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exclusively through brokers across Canada. This means your
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100% broker-distributed. 100% committed.
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Is wildfire on the back burner?
After a couple of close calls last year in B.C. and Ontario, can
we say we are better prepared for a wildﬁre cat?

W

ildﬁre may be among the most likely of major cat events to hit Canada over the next coming years. But is mitigation on anybody’s radar right now? Is the risk out of season, out of mind?
The potential for damage was huge last season. In Ontario, 1,028
wildﬁres burned as of last August, an 87% jump over the province’s average number of wildﬁres. And B.C. saw its largest wildﬁre season
ever in 2018. More than 530 ﬁres burned down 13,000 square kilometres of
the province, beating a previous record set the year before.
And yet, by chance, because of where the ﬁres burned last season, there were
no major wildﬁre catastrophes. In B.C., about 25,000 residents were either
evacuated or put on standby to evacuate; that’s about 40,000 fewer last year
than in 2017.
Basically, Canadians – and insurers, by extension – got lucky. But as one reinsurer put it to me recently: “Luck is not a strategy.”
And so what remediation efforts have been undertaken recently to reduce
the known risks associated with wildﬁres?
Certainly the risks have been well-publicized since a wildﬁre scorched
Fort McMurray, Alta. in 2016. The Institute for Catastrophic Loss Reduction
(ICLR) has identiﬁed a number of exposures associated with people developing communities in forested areas.
Preventing the ignition of embers that blow ahead of wildﬁres is key. As
noted by the ICLR, this can be done in a variety of simple ways: install screening below wood decks to prevent embers from settling there; move wood
piles and propane barbecues away from the residence; use non-wooden roofs
(metal and asphalt shingle); and keep wood fences away from homes.
The thing is, who is coordinating these remediation efforts? Who’s responsible, ultimately, for everyone’s safety? Can we trust individual property
owners to do the right thing? Are brokers asking the right questions? Are
government agencies on top of it? Or do insurers have a role to play in how
they price their policies?
This needs to get sorted out soon. As the death toll in California shows (not
to mention the 10, 321 structures that burned up in the Camp Fire), the stakes
for insurers and their policyholders are quite high.
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Your drunk client arrives home safely.
Why your exposure does not end there

canadianunderwriter

Insurer involvement
urged in the building
code process

January 24
The story: Social hosts owe a duty of care beyond the time when
an intoxicated guest returns home safely. The Court of Appeal for
Ontario found an enhanced risk in more intimate settings, and
therefore a higher standard of care owed by the social host. In
this case, Mark Williams went over to a friend’s place and drank 15 cans of beer in three hours.
After driving home safely, he then decided to drive his babysitter home, loading his three children
into the car. Williams was killed in an accident on the way to his babysitter’s house. A claim on
behalf of his three children was made against the social hosts who served Williams the beer.

January 24

Scott says:
So what’s to say that if I get my guest a ride home, they don’t leave there after being dropped
off. Am I still liable? Seems insane.

Gary says:
What happened to being responsible for your own actions? If I go out, get drunk, and have
an accident, then that is on me. Not the individual who serves me, regardless if it is at
someone’s house or at a bar. A judge who would hold a person responsible for another
person’s actions is just another politically appointed pawn that does whatever the political
party in power tells them to do.

Marc Dubois says:

Frank Cain says:
Call it what you will, the host definitely had a duty of care to Williams, as decided by the court.
The point made is not the outcome to Williams of his breach of the law – that’s a matter for
the Criminal Code to deal with. If the host’s duty of care does not end with the drunken guest
arriving home, as this whole article is about, well – see you in court!

Why it’s not so easy
for an insurer to
go direct
January 21
The story: Carol Jardine,
president of the Canadian
operations of Wawanesa
Mutual Insurance Company,
defends selling through
the broker channel, saying
it’s not actually that easy
to build a direct channel.

Client loses
lawsuit arising
from automatic
policy renewal
January 31

Thank you, Carol Jardine, for being a
voice of reason during this difficult
period in the insurance industry.
Supporting the broker channel is
extremely important and appreciated.

Lance says:
I worked for a direct writer. It was an absolute nightmare. Clients
would prepare their own quotes online filled with errors and
we’d spend all our resources trying to fix them. Often, those
corrections would cause the premiums to surge, and ultimately
the client simply canceled the policy altogether.

The story: A motorcyclist paying his premium
through pre-authorized debit tried to sue his insurer,
TD Meloche Monnex. He argued that TD should not
have withdrawn money from his account because
he had not explicitly agreed to renew the policy.
The court ruled in favour of TD.

Misleading title. His money was returned and he was
the one that canceled the policy.
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Adjusters who deal daily with code
upgrades and bylaws should be sought out
to participate.

Ross Huartt says:
Is it really the adjuster’s role to be an
expert in building code compliance? I would
say their expertise is in insurance, policy
and claim management. You have various
consultants that provide building expertise
on claims to support the adjuster. Although
having a sound understanding on the
various building disciplines is critical.

Sandra Bowering says:

Kim Black wrote

8

The story: The Institute for Catastrophic
Loss Reduction and the Insurance Bureau
of Canada want to restore direct insurance
industry involvement in the building
code process. The industry used to be
involved in the process decades ago, but
participation waned over the years and
has dropped off altogether.

Brad Downs says
It is the role of skilled and knowledgeable
adjusters to understand his/her market and
know how the local codes, statutes, and
ordinances affect a given loss or policy.

Pat Murphy wrote
Yes, but he had to pay the insurer’s legal bill and he
wasn’t successful in his suit...His issue was that he
didn’t “authorize” the automatic renewal (or premium
withdrawal) when in fact, he hadn’t requested the
cancellation in advance of the renewal date. It’s
quite the slippery slope. Some wouldn’t remember to
renew, but, in the event of a loss from an insured peril
[for which] the coverage had not been put into place
automatically, could you imagine the legal fight? Yikes!

Keeping Commercial
Claims Right on Track

The needs and expectations of your commercial
customers are changing. That’s why we’ve developed a
bold approach to claims that puts your customers at the
centre of everything we do. We call it ClaimCare and it
comes with a number of proof points including service
delivery promises, guarantees and more.
Here’s proof point #3. Commercial claims can be
complicated. Our ClaimCare Tracker provides regular
updates to keep you and your customers informed every
step of the way. It ensures everyone is kept in the
loop and there are no surprises as we work to get their
businesses back up and running as soon as possible.

Learn more at goremutual.ca/claims
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*0-.(''0.$) ..'$ )/.- $"0.$) ..!*-4*0ѵ
*2Ѷ2$/#1$1)+*$)/ҹ$).0-) Ѷ4*0)! '*)) ޔ//#/
4*0ҁ- *Ȃ -$)"4*0-'$ )/./# -$"#/+-*/ /$*)ѵ
1$1)+*$)/ҹ$).0-)  '$1 -.- 4Ҋ/*Ҋ"*.*'0/$*)/#/(& .$/ .4!*-4*0/*- *(( )
*1 -" *+/$*).!*-4*0-'$ )/.ѵ /$)'0 .-*. +-*/ /$*)- ' 1)//*4*0-'$ )/.ҁ/4+ *!
0.$) ..)$)0./-4Ѷ'*)"2$/# )#) *1 -" *+/$*).)/#  ޕ3$$'$/4/*/$'*-*1 -" 
/*.0$/4*0-'$ )/.ҁ) .ѵ)Ѷ$/ҁ.''$)*)  .4/*0) -./)+*'$4ѵ
1$1)+*$)/ҹ$).0-) ҍ/# -$"#/.*'0/$*)/*# '+& +4*0-'$ )/.ҁ.(''0.$) ..(*1$)"!*-2-ѵ

aviva.ca/avivaonpoint
*- 3// -(.Ѷ )ޔ$/$*).Ѷ'$($//$*).) 3/ ).$*).Ѷ+' . - ! -/*/# +*'$4ѵ1$1)/# 1$1'*"*
- /- (-&.*!1$1+'ѵ)- 0. 0) -'$ ) 41$1) )ѵ)$/..0.$$-4*(+)$ .ѵ
# 1$1)+*$)/ҹ+-*0/$.0) -2-$// )41$1 ).0-) *(+)4*!)ѵ

voices

Top tech trends
The latest gadgets may be impressive, but they will surely
cause insurers to ask questions about privacy and cyber security

I’

B Y A N D R E W L O , Management Consultant, Digital Leadership

ve just returned from CES 2019
(Consumer Electronics Show), where
major advancements in global technology are announced. Let’s look at
two emerging tech trends this year and
why Canada’s P&C industry should be
paying attention.
5G and the next Industrial Revolution
Data and artiﬁcial intelligence (AI) have
emerged as central factors driving all innovation. Now we must add 5G networks
as a key ingredient. The new data network
promises peak connectivity speeds of 10
gigabytes per second, along with very low
latency of less than 5 milliseconds.
At CES, Verizon demonstrated their
ﬁrst commercially available broadband
service at a residential home, showing
peak data rates of 1 gigabyte per second.
Not too shabby for Version 1. This translates into the ability to connect people and
billions of devices together and makes
data collection faster than ever before.
All this data fuels and accelerates AI and
machine learning. Hans Vestberg, CEO of
Verizon, calls 5G the fuel for the “Fourth
Industrial Revolution.” 5G will enable
the fusion of technologies that blurs the
physical and digital worlds into what are
called “cyber-physical systems.”
For example, Qualcomm, mobile chip-

maker, is making transportation far safer
with cyber-physical systems using C-V2X,
cellular vehicle-to-everything communications. Imagine a world in which all 5G
cellular modems work together. Data can
be reliably shared with no latency between
vehicles, road safety services, and people
with smartphones. Integrated communications can enable vehicles to predict
pedestrians about to cross the road 500
metres away and adjust speed accordingly.
Re-focused technology
Apple made a huge splash with the announcement of the Apple Watch 4 with
electrocardiogram (ECG) heart-monitoring capability. They are transforming
their device from being a ﬁtness coach
to a health-and-wellness monitor. CES
showcased a variety of devices integrated with AI that ranged from helping
eliminate chronic pain to helping develop better sleep behaviours. It’s part of a
big trend in digital therapeutics and remote patient monitoring, promising to
enhance medical practices and encourage healthy behaivour.
5G makes it possible to take remote
patient care and monitoring to new levels. Dr. Christopher Morley, CEO of the
startup Medivis, spoke during the Verizon keynote and demonstrated how

they use augmented reality and AI to advance surgical visualization. They want
to solve the problem that surgeons have
an inadequate view of the human body
during complex surgeries. Using the
Microsoft Hololens, brain surgeons can
overlay holographic imaging data inside
of the brain on top of the skull, taking the
guess work out of surgery from incision
to repair. 5G makes it possible to communicate this data in real time across the
world with other neurosurgeons and enable immersive collaboration.
You can imagine how these new technologies may reduce the risk – and potentially the liability exposure – related
to health care.
Privacy and cyber-security
Privacy and cyber-security should be
more widely discussed. All the new shiny
pieces of technology typically overshadow
these concerns. There is a major risk associated with the massive and rapid gathering and storage of our personal data to
power AI and machine learning. Technology makers need to be more transparent
with customers about how their data will
be used and their privacy will be protected. The insurance industry has an opportunity to step in and make sure this risk is
adequately mitigated.
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Fast and frictionless:

Technology shines the way forward for the industry

A

s a long-standing believer in the long-term value of the

is by building and improving the tools and technology brokers

broker channel and the important advisory role of a

have at their disposal to grow their business and respond to

broker, we are constantly looking for ways to help them

their customers’ needs and expectations. Another way we

better serve clients’ needs.

champion brokers is through supporting industry-wide initia-

One way in which we continue to invest in the broker channel

tives that make it easier for them to grow their business.

