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F E A T U R E  PA C K A G E

Your complete and handy guide to the financial results of more than  
200 Canadian property and casualty insurance companies. A quick glance tells you  

how insurers rank in market share, premiums and growth. Provincial reports highlight hot 
carriers, business lines and trends. And a comprehensive company directory paints  

a detailed, line-by-line picture of carriers’ current and historical results. 



axaxl.com     
Ranked Highest in Customer Satisfaction among Large Commercial Insurers by J.D. Power, three years in a row.   
XL Catlin, now a part of AXA XL, received the highest score among insurers in the J.D. Power 2016-2018. Large Commercial Insurance Studies of customers’ satisfaction with their commercial insurance. Visit jdpower.com/awards . 
AXA, the AXA and XL logos are trademarks of AXA SA or its aff iliates. AXA XL is a division of AXA Group providing products and services through four business groups: AXA XL Insurance, AXA XL Reinsurance, AXA XL Art & Lifestyle and 
AXA XL Risk Consulting © 2019 AXA SA or its aff iliates. In the US, the AXA XL insurance companies are: AXA Insurance Company, Catlin Insurance Company, Inc., Greenwich Insurance Company, Indian Harbor Insurance Company, 
XL Insurance America, Inc., XL Specialty Insurance Company and T.H.E. Insurance Company. Not all insurers do business in all jurisdictions nor is coverage available in all jurisdictions.

Get back to
 business fast

Your business moves fast. So you need 
an insurance partner who’s as fast as you. 
From data breaches to natural catastrophes, 
covered claims are our opportunity to keep 
our promise and demonstrate how our 
award-winning expertise gets moving quickly 
so you can too. 

Know You Can
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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!

Peace of mind coverage, 

DAY AND NIGHT.
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FROM THE EDITOR

S
ome time ago, a broker contacted us to have his or her name scrubbed 
from an online story we published about their discipline case. The re-
quest was like asking us to shut the gates after all the horses had es-
caped: the disciplinary decision was posted for all the world to see on 

the website of the Canadian Insurance Regulators. 
This is as it should be. Trade media publish stories about discipline deci-

sions partly as a tool for brokers to learn about best (and worst) practices. 
Also, media act as a check on the authority exercised by the regulators. In R v. 
Sussex Justices, ex parte McCarthy, Lord Chief Justice Gordon Hewart penned 
the now-famous phrase: “it is of fundamental importance that justice should 
not only be done, but should manifestly and undoubtedly be seen to be done.” 

In the digital age, all disciplinary decisions should be posted online, where 
they are easily accessible to the public (the constituency being protected). 
They should include not just a vague order or an outcome, but some kind of 
comprehensive agreed statement of facts and reasons for the decision. 

Currently, most provincial broker regulators post their disciplinary deci-
sions online, accessible through the Canadian Insurance Regulators Disci-
plinary Actions database. However, exactly how provincial broker regulators 
craft and post their discipline decisions is scattershot. 

In B.C., Manitoba, and Quebec, for example, the decisions tend to be the 
most up-to-date, accessible and generous with information. Alberta’s deci-
sions are comprehensive when posted, but the province’s regulator hasn’t 
posted a discipline decision since February 2019.  Saskatchewan decisions 
are up to date, but frequently don’t contain enough information to under-
stand what happened. In Ontario, Registered Insurance Brokers of Ontario 
(RIBO) posts outcomes of their broker discipline hearings, as well as a few 
details about each case, in their quarterly bulletins, posted online. However, 
the full reasons for decision, including an agreed statement of facts, are often 
not available unless requested. In Atlantic Canada, broker regulators have 
not posted any disciplinary decisions in the CISRO/CCIR online database.  

To address these inconsistencies, provincial broker regulators should de-
velop and adhere to a national standard for producing and publishing disci-
plinary decisions.  

david@canadianunderwriter.ca

5353 Dundas Street West, Suite 400, Toronto, Ontario M9B 6H8

Tel: (416) 614-2200  Fax: (416) 614-8861  
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How should employers  
treat recreational  
marijuana use? 
May 9 

The story: Employers should treat 

marijuana use in the workplace in the  

same way that they would alcohol use.

Richard Wahl says:
How do they treat the social consumption 

of alcohol?

Brian Sharples says:
Like business lunch cocktails and business 

dinner wine.

How a broker regulator plans to fix  
“abysmal” licensing exam results 
May 8

The story: Alberta’s broker regulator is urging the provincial 

government to change the rules to allow for “equivalency,” 

which essentially allows designations offered by industry 

education providers to be considered the equivalent of 

passing the province’s broker licence exam.

Dawn says: 

Going from being able to walk in and pass the exam with no 

previous knowledge or studying, to being more difficult than a Secondary 

School exam is too extreme. There is a set base of knowledge that an individual must have 

to be Level 1 insurance agent or broker. The exam should be based around that knowledge, 

not based on any area of insurance that an experienced broker/agent would handle. Setting 

individuals up for failure is no way to support those wanting to start a career in the industry.

Josh says: 

It should be hard, but I also think it is worth revisiting what skills are necessary for an entry 

level broker to need….I’d like to see more emphasis on communication and client education 

skills, risk assessment, working with clients through challenging renewal cycles, negotiations, 

how to build market relationships etc. Maybe it’s time to rethink the whole thing and renovate 

the process, not just give it a fresh coat of paint? Let’s build for the future.

Thom C.J. Young says: 

The Alberta Insurance Council (AIC) recommended the licensing equivalency solution for Level 

1, 2 and 3 licenses on achievements of specific levels of training in the Insurance Brokers 

Association of Canada and the Insurance Institute (Alberta) courses four years ago. They’ve 

been endorsed by the Superintendent of Insurance and forwarded to the Alberta Minister of 

Finance’s office for enactment; despite almost monthly requests from the AIC, they’ve been 

ignored. They will still be there when the new government’s minister of finance takes the desk. 

Let’s hope that perhaps a better sense of urgency produces this at least in short order.

Rachel says: 

Some of the industry exams require a huge amount of “memorization,” which is not very 

practical in this day and age. With all the resources available online, it seems unreasonable 

to expect students to memorize wordings that have become so fluid and constantly changing. 

Perhaps teaching students to properly use the tools they have available would be more 

beneficial. 

Alain Gauthier says: 

We have and continue to offer an online self-study course for Levels 1 and 2 in Alberta (since 

2009). We are quite confident in the material we cover in the courses and teaching methods 

we offer. However, since we do not know where our students fail on the exam, we are quite blind 

as to how to help them if they fail. We continue to work with the AIC to perfect this system of 

checks and balances and look forward to the changes promised for this coming fall.

perspectives
canadianunderwriter.ca l    company/canadian-underwriter l    @CdnUnderwriter l    canadianunderwriter

The story: Should insurers consider incentives for clients that have 

a system in place to shut off water quickly if it flows out of a pipe 

and causes damage? For example, lower premiums for clients who 

install water control products on their commercial properties.

Ashley Chinner says:

It may get to the point of, “Install and we quote, don’t and we 

won’t.” They may not have a choice soon.

Should insurers 
offer incentive 
for remote  
water shut-off?
May 6 

Brokers urged  
to unite with  
insurers to end  
Alberta cap
May 7

The story: The Insurance Bureau of  

Canada is calling for a united front with the 

broker channel to come up with a new auto 

reform package to end Alberta’s 5% cap  

on auto insurance rate hikes.

Chad Leibel says:

The cap (and even the grid) has only 

resulted in fewer options for consumers  

and good drivers subsidizing the  

high-risk drivers.

Why your clients may not  
be covered when there’s  
an active wildfire
May 21

The story: Brokers and clients alike may 

not know that the ability to bind coverage 

could be restricted if there is an active 

wildfire nearby. 

Kyle Giesbrecht says:

Very hard time for us brokers during this 

season. Especially when a young couple 

has a mortgage come through on their 

brand new home and we have to tell them 

we don’t have any binding authority  

with an active fire nearby.

yers 

d treat 

ace in the
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declarations

HUB BUYS WESTERN  
BROKERAGE | JUNE 4 
Hub International Ltd. acquired home and auto  
insurer Cottenie and Gardner Inc., which also places 
farm insurance coverage for machinery, buildings, liability  
and livestock. For Hub, it was the second acquisition of a  
Saskatchewan-based brokerage in less than a month.

MAYDAY IN JUNE | JUNE 5
Two tornadoes swept through the Ottawa region, prompting 
questions about the effectiveness of Canada’s emergency 
alert system. Some residents were reportedly notified 15 
minutes after the tornadoes hit; others received no warning 
at all. Since April 2018, it has been mandatory for wireless 
providers to issue emergency alerts on mobile phones.

I f a house collapses into a sinkhole, 
is there coverage under a standard 
homeowner’s policy?

The answer seems to shift like the sand.
A family in Falmouth, N.S. recently 

grappled with that question when they 
were denied coverage for the peril; they 
have since told the media that they are 
considering legal action against their 
carrier, Wawanesa Mutual Insurance 

Company. The homeowner tried to sub-
mit a claim after the sinkhole opened up 
under their home on Sept. 3, 2017, but 
says the insurer denied the claim due to 
an ‘earth movement’ policy exclusion. 

Wawanesa says it does not comment 
publicly on any specific claim, nor does 
it discuss matters currently under 
dispute. That said, the insurer points 
out that personal property insurance 

policies in Canada, in keeping with 
advisory wording from the Insurance 
Bureau of Canada (IBC), generally ex-
clude damage if it is “caused directly or 
indirectly, in whole or in part by snow-
slide, earthquake, landslide or any oth-
er earth movement, regardless of any 
other cause or event that contributes 
concurrently or in any sequence to the 
loss or damage.”

Shifting sands
 Your client’s home falls into a sinkhole — coverage denied, right? 

How coverage may still apply, depending on a shift in circumstances 

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

HOME INSURANCE

HIGHLIGHTS     Career ambitions p.12 l Handwritten data p.15 l Big moves p.19
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DECLARATIONS 

BROKERLINK ACQUISITION | MAY 31
With its third M&A deal in a month, BrokerLink acquired Alberta independent 
insurance brokerage Thomson Schindle Green Insurance & Financial Services 
Ltd. (TSG). With branches in Medicine Hat, Calgary, Brooks, 
Bassano and Edmonton, TSG offers personal 
and commercial lines products, as well as 
specialized coverage for owners of custom, 
exotic or antique vehicles.

PRESSURE TO END  
MONOPOLY | MAY 28
The British Columbia Chamber of Commerce 
added its voice to a chorus of groups pushing 
to end the Insurance Corporation of British Co-
lumbia (ICBC)’s monopoly on the auto insurance 
market. ICBC and brokers counter that private 
systems of auto insurance fare no better.

July 2019  |  Canadian Underwriter

Stefan Tirschler is product and under-
writing manager with Square One Insur-
ance Services in Vancouver. He believes 
standard home insurance policies usually 
contain some form of an earth movement 
exclusion that “in many cases would also 
encompass sinkholes if they were to arise 
spontaneously on their own.”

Does that mean that sinkhole damage 
is uninsurable? Not necessarily. 

There may be coverage under an 
earthquake endorsement. IBC also has 
advisory wording related to earthquake 
coverage, but “companies are free to use 
their own policy wordings,” said Pete 
Karageorgos, IBC’s director of consumer 
and industry relations for Ontario. 

For example, coverage may apply if a 
sinkhole opens up as a result of an earth-
quake, a landslide, or a snowslide. This 
kind of scenario is typically considered 
subsidence or liquefaction.

In contrast, things like settling of 
earth after a new home is built are not 
covered, Karageorgos clarifies. In this 
example, “it’s not an insurable situation, 
it’s a maintenance issue.” 

Another consideration is when the 
event occurs. For IBC, a single earthquake 
event is defined as seismic shocks that 
occur within 168 consecutive hours. But 
individual companies may choose to use 
different time periods in their policies.

Proximate cause of loss is another im-
portant factor in determining coverage, 
Karageorgos and Tirschler agree. “If 
an earthquake triggered that sinkhole, 
and you have the earthquake endorse-
ment, I would say you’re covered,” 
Karageorgos said. 

Added Tirschler: “If the sinkhole-re-
lated damage is concurrent with or 
caused by an earthquake, then cover-
age may be provided by some insurers’ 
earthquake endorsements. However, if 
an ordinary sinkhole causes damage to 
a home in the absence of an earthquake, 
then an earthquake endorsement gener-

ally will not be triggered, and an ‘earth 
movement’ exclusion may continue to 
apply under some policies.”

There is a lot of variation in policy 
language, Tirschler observes. “Some go 
so far as to state specifically that earth-
quake will include other forms of earth 
movement resulting from earthquake,” 
he said. “And then some are not quite 
that specific: They’ll simply include cov-
erage for the peril of earthquake itself.”

It is unknown whether the Nova Sco-
tia family had an earthquake endorse-
ment. Earthquakes Canada did not 
report any earthquake activity in that 
region in September 2017.

For interest’s sake, Wawanesa’s earth-
quake endorsement reads as follows: 
“Earthquake shall include snowslide 
and landslide occurring concurrently 
with and resulting from an earthquake 
shock and other natural or man-made 
earth movements resulting from mining 
or fracking operations.”

If a home insurance policy categorical-
ly excludes coverage for sinkholes, but if 
an endorsement appears to cover them, 
which trumps which? 

“The intent and purpose of an en-
dorsement on an insurance policy is to 
override any language within the policy 
itself that is inconsistent with that en-
dorsement,” Tirschler said. “Insurance 
providers develop endorsements that 
can speak to individual customer needs 
without requiring every customer to 
purchase them and [carriers to build] 
them into the base premium.

“So, if you have an ‘earth move-
ment’ policy exclusion, and you have 
an earthquake endorsement that reads 
back coverage for ‘earth movement’ re-
sulting from earthquake, then anything 
that would qualify as earth movement 
– potentially including landslides and 
sinkholes – would then be read back 
in the case of an earthquake triggering 
such a loss.” 

TRUSTED ADVISOR

Dear Wanting,

A good workplace is worth a lot, but 

it’s probably not worth stalling your 

career for it. Speak with your boss about 

your desire to grow professionally. One 

business management coach defines 

a true professional as someone who 

seeks a continual renewal of knowledge 

and expertise by regularly reading, 

attending development courses and con-

ferences, and interacting with industry 

people. A popular meme on LinkedIn 

shows a conversation in which one 

leader asks: “What if we invest in our 

employees and they leave?” The other 

responds, “What if we don’t and they 

stay?” Some employers spend too much 

time worrying about dollars and cents 

when it comes to professional develop-

ment. They focus on expenses associat-

ed with sending employees to a course, 

potential lost business for the day, and 

other short-term factors that don’t make 

much of an impact on the bottom line. 

They fail to see the longer-term benefits 

of having well-connected brokers who 

attend network events; brokers who 

are knowledgeable about the issues in 

the industry; brokers with sophisticated 

skills; and brokers who are more enthu-

siastic about their work because they 

know their employer has their back and 

wants them to grow and develop. When 

push comes to shove, invest in your own 

education: Find courses to take and 

books to read on your own. Do it yourself 

and then look for a new job. Another 

brokerage will be proud to have you. 

I want to grow my career 
as a broker, but I don’t feel 
like my brokerage wants to 
invest in me. I love working 
here, so how can I develop 
my career?
— Wanting More



What’s inside a Chartered Insurance  
Professional designation? 

PRINCIPLES
DISCIPLINE

ANTICIPATION

Throughout the Canadian insurance industry, there are over 18,000 
people who currently hold the Chartered Insurance Professional (CIP) 
designation. CIPs undergo rigorous training and education, operate  
at a highly professional level and adhere to a strict code of conduct. 
Get your CIP through the Insurance Institute to enhance your skills 
and serve your clients better today and in the future.

insuranceinstitute.ca/cip



Expect more from your 
insurance portal

• rates  25% commission  •  Exclusive online products
•

Dedicated claims service  •  Available 24/7
• Easy online  renewal and endorsement issuance

•

Start saving time and money by arranging your client’s 
business insurance online

PROFESSIONAL LIABILITY 
We cover professionals for 
claims arising as a result of 
their errors  omissions and 

negligent acts.

MANAGEMENT LIABILITY 
We cover a wide range of 

industries, protecting directors and 

COMMERCIAL OFFICE 
We cover offi  ces for

commercial general 
liability  and 
business interruption.

Get set up! Contact our online team at broker.support@markelintl.com
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BEWARE OF REWARDS | MAY 21
If your client offers loyalty and rewards programs, 
they may want to keep a closer eye on securing these 
“non-traditional risk points” from cyber criminals. 
“Everything from frequent flyer miles to bonus points 
to hotel rooms are targets for cyber criminals who 
can sell these loyalty points on the web,” a NuData 
Security rep told Canadian Underwriter.

BATTLE OVER  
STORAGE FEES | MAY 16
Intact Insurance lost a court battle against J.P. Towing’s 
$70 daily storage fee. That’s significantly higher than 
the average $35 daily fee that other insurers reportedly 
pay to other storage yards. J.P. Towing is contracted 
by the Toronto Police Service to tow vehicles that are 
abandoned or involved in a collision.

Do your brokerage staff spend count-
less hours reading forms complet-
ed by clients and re-typing all that 

data into the computer?
Some of that work could be automat-

ed through artificial intelligence (AI) 
and machine learning. But machines 
won’t take over that process complete-
ly if your client’s chicken-scratch looks 
like a doctor’s notes on a prescription. 

“With handwriting, everyone has a 
different ‘E.’ Everyone has a different 
‘R,’” says Eyal Barsky, president and 
CEO of OCR Solutions Inc.

Optical character recognition (OCR) 

allows computers to read paper docu-
ments and enter the text into software. 
While it may be easy for the computer 
to recognize typed letters on paper, the 
same cannot be said for handwriting.

“That is where you have to apply ma-
chine learning and more intelligence to 
a system to [recognize the letter],” said 
Barsky, whose runs a St. Petersburg, 
Fla.-based scanner reseller and sys-
tems integrator.

When software reads handwriting, 
it’s called intelligent character recogni-
tion (ICR). But machine learning can-
not recognize handwritten letters even 

half the time, unless they are printed 
in block letters with each letter being 
printed in a box, suggests Barsky.

Once AI can quickly, easily and ac-
curately figure out what a letter is, in-
surance professionals can then start 
to focus on higher-value tasks such 
as figuring out whether the form has 
enough information to approve some-
thing, says Christopher Wynder, direc-
tor of product marketing for capture 
and original equipment manufacturer 
products at Open Text Corp.

“No one wants to spend their day fig-
uring out if that was an ‘H’ or just some-

Handwritten data
Machine learning and optical character recognition can help brokers  

enter data from forms, but it still often takes human effort to read handwriting

B Y  G R E G  M E C K B A C H ,  Associate Editor

KEYLESS DATA ENTRY
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body’s lazy ‘N,’” Wynder says. “The one 
thing we know about handwriting is, 
there is a lot of variability.” 

Before he joined the Waterloo, Ont. 
software giant Open Text, Wynder was 
a tech consultant. One of his clients was 
a small brokerage office that received 
and processed a lot of paper documents. 
Initially, the brokerage did not use OCR. 
“They ended up hand-typing every-
thing,” as Wynder explains. 

But re-typing data from forms is ex-
actly what many brokers and carriers 
would rather not do.

“The goal is to focus on the high-val-
ue things that define whether or not 
that document provides the necessary 
information, and whether or not there 
is enough information to do the ap-
provals,” says Wynder.  “These kinds of 
things are still very much a human task.” 

This is where intelligent character rec-
ognition and optical mark recognition 
(OMR) can come into play. 

With OMR, the computer will detect 
whether a certain percentage of pixels 
within a check box on a form are filled 
in, says Barsky. This way, the computer 
can detect whether the client answered 
yes or no to a question.

An ICR system has a better chance of 
correctly reading hand-written forms 
if people are asked to print in block 
letters, with each block letter going 
into a box. It’s even better if the com-
puter knows what data (for example 
a first or last name) is supposed to go 
into that box.

With AI, a computer can look at 
a string of characters and figure out 
whether it is a word, and whether that 
word makes sense in context, said 
Wynder. “That’s where you get opera-
tional efficiencies. It doesn’t come from 
the optical character recognition itself. 
It comes from the ability to combine op-
tical character recognition with some 
key word character recognition.” 

NEW OFFERS

CSSI BMS INTEGRATION WITH CLEARPAY

Vendor: Custom Software Solutions (CSSI) and ClearPay
Target Audience: Brokers
What It Does: A digital tool assisting individual broker  
and brokerages in placing insurance policies 

Custom Software Solutions (CSSI) is directly integrating 

ClearPay with its broker management systems, The Broker’s Workstation (TBW) and The 

Underwriter’s Workstation (TUW). ClearPay automates payments and account reconciliation 

for the insurance industry.  

The integration will enable TBW and TUW users to automate payment authorization, 

notification, reporting delivery and the movement of funds. Automating these processes 

is intended to eliminate inefficiencies such as lost cheques, erroneously cancelled 

policies and chasing down signatures. With the process fully digitized, brokers will also 

benefit from enhanced security, accuracy of payments, and reporting. 

The integration also “anticipates future ClearPay capabilities for collections and auto 

reconciliation,” says John Knotek, CEO of ClearPay. 

APOLLO EXCHANGE

Vendor: Apollo Insurance Solutions
Target Audience: Brokers and Brokerages
What It Does: A digital tool that assists individual broker  
and brokerages in placing insurance policies

Apollo Insurance Solutions, an online insurance marketplace, has launched the Apollo 

Exchange, a digital platform designed to help the broker channel compete against 

disruptive new entrants and insurance companies creating direct-to-consumer brands.

More than 300 brokers have signed up for Apollo Exchange, which enables brokers to 

bind insurance products from multiple insurance carriers using one fully digital platform.

The exchange grants access to capacity from several of Canada’s markets. Products 

are continually being added to the platform, with more than 500 classes of small 

business eligible for coverage packages. Those include consultants, personal trainers, yoga 

instructors, nonprofits, retail stores, and hundreds more. Product lines include errors and 

omissions [E&O], professional liability, non-profit directors and officers [D&O], standalone 

cyber, contents and equipment, and general liability.

V2

Vendor: Encon Group Inc.
Target Audience: Brokers
What It Does: Allows insurance brokers to quote, bind,  
and issue commercial insurance policies within minutes, 24 hours a day

Accessible through Encon.ca, V² will offer a variety of commercial coverage lines, starting 

with ENCON’s Technology Insurance for Small Firms, which protects against allegations of 

wrongful acts, as well as a broad range of cyber risks for IT professionals. 

Additional lines of business designed specifically for small- to mid-size accounts will be 

added to the V2 platform in the coming year.

Insurance brokers using the platform can choose multiple quote options to present 

to clients; add additional insureds; get certificates of insurance; and manage their 

transactions in real-time.

The launch of V² follows the launch of V+ , ENCON’s online portal for individual 

Canadians to purchase post-retirement personal life, health, and travel insurance.

on with some 
gnition.” 

FLOODPLAIN BUYOUTS | MAY 16
Flood-ravaged provinces asked the federal  
government to provide almost $138 million to 
move or buy out homeowners affected by 10  
of last year’s floods. Insurers estimate about 
100,000 homes out of Canada’s estimated 
14-million dwellings are at the highest  
risk of repeat flood damage.

NEW TELEMATICS APP | MAY 16
Allstate Canada debuted a “personalized  
app for the modern driver” during National 
Road Safety Week. Drivers can use the app  
to learn more about their driving habits; 
safe behaviours could potentially result in 
up to a 30% reduction on their annual auto 
insurance premium.
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BFL’S LATEST  
ACQUISITION | MAY 15
BFL Canada acquired Summit Insurance Brokers Inc., 
based in Prince George, B.C. Summit is a full-service 
brokerage specializing in services for forestry, logging 
contractors, agriculture, transportation, and suppliers 
to oil and gas and mining industries.

DECLARATIONS

New CEO of Aviva Canada 

Company taps its chief distribution officer 
to take over the helm 

BIG MOVES

CRU Group 
promoted  
Jim Rich to lead 
the independent 
adjuster’s new 
flood response 
and wildfire re-
sponse divisions. 

Rich, who has more than 30 years 
of experience in claims, has worked 
at CRU since 2017.

Dick Freeborough  
has been elected to  
a new three-year 
term on the board of 
directors of Economical 
Insurance. Freebor-
ough was also KPMG 
Canada’s practice lead 

for insurance. Additionally, he is on  
the board of RGA Life Reinsurance 
Company of Canada.

Paul Meinschenk 
has been appoint-
ed as the new 
chief operating 
officer and execu-
tive vice president 
of Totten Insurance 
Group. Previously, 

he was vice president of sales and 
producer management for commercial 
insurer CNA Canada.  

WHO: Jason Storah

CURRENT ROLE: CEO, Aviva Canada 

P&C EXPERIENCE: 20+ years

PROFILE: Formerly Aviva Canada’s 

executive vice president of broker 

distribution, Storah takes over as 

CEO from Colm Holmes, who is 

returning to the U.K.

Jason Storah is the new CEO of Aviva Canada.
“I am honoured to be taking on the role of CEO and I’m committed to building on 

the great work that was done under Colm’s leadership,” Storah said of the appointment. 
“Over the last 18 months, we have worked hard to improve our business performance, 
and while this has meant making some tough calls, it’s put us in a much stronger 
position to now grow.”

Storah succeeds Colm Holmes, who became the CEO of Aviva Canada in March 
2018. Holmes will return to London, U.K., where he will assume a new role as CEO of 
General Insurance.

Storah joined Aviva Canada in 2004. He previously served in the role of chief 
distribution officer. In that role, he was responsible for all of Aviva’s distribution 
channels across Canada, including the broker channel, as well as oversight of RBC 
Insurance. Prior to that, he was executive vice president of broker distribution.

Storah has worked across a number of lines of business, holding the roles of chief 
risk officer, senior vice president of Traders and national brokers, and senior vice 
president of strategic development. Before joining Aviva, he worked at RSA in North 
America, South America and Europe.

Holmes will continue to sit on the Aviva Canada board, providing oversight into 
Canadian operations. 
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Appointment
Diane Cooper, B. Comm, FCIP 
Director, Reinsurance Assumed

The Boiler Inspection and Insurance 
Company of Canada (BI&I) is 
pleased to announce the 
appointment of Diane Cooper to 
Director, Reinsurance Assumed.

With an extensive industry 
background, Diane will assume 
strategic responsibility for BI&I’s 
Equipment Breakdown partnerships 
with many of Canada’s leading 
primary P&C insurers.

Diane joined BI&I as Regional 
Branch Manager, Toronto in 2016, 
after working for a large regional 
broker and several international P&C 
carriers in business development 
and underwriting. Diane holds a 
Bachelor of Commerce (Honours) 
degree from Concordia University 
and a FCIP designation from the 
Insurance Institute of Canada. 

The Boiler Inspection and Insurance 
Company of Canada (BI&I), a 
member of HSB Group and part of 
Munich Re’s Risk Solutions family, 
provides the industry-leading range 
of specialty and equipment 
breakdown insurance coverages for 
business and home.

Visit biico.com
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DAVE VASS, Vice President, Innovation, Trufla Technology

MANAGING LEADS

CRM 
CONVERT
Why are brokers afraid 
of lead generation software? 
Dave Vass of Trufla Technology 
makes the case for a client
relations management 
solution

By Adam Malik, Managing Editor 
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cu | Why are leads so important  
for brokers? 
Brokers live and die off their leads. A lead is someone who is 
interested in doing business with you; that includes your ex-
isting customers, who must decide if they want to renew their 
business with you. Every business in the world needs leads, 
but for brokerages, that’s pretty much their entire focus. 

cu | How do traditional brokerages  
manage their leads? 
They’re used to handling things through their email, memory, 
a notepad. One traditional brokerage that wanted to go digital 
said they use spreadsheets and email. I thought that was a 
joke. I couldn’t fathom it; these guys were spending tens of 
thousands of dollars a month on leads and telling me they’re 
handling all of this through emails and spreadsheets. 

cu | How do digital brokerages  
generate their leads? 
In the digital world, everyone is focused on using their 
website to generate leads. Brokerages are really focusing on 
how to set up online campaigns, pay per ads, search engine 
optimization (SEO) — they’re trying to find ways to get more 
leads coming in so they can grow their business. 

cu | Is there a difference in how traditional 
brokerages generate leads, compared  
to digital brokerages?  
Traditional brokerages may say they’re not digital, so they 
don’t do lead generation. That’s not true. Every brokerage 
does it. If they don’t, they’re dying. Traditional brokerages 
may be doing it more from an outbound perspective, meaning 
that they are cold-calling, or producers are out in the field 
drumming up more business. But there has to be a more cen-
tralized way of doing it. It’s still like pulling teeth with some 
of these producers: once they’re stuck in their old ways, they 
don’t want to change. 

cu | How can brokerages better  
manage their leads?
If brokerages are putting a lot of investment into generating 
their own leads, buying their own leads, and trying to grow 
their brokerage, it would be common sense to have a very 
good platform for organizing and managing all those leads 
that they’re generating. 



problem is, they don’t realize that a lead from the internet 
is likely someone who prefers efficiency and convenience. 
They expect you to respond right away. If you don’t respond 
to the query of an online lead in 12 hours, that’s like someone 
coming into your office looking for a quote and then you 
leave your office and don’t come back for 12 hours. Of course 
they’re going to get mad. Then you call them a cheap and 
junky lead. But it’s because of the way you’re handling them. 
For a broker, you need to be in the right mindset of what it 
means to use a lead management platform.

cu | How do you get them in  
the right mindset to use a CRM?
It’s important for a broker to understand that it’s not just 
about managing leads. For instance, why would you not use 
technology to automate and personalize your communica-
tions? I’ll use the example of a broker in Saskatchewan who 
does farm insurance. Why would the broker not build a new 
educational campaign around farm insurance? After the 
broker puts the work into it once, the campaign is there to use 
forever. Now, as you’re interacting with farmers – and they all 
have email addresses – you can leverage technology to build 
your brand, communicate, educate, and eventually close more 
business. To me, that’s what everyone in the world is doing 
except insurance.

cu | Why is insurance not moving  
in the same direction?
It feels like insurance is archaic. It feels like brokers are 
being told that going digital means they must have an online 
quoter on their websites. They’re not being educated on 
what it actually means to go digital.
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cu | Are they not doing this? 
They’re spending thousands of dollars a month and their leads 
are not even going into a lead management tool such as a cus-
tomer relationship manager (CRM). To me, that’s mind-bog-
gling. I don’t even know how that’s possible. Without a plat-
form to manage it all, you’re really just throwing money down 
the toilet. Two brokers I know both buy leads from the same 
aggregator; one broker uses lead management tools, the other 
doesn’t. The broker with a lead management tool reports a 12% 
conversion rate.  A conversion rate of 2% is fairly common for 
brokers who do not use lead management tools. The leads are 
from the same aggregator, so what’s the difference? It’s just 
how they manage them. With a good lead management system, 
you will definitely get two to five times the conversion rate.

cu | How many brokers are not using CRM?
My guess would be 90%. Whenever I’m at a conference, I ask 
people: “Show of hands, how many are using any kind of tool like 
this?” Almost always, 90% of the audience isn’t using something. 

cu | Why are so many choosing to not have a 
lead management system in their brokerage?
A lot of brokers associate lead generation with giving them 
cheap and junky leads; some have had bad experiences. Many 
brokers are spending money on SEO and digital ads; the 
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lead. If you’re going well, 90% retention 
would be great, sure. As insurance 
changes, it’s not going to be as much  
of a guarantee. It’s getting more compet-
itive out there and that number is going 
to get lower. You have to remarket to 
them every single year. And if you don’t 
have a very easy way to do that, then 
you’re going to miss out.  

cu | What does it mean for a 
brokerage to ‘go digital’?
It means leveraging technology to 
make your processes more efficient. I 
don’t think brokers are getting enough 
education to understand that. It’s an 
eye-opener for a lot of them to under-
stand what a lead management tool can 
do. Many brokers believe their broker 
management system (BMS) is supposed 
to do it. But when they see the capa-
bilities of a modern CRM, they all of a 
sudden realize that their BMS doesn’t 
do any of this. 

cu | Do brokers rely too 
heavily on a BMS? Could they 
switch out with a CRM or 
lead management system?
A lot of times brokers think CRM 
should replace their BMS, to which I 
always say no. Brokers shouldn’t make 
decisions about handling leads based on 
the capabilities of their BMS. If they do, 
they’re never going to grow their bro-
kerage, because a BMS is for the most 
part closed. It isn’t easy to integrate a 
CMS with a BMS.

cu | Have you seen  
pushback from brokers who 
say a CRM doesn’t work?
There are those brokers who have tried 
the digital way of generating leads, and 
then they don’t have a system or process 
set up to manage them properly. When 
they don’t get the conversion rates they 
expect, compared to the more tradi-
tional way of generating leads (through 
outbound sales and networking), then 
they say this new way doesn’t work. 
Well, no, it’s just because you haven’t 
been managing the leads properly.

cu | By not managing their 
leads effectively, what are 
brokers missing out on?
The Number 1 thing brokers are doing  
is leaving money on the table. They’re 
not able to convert a possible customer 
into an actual customer. It’s guaranteed 
that if they implement a good tool that 
helps them with that, they’re going to 
increase their conversions. Even if it’s 
by a point or two, if you take that over 

the lifetime value of a customer, it’s huge 
for them. But a lot of them don’t see it 
that way.

cu | Does CRM help with 
existing customers?
Existing customers are leads. A lot of 
brokers miss that. Customers renew 
annually; each year they become a new 
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IBAA Convention 2019
May 5-8
Banff, Alta.
P&C industry professionals from across the country converged on the scenic 
Fairmount Banff Springs Hotel to attend the Insurance Broker Association of 
Alberta (IBAA)’s annual convention. The “eXperience” started with a Peace Hills 
Kick-off Party, continued with the President’s Gala and trade show, and ended 
with fun at Hospitality Night. A packed schedule of big-name speakers dis-
cussed the burning issues of the day for Alberta brokers, including what to do 
if a carrier cancels your contract, how to digitize lead management, best hiring 
practices, licensing pass rates, the state of Canada’s economy, and more.
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IBAO Young Brokers Conference
June 5-7
Niagara Falls, Ont.
Young brokers from across Ontario gathered in Niagara Falls to attend the  
Insurance Brokers Association of Ontario (IBAO)’s Young Broker Conference.  
After the opening night party, attendees heard from a pair of keynotes speakers. 
Presentation coach Warren Weeks discussed how to define your polished,  
professional brand. Also, negotiation expert Fotini Iconomopolous offered  
insights about key principles of persuasion. Brokers then formed teams to  
develop their selling skills during the Pitch to Win competition. The conference 
ended with a pair of executive panels, which delved into the topics of  
hard market survival and industry innovation.
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T
hese days, it is both highly fash-
ionable, and extremely neces-
sary, for insurance professionals 
to look into the future and dis-
cover new things that have clear 

potential to cause massive sea changes 
to the property and casualty insurance 
industry. Emerging issues include au-
tonomous vehicles, fintech (including 
blockchain), cyber risk, the Internet 
of Things, artificial intelligence/ma-

chine learning, usage-based insurance, 
telematics (both vehicle and home), etc.

There is certainly no shortage of in-
dustry seminars on these emerging is-
sues; such topics stir the imagination 
and prompt strategy-makers to begin 
thinking about how they will prepare 
for a brave new world — if they choose 
to do so at all.

Awareness of the future is certainly 
key, but equally important — if not more 

important — is the current state of the 
P&C insurance industry. Things happen-
ing now are most pressing, particularly 
chronic issues that have been nagging the 
industry for some time and solutions to 
which are not always immediately forth-
coming. Both auto insurance and severe 
weather clearly fit into this category.

Before examining the impact on the re-
sults of auto and severe weather, let’s have 
a look at the existing state of the industry.

INDUSTRY RESULTS

The Power of Now
The industry is quite rightly focused on the future to assess 
emerging issues, but it must remain mindful of the present 
moment to address two major drivers of its poor results.

By Glenn McGillivray,  
Managing Director, Institute  
for Catastrophic Loss  
Reduction (ICLR)



2018 results

Industry results in 2018 worsened year-
over-year “despite nearly 8% growth in 
DPW [direct premium written] and 9% in 
net earned premiums,” according to the 
MSA Quarterly Outlook Report 2018 Q4. 
Claims grew by more than 15%, resulting 
in a significant reduction in underwrit-
ing income. Investment income, too, was 
down heavily over 2017, resulting in an 
almost 20% reduction in net income and 

a significantly heavier loss in comprehen-
sive income.

For Canada’s P&C industry, the net 
loss ratio deteriorated more than 3.5 
points last year to 67.7%, while the in-
dustry’s combined ratio was up more 
than two points, according to MSA Re-
search president and CEO Joel Baker. 
The investment yield dropped to just 
over 2% and return on equity was down 
to 6.4% from close to 8% the year prior.

Baker attributes the dismal industry 
performance last year to high Cat losses, 
low reserve releases (down to their low-
est level in seven years), ongoing troubles 
with auto in Ontario, Alberta and At-
lantic Canada, and poor performance in 

certain commercial lines and personal 
lines markets, with products for high 
net worth individuals being a specula-

tive sore point.
That said, insurers now have 
more than $47.5 billion in capital, 
the highest level ever reported by 

the industry, as noted in Property 
and Casualty Insurance Compensation 
Corporation (PACICC)’s 2018 annual 
report. “A well-capitalized industry pro-
vides stability for insurance consumers, 
promotes competition and attracts new 
entrants to the market.”

On the reinsurance side, compa-
nies experienced significant growth in 
claims. Baker attributes at least part 
of the pain to large reserve releases 
the previous year, “which suppressed 
reinsurers’ incurred losses that year.” 
All told, the 20 reinsurers included in 

the Reinsurance Research Council’s 
2018 published results recorded net 

written premiums of $4.95 billion, 
investment income of $211.7 million, 
and an underwriting result of $740.2 
million, with net income after tax of 
$705.3 million. Ratios came in at 53.1% 
(loss), 31.7% (expense) and 84.87% 
(combined).

Auto

Auto insurance “…is a product that has 
been subject to enormous swings in prof-
itability and subject to constant reforms 
over the past 20 years,” as PACICC notes.

Not much appears to have changed, 
particularly since Ontario auto “ap-

pears [again] to be unprofitable in 2018,” 
PACICC adds.

The problems with Ontario auto 
are multi-fold and complex, Insur-
ance Bureau of Canada (IBC) ex-
plains, but can be summarized in 
three high-level statements:
• Auto insurance rates are too high in On-
tario. Making changes to the system — for 
example, protecting consumers by taking 
extra costs out of the system — will help.
• A big chunk of money that insurers pay 
out to injured accident victims doesn’t 
get to them. Too much is going to legal 
fees and medical assessments instead of 
treatments that would help people heal. 
That needs to change.
• The high cost of repairing vehicles is 
contributing to the cost of insurance pre-
miums in Ontario. We can no longer fix a 
car using a simple wrench. Every inch of 
a modern car — with computers control-
ling cameras, airbags, and sensors — is 
becoming more costly to repair or replace.

IBC is optimistic that Ontario's ‘Put-
ting Drivers First’ reforms, which em-
phasize ‘care not cash,’ puts proper 
emphasis on those injured in vehicular 
accidents. In addition, the reforms will 
allow for electronic proof of insurance, 
placing Ontario in a league with several 
other jurisdictions in North America 
and elsewhere.

Looking at Alberta, claims costs are 
increasing by more than 10% a year, with 
loss ratios hovering in the 130% area. 
This is translating into premium increas-
es, availability issues, less choice and no 
innovation as the product has not been 
reviewed in some time. Insurers are con-
cerned that the 5% cap on rate increases 
implemented by the previous govern-
ment has remained in place and that the 
true drivers of higher costs have yet to be 
addressed. The industry is calling for the 
government of Alberta to work closely 
with the industry to address the underly-
ing cost drivers and remove the cap.

Looking to Atlantic Canada, “Auto 
insurance in Newfoundland and Lab-
rador is another source of concern,” 
says PACICC. “The province did not 
introduce the same reforms as the other 
provinces in Atlantic Canada. Claims 
costs are rising faster than premiums. 
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2009  $800 million

2010  $1.0 billion

2011  $1.5 billion

2012  $1.3 billion

2013  $3.0 billion

2014  $950 million

2015  $600 million

2016  $4.9 billion

2017  $1.0 billion

2018  $2.0 billion

TOTAL  $17.0+ billion

Total Cost of Insured  
Cat Claims 2009-2019

Source:  CatIQ (numbers are rounded up or down). 
Not adjusted for inflation.

There are no signs that product reform 
is being considered in the near term….
History suggests that government in-
tervention will be required before the 
product returns to profitability.”

Not a huge auto market, but an indus-
try concern nonetheless.

Severe weather

We have clearly reached the point in 
Canada when stating that a given year 
was active from a severe weather stand-
point is a complete waste of breath. 
Now, a quiet Cat year is far outside the 
norm and large losses are business as 
usual. Only one of the past 10 years can 
be considered “quiet.”

Last year, unfortunately, did not fall 
far outside the norm. More than $2 bil-
lion in insured losses were racked up 
from disasters that met or exceeded the 
$25-million threshold for catastrophic 
claims, as set out by Catastrophe Indi-
ces and Quantification Inc. (CatIQ). (See 
Page 31 for a 2018 Cat summary.)

Twelve Cats and nine “notable 
events” — events that generally fall into 
the $10- to $25-million range — were 
declared in 2018. Last year turned out 
to be the fourth-costliest year on record 
for insured disaster losses in the coun-
try (first place: 2016; second place: 2013; 
and third place: 1998). 

There were no really big single losses 
in 2018 along the lines of the 2016 Fort 
McMurray wildfire or the 2013 southern 
Alberta floods. However, just two events 
— the May 4 Southern Ontario/Quebec 
windstorm, and the September 21 tor-
nado sequence in the National Capital 
Region — caused more than $935 million 
in insured losses. When claims adjust-
ment expenses are added, that particular 
pair of events left the industry with close 
to $1 billion worth of cheques to write for 
more than 80,000 claims filed.

Although water continues to be a 
challenge for the industry, last year 
showed that extreme wind can be a 
driver of significant insured loss in 

Canada. A wind event doesn’t need to 
be tornadic to produce big claims num-
bers; indeed, extreme wind partially or 
fully caused 62% of all natural catas-
trophe events recorded by IBC between 
1983 and 2016, according to an Institute 
for Catastrophic Loss Reduction (ICLR) 
analysis of IBC data.

Canadian insurers have dealt with a 
nearly-unbroken string of major severe 
weather-related losses since 2009, with 
many years nearing $1 billion in claims; 
several exceeded this number handily. 
(See Chart on this page.) In only one in-
stance, in 2015, losses were considerably 
below $1 billion. None of these numbers 
include claims adjustment expenses. 

There is no indication that this trend in 
Cat losses will abate anytime soon. There 
is a sense that, given that $1-billion annual 
losses are no longer rarities in Canada, we 
may in fact be moving quickly toward $2 
billion as the next “new normal.” 

Although Cat losses have been finan-
cially manageable to date (thanks in great 
part to widely accessible and affordable 
cat reinsurance cover), ICLR is caution-
ing the industry that continuing urban-
ization and a warming climate will make 
managing natural perils considerably 
more challenging in the decades ahead. 
Property insurers may find that price 
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adjustments and changes to deductibles, caps/limits 
and exclusions may not be enough to prevent severe 
weather from heavily impacting their bottom lines; 
one answer is to fully embrace loss control that is 
based on the latest scientific understanding.

Conclusion

Over the past decade and a half, it has become all too 
clear that auto insurance has nearly (and probably) 
always been a huge challenge for Canadian insurers; 
that remains true to this day. And while it remains 
to be seen whether it will continue to be a perennial 
thorn in the industry’s side, it’s probably a safe bet 
that it will continue to vex the industry until prod-
ucts are torn down to their very foundations and re-
built from scratch. In auto lines, past performance 
seems to be a pretty good indicator of future success.

This, of course, can’t be said for severe weather. 
Cat losses will increasingly be influenced by a cli-
mate that is getting warmer and, in many places, 
wetter. Here, the past is no longer an indicator of 
what we can expect going forward.

It’s an interesting juxtaposition of the need to 
consider both present and future and, in both cases, 
a costly one.  

INDUSTRY RESULTS l COVER FEATURE
12 Canadian Cat events in 2018
Eastern Canada winter flooding | January 11-14, 2018 
Insured losses came to just under $52 million.

 Southern Ontario and Quebec flooding | February 19-22, 2018 
Insured losses were just under $60 million.

 Southern Ontario and Quebec windstorm | April 4-5, 2018  
Losses were just shy of $100 million.

Southern Ontario and Quebec ice storm and flooding | April 14-17, 2018  

Insured losses totaled more than $240 million.

Early May Southern Ontario and Quebec windstorm | May 4-5, 2018  

The event totaled more than $622 million in insured losses.

Southern Saskatchewan and Manitoba severe storms | June 14, 2018 
The event produced just under $114 million in insured losses.

Central Alberta and Saskatchewan severe storms | July 6-7, 2018 
Insured losses came in at around $52 million.

 Central Alberta and Saskatchewan severe storms | July 13-14, 2018 
Insured losses were about $41 million.

Early August Prairie storms | August 1-4, 2018 
Insured damage came in at around $130 million.

 Toronto flooding | August 7-8, 2018 
Insured damage came in at more than $113 million.

Ottawa and Gatineau tornadoes | September 21, 2018 
Insured losses totaled more than $314 million.

Southern B.C. windstorm | December 20, 2018 
The event totaled $52 million in insured losses.

Source:  Laura Twidle, Director of Catastrophic Loss Analysis at CatIQ. (As presented at this year’s 
CatIQ Connect Conference in Toronto)
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TIC Annual Golf Classic
June 11
Toronto, Ontario
The rainstorms the industry has been talking about took a much-appreciated 
break for the Toronto Insurance Council (TIC)’s prestigious golf tourney in June. 
Golfers tried their luck at a fast-moving, 27-hole course, competing for prizes 
while enjoying good food and great company sponsored by Canada’s best-
known carriers. CAFCO Inc. took home the honours as the tournament’s best 
team. Pictured immediately below, the winning team included Bill Chapman, 
Jason Ravenhill, Dave Nixon and Craig Emuss. 

FIND MORE PHOTOS AT

CanadianUnderwriter.ca/gallery
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Due to price sensitivity and a firming 
market, an experienced broker may 
feel increased time pressure when 

attempting to accommodate the conflict-
ing demands of internal staff, carriers and 
consumers alike. On the one hand, bro-
kers need to take more time to educate 
themselves and their consumers about 
carriers’ product changes, provide justifi-
cations to clients about rate increases, and 
find and place new coverage; etc. At the 
same time, carriers in a firming market re-
quire brokers to seek premium growth. To 
generate more sales, brokers need to talk 
to more sales prospects and clients. As the 
old saying goes, something has to give. 

During a hard market cycle, a business 
process and operational issue could eas-
ily evolve into an ethical issue. Stretched 
in different directions, brokers may find 
themselves spending less quality time 

with individual clients, and their advice 
and guidance might suffer as a result.

Who is the top priority in this chal-
lenging time? If something falls through 
the cracks, the broker is putting both cli-
ents and reputation at risk. 

ANALYSIS

Maurice Audet
Senior Vice President, Regional Resource 
Leader, Risk Research & Solutions
Aon Reed Stenhouse Inc.
Brokers can become overwhelmed in 
many circumstances, including the pres-
sures of working in a hardening market. 
In this type of market, the scope of cov-
erage that clients have come to expect, as 
well as the amount of time it takes to turn 
around a request for coverage and pricing 
expectations, create a great deal of stress. 

The stress arises from at least two 

sources. First, there simply aren’t 
enough hours in the day. Second, clients 
often become disenchanted when the 
expectations developed through many 
years of a softer market are not met. How 
brokers respond to these pressures can 
lead to ethical dilemmas. 

As the saying goes, “No one is an is-
land.” If we try to do everything on our 
own, we put ourselves and our clients 
at risk. Working with the assistance of 
management, brokers can work within 
the strengths and limits of their organiza-
tions – or they can work until they drop.

In previous, very-hard markets, I wit-
nessed co-workers unable to cope with 
the stresses; some suffered a break-
down. Brokers who become stressed 
need to ask for help, and managers need 
to be trained to recognize problems and 
provide assistance.

Juggling priorities
How a hard market can turn conflicting priorities into an ethical issue 

ETHICAL BEHAVIOUR

B Y  T H E  C I P  S O C I E T Y,  T H E  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 



Driven by customers, enabled by technology, and directed by leaders responding to 
emerging risks, change is making the notion of “business as usual” obsolete in insurance.
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Why Insurance?: An 
Industry Whose Time Has 
Come ... At Last 
Demand is rising for 
businesses to deliver social 
benefi t. Insurance is ripe 
for disruption, and industry 
leaders must prepare to 
fundamentally rethink and 
reposition their business to 
meet today’s changing needs.

What Insurance Platforms 
Can Do for Insurers and 
for Platform Sponsors 
What is an insurance 
platform, and why does 
every insurance technology 
vendor have or want one? 
Learn about the value 
proposition for insurers and 
for platform sponsors — 
and the implications.

Leadership and Speed 
to Accelerate a Path to 
the Future of Insurance 
Customers’ expectations 
and needs are changing fast. 
Some insurance leaders are 
aggressively responding, 
but others are responding 
slowly or not at all. Getting 
ahead of the curve is more 
important than ever.

A Peek into the 
Future of Insurance 
Along with an impressive 
number of new startups, we 
are seeing the adoption of 
InsurTech characteristics by 
incumbents. But thought 
leaders are already looking 
over the horizon at new 
paradigm shifts and the 
opportunities they will create.

Register now! Details at:

Hear from industry thought leaders, including:
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Insurance in the Platform Economy

Chris Houston
CEO, 
THE CHANGE ALLIANCE

Donald Light
Director, North America P&C 
Practice, CELENT

Denise Garth
SVP - Strategic Marketing, 
MAJESCO

Tim Attia
CEO & Co-Founder, 
SLICE LABS
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The ethical issue is not to be measured 
strictly by whether individual brokers 
are spending less time on any partic-
ular challenge. Also important is how 
brokers are responding more broadly 
to the new reality of a changing market. 
One important factor is how manage-
ment responds. If the corporