 
also need to meet certain criteria on the 
ASIA impairment scale.

In the old system, paraplegic or quad-
riplegic “are terms that we understand 
and that adjusters understand,” notes 
Philippa Samworth, a partner with Dut-
ton Brock LLP whose specialties include 
insurance defence and accident benefits. 

“Now, we are going to the ASIA im-
pairment scale and you have to meet 
specific criteria on that,” Samworth says. 
Those criteria are “supposed to make this 
an easy, objective way of determining” 
whether or not a victim is catastrophi-
cally impaired, she says, pointing out 
that in all categories of impairment, 
the government is introducing criteria 
that the expert panel “thought would 
be very helpful” and would provide an 

For example, to have a mental or be-
havioural impairment that qualifies as 
a catastrophic impairment under the 
new definition, a claimant would need 
to have a Class 4 (marked) impairment 
in three or more areas of functioning, 
or a Class 5 (extreme) impairment in 
at least one functional area. That differs 
from the current system, under which 
a claimant can be deemed catastrophi-
cally impaired if he or she has a Class 4 
impairment in only one functional area.

Aviva Canada previously argued in 
court that to have a catastrophic impair-
ment, a claimant requires an “overall 
impairment in all four of the functions: 
activities of daily living, social func-
tioning, concentration and adaptation,” 
Justice Kathryn Feldman of the Court of 
Appeal for Ontario wrote in a 2012 rul-
ing. In Pastore v. Aviva Canada Inc., the appeal 
court upheld a FSCO arbitrator’s ruling 
that a claimant only needs to have a 
Class 4 impairment in one of the func-
tions to be defined as catastrophically 
impaired.

COMBINING PSYCHIATRIC, PHYSICAL
With the changes that take effect next 
year, a claimant can be considered cata-
strophically impaired if he or she has 
a mental or behavioural impairment, 
excluding traumatic brain injury, that 
when combined with a physical im-
pairment, results in a “55% of more 
impairment of the whole person.” 

In this regard, the government went 
against the advice of the expert panel, 
which recommended that there be no 
combination of psychiatric and physical 
impairments. “The panel had trouble 
understanding how combinations of 
physical and psychiatric conditions that 
independently do not meet the criteria 
for catastrophic impairment could be 
equated to a severe injury to the brain 
or spinal cord or to blindness,” then su-
perintendent of financial services Philip 
Howell wrote in December 2011 in a 
report on the catastrophic definition.

Under the new definition, Samworth 
points out, the method of combining 
physical and psychiatric conditions will 
be different.
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cal/rehab and $36,00 for attendant care. 
Those are half the mandatory limits 
that were in place before the province 
brought in auto insurance reforms five 
years ago in 2010. 

Policyholders can still purchase op-
tional additional coverage, but Lemke 
suggests that after the mandatory cov-
erage was reduced in 2010, “virtually 
nobody purchased the optional benefits 
because the increased premium costs 

Asked if she believes the new criteria 
could reduce insurers’ costs, Samworth 
says it is a matter of wait and see. “The 
plaintiffs’ lawyers are going to take a 
look at it and say, ‘Wait a minute, this is 
all new. I don’t know how this ASIA thing 
works, so I’m going to go and get my 
own doctor to take a look,’” she predicts. 

“We are going to have — much like 
we did under the old system — quite 
a few years of interpretation and fight-
ing over how some of these things are 
applied, what they actually mean, how 
people fall within the cracks, or out-
side the cracks. So it may, ultimately, 
end up being less expensive, but I can’t 
imagine it’s going to be like that at the 
beginning.”

Samworth notes that while the cur-
rent definition cites the fourth edition 
of the American Medical Association’s 
(AMA) Guides to the Evaluation of Permanent 
Impairment (published in 1993), the new 
definition refers both to the fourth and 
sixth (published in 2008) editions.

“There is going to be a growth pe-
riod, a learning curve any time there 
is such a fundamental change to how 
these things are dealt with,” says Lemke, 
but notes that is not necessarily a bad 
thing. 

“From what I have read about the 
sixth edition, it actually provides a rat-
ing for the mental and behavioural im-
pairments, which has been, up until 
now, more or less lacking in previous 
versions of the AMA guides. From what 
I’ve read, the sixth edition is also meant 
to be clearer, more evidence-based.”

Lemke suggests that after the changes 
come into force, it will be “more chal-
lenging” for catastrophically impaired 
victims. Instead of having separate 
$1-million limits — for attendant care 
and medical/rehab benefits — the new 
standard auto policy will have just one 
such limit for both attendant care and 
medical/rehab benefits.

For non-catastrophic injuries, the 
mandatory coverage for consumers to 
purchase will be reduced to $65,000 
for medical, rehabilitation and attendant 
care expenses, compared to the current 
mandatory limits of $50,000 for medi-

associated with getting that enhanced 
level of coverage pretty much offset the 
additional benefit.”

When optional coverage is avail-
able, “it is paramount that clients have 
a proper advisor who can explain their 
coverage options,” Brattman empha-
sizes. “Clients need to understand how 
auto reform changes impact them per-
sonally so they can make an informed 
decision,” he adds.    
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MOVES & VIEWS

1 ACE Limited announces  
several executive  
appointments will take 

effect once the proposed 
acquisition of The Chubb 
Corporation is completed,  
expected in early 2016. 
Ellen Moore [1a], currently 
senior vice president and 
Canadian zone officer of 
Chubb & Son, will become 
senior vice president, North 
America Insurance, and 
regional executive officer of 
Canadian operations. Having 
joined Chubb Corporation in 
1978, Moore was later named  
president and chief executive 
officer of Chubb Insurance 
Company of Canada. As well, 
Christopher Maleno [1b], now 
senior vice president of ACE 
Group and division president, 
ACE USA, will become senior 
vice president of the new 
Chubb Group and division 
president, North America 
national accounts. Maleno 
will report to John Lupica 
[1c], now vice chairman of 
ACE Group and chairman 
of ACE’s Insurance-North 
American businesses. Lupica 
will serve as vice chairman 
of the parent company and 
co-president of the North 
America insurance division 
once the acquisition closes. 
And James Williamson [1d], 
currently division president 
of ACE private risk services,  
will be vice president of the  
new Chubb Group and division 
president, North America, 
retail small commercial.

2 Moore-McLean 
Insurance Group 
Ltd. and Gateway 

Insurance Group, based 
in Toronto and Halifax, 
respectively, have formed a 
new joint venture company, 
Moore-McLean Gateway 
Insurance Group. Daryn 
McLean [2a] will be chair-
man and chief executive 
officer and Keith Dexter 
[2b], currently president of 
Gateway Insurance Group, 
will serve as president. The 
joint venture is expected to be  
operational by October 15. 

  

3 CIP Society has 
recognized Bryan 
Bedford [3], manager 

of strategic projects and 
privacy officer at Peel Mutual 
Insurance, with its 2015 
emerging leader award, part 
of a national program through 
which the Insurance Institute 
of Canada recognizes  
graduates of its Chartered 
Insurance Professional and 
Fellow Chartered Insurance 
Professional programs. 
Bedford will be inducted into 
the CIP Society Leadership 

Circle at the Insurance 
Institute of Ontario, GTA 
convocation this January.

4   Tino Brambilla [4], 
manager of insurance 
services at Manitoba 

Hydro, has received the Donald 
M. Stuart Award, presented 
annually at the RIMS Canada 
conference by the RIMS 
Ontario Chapter. It recognizes  
any corporate, professional,  
associate or emeritus member  
of a Canadian RIMS chapter 
who has made outstanding  
contributions to risk manage-
ment in Canada. Brambilla 
worked at Insurers’ Advisory 
Organization and Fire 
Underwriters Survey, before 
Alexander & Alexander 
Services Inc. and then Centra 
Gas Manitoba, which later 
merged with Manitoba Hydro.

5 Policyholders for North 
Waterloo Farmers 
Mutual Insurance 

Company (NWFM) and Oxford 
Mutual Insurance Company 
have voted to approve a 
merger of the two Ontario 
insurers. The amalgamation 
will create Heartland Farm 
Mutual Insurance Inc., which 
will be based in Waterloo, 
Ontario. Currently president 
and chief executive officer of 
NWFM, Carlos Rodrigues [5] 
will take on those roles with 
Heartland Farm Mutual. The 
merger is subject to federal 
approval. All existing poli-
cies of both companies will 
remain in force as Heartland 
Farm Mutual policies and 
policyholders will continue 
to be served by their current 
brokers or agents.
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MOVES & VIEWS

6 Commercial  
insurer CNA Financial 
Corporation has named 

Dmitri Iankine, previously 
assistant vice president of 
property and inland marine, 
as its new vice president, 
underwriting manager,  
Ontario. Iankine “will be 
responsible for leading the 
Ontario underwriting team to 
achieve its goals for continued  
growth and profitability 
through stronger broker  
relationships,” reports CNA.  
Before joining CNA, Iankine 
was a property and casualty  
underwriter for AXA insurance. 

7Cunningham Lindsey 
Canada Claims 
Services Ltd. has two 

new members of its EFI 
Global unit. Eric Fontenot 

[7], forensic engineer at EFI 
Global’s Edmonton office, 
will perform fire assessments 
and determine the origin  
and cause of structural, 
equipment and vehicle fires 
and explosions in Western 
Canada. John Martin, who 
has joined EFI Global as 
a fire investigator in its 
Hamilton, Ontario office, 
will determine the origin and 
cause of fires to vehicles, 
residential property, and 
commercial property in 
southwestern Ontario. 

8  AIR Worldwide, owned 
by Verisk Analytics 
Inc., will work with 

BitSight Technologies and 
Risk Based Security (RBS) 
to build a cyber risk model. 
BitSight will gather data 
from sensors deployed across 

the Internet, while RBS has 
provided AIR with historical  
incident data. With the 
model, AIR offers a set of 
deterministic scenarios that 
it reports will let companies 
begin to understand their  
aggregated risk from large-
scale cyber attacks.

9  Louis-Eric Joubert 
[9] has been named 
regional director, 

Toronto for CEP Forensic 
Engineering. Joubert joined 
CEP in 2011 as a fire and 
explosion forensic engineer 
and later served as regional 
manager for the Oshawa, 
Ontario office. CEP’s services 
include accident reconstruc-
tion and investigation of 
fires, vehicle failures, slips 
and falls, equipment failures 
and electric shocks. 

1David Richards [1] has
been appointed chief
executive officer of JLT

Canada, part of the Jardine
Lloyd Thompson Group, risk
specialists and employee ben-
efit consultants. Having more
than 20 years of experience in
the insurance and risk man-
agement industry, Richards
joined JLT Canada in 2013 as
executive vice president and
national specialty leader for
natural resources. He has held
various senior management
positions within the insurance
broking sector, including as
executive vice president for
Aon Canada. “His client advo-
cacy, management experience
and deep knowledge of the
Canadian insurance industry is
ideally suited to leading JLT
Canada on its next phase of
growth, supported by the
strong senior management
team that has been assem-
bled over the last two years
and a continued appetite from
the JLT Group to invest in
building out its Canadian 
operations,” says JLT Canada
chairman John Lloyd.
Richards succeeds Steve
Thomas who, after completing
JLT Canada restructuring over
the last two years, has de-
cided to return to Australia.

2Toomas (Tom) Reikman
and Max Weis [2] have
joined Economical 

Insurance. Reikman has been
named senior vice president
and chief operating officer,
effective January 20. He has
held various executive roles at
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positions have included gen-
eral adjuster, branch manager,
vice president of operations
and Lloyd’s Division leader.

6Macdonald Chisholm
Trask Insurance (MCT)
announced in early

January that it will join prop-
erty and casualty brokerage
BrokerLink. The terms of the
transaction were not dis-
closed, notes a statement
from BrokerLink. BrokerLink
companies, subsidiaries of
Intact Financial Corp., 
include 84 offices serving
clients in Atlantic Canada,
Alberta and Ontario. Dating
back more than 60 years,
MCT has more than 110 in-
surance professionals in 18
offices. Michael Brien, who
has led MCT over the last 12
years, joins BrokerLink as
head of its Atlantic operations.

1

of Calgary; Gordon Adams;
Robert Cartwright, Jr.; 
Al Gorski; Leslie Lamb; John
Phelps; Michael Phillipus;
Frederick Savage; and Lori
Seidenberg.

8As of January 8,
Toronto insurance bro-
ker Jones DesLauriers

Insurance Management Inc.
(JDIMI) had acquired Whitley
Insurance and Financial Ser-
vices. Whitley Insurance has
offices in Belleville, Ontario
and the nearby communities
of Trenton, Deseronto and
Stirling. “The acquisition is
expected to build a solid
presence for JDIMI in Eastern
Ontario and position the firm
to better service their clients,
with strengthened commer-
cial and personal insurance
offerings in the region and a
new financial services divi-
sion,” notes a statement from
JDIMI. President and CEO
Shawn DeSantis will lead the
teams from both companies.
Loris Clarke [8] has been
named successor to Paul
Whitley, president of Whitley
Insurance, who will remain
during a transition period.

9Ken Rayner [9] has
joined Anderson 
McTague & Associates

Ltd. as its director of busi-
ness development, Central
Region. “Ken brings a wealth
of experience to our com-
pany, having held various
senior management positions
with insurers and other MGAs,”

Aviva Canada, including 
senior vice president for the
Ontario region, senior vice
president of Pilot Insurance
Company and Scottish and
York Insurance Company, and
senior vice president of 
national marketing. He also
previously worked at Econom-
ical Insurance. Reikman will
report directly to Karen
Gavan, president and CEO of
Economical Insurance. Weis,
who previously held various
roles at RBC Capital Markets,
is the new vice president of
corporate development as of
January 21. Weis will be inte-
gral to “continued focus on
its demutualization and 
public company readiness ac-
tivities,” says chief financial
officer Phil Mather.

3Dan Kleiman [3] took
on duties as vice presi-
dent and regional

leader, Canada Commercial
for Zurich North America at
the beginning of 2014. In his
new position, based in
Toronto, Kleiman will oversee
the almost 100 market-
facing underwriters and 
underwriting managers who
are part of the Commercial
Markets regional field organi-
zation within Canada, reports
Zurich Insurance Group.
Kleiman began with Zurich 
in its Kansas City office in
2007 and most recently
served as segment head of
the commercial real estate
practice within Zurich North
America Commercial. Before
joining Zurich, he held com-
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get back to normal faster
after a claim,” says Irene
Bianchi, senior vice president
of claims, corporate services
and strategic sourcing for
RSA Canada.

5Scott McFie has been
named executive vice
president of business

development for Granite
Claims Solutions. McFie, who
has been involved at the ex-
ecutive level within the insur-
ance industry for more than
25 years, has held executive
operational and business de-
velopment positions at a na-
tional independent adjusting
company. Denis Houle [5]
will oversee the operational
and sales activities of the
company’s Atlantic Region as
part of his new role as 
regional manager. Over the
course of his career, Houle’s

says Chuck McTague, 
president of Anderson Mc-
Tague & Associates, a  family-
owned MGA based in New
Brunswick. In January, An-
derson McTague & Associates
announced it was expanding,
adding an office in Toronto to
service the brokers of Ontario
and Manitoba. Rayner’s 
appointment confirms the
company’s “commitment to
the Ontario/Manitoba market-
place, and to the building of
a local support team to assist
brokers with their surplus
lines and difficult to place
business,” McTague adds.

10The Guarantee
Company of
North America

has announced that Tara
Wishart [10] became vice
president of claims for the 
insurer’s Toronto branch on
December 2, 2013. Having
21 years of experience in The
Guarantee’s claims 
department, Wishart will be
responsible for the operations 
of the Toronto Branch Claims.
She first joined The Guaran-
tee in 1995 as an adjuster
and has held roles of increas-
ing seniority with the com-
pany, including, most
recently, claims manager for
specialty lines. Wishart is a
member of both the Surety
Association of Canada and
the Canadian Association of
Women in Construction. 

mercial lines roles with in-
creasing levels of responsibility
at Chubb and Fireman’s Fund
Insurance Company in Kansas
City, Chicago and New York.

4RSA Canada is looking
to streamline its
claims-handling

process and condense cycle
times through a new partner-
ship with Audatex Canada, a
global claims solution
provider serving the automo-
tive industry. The partnership
replaces multiple software
programs with Audatex
Canada’s software suite,
which will standardize work-
flow and procedures across
all of RSA Canada’s compa-
nies. “This solution enables
RSA Canada to leverage its
size and scale to provide
even better service to our
customers and helping them

7Carolyn Snow [7] will
lead RIMS as president
for the 2014 term,

which took effect January 1.
Snow, who has been on the
RIMS Board of Directors for
seven years, is currently di-
rector of risk management for
Humana Inc. She previously
served as RIMS’s treasurer,
secretary and director of 
external affairs. The RIMS
board for 2014 also includes
vice president Richard
Roberts, Jr.; treasurer Julie
Pemberton; corporate secre-
tary Nowell Seaman, director
of global risk management for
Potash Corporation of
Saskatchewan Inc.; Gloria
Brosius; Steve Pottle, director
of risk management services
at York University; Jennifer
Santiago; Janet Stein, direc-
tor of risk management and
insurance at the University 

3

10

10  Ontario-based 
Catastrophe 
Response Unit 

(CRU) is opening an office 
in Dallas. The fourth CRU 
office south of the border, 
Paula Shields-Holladay [10] 
will manage the new office. 
Shields-Holladay began her 
career with Allstate Insurance 
Company, has worked as a 
senior adjuster handling com-
mercial claims with Gainsco 
and has founded her own 
independent adjusting firm. 

11Northbridge 
Insurance and 
Unica Insurance 

Inc. now have eDocs certifica-
tion, for commercial lines, 
from the Centre for Study of 
Insurance Operations. With 
eDocs, brokerage staff can 
download policy documents 
directly from carriers’  
computer systems to their 
own broker management 
system (BMS), and store the 
documents in the BMS with-
out manual intervention. 

http://twitter.com/CdnUnderwriter
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which wrapped up in Toronto after 
visits to Vancouver and Montreal 
– was held to outline to clients 
“some important aspects that you 
should be considering if you’re 
going to be incorporating any 
form of flood technology into your 
workflow process in terms of writ-

ing your business,” Paul Cutbush, 
senior vice president of catastrophe 
management at  Aon Benfield 
Analytics said. In May, Impact 
Forecasting LLC announced a flood 
model, for companies insuring 
properties in Canada, which the 
firm says has a “combined hazard 

resolution of 10 metres for the most 
exposed areas.” Impact Forecasting, 
a unit of London-based Aon plc’s 
Aon Benfield reinsurance intermedi-
ary, stated its new flood model for 
Canada “covers a geographical area 
representing 98% of the Canadian 
population.”

Precision of insurer location is 
critically important when it comes to 
modelling flood risk and estimating 
potential losses should such an 
event occur, attendees were told on 
June 12 during the Toronto install-
ment of the Aon Benfield Catastrophe 
Analytics Roadshow. The roadshow – 

Photo: Andrew Kemp, President & CEO, CMW Insurance (centre) presents a $15,000 cheque to 
Molly Loudon, Variety’s Manager, Business Development (left), and David Coons, Variety’s Director, 
Fund Development (right). 

On June 12, Burnaby-based CMW 
Insurance hosted its Annual Charity 
Golf Tournament at the Mayfair 
Lakes Golf & Country Club in 
Richmond, and raised $15,000 
for Variety - The Children’s Charity. 
Known for its strong focus on 
philanthropy, this is the company’s 
21st annual golf tournament in 
support of local charities, and the 
2nd of a three-year commitment to 
Variety. “CMW’s support makes a 
difference in the lives of children in 
B.C. who have special needs,” says 
Dave McConachie, Variety’s interim 
executive director. “We know the 
kids are champions, and we’re 
inspired by the courage with which 
they meet their individual chal-
lenges. We’re thrilled to have CMW 
on our team, together celebrating 
each child’s little victory.”



75October 2015 Canadian Underwriter

GALLERY

On August 18, BSI Insurance Brokers Ltd. 
donated $2000 to Steinbach Family Resource 
Centre for the purchase and construction of 
equipment for their new playground. This 
playground will be an area for children to 
play and learn about traffic signs to help 
the kids identify them in the real world. The 
playground is anticipated to be completed 
by August 2016. The Steinbach Family 

Resource Centre has now raised $18,500 of 
their $125,000 fundraising goal. This dona-
tion is done in part with the BSI - Because 
We Care initiative. This initiative will see 
approximately $30,000 in donations annually 
distributed between its 15 locations and 
neighboring communities. BSI recognizes the 
need to support local initiatives that strive to 
improve its communities. 

BSI Insurance Brokers Ltd.  hosted a 
Community Appreciation Movie Night on 
August 25, to help the Manitou Opera House 
raise funds. It was an extre mely successful 
evening and in collaboration with the com-
munity of Manitou, BSI Insurance donated 
$2777.15 to the Manitou Opera House. The 
total combined fundraising for the evening, 
in conjunction with the community totaled  

$4554.30, which is being directed to 
The Opera House Accessibility Project. 
This donation was done in part of BSI 
Insurance’s “Because We Care” initia-
tive. This initiative will see approximately 
$30,000 in donations annually distributed 
between its 15 locations and neighboring 
communities. BSI recognizes the need 
to support local initiatives that strive to 
improve its communities.  

APPOINTMENT

Wesley Moroziuk
Vice President, Claims

Laura Wiebe, President & CEO of 

the Saskatchewan Mutual Insurance 

Company (SMI) is pleased to announce 

the appointment of Wesley Moroziuk 

as Vice President of Claims.  With over 

30 years of claims experience, Wes 

most recently held a senior leadership 

position with another Saskatchewan 

based mutual insurance company.   

Wesley holds a Bachelor of Commerce 

Degree, majoring in Finance and 

Industrial Relations. A long-time 

supporter of the Canadian Insurance 

Claims Managers Association and 

Insurance Institute, Wes holds his FCIP 

designation.  We welcome Wes and look 

forward to him becoming an integral 

part of the SMI management team.

Formed by a group of pioneer farmers 

in 1908, SMI has prospered for over 

100 years providing security and 

service to its policyholders.  Today as a 

federally regulated insurer operating in 

Alberta, Saskatchewan and Manitoba, 

SMI wrote $62.8M of direct written 

premiums in 2014.  With its head office 

located in Saskatoon, the Company 

has approximately 80 employees and 

sells its products through the broker 

distribution network. 

www.saskmutual.com

http://www.saskmutual.com
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On September 10th, Markel hosted 
their inaugural cocktail event at 
their headquarters in Toronto. The 
event not only celebrated the official 
rebrand of Markel, which took place 
on July 1st, but also provided the 
opportunity to show off Markel’s 
new office to clients and friends. 
The beautiful open concept office 
located in the city’s Entertainment 
District, welcomed over 200 
industry professionals as they 
celebrated an important milestone 
for the company.  Karen Barkley, 
President of Markel said “We look 
forward to furthering business op-
portunities under the Markel name 
while holding the history and legacy 
of ESR in high regard.” Markel will 
continue to host several exciting 
cocktail parties across Canada to 
celebrate the rebrand and promote 
Markel Canada.
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Transatlantic Reinsurance Company 
held an anniversary celebration at the 
CN Tower in Toronto on September 
24, marking 35 years of the company 
in Canada. Hundreds of industry cus-
tomers, partners, guests, staff and 
TransRe’s global executive took a ride 
to the ‘top of Toronto’ for the anniver-
sary party. Micheal Sapner, President 
&  CEO of Transatlantic Reinsurance 
Company shared a few words with 
the audience, as did Cameron 
MacDonald, Senior Vice President 
of TransRe Canada, who recently 
celebrated his 25th Anniversary as 
leader of the Canadian operations.
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The Insurance Brokers 
Association of Canada 
(IBAC) made its way to la 
Belle Province for its 94th 
Annual General Meeting 
(AGM) in Quebec City on 
September 24-26. Held at 
the historic and truly stun-
ning Fairmont Le Château 
Frontenac — located inside 
the walls of Old Quebec 
and offering breathtaking 
views of the St. Lawrence 
River — brokers represent-
ing every region of the 
country came together for a 
mix of networking and fun. 
There was no shortage of 
the latter, with an outstand-
ing day of socializing and 
learning in Ile d’Orleans, 
which featured a trip to a 
winery, sugar shack, cider 

house and the picturesque 
Montmorency Falls. The day 
was capped off with a trip 
to the National Assembly of 
Quebec to take in the his-
tory and enjoy some drinks 
and dinner with friends. 
The AGM on Saturday was 
followed that evening by the 
IBAC President’s Banquet, 
at which Bryan Yetman, vice 
president of operations for 
First Durham Insurance and 
Financial, was recognized 
with the 2015 Dale Rempel 
Award of Excellence. The 
award, which recognizes ex-
cellence in broker education, 
was created in the name 
Dale Rempel, the much-
loved and highly regarded 
former president of IBAC 
who passed away in 2012.
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A.M. Best Company’s 2015 
Insurance Market Briefing - 
Canada was held in Toronto 
on September 24. More than 
250 insurance executives at-
tended to hear A.M. Best rating 
analysts discuss the impact of 
current economic conditions 
and rating trends on members 
of the insurance industry in 
Canada. Attendees heard 
panelists discuss
Canadian life, property and 
casualty and reinsurance.

APPOINTMENT

The Canadian Association of Insurance 
Women (CAIW) is pleased to announce 
they have elected a new President for the 
2015-2016 term, Lynn Kelly, CIP, CRM. 
Lynn has been a member of the Insurance 
Professionals of Calgary since 1997. 
Lynn began her career as an independent 
adjuster in 1980. Lynn’s focus has been 
on liability and malpractice claim 
investigation. Her current employer 
Crawford & Company (Canada) Inc. has 
been a strong supporter of CAIW. 
The CAIW is embarking on their 50th 
year anniversary. The CAIW’s annual 
general meeting  and Convention will 
run from  June 8th to the 12th 2016.  
It is being held  in Toronto, Ontario 
&  hosted by the Toronto Insurance 
Women’s Association. 
Lynn is pleased to be leading the 
Association into this historic year.   The 
CAIW has many challenges as an on-
going Association, Lynn and the CAIW 
executive continue to work hard towards 
addressing these to maintain a strong and 
viable insurance industry association.   
CAIW is made up of 11 Chapters 
across Canada and provides excellent 
opportunities for their members to 
better themselves both professionally 
and personally through networking and 
continuing education.
We encourage you to search out 
our website for information on the 
Convention and other events held by 
Local Associations. 

www.caiw-acfa.com

www.caiw-acfa.com

Lynn Kelly, CIP, CRM
CAIW President

2015 – 2016

http://www.caiw-acfa.com
http://www.caiw-acfa.com
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The Wawanesa 
Select Series

Office | Salon | Realty | Retail | Professional | Wholesale

Designed for business owners, 

the Select Series provides comprehensive  

commercial product packages with optional 

coverages offered at an exceptional value.

Contact your Wawanesa Insurance  

representative to learn about  

our innovative solutions.

AUTO  |  HOME  |  BUSINESS  |  FARM  |  LIFE AND GROUP

wawanesa.com

http://www.wawanesa.com