The IBAC data exchange initiative
The Insurance Broker Association of Canada (IBAC)
recently kicked off the next phase of its data
exchange action plan, which involves brokers,
vendors and industry stakeholders coming together
in a working group to help develop and bring to
the market a reusable data services library and
testing facility. Through this initiative, IBAC aims to
reduce the time, error rate and cost of facilitating
connectivity in the Canadian P&C insurance industry,
allowing for real-time data-sharing between brokers
and insurers, without the need to manually input
data more than once. For brokers to service clients
effectively, they need to be able to receive data from
a carrier, pull it into their broker management system,
@MCSGDMAD@AKDSN@BSNM@RDQUHBDQDPTDRSDEãBHDMSKX
As we have been updating our own legacy systems,
we have kept our broker partners at the centre of
this evolution. It’s important for the best interest
of the broker channel that we come together as an
industry to bring this connectivity plan to life. It is a
competitive advantage for the channel, to enable our
move forward, not just for the individual brokers or
carriers involved.

Exploring blockchain utility
We are currently part of a group of carriers and
other industry players investigating the possibility of
establishing a Canada-wide consortium similar to that
of the US-based RiskBlock Consortium. In partnership
with Deloitte and RiskBlock, we have been involved in
assessing and exploring a blockchain utility to support
the work we do with the broker channel, other
carriers and third parties.
Important work to this end has been done in the
US market, and we are exploring the potential for
blockchain integration around three use cases
HCDMSHãDC@RONSDMSH@KGHFGU@KTD@MCLDCHTL
complexity: Proof of Insurance (POI), and First Notice
of Loss (FNOL) and Fraud.

Smart contracts built into distributed ledgers
within the blockchain platform have the ability to
enforce performance of the contract with resilience
and certainty. Triggered by an event, the code in
the distributed ledger automatically executes the
ETKãKLDMSNE@OQDUHNTRKX@FQDDC TONM@QQ@MFDLDMS 
thus eliminating the risk of delay and reliance on
multiple intermediary parties.
The transparency, auditability and trust establishment
capabilities of blockchain make it particularly
appealing to the insurance industry. Open questions
remain but we are committed to investigating and
OTQRTHMFHMCTRSQXHMHSH@SHUDRSNDMG@MBDSGDDEãBHDMBX
and competitiveness of the broker channel.
POI and FNOL in particular show strong potential for
AKNBJBG@HMHMSDFQ@SHNM ADMDãSHMFAQNJDQRAXD@RHMF
the process of sharing and validating data, cutting
down on paper-related costs and data storage, and
introducing a unique way to validate and securely
provide proof of insurance electronically in real time.
Similarly, blockchain application to FNOL processing
B@M@KRNSQ@MRENQL@MHMDEãBHDMS L@MT@KOQNBDRR
involving a large amount of iterative information
exchange, wasted time and resources and redundant
completion of various forms, to a fully integrated
process that involves data sharing between involved
parties in a trusted manner while maintaining security
through permissions; abating duplicative efforts,
minimizing reconciliation issues and reducing costs.
&HUDMSGDRHFMHãB@MSHLO@BSSG@SSDBGMNKNFXG@RG@CNM
our industry – from legacy system overhauls and updated
VNQJâNVRSN (HMSDFQ@SHNM@MCAQNJDQBNMMDBSHUHSX
collaboration needs to be prioritized over competition
where possible. For instance, we recently participated in
helping the CSIO develop an incentive plan to encourage
FinTech and InsurTech companies – who can be seen as
a competitive threat – to focus their investments on the
broker channel. Ultimately, when other players in the
industry invest in the broker channel, we all win.
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INSURING MARIJUANA

Cannabis Confections
The potential claims and underwriting effects of insuring marijuana edibles

C

annabis edible products and concentrates are expected to be legalized for sale sometime around
October 2019, approximately one year
after the Cannabis Act ﬁrst came into
force. Although consumers may welcome the move, the insurance industry
and health officials are raising concerns.
“We still really haven’t seen the full
effect of Phase 1 of [cannabis legalization], if you want to call it that,” says
Erika Carrasco, a partner at Field Law
in Calgary. “I think we are still a way out
from seeing what some of the impacts

CYBER CRIME
METHODS | FEB. 25

Cyber criminals are adapting their
methods to include targeted extortion,
setting their sights on a particular,
vulnerable organizations and demanding larger ransoms (frequently $50,000
or more), CFC Underwriting reported.

B Y J A S O N C O N T A N T, Online Editor

[of legalizing edibles] will be on claims
and coverage going forward. Right now,
I think we will see them mostly on the
impairment side.”
Sometimes the health effects are
surprising. For example, a 70-year-old
Saint John man with known coronary
artery disease recently felt like he was
suffering from a heart attack after eating
a marijuana lollipop.
The Canadian Journal of Cardiology
published an article in February about the
man, who reported suffering crushing
chest pain and feeling very paranoid,

telling a family member he thought he
was dying. He felt the effects about 30
minutes after eating the lollipop, which
contained 90 milligrams of THC, the
psychoactive ingredient in marijuana.
A typical joint contains about seven
milligrams.
Around the same time, Toronto’s
medical officer of health recommended prohibiting edible cannabis products that are appealing to children
such as lollipops and gummy bears, in
addition to “youth-friendly” flavours
of cannabis vaping products like des-

ONTARIO SEES
THE WIND | FEB. 25

Claims adjusters reported widespread
damage after a powerful, sustained
wind storm caused blizzard conditions
and damaging winds across Ontario,
with winds gusting to between 100
km/h and 110 km/h.
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SURVEY SAYS…

DECLARATIONS
serts, candy or soft drinks.
Since edibles are small, they are easy
to sneak into a public venue without detection, notes Bruce Johnston, executive
general adjuster with ClaimsPro. When it
comes to determining liability, it may not
be easy to link the intoxicating effect of an
edible to any particular location.
“If you happen to drop one of these
edibles just before you walk into the bar,
there’ll be no obvious effects because it
takes at least an hour or two hours for it
to kick in,” Johnston says. He describes
the intoxicating effect of edibles as more
of a “body stone” than a “mind stone.”
To complicate matters further, Johnston adds, since there may be a prolonged
delay in feeling the anticipated effects,
and therefore it may feel like “nothing’s
really happening,” a person may decide
to take another edible or some alcohol to
feel some effect. “And then within two
hours, they are complete puddles.”
This delayed reaction is “where we
are going to see a big question mark surrounding edibles and impairment,” says
Carrasco. “On the auto side, and on the
injury side as well, [counsel] might want
to argue that there was some kind of contributory negligence if the other party
was impaired, even though maybe they
didn’t cause the accident per se.”
Defence counsel may face additional
hurdles when ﬁguring out how edibles
might cause or contribute to injury loss
and damage under certain insurance
policies. For example, it may be difficult
to trace back impairment because of the
way the body processes THC. This might
be more of a liability issue than a coverage issue, says Carrasco. “Once a claim
arises, how do you assess something
when you don’t even know it may be at
play in the circumstances?”
From an underwriting perspective,
the wording in typical policies, such as a
homeowner’s policy, doesn’t distinguish
between cannabis forms. In some inECONOMICAL’S
DIRECT CHANNEL | FEB. 22

Direct writer Sonnet accounted for about
5% of Economical Insurance’s premiums
in 2018, Economical reported. Sonnet
wrote gross premiums of $127 million
in 2018, while Economical wrote direct
gross premiums of $2.46 billion.
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PLAIN LANGUAGE POLICIES
At what level of literacy are insurance policies currently written?
And at what level should they be written? We posed these questions to
about 500 industry professionals, including insurers, brokers,
and claims handlers. Here is how they responded:

Current Literacy Level

0%

2%

6%

Middle School
(Grades 4-6)

Secondary School
(Grades 7-8)

High School
(Grades 9-10)

31%

47%

14%

High School
(Grades 11-12)

University
Undergraduate

University
Post-graduate

Preferred Literacy Level

4%

11%

29%

Middle School
(Grades 4-6)

Secondary School
(Grades 7-8)

High School
(Grades 9-10)

48%

7%

1%

High School
(Grades 11-12)

University
Undergraduate

University
Post-graduate

stances, the policy wording can be broad
enough to deﬁne cannabis as a drug under the federal Controlled Drugs and Substances Act, or cannabis might be referred
to strictly as an illegal or legal substance,
whether in reference to that act or not. In
another example, policies might include
wording such as “use of cannabis or cannabis products or any substance containing THC.” Commercial general liability
policies that respond to certain claims will
likely rely heavily on current exclusions if
they have one for use of cannabis or cannabis-related products or any substance
containing THC.
As policies are reworded for legal
cannabis, there is a need to distinguish
between illegal and legal use, Carrasco

$2.46
BILLION

says. “While cannabis is legal, it’s legal
only within certain parameters,” she
says. “You still need to have in place an
exclusion stating that if your insured is
using cannabis outside the scope of the
regulatory framework, [it] should be excluded from coverage.”
Claims adjusters may want to alter
their questions to cover off some issues
related to cannabis. “We might have speciﬁc questions,” Carrasco says. “Do you
regularly use cannabis? How often do
you use it? In what format? Where do
you purchase it from? What strains do
you use? A lot more detailed questioning might occur depending on if there is
a chance that the person or party could
have been impaired by cannabis use.”

LAWSUIT AGAINST
LOBLAWS | FEB. 21

A $2-billion class action lawsuit against Canada’s largest food retailer, Loblaws, could reach
the Supreme Court of Canada, the company
announced. It was filed in Ontario four years
ago by victims of a 2013 commercial building
collapse in Bangladesh.

Want something real?
Real people. Real relationships. Real expertise.
Find out more about our specialty insurance,
warranty and surety solutions.
Visit www.trisura.com
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2019 Symposium Events
Designed by insurance professionals for insurance professionals Symposium Events across the country bring
together our industry’s brightest minds for a fullday of engaging discussion about the future of our industry.

CIP Society Symposium Events
Toronto (GTA Symposium) . . . . . . . . . . . . . . . . . .  April 9, 2019                                                  &xploring the Unknown
Vancouver (IIBC Symposium) . . . . . . . . . . . . . . . ..April 10, 2019                                          Adapting to a Changing Market
Calgary (IISA Symposium) . . . . . . . . . . . . . . . . . .  April
   16, 2019                                                              ResiliencF
Edmonton (IINA Symposium). . . . . . . . . . . . . . . . April 17, 2019                           The Evolving Landscape of the*OTVSBODF*OEVTUSZ
Halifax (Symposium Atlantic) . . . . . . . . . . . . . . . . May 2, 2019                                       4IBQJOHUIF'VUVSFPG0VS*OEVTUSZ
Cambridge (Symposium West) . . . . . . . . . . . .. August 22, 2019                           "MFSU "XBSFBOE"HJMFJOUIF'BDFPG%JTSVQUJPO
Visit www.insuranceinstitute.ca to register for a Symposium Event near you!
To ﬁnd out more about the CIP Society, please visit www.insuranceinstitute.ca/cipsociety.
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FRAUD PREVENTION

Personal impressions
Some of your corporate clients are starting to use biometrics
to verify identities and online transactions – should you?
B Y G R E G M E C K B A C H , Associate Editor

S

ome clients are considering biometrics as one tactic to manage the
risk of fraud and privacy breaches, but barriers to adoption include the
“creep-out factor” and the upfront cost.
Instead of simply relying on something like a password, some clients are
using (or thinking of using) unique biological characteristics such as ﬁngerprints, eyes, palms, faces and even voice
patterns.
“Biometrics is one key technology
that is becoming very disruptive,” says
Ahmed Etman, managing director of
security for Accenture Canada. “When
you think of identity theft or impersonation, it’s very hard to impersonate
NFP CORP ACQUIRES
BROKER | FEB. 20

NFP Corp., a global insurance
brokerage and consultant, acquired
Ontario-based property and casualty
brokers Mass Insurance Brokers
Ltd. and Easyway Insurance Brokers
Inc (collectively known as Mass).

someone or spoof the identity of someone with biometrics veriﬁcation.”
Fingerprint identiﬁcation is better at reducing the risk of fraud and information
security breaches than passwords, Grand
View Research Inc. says in a recent report.
“Many payment method providers
are already trying to integrate biometrics into their offering,” reports Ernst &
Young, citing Mastercard Identity Check
Mobile and Apple Pay as examples.
Worldwide, the market for automated
ﬁngerprint identiﬁcation systems was
valued at US$3.26 billion in 2017, reports
Grand View. That market is expected
to grow at a compound annual growth
rate of 18% from 2018 through 2025.

“Rising security threats, demand for
integrated solutions, and growth in online transactions are expected to boost
market growth.”
Biometrics can help reduce the risk
of having sensitive information such as
intellectual property, source code, sales
forecasts and personnel ﬁles fall into
the wrong hands, claims Orsay, Francebased United Biometrics.
One factor driving demand among
banks and retailers is payment fraud,
Accenture says in a recent report, Imprint your Future.
Worldwide, losses arising from credit and debit card fraud were US$21.84
billion in 2015 — and growing by more

FAIRFAX EYES SPECIALTY
INSURERS | FEB. 19

Fairfax Financial Holdings Ltd. is not
ruling out the possibility of buying smaller
firms in the specialty insurance markets,
although don’t expect the firm to buy big
insurers any time soon, the firm reported
in an investors’ call.
canadianunderwriter.ca | March 2019
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than 20% a year, Accenture reports.
Biometrics can also help reduce identity theft, says Anne-Marie Kelly, executive director of identity management and
fraud solutions for TransUnion Canada.
Identity theft can take several forms,
the Insurance Bureau of Canada reports.
For example, some criminals seek personal information to impersonate consumers and access their bank accounts,
get new credit cards in someone else’s
name and make purchases.
If you do business with consumers
over the Internet, having a user name
and password is not enough to verify a
person’s identity, Kelly says. Some companies are using multi-factor authentication. This combines something the
user knows (such as a password) with
something the person possesses, such
as a ﬁngerprint, iris or other unique biological characteristic. “Two-factor authentication is not as secure unless you
have biometrics as part of it,” says Bob
Cattanach, a lawyer who advises clients
on cyber security and compliance.
Barriers to adopting biometrics may include a prohibitive cost or the equipment
isn’t yet scalable. For example, if your
client wants to use biometrics to control
access to a building or rooms, the upfront cost on biometrics is greater than it
would be for conventional key cards.
Another barrier is what Cattanach
calls the “creep-out factor.” This describes a situation in which users are
concerned that the data containing their
biometric information will somehow be
misused. To overcome consumers’ misgivings, businesses have to start doing
things a little bit differently.
For example, for insurance companies
to start adopting some of these capabilities, they also have to build a trust relationship with the client, as Etman says.
“We deal with your data, your private
data, we are reliable, and we know what
we are doing.’”

NEW OFFERS
WEGOLOOK
Vendor: CoreLogic
Target Audience: Insurance carriers
What It Does: Allows users to access claims data, photos,
videos and measurements from WeGoLook’s network

CoreLogic has integrated WeGoLook as a new service into the CoreLogic Symbility
platform, a property insurance claim workflow communications management tool. Users
will be able to use WeGoLook’s network of more than 45,000 “lookers” to obtain claims
data, photos, videos and measurements “anytime, anywhere, in a matter of hours for an
economical rate.”
Currently in the United States, Canada and the United Kingdom, WeGoLook offers
customers on-demand field service resources to perform inspections and carry out tasks.
The information can be used to perform damage and liability triage, or desk adjusting for
low-to-mid complexity claims, reducing resourcing costs and turnaround times.
Carriers using the platform will now have the ability to scale quickly and ensure their
operations are able to handle any event no matter where policyholders may be located.

ONLINE QUOTING SOLUTION
Vendor: Mutual Concept Computer Group
Target Audience: Agents and consumers
What It Does: A new auto and property insurance online quoting solution

Dutton, Ont.-based West Elgin Mutual Insurance Company has partnered with Mutual
Concept Computer Group Inc. for an auto and property insurance online quoting solution.
This product marries the concept of an easy-to-use consumer “quick quote” with an
agent “complete quote” methodology to ensure accurate pricing and simplicity for the
consumer and the insurer’s agent distribution network. It maintains the anonymity of the
“digital shopper” until they are ready to make a purchasing decision.

PAYMENT SOLUTION
Vendor: FIRST Insurance Funding of Canada
Target Audience: Brokers
What It Does: Provides a flexible payment solution to brokers through the First Connect service

FIRST Insurance Funding of Canada has partnered with FIRST Canada to provide
innovative payment solutions for Xpert Underwriting’s brokers.
Brokers from Xpert Underwriting, a Canadian managing general agency, will have
access to FIRST Canada’s First Connect service. The service will enable the MGA’s broker
community to provide a flexible payment solution to their clients when a policy is issued.
The brokers can offer clients payment options such as pay in full, monthly payments, and
credit card payments with pre-approved terms and competitive rates.
Mithles Lynch, president of Xpert Underwriting, said “reducing friction in every part
of the policy lifecycle is core to our mission, and the team at FIRST Canada shares our
commitment to making insurance easy.”

ACID-WASHED
CARS | FEB. 19

About 450 vehicles were written off
after sulphuric acid spilled along a
busy commuter route near Trail, B.C.,
according to British Columbia’s public auto insurer. Two spills triggered
4,450 vehicle damage claims.
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EAST COAST
BROKER
ACQUIRED | FEB. 15

One of Atlantic Canada’s largest
brokerages, Archway Insurance,
acquired family brokerage George
Mitchell Insurance, based in
Liverpool, N.S.

ON THE SCENE
OIAA 2019 Claims
Conference
January 23, 2019
Toronto, Ont.

The OIAA
executive
took the
opportunity
to meet
at the
conference

The Ontario Insurance Adjusters Association (OIAA) held
its 2019 Claims Conference in Toronto on January 23. The
conference featured more than 130 exhibitors and seminars
on a wide variety of emerging issues facing adjusters.
Among the speakers, Philippa Samworth, partner at
Dutton Brock LLP, presented her year in review of accident
benefits cases, a panel of experts discussed disruption
and demographic shifts facing the claims industry, and
Ian Gold and Adam Bucci of Thomas Gold Pettingill LLP
presented a review of the year in casualty claims.

Speakers
Brian Moffat
and Alicia
Hughes

It was a busy
day at the
conference
registration
desk, with
132 exhibitors
registered

Career Fair
Panel: (from left)
Tammie Norn,
Tim Guernsey,
Syed Usman, with
Stephen Tucker
at the podium
moderating

Terry Doherty (right) interviews
Phil Langley from MyKey

FIND MORE PHOTOS AT

CanadianUnderwriter.ca/gallery
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BIG MOVES

SUMMARY

Crawford appoints new
sales executive in Canada
Veteran Crawford employee Greg Smith to oversee the sales
and marketing functions of Crawford & Company (Canada)

WHO: Greg Smith
CURRENT ROLE: Chief Client Officer
P&C EXPERIENCE: 23+ years
PROFILE: Held a series of
progressive leadership positions
since becoming the claims firm’s
assistant vice president, director
and manager of marketing in 1998.

Greg Smith is now Crawford & Company (Canada)’s new chief client officer,
overseeing the sales, account management and marketing functions within the
Canadian operations.
“As a progressive and innovative leader within Crawford for the past 23 years, Greg
has had considerable experience in all facets of the organization and is well-versed in
emerging trends and insurtech developments,” says Pat Van Bakel, president and CEO
of Crawford & Company (Canada) Inc. “His knowledge of Crawford’s capabilities and
the needs of our clients, in addition to the reputation that he holds within Crawford,
position him well to support operations that deliver unique, fully-integrated service
solutions to our clients.”
Smith’s tenure with Crawford includes leadership positions in marketing, project
management and claims operations before he was appointed vice president of
national programs in 2017. He holds a Masters’ degree in Business Administration
(MBA) as well as a bachelor degree in Business Administration (BBA).

Melissa Joynt is now
a forensic accountant for ClaimsPro in
the claims adjusting
process. Joining the
Ontario team, she
has more than 20
years of experience
in accounting and property adjusting,
including personal injury, income loss,
AB, business interruption and fraud.

Sedgwick has
appointed veteran
industry executive
Jane Tutoki to serve
as an independent
member of its board
of directors. She
began her career as
a trial lawyer for insurance companies and has more than 30 years of
insurance leadership experience.

OPTA ACQUIRES
GETCLARITY | FEB. 14

Opta Information Intelligence,
Canada’s largest property data
aggregator, acquired data innovation company getClarity, allowing
Opta to expand into the area of
customer and prospect behaviour.
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Insurance defence
lawyer William S.
Chalmers, managing
partner at Hughes Amys
LLP, has been appointed
a judge of the Superior
Court of Justice of Ontario in Toronto. Called
to the Ontario Bar in 1987, he handled
more than 1,000 cases involving a
wide range of insurance disputes.

LIMITING COURT
EXPERTS | FEB. 11

FUTURE OF UNDERWRITING

Tomorrow’s commercial
underwriter
MCKINSEY & COMPANY
Who will be
tomorrow’s
commercial
underwriters?
A recent report
by McKinsey &
Company, From
art to science:
The future of
underwriting in
commercial P&C
insurance, suggests future underwriters
will fall into four basic profile types.
In the first, commercial underwriters
will become more like “business builders.”
Increasingly, they will build relationships
with external third-parties, tapping into the
cutting-edge expertise of their consultants
to provide differentiated risk services or
insights to their business clients.
Secondly, expect commercial underwriters to play more of a data scientist role.
With the introduction of new digital tools,
underwriting may look very different in
the future compared with today, the report
predicts. There will be visualized views on
frequency and severity across portfolios,
supported by real-time, dynamic “what-if”
analytics executed by drop-down menus.
New perils will be instantly simulated.
Also, commercial underwriters will
become more like digital managers.
“Commercial underwriting may experience
disruption similar to the airline industry, in
which artificial intelligence is responsible
for most of the navigation outside of takeoff and landing,” the report notes. “In the
future, underwriters will become more
like pilots, with mundane activities
increasingly automated.”
Finally, think of the future commercial
underwriter as a “Renaissance Woman
or Man.” Gone are the days of the monoline underwriters that only deal in certain
classes or segments. The Young Guns are
looking for variety in their jobs, so look for
them to build their cross-functional skills
across both short- and long-tail lines.

B.C. announced plans to clamp down
on the use of court experts as a way
to reduce costs and delays in settling
vehicle accident claims. The use of
experts increased injury settlements by
20%, the province contended.

Peace of mind coverage,
DAY AND NIGHT.

At A.M. Fredericks Underwriting Management Ltd., we believe that experience
makes all the difference. That is why you can count on us to provide peace of
mind coverage for all your clients’ needs.
As one of Canada’s leading federally licensed Managing General Underwriters,
our national expertise in niche and non-standard commercial liability, professional
liability and property risks is second to none.

Visit us at www.amfredericks.com to learn more!

cu

INTERVIEW

CAROL JARDINE, President of Canadian P&C Operations, Wawanesa Mutual Insurance Company

BUSINESS MODEL

BENEFITS
OF BACKING
BROKERS
Wawanesa Mutual Insurance
Company made a bold move
last year, forsaking the direct
channel to sell exclusively
through brokers. Carol Jardine,
president of Wawanesa’s
Canadian P&C operations,
shares her assessment
of how the strategy has
worked so far.
By David Gambrill, Editor-in-Chief
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cu | Why did Wawanesa
decide to double down on the independent broker channel, to the exclusion
of direct channels?
When we were at a crossroads regarding our Canadian distribution models, we researched customers‘
buying habits for insurance and learned that buyers
are looking for advice and choice. Based on that research we decided to double down on brokers as they
are best equipped to do both. Many Canadians in our
chosen markets ﬁnd insurance a complex asset protection purchase and need assistance in buying the
right insurance product, with the best coverage, providing the best service, at the right price. Brokers do
that. Brokers in Canada have also been asking a company to commit 100% to them, to be a true partner
and not compete against brokers in their communities. So, when you combine those two facts with our
hometown values and our roots as a Manitoba-based
Canadian insurance company, you can understand
why we have backed the broker channel and have
doubled down on it.

cu | Have you seen any signs
of the strategy working?
Yes. We are now a full national partner with the Insurance Brokers Association of Canada (IBAC) and
honoured to be able to use their new logo across Canada. Brokers appreciate our conﬁdence in their future. When we have asked brokers to help us grow,
we have been able to appoint brokers in Ontario, a
province in which we have not been as well represented as we are in Western Canada. Also, we have been
approached by some very innovative, digital brokers
who are comfortable working with us. The digital
brokers know we are not going to compete with them
direct to consumers online, so they can sell our products knowing they have a unique opportunity.
When applied in Quebec, the strategy has delivered the biggest impact. After nearly 90 years of
direct distribution in the province, transferring our
distribution rights to 11 brokerages demonstrated
our belief in the broker distribution channel. Those
11 brokerages share our values; they are in communities servicing our customers’ needs where our
customers live and work. Brokers in Quebec wanted to have a market that was not going to compete
with them in their community and we are happy to
meet that need.

cu | How would you describe
market conditions right now?
Conditions are challenging for all stakeholders in insurance. It’s challenging for brokers, it’s challenging

“The digital brokers
know we are not going
to compete with them
direct to consumers
online, so they can sell
our products knowing
they have a unique
opportunity.”
for insurance companies, it’s challenging for our policyholders and other people’s customers.
Brokers are telling us that they are seeing reduced
underwriting capacity, rates increasing and some insurers making decisions that could negatively impact
customers. We are hearing about all those concerns
from brokers across the country.

cu | How can brokers maintain
their retention levels through this
challenging market cycle?
The best thing a broker can do when markets are challenging is to communicate to their customers proactively, and invest in meeting customer’s expectations
in that regard. Our customer research says brokers
are doing a great job on processing transactions. They
have an opportunity to invest more resources in their
relationships with the customers. The relationship
is what is truly valued by the customers who use the
broker channel, and it’s a broker’s competitive advantage in retaining their customers.

cu | How do brokers break
the bad news about the tough
market ahead?
It is all about communication. Consumer research
says that if customers are informed ahead of time
about major product and price changes being delivered to them, they are more accepting of the change.
Customers do not like surprises when they open
their renewal documents. So, we are encouraging
brokers to get ahead of the renewal cycle. Take the
opportunity to have a conversation with customers
and socialize them to market conditions. Make sure
their coverage is right for them, prepare them for
any potential adjustments in cost and if there may
be an increase, help them ﬁnd the right protection
solution for them.

canadianunderwriter.ca | March 2019
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cu | Have you seen an evolution
in how brokers and carriers
use technology to exchange
data between them?
In the past, insurance companies and
brokers invested in the right technology
for them. So, we saw brokers investing
in strong broker management systems
(BMS). More recently, you will have seen
insurance companies replace their mainframe policy administration systems with
new systems. At Wawanesa, for example,
we spent $300 million to upgrade our
sales and service platform and launch
Guidewire. That allowed us to bring together the brokers’ investments in their
broker management systems with the investment in our new sales and service,
thereby helping brokers to ﬁnd the right
solution for them. That allowed brokers to
do the “utopia” of insurance transactions,
which is to quote and buy inside their
BMS and integrate seamlessly with our
sales and service platform.

PROFILE

CAROL JARDINE
Title: President of Canadian P&C Operations,
Wawanesa Mutual Insurance Company
Education: Queen’s Executive School of
Business, Insurance Institute of Canada
(FCIP designation), University of Toronto
(CRM in risk management). Seneca
College of Applied Sciences (Chemical Engineering Technology).
Industry Experience: Twenty
years of executive roles in the
Canadian property and casualty
insurance industry, with executive
leadership roles at Wawanesa,
TD Insurance, CUMIS, Canadian
Northern Shield Insurance
and RSA Canada.
Industry and Public Policy
Experience: Currently a Director
of the Institute of Catastrophic
Loss Reduction. Member of the
Ontario committee of Insurance
Bureau of Canada (IBC). Founding
member of CANATICS, for which
she was vice chair.
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ON THE SCENE
13th Annual
Big Mingle
January 22, 2019
Toronto, Ontario
After the hustle and the bustle of the seminars
were over at the 2019 CICMA/CIAA Ontario Chapters’
Annual Joint Conference in Toronto on Jan. 22,
conference delegates took the opportunity to unwind
at the 13th Annual Big Mingle. Co-hosted this year
by Blouin Dunn LLP and 30 Forensic Engineering, the
annual event typically draws more than 500 senior
insurance professionals from across Canada.

FIND MORE PHOTOS AT

CanadianUnderwriter.ca/gallery
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M&A TRENDS

Sea
Change
Commercial P&C brokerages
have taken the plunge into
the employee benefits space,
strategically acquiring
employee benefits firms.
What’s in the water?
By Brooke Smith
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P

roperty and casualty (P&C) insurance is a far cry from employee beneﬁts insurance (life,
medical, dental, critical illness).
And it’s a far cry for a brokerage
to carry both types. “Historically, the
Canadian P&C industry and the Canadian employee beneﬁts industry have
run pretty distinct and separately,”
says Tina Osen, president with HUB
International Canada.
But there must be something in the
water lately, because a number of P&C
insurance organizations are diving
into the employee beneﬁts business.
“Generally, we’re seeing an increase
in the level of interest in the group
beneﬁts space — from P&C brokers,
carriers and other group beneﬁts administrators,” says Philip Heywood,
B.C. region transaction services leader
with PwC Canada.
One reason has to do with the commoditization of standard P&C brokerage products, particularly if you think
about the personal lines space, says
Keegan Iles, national insurance consulting leader with PwC Canada. As
insurance products and services have
become commoditized – think of “vanilla,” standardized coverages offered at
increasingly lower price points – what
additional value does the broker provide
to justify their fees? “The ﬂip side of the
commoditization is the fee pressure,”
as Iles observes. He notes that through
employment beneﬁts offerings, P&C
brokers are able to offer a wider range of
services and see that as being lucrative.
“There’s also a perceived underservice in the market for SMEs [small
and medium-sized enterprises], and
that’s an area we’ve seen,” adds Heywood. “HUB has announced that’s

part of their strategy: developing a
broad broker network to really target
and service the SME corporations and
business owners.”
HUB has had great success with its
U.S. employee beneﬁts operations, according to Osen. “When we looked at
our operations in the U.S., and the value they brought to customers and the
talent they had acquired, we felt there
was an opportunity to bring those capabilities into Canada,” she says.
HUB has acquired 13 Canadian employee beneﬁts brokerages to date. The
latest was TRG Group Beneﬁts and
Pensions Inc. in January.
Arthur J. Gallagher & Co., too, has
done a number of acquisitions on the
beneﬁts side. In the past, the global
brokerage concentrated most of these
acquisitions in the U.S., but it has expanded internationally to include the
U.K., Australia, and New Zealand. In
the past ﬁve or six years, the strategy
has been employed in Canada as well,
says Bill Zanoni, executive vice-president of corporate development at Gallagher Canada. Its most recent Canadian acquisitions include Toronto-based
Accompass; Ottawa-based Leystone
Insurance & Financial; and Belton
Boisselle, an employee beneﬁts, group
retirement, and individual insurance
broker and consultant serving primarily Manitoba and Saskatchewan.
“We’re looking for the cultural ﬁt and
growth, and opportunities to ﬁnd the
right partners,” says Zanoni. “We want
to do what’s best for our clients and help
them with all aspects of their risk management portfolio. It helps us retain customers, and the risk management portfolio includes their employee beneﬁts.”
BFL Canada, a private brokerage

PHOTO: Jonathan Hayward, The Canadian Press
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“Not every client will ask, ‘Hey, I want
to do beneﬁts as well.’ But when you hear
that over a couple of months or years,
then maybe it’s a good idea to
have that service.”
launched in 1987, discovered the value of venturing into employee beneﬁts
years ago. It was a P&C-only brokerage
until the end of 2008, when it acquired
a beneﬁts operation. “The reason was to
diversify our services to better respond
to our clients’ needs,” says David Vanasse, president at BFL Canada Consulting Services Inc. “It also gave us an
opportunity to develop a partnership
with Lockton Global, which had commercial insurance and beneﬁts, and was
looking for partners that would have the
same level of services.”
BFL Canada has made a couple of small,
strategic acquisitions over the years. However, “we’re competing with multinational
ﬁrms investing massively in acquisitions,”
says Vanasse. “The market is hard, but we
focus on providing our clients with the
best product and services.”
Still, the interest in employee beneﬁts remains. About six or seven years
ago, when FCA Insurance Brokers was
looking to expand into the space, it decided to build its own beneﬁts business.
“What best suited our office was building
it organically rather than doing the purchase,” says Warren Griffiths, partner at
FCA Insurance. “Our culture was going
to be embedded in that business we built
better than if we bought a ﬁve- or six-person operation. [A merger or acquisition]
might be tougher to mesh with how we
want to do our business.”
Whatever the growth strategy, adding
employee beneﬁts is regarded as a positive for customers, since it provides them
with many options. “Not every client will
ask, ‘Hey, I want to do beneﬁts as well.’
But when you hear that over a couple
28
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of months or years, then it’s deﬁnitely a
good idea to offer that service,” says Vanasse. Osen agrees. “Customers do like it
if we can provide all of the solutions for
their insurance buying,” she says.
Baby boomers setting sail
Part of the surge in buying beneﬁts
brokerages has much to do with demographics, speciﬁcally the baby boomers.
They’re hitting retirement age. In fact,
some statistics suggest that one-quarter
of those working in the insurance industry are set to retire by 2018.
“Typically, it’s succession baby boomers,” Zanoni says, citing one reason why
employments beneﬁts brokerages are
available for sale in the ﬁrst place. “In a
lot of cases, we’ll ﬁnd that boomers own
the business. They’ve built the company
for 20, 30, or 40 years, sometimes. This
is the way they capitalize on their equity, as well as create opportunities for the
young up-and-comers going forward.”
Those up-and-comers could be a positive for the likes of BFL. Not all employees with a small employee beneﬁts brokerage will want to go with a large P&C
brokerage. “Some may be pleased about
joining a larger ﬁrm, but if you have
some entrepreneur types, then maybe
this is where we could have opportunities,” Vanasse says.
But why are boomers selling? In a
word, family.
Yafa Sakkejha, CEO of Beneplan, says
many owners or operators of privately
owned beneﬁts brokers “have this fantasy
of passing on their brokerage to their kids.
I’m one of those kids. But there’s a lot of
these guys who could not convince their

daughters and sons to sell the insurance.”
So, if you can’t convince your offspring to get into the insurance game,
what’s the next best option? Sell.
For its part, Beneplan has been approached by a number of different companies in the insurance industry — including P&C brokerages. “The thing
with P&C is that you have a book of
warm customers, so you can bring in
a licensed group beneﬁts advisor, open
the door and meet with all of our customers,” Sakkejha says.
Negative aspects
Acquiring a beneﬁts business isn’t all
smooth sailing. The ability to cross-sell
can be an issue, says Georges Pigeon, partner in deal advisory (specializing in ﬁnancial services) with KPMG. “Each person
has to understand what the other has to
offer, and they have to market it correctly so that it registers well with the client.”
In other words, staff need to be well-educated about the various services being offered by this now-combined broker.
Osen agrees. “I don’t want to pretend
that it’s easy,” she says. “Those who grew
up in the P&C space cannot proclaim
to be experts in the employee beneﬁts
space. So, if you’re going to take that dive
and acquire ﬁrms in the employee beneﬁts space, you better make sure you’re acquiring ﬁrms that have exceptional leadership and that you’ve built out the talent
who can help you run that business.”
Another possible challenge (particularly in relationship-based businesses), is
the strength of the existing client relationships – especially if the (former) owner
leaves the business in the event of a sale or
merger, Pigeon says. “You’ll need a good
onboarding of those client relationships
to ensure the coverage is there going forward.” The acquiring ﬁrm may need the
former owner to remain with the company for six to 12 months, he adds.
However, for HUB and Gallagher and
the like, the pros of acquiring employee
beneﬁts brokerages obviously far outweigh the cons. It remains to be seen
who else will be taking the plunge.
Brooke Smith is a freelance writer and editor
based in Toronto.
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IFRS 17 CONVERSION

Industry
Reconciliation
Do the ways in which P&C insurers collect, record
and report their financial information reconcile
with the new global accounting standard?

P

By Jeff Buckstein

&C insurers are expressing both trepidation and optimism as they undergo massive changes to prepare for
what accounting giant EY has referred to in a 2018
study as “the most signiﬁcant accounting change to insurance accounting requirements in over 20 years.”
The International Accounting Standards Board’s IFRS 17
Insurance Contracts will replace the current IFRS 4 standard
by the same title that has been in place since 2005. Insurers
will need to apply IFRS 17 for reporting periods that begin on
or after Jan. 1, 2021, even though the official effective date is
expected to be delayed for one year.
What do P&C insurers think of the change?
“From my personal experience, having studied the change
and the degree of complexity, and just the actual volume of
changes, it would be difficult to conclude that the beneﬁts associated with IFRS 17 are commensurate with the costs of implementation, which run in the millions of dollars for many companies,” says Nadja Dreff, chief economist and head of industry
data analytics with the Insurance Bureau of Canada in Toronto.
“My view is that IFRS 17 is something that is being imposed
on the industry that consumers are not asking for,” adds John
Elliott, the senior vice president and chief information officer
of RSA Canada in Toronto. “And it’s not altogether clear to
me that investors are asking for it either. The utility of it is not
clear to a number of us.”
For P&C companies, this major change – which requires a
signiﬁcant effort and commitment by insurers – is coming at
a particularly bad time for the industry. “We’re being hammered pretty hard right now by volatility in weather events
generated by climate change,” says Elliott. “And we’re facing a
rather saturated market. If the industry were ﬂush with cash
and making lots of money, we might shrug our shoulders at
something like this. But the cost of doing it when most insurance companies are feeling very challenged right now – that’s

where the rub comes.”
Industry-wide skepticism notwithstanding, many express a
willingness to take a wait-and-see approach. Whether IFRS 17
will offer an improvement over IFRS 4 is too early to tell, says
Grant Kelly, chief economist and vice-president of ﬁnancial
analysis & regulatory affairs with the Property and Casualty
Insurance Compensation Corporation (PACICC) in Toronto.
“We’re in that transition period where we don’t have all the
answers we need in order to answer that question,” he says.
Accounting consistency
IFRS 17 will introduce a consistent set of principles and objectives to allow greater comparability between both insurance companies and other ﬁnancial services companies, says
Dana Chaput, a partner in the audit and accounting advisory
practices of KPMG in Toronto who specializes in insurance.
This stands in contrast to the current standard IFRS 4, which
permits insurance companies to account for insurance contracts differently from jurisdiction to jurisdiction, leading to a
lack of global consistency.
For example, Chaput notes, IFRS 17 introduces a single objective for revenue recognition, compared to IFRS 4, under
which insurance companies in different countries can currently make different assumptions when writing a contract.
IFRS 4 can result in revenue being accounted for differently;
under some insurance contracts, revenue might be very frontend loaded, whereas in other jurisdictions, the revenue might
be spread out over the life of the contract.
IFRS 17 also increases transparency into the drivers of profitability, by requiring a separate presentation of insurance
ﬁnance income or expense. However, it reduces comparability by permitting insurers a choice between recognizing that
amount entirely in proﬁt or loss, or partially in proﬁt or loss
and partially in other comprehensive income.
canadianunderwriter.ca | March 2019
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“The changes
proposed by
IFRS 17 are
big and a little
confusing, and
it’s going to
make ﬁnancial
statements
more volatile.”
Readers of financial statements will
possess more insight under IFRS 17.
The level of disclosure required under
IFRS 17 is much more detailed. P&C
insurers will not be permitted to offset
or net profitable and non-profitable
contracts against one another, as is al-

lowed today. As a result, “most users
and analysts are pretty excited about
the granularity of the disclosures and
the volume of information they’re going to be receiving,” says Chaput.
Industry raises concerns
The P&C industry has raised concerns
about the company-wide repercussions
of making such major changes, including the level of reporting detail required.
“The changes proposed by IFRS 17 are
big and a little confusing, and it’s going
to make ﬁnancial statements more volatile,” Kelly says.
For example, the new standards will
require the recognition of proﬁts at the
time of sale. But insurance products contain what are known as “longer-tailed
lines,” for which ﬁnancial results cannot be immediately determined. If an
insurance company sells a liability policy and someone incurs a claim, it could
take years for that claim to work its way
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through the court system.
Another concern is that traditional ratios and measures of corporate success
will change under IFRS 17. An example
of a traditional ratio changing would
be ratios based on premiums written.
These will no longer appear on the income statement, or income/loss metrics.
“Insurers are being forced down to a
more granular level than they’re comfortable with,” says Chaput. “To some extent,
that’s going to give rise to a certain amount
of volatility because losses are recognized
immediately, whereas gains or proﬁts are
recognized over the life of the contract.”
Kelly believes the mismatch between
the underlying portfolio and the market
could potentially create additional risk
for companies. “That would be a concern, and the industry is working and
lobbying to get the appropriate discount
rate,” he says.
Measurement models add to the complexity that insurance companies will
face in their future reporting. For example, IFRS 17 uses a single measurement
model, the general model, and introduces
the premium allocation approach and the
variable fee approach for insurance contracts with certain features. Applicable
models under IFRS 17 for the P&C segment of the industry are the general measurement model, which acts as a kind of
default model, and the premium allocation approach, which is a simpliﬁed version of the general measurement model.
The variable fee approach is a non-issue
for P&C insurers because that involves
life insurance products, notes Chaput.
“Most property and casualty insurers
— to the extent that they have short-duration contracts providing coverage for
one, two, or possibly three years — will
be able to use that premium allocation approach. It is similar, but not the
same as the unearned premium reserve
(UPR) approach they use today under
IFRS 4,” says Chaput.
But if a property and casualty insurer
issues longer-duration coverage contracts,
such as with respect to warranty and title,
they will need to use the general measurement model, which is operationally more
complex, requiring more disclosures.
“It’s interesting because, depending on

RECONCILING WITH IFRS 17 | FEATURE
how big the property and casualty insurer
is, and whether they have any of these contracts, they could have very different-looking ﬁnancial statements – or at least note
disclosures for certain property and casualty companies, depending on what their
product offering is,” says Chaput.
What needs to be done?
Although it is expected that the full implementation date will now be for ﬁscal periods
starting on or after Jan. 1, 2022, following
lobbying by the insurance industry for more
time, the necessity for two-year comparative statements means that P&C companies
will need to account under both IFRS 4 and
IFRS 17 beginning in ﬁscal 2021.
“Assuming that the effective date for
IFRS 17 shifts to Jan. 1, 2022, when insurers close their books on Dec. 31, 2020,
and reopen them on Jan. 1, 2021, they are
going to have to restate their entire balance sheet. Some accounting mismatches
are going to arise,” says Chaput.

Insurers are trying to absorb the logistics of the massive effort required to
get ready.
Accounting and ﬁnance staff need
to train to get resources ready to adopt
the new standard. Many very signiﬁcant changes to accounting systems will
need to be implemented in terms of how
companies acquire and sort information,
how they use it, how they link it to their
internal systems infrastructure, and
how they report it, says Dreff.
Multiple calculations are associated
with IFRS 17, as well as multiple guidelines
in the standard on how to conduct those
calculations. P&C ﬁrms’ current general
ledger systems do not support those transformations and calculations. As a result,
there is the need for another system outside of the general ledger or normal ﬁnance
system to do this work, says Elliott.
“That’s one approach being looked at
by RSA,” he adds.
On the other hand, for P&C insurers

that don’t have all of the appropriate
mechanisms in place, such as a ﬁnancial data warehouse, for example, or if
their business systems that feed data to
the general ledger and other ﬁnancial
reports are not capable of tracking or
producing some of the ﬂows that are required by IFRS 17, those companies are
going to have a massive, expensive, and
time-consuming re-engineering job on
their hands. Alternatively, they will need
to buy something off-the-shelf that is already compliant, Elliott notes.
Companies are working full steam on
this in order to get ready on time, says
Dreff. While it is very likely the effective
date for IFRS 17 will be extended from
Jan. 1, 2021 to Jan. 1, 2022, “it is important that insurers use the extra year and
that extra time wisely to prepare, rather
than just kicking the can further down
the road,” stresses Chaput.
Jeff Buckstein is a freelance writer in Ottawa.
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BROKER TECHNOLOGY

The
revolution
is now
After several attempts to create a
utopian state of broker-carrier data
exchange, could the D/X Initiative be
the tech breakthrough that commercial
brokers have been seeking for
decades?
By David Gambrill, Editor-in-Chief
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rokers, insurers and tech vendors unite! You have nothing to
lose but your legacy systems!
This battle cry has been
sounded by Canadian commercial insurance brokers for decades. In the meantime, commercial
insurers are paying out 32 cents on
every dollar they earn in premium to
maintain the existing, manual processes for data exchange with their
broker partners. Basically, it’s 2019
and people are still using email and
re-keying data.
Enough is enough. Two years ago,
the Toronto Insurance Council (TIC),
representing the nation’s commercial
insurance brokerages, published a
white paper urging immediate change:
“To be viable long-term, brokers must
work quickly with all industry stakeholders to implement change.”
The revolution has been a long time
coming. Previous efforts to achieve
industry-wide commercial data exchange between brokers and insurers
are legendary. Many bones litter the
graveyard of projects that sought to
achieve some form of the highly-coveted, single-entry, multiple-carrier
interface (SEMCI) solution. Witness
the $12-million insurers poured into
the abandoned Synchron project in
1996, and an additional $12 million
that went down with the CSIO Portal
project in 2006.
But this time is different, brokers say.
“The retirement of legacy systems
is creating a real opportunity to advance broker-insurer connectivity,”
says Peter Braid, CEO of the Insurance Brokers Association of Canada
(IBAC). “All stakeholders recognize
that we must work together to continuously improve the customer experience. If not, a space may be created
where customers seek other options.”
This historic moment of industry
cooperation has led to the Data Exchange (D/X) Initiative. This project
promises brokers the ability to send
data from their broker management
systems (BMS) directly into the carriers’ back-end systems and receive a re-

sponse back from carriers in real time.
To support the initiative, representatives from every broker association
across the country met in Toronto in
late January to get buy-in from key
players – including approximately 14
major insurance companies, as well
as all seven of the country’s major
tech vendors.
Change is imminent, perhaps as
early as August 2019.
“We’re not talking anymore, we’re
doing,” says Michael Loeters, past
president of the TIC. “This event is
the start of the revolution. It’s the
biggest revolution in technology for
the P&C industry in 50 years. Today’s the day we kick it off. We’re not
talking any more. It’s no more ‘proof
of concepts.’ We are doing it. And
that’s the big difference.”
The Old Order
Why are brokers so bullish on the potential of the D/X Initiative?
Currently, the D/X Initiative is 90%
ﬁnished its work on creating a fully-digital, real-time ﬁrst notice of loss
(FNOL) process. Digitizing the process would be a huge improvement
over the way this is handled today.
Loeters describes the current manual
FNOL process in the following way:
“We take the phone call from the
client and we put the information in
an email. We send the email to some
email address and somebody on the
insurance company side bangs [the
information] into their system, puts
in a claims number, and they send it
back in an email to us. We take the information from the email, put it into
our broker management system.”
This is a daily transaction, Loeters
says, and it leaves a lot of room for
improvement. In fact, the TIC’s 2017
white paper identiﬁes 48 manual
procedures in the current FNOL data
exchange process between broker
and insurer. Sixteen of them could
be automated through real-time integration.
“Look at how many people and
how many manual processes are
involved in something that’s so simcanadianunderwriter.ca | March 2019
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proach isn’t sustainable on
so many levels. It costs too
much, takes too much time,
and requires brokers to
learn and use multiple different systems, which isn’t
realistic in this day and age.
We need one way to access this
information in real time. Insurers
and brokers alike are looking for ways
to streamline processes and make it easier to do business. As the broker community continues to move this [D/X]
initiative forward, those insurers that
join in will reap the rewards of ease of
for the Study of Insurance Operations doing business.”
(CSIO) announced it would re-focus its
efforts on developing data standards. What is the D/X Initiative?
Described in simple terms, commercial Simply put, the D/X Initiative seeks to
data standards would allow broker and establish a repository or “library” of recarrier systems to “understand” the cus- usable services. Brokers would essentomer data being transferred electron- tially check these reusable services out
ically from a BMS directly into a carri- of the library and use them to program
er’s back-end system. These standards their BMS to do a speciﬁc broker transunderpin a wide variety of emerging action. For example, it would allow them
solutions for data exchange between to do real-time transactions with carribrokers and carriers (including the D/X ers that have installed the same code into
Initiative). In the meantime, while CSIO their own back-end systems.
“We’re really talking about code, esworked on creating data standards, carriers designed their own proprietary on- sentially,” explains Kim Opheim, IBAC’s
line web portals as a way to connect with consultant for broker technology. The
code is bundled up as a reusable service
the broker force.
While many brokers today use com- and placed in the library. The ﬁrst reuspany portals, a majority of them would able service under development, now
rather not. Only 22% of brokers sur- 90% completed, will tackle the ﬁrst noveyed in Canadian Underwriter’s 2018 tice of loss transaction. All going well,
National Broker Survey said a carrier’s FNOL would be the ﬁrst reusable serdigital quoting platform was the “eas- vice to be stored in the library by the end
iest” way to submit a small business of 2019 Q2.
“This is what they call Service Orientquote. Fully 65% of the 325 brokers who
answered the question said email was ed Architecture, it’s been around since
the easiest way to do it. The main rea- the 1990s,” Opheim explains. “We’re
son often cited is that company portals not talking about anything new. The arare proprietary solutions, not an indus- chitecture has typically used in a closed
try solution. Each individual company system. For example, Insurance Compasolution requires a commercial broker to ny X may build things for their own oradapt his or her workﬂow accordingly. ganization; when they build code, they
That requires time, which is time taken write it in such a way that it can be reused elsewhere within their organizaaway from advising clients.
“Long gone are the days where each tion. What’s different here is that we are
insurer builds a portal and then teach- talking about sharing that intellectual
es brokers how to use each portal,” says property in the broader community.”
Broker tech vendors signed an historic
Lynne Von Wistinghausen, managing
director and head of operations and agreement at the January meeting in Totechnology of Marsh Canada. “That ap- ronto. Essentially, they agreed to share

“As the broker community
continues to move this [D/X]
initiative forward, those insurers
that join in will reap the rewards
of ease of doing business.”
ple,” Loeters says. “From a customer
experience perspective, it’s terrible. A
customer has had a claim and they want
to know what the claim number is. They
want some kind of conﬁrmation that
the company knows something about
it, and who the contact is. The broker
wants the same thing.
“Right now, the whole process takes
24 hours at best. We’ve demonstrated
[in a D/X pilot test] that it can be done in
three seconds.”
Time costs money, as everyone knows.
The 2017 TIC white paper put the
current situation in stark and simple
terms: “The cost of doing commercial
insurance through the distribution
channel in Canada is too high. For
insurers the average expense ratio is
about 32 per cent, split between broker
commissions and the costs of running
an insurance company operation. Fintech and insurtech companies view
this expense ratio as a tremendous opportunity for disruption by bringing
efficiencies to the transaction, thereby
creating cost savings and improved
services to the consumer. They also
view the lack of technology integration between various industry stakeholders as an opportunity to increase
availability and ease of doing business
to the consumer. To be viable longterm, brokers must work quickly with
all industry stakeholders to implement
change.”
Closing the door on portals?
When the CSIO Portal project went
belly-up in December 2005, the Centre
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intellectual property for the purpose of
establishing the library for the D/X Initiative. At the meeting, brokers asked
CSIO to host the library.
“The IBAC Data Exchange Partner
Statement, signed by all BMS vendors,
demonstrates their commitment to work
together and to share intellectual property where applicable,” Braid says. “This
is something that we have never seen before and creates an opportunity to make
signiﬁcant progress in this area.”
Long live the revolution!
After the reusable service for ﬁrst notice
of loss is posted to the library, what next?
Brokers plan to take stock of how
FNOL is being used and then create a
roadmap for the further development
of reusable services. Individual carriers will pair with individual vendors to
build future reusable services, so as to
expedite the work and avoid duplication. After the ﬁrst domino falls, look to
see reusable services for seven to eight
other common broker transactions to
be posted into the library before the end
of 2020.
“For the rest of 2019, we’re going to
work on three to four new transactions,”
says Opheim. “This is preliminary,
but what makes sense to follow FNOL
would be claims inquiry, loss runs, and
then billing inquiry.”
Billing inquiry is when the customer calls up to inquire about a payment
amount or due date. “That’s a very common request and it’s zero value for the
broker, so the faster they can answer
that question, the better,” says Opheim.
Claims inquiry allows a broker to establish such things as whether the carrier has set up as a claims reserve for the
client’s loss, what’s been paid out on the
claim already (e.g., what’s been paid to
vendors such as a body shop or to a restoration company), and who is adjusting
the ﬁle.
For loss runs, brokerages would be
able to pull all of their losses for a speciﬁc period to do a back-office analysis.
They can assess how much of the business is written in areas prone to weather losses, for example. Or the data will
tell brokers whether they need to tight-

en up underwriting, or why excessive
losses are happening.
When the library becomes stocked,
what happens next? For brokers, it’s all
about maintaining the current political
will and momentum.
“The problem boils down to what I
call critical mass,” says Opheim. “It’s important that, when one of these reusable

services is made available in the [library],
the vendors and carriers get on it and
build it, so a broker is not dealing with a
plethora of different workﬂows. We need
to reach critical mass where every carrier
is using the same process. If we can get
the main players on board, it will speed
up the build-up of these things and ultimately the use by brokers.”
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ETHICAL BEHAVIOUR

After further review….
An insured is owed more money than they claimed. Do you disclose the oversight?
B Y C I P S O C I E T Y, I n s u r a n c e I n s t i t u t e o f C a n a d a

An insurance adjuster is assigned a series of claims ﬁles for different policyholders related to a common incident
that occurred at a construction site.
The adjuster familiarizes herself with
each ﬁle, as well as the incident that gave
rise to the claims. Everything seems reasonable and straightforward when she
interviews the insureds and visits the
construction site.
When the ﬁles are almost complete
and ready for approval, one of the insureds mentions something related to
the claim that pertains to her policy. If
true, the additional detail would result
in a larger payout as per the terms of the
policy. Upon further investigation, the
adjuster discovers that the policyholder
is correct and advises her of this.
Although each of the other policyholders is satisﬁed with the amount
already communicated, the adjuster reviews the contents of their policies to see
if they contain a similar additional bene-

ﬁt. As it turns out, the remaining policyholders all have this similar entitlement
under their contracts.
The adjuster feels somewhat conﬂicted by this discovery. Should she reveal
to each of them that they would be entitled to a larger payout? Or, since they
did not bring this matter forward themselves (as the one client did), should the
adjuster say nothing and save the insurance company a lot of money?

Analysis
Kyle Case, FCIP, CRM
Unit Specialist,
Claims Response Centre,
The Co-operators
In this situation, the adjuster is the professional and owes a duty of utmost
good faith to the client. The client, a layman in the insurance world, may not be
aware of all the coverages available to

them under their policy.
It is the responsibility of the adjuster to review all the available coverages with insureds when they present a
claim. If this was not done at the beginning of this claim, or if the coverage in
question was missed in the review, the
adjuster needs to make the client aware
of this error and re-calculate the settlement offer. The client has paid premium
for a speciﬁc coverage; knowingly not
paying the full amount to which the insured is entitled is not only poor client
service, but, in my opinion, it is also
unethical. Not offering the full amount
owed to the client could also result in
negative consequences for the insurer.
If the insured’s claim isn’t settled appropriately, then, in addition to exposure to a bad faith claim and potentially
punitive damages, the claim might be
re-opened at a later date and additional
payments made. This would mean additional time spent working on a ﬁle and
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additional adjusting expenses.
Insurance exists to protect the assets
of policyholders. We need to be sure
that while we conduct business, we are
doing so through a client-centric lens,
making decisions that are fair for those
whom we serve.
Stephen Agnew,
Executive General Adjuster,
Vice President
ClaimsPro Specialty Risk Division
During the handling of the ﬁles, this adjuster committed an oversight in her interpretation of the coverage. Despite all other
circumstances, it is the adjuster’s obligation to inform all insureds of the oversight
and correct the mistake immediately.
By pointing out the mistake or oversight, the adjuster is exercising her duty
to assist the insured in making a proper
claim. She is also satisfying the insurer’s desire to pay the correct amount required under the contract of insurance.
Setting the obvious moral implica-

tions aside, by not disclosing the oversight to the insureds, the adjuster would
be acting outside of the ﬁduciary responsibility owed to both the insureds
and the insurers.
It is most cost-effective to disclose the
error and pay the correct amount owed
under the contract, thus avoiding inevitable additional costs such as mediations,
appraisals, litigation, and possibly bad
faith actions. Not only will the insurer be
potentially exposed to the foregoing costs,
the true value of the claim will of course
ultimately need to be paid (plus interest).
In summary, we must always act with
utmost good faith. Failing to do so will
not only result in additional costs to the
insurer, but will also reﬂect negatively
against the individual adjuster, the broker
or agent, the insurer, and the industry as
a whole.
The CIP Society represents more than 17,000 graduates of the Insurance Institute of Canada’s Fellow
Chartered Insurance Professional (FCIP) and Chartered Insurance Professional (CIP) Programs.

BY THE NUMBERS

Intelligence-gathering
Insurance professionals may have something to learn from
risk-focused professionals using artiﬁcial intelligence (AI) in the other
ﬁnancial service sectors. Analytics ﬁrm SAS and the Global Association
of Risk Professionals (GARP) conducted a survey of 2,000 reps in
the banking, securities, and wealth/asset management sectors.
Here is what they found:

81%

reported already seeing benefits from AI technologies

Top Benefits

40

52%

Improved process
automation

45%

Credit scoring

43%

Data preparation

33%

Model validation,
calibration & selection
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Obstacles to AI adoption

59%

Data availability
and quality

54%

Lack of
understanding of AI

47%

Difficulties around
interpreting models

I just found out from an
insurer that my client,
who has a stellar driving
record and no prior claims
experience, is due for a big
auto rate increase. How do
I tell them the bad news?
— Breaking Bad

Dear Breaking,
Your client will not be as frustrated by
the news if they are prepared for it in
advance, according to the findings of several Canadian auto insurance consumer
studies by J.D. Power. Probably the worst
thing you can do is say nothing and wait
until they get their bill before you explain.
That won’t do much for your relationship
and, by extension, your retention. Insurers suggest that brokers educate their
clients about the reasons for the rate
increases well before the next renewal
cycle. This should be done in a personal
way, and not in the form of a footnote at
the bottom of an annual renewal notice.
Psychological studies show that people
prefer to hear about bad news in their
own individual ways, and brokers will
need to be sensitive to that. Most prefer
to hear the entire truth, some think it
depends on the situation, and a small
minority would rather not hear the truth
at all. Bad news is often as hard on
the people having to tell it. There is a
concern that the news will reflect badly
on the broker. For example, a broker may
think: “I told them how great this carrier
is, and now I am telling them the insurer
is raising their rates. They must think
that they can’t trust my advice.” Because
of this inclination to save face, those
telling bad news will often stay mum
about undesirable messages. Tell the
truth as soon as possible, but don’t rush
the telling of bad news either. Spend
some time thinking about how you will
break that bad news before you have
the conversation with the client. Once
those words are out of your mouth, they
don’t come back, so don’t rush telling
the message just to make yourself feel
better. Think about what you are going to
say before you deliver the news.

ON THE SCENE
Insurance
Institute of
Canada president
and CEO Peter
Hohman congratulates the effort
of the CIP and
FCIP grads.

The Insurance Institute
of Canada 2019
Annual Convocation
& Awards Night
January 24, 2019
Toronto, Ontario
The Insurance Institute of Canada held its 2019 Annual Convocation & Awards
Night in Toronto on Jan. 24, honouring the graduates from its Chartered Insurance Professional and Fellow Chartered Insurance Professional programs.

Intact Financial
Corporation CEO
Charles Brindamour (centre)
shares a proud
moment with
CIPs Elizabeth
Aguilar (left) and
Tinisha Lewis

CIP Graduate Zenaida Ilas
accepts a hearty congratulations
from Insurance Institute of
Canada board chair Jeff Goy,
president and CEO of the
Wawanesa Mutual Insurance
Company.

Insurance Institute of
Canada board chair
Jeff Goy, president and
CEO of the Wawanesa
Mutual Insurance Company,
shares his thoughts about
the grads’ achievements
and the importance of an
insurance education.

Heather Masterson, president and CEO of Travelers
Canada, and president of
the Insurance Institute of
Ontario’s executive committee, kicks off the ceremonies with her remarks.

Heidi Sevcik,
president and
CEO of Gore Mutual
Insurance Company
(right), enjoys
the Convocation
festivities along with
an unidentified guest.
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HANDBOOK

DIGITAL MARKETING

Marketers Rising
Once considered a line item on the expense chart, marketers are now starting
to reach the executive levels of brokerages – and here’s why
B Y R O B Y N K R O L L , VP Customer Insights, Goose Digital

I

nsurance is an extremely complex
industry and the consumer cannot
possibly navigate the waters on their
own — or so said many traditional insurance organizations, years ago, before
consumers demanded a change.
“The broker world can’t ignore what’s
happening,” cautions Nancy Costa, vice
president of marketing and operations for The Hull Group, commenting
on the need for brokers to develop a digital strategy.
At The Hull Group, the executive
team knew the future of their brokerage
required a digital transformation and
its success hinged on ﬁnding the right
person to manage and execute on it. One

key role they required was a senior marketer, a position still uncommon in most
small- to mid-sized brokerages today.
A few key pieces must be in place for a
traditional brokerage to pull the trigger
and hire a senior marketer, according to
Costa and Dennis Harrington, another
“new-breed” broker marketer with extensive marketing and digital experience
in the retail world. Harrington joined
Dan Lawrie as their ﬁrst vice president
of marketing in 2016.

isting distribution channels are broken,
as are their traditional methods for ﬁnding and engaging customers.
Relying on face-to-face meetings,
networking events and advertising in
industry-focused publications will no
longer cut it, says Costa. More often,
consumers want brokerages to play in
the “any time, any channel, anywhere
space,” she says, adding that brokers
who can anticipate consumers’ expectations and respond quickly will always
be one step ahead.

Recognizing something is broken
If a business has been successful for a Change the mindset about marketing
long time, there is often a reluctance to As in other industries, traditional brochange. But brokers don’t realize that ex- kerages “often view marketing as a cost
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“Until you are
exposed to
what marketing
does and the
value an internal
[marketing]
arm can have
to sales, it’s
difficult to
imagine the full
value of adding
a marketer to
a brokerage.”

The value of a marketer
Marketers have the opportunity to play
several different roles at a brokerage.
“A big part of my role for the ﬁrst two
years has been teaching,” Harrington
quips about the roles he has played in
branding, communications, digital and
sales support.
Both Harrington and Costa have also
socialized within their brokerages the
concept of multiple audiences that all
require differentiated communications,
and have worked to ensure that the business communicates in a more targeted
and value-driven voice. This includes
marketing and digital advertising, messaging and response, and data and analytics. “We have to look at our data, analyze it, clean it up where necessary, and
then use it to grow,” says Costa.
Harrington also focuses on brand
consistency. “As your company grows,
everyone becomes the brand, so it’s important for everyone to be on message.
This has increased the level of professionalism of all our communications both internal and external. I don’t think
anyone realized the volume of just creative assets to support all of this.”
Even well-supported marketers cannot go it alone. A successful digital
transformation in any industry requires
leadership to execute the strategy, but it
also enables teams to partner with vendors and agencies in areas where there
is need for a deep expertise (such as digital and technology). “Digital wasn’t even
part of the conversation a year or two
ago,” Costa says. Now she leads this conversation, partnering with the right people to help build a digital transformation
at the brokerage.
Brokerages that hire dedicated marketers to sit at their leadership table represent the future of the industry. Marketers are changing the way brokerages
operate, by embracing a strategy-led approach, focusing on value for their customers and employees, and embracing
an additional set of skills to help move
them forward.

centre with no measurable return,” said
Costa. Before joining the brokerage, Harrington said Lawrie Insurance Group
was generally handling marketing in the
same way that a normal small business
would — farming it out to third-party
agencies and relying on senior leaders
who didn’t have either the bandwidth or
expertise to drive this forward.
The executive team at Dan Lawrie
realized they could not grow their business operating in this way. After being
impressed by the initiatives undertaken
by their broker partners at Canada Broker Network (CBN) who had marketers
on their teams, they decided to do the
same. “Until you are exposed to what
marketing does and the value an internal [marketing] arm can have to sales,
it’s difficult to imagine the full value of
adding a marketer to a brokerage,” Harrington says.
The Hull Group wanted their marketing exec to help ensure that “each spoke
of the wheel has to be in unison.” Business development, marketing, servicing,
and the operations side of the business
all had to be in sync to achieve the growth
strategy. Increasingly, the future growth
of the brokerage is linked less to the capabilities of the broker management system Robyn Kroll leads the customer data insights and
(BMS), and more to executing a success- analytics practice of Goose Digital, a marketing
ful strategy.
automation agency.
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HOW DOES YOUR COMPANY
ATTRACT MILLENNIALS?

Angus MacCaull
Communications Analyst
AA Munro Insurance
Reaching millennials can be tough when
they don’t have enough claims experience
to realize that price isn’t everything. We
focus on making a difference in their communities, which are really our communities,
through our millennial co-workers, family
members and friends. We’re very conscious
about sharing online what we’re up to in person. We also continue to serve their parents
well, knowing that a referral will likely come
when the time is right.

Ted Harman
President
Accent Insurance Solutions
We don’t segment our recruiting to target
speciﬁc age groups of candidates. We
target specific skill sets that fit with our
recruiting needs. Maybe that’s why our
youngest employee is what would be considered a late Gen-Xer. Our employee group
has been extremely stable over the past five
years and we have generally been able to
recruit through internal referrals, for which
we bonus our employees.

Catherine Leclair
Vice President of Human Resources
Gore Mutual
More than 40% of our employees are
millennials or younger. In recent years,
we’ve transformed just about every part of
our business including our leaders, product
innovation, brand and the modernization of
our workspaces to meet the changing expectations of a younger workforce. Last year,
we opened our Discovery Concourse at our
Cambridge campus. It’s a bright, open space
for innovation, collaboration and co-creation
reflecting the inspiring aesthetic that many
modern employees are seeking. The area
will be the blueprint for our entire office
and will lead us into the future.
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Annual WICC Gala
May 8th, 2019
THE FAIRMONT ROYAL YORK, 100 FRONT STREET W, TORONTO
TICKETS: Individual: $260
Table of 10: $2,600

5:00 PM Cocktails
7:00 PM Dinner

FOR GALA TICKETS, PLEASE GO TO:
https://wicc.ca/on/events/2017-wicc-gala-2/

#WICCREBEL
For sponsorship inquiries, please visit: www.wicc.ca

Design compliments of INFORMCO

peer to peer
MY BEST ADVICE

GUIDING
OUR NEXT
LEADERS
Paul Féron oversees more than 280
staff in 29 offices at independent
adjusting firm ClaimsPro LP. A past
president of the Ontario Insurance
Adjusters Association (OIAA), Féron
received the 2018 CIP National
Leadership Award in the Established
Leader category. Here is how he
got there from the mail room, and
how others can do the same.
-– As told to Greg Meckbach

Paul Féron has come a long way since
the early 1980s when he worked in
London, Ont. at the mail room of Anglo
Gibraltar General Insurance.
Currently ClaimsPro LP’s senior vice
president for Ontario and Manitoba,
Féron now works across the road from
Victoria Hospital in south London,
overseeing nearly 300 staff at 29 offices
for the independent adjusting ﬁrm.
How did he get to be an established
industry leader from his humble beginning in the mail room?
If you want to be a good leader, respect
and loyalty are the keys to success, Féron
recounts. “Treat people the way you
would like to be treated. Give them the
freedom to be successful to do their jobs.”
Féron is just past the 20-year mark
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with ClaimsPro, a unit of SCM Insurance Services. Born and raised in London, he became an adjuster for Anglo
Gibraltar General Insurance after a
short stint in the carrier’s mail room
and computer department.
At Anglo Gibraltar, Féron initially
worked as a phone adjuster on small
claims such as break-and-enter and car
stereo thefts. He then worked several
years in the greater Toronto area before
returning to his home town.
Prior to joining ClaimsPro, he
worked for two independent adjusters, S.B. Sobel & Associates and later
TRW Insurance Adjusters, a regional
independent adjuster serving southwestern Ontario. After serving as
partner and adjuster with TRW, Féron

joined ClaimsPro in 1998.
And now, full circle from the mail
room, Féron ﬁnds himself is looking to
transfer his extensive industry knowledge to the next generation of leaders.
What’s his best advice for transferring knowledge?
“For our transfer of knowledge, we
are focusing on a mentoring program
that connects an intermediate adjuster
with a senior specialist adjuster and
having them work together. The intermediate adjuster is involved in complex
claims and gets to that next level, seeing ﬁrst-hand how that ﬁle is handled.”
This way, when the senior adjuster retires, he or she will have already
spent time transferring knowledge to a
successor.”

Your
insights

Our
strengths and
expertise

Top-class
protection around
the world

You know your business inside out. You know your markets, your customers, your competitors.
Above all, you know the risks facing your business. At Swiss Re Corporate Solutions, we have
the capabilities and the ﬁnancial strength to meet the risk transfer needs of businesses
worldwide. But that’s only half the story. Whether your risk is basic or complex, whether the
solution is oﬀ-the-shelf or highly customised, we believe that there’s only one way to arrive
at the right solution. And that’s to work together and combine your experience with our
expertise and your strengths with our skills. Long-term relationships bring long-term beneﬁts.
We’re smarter together.
corporatesolutions.swissre.com
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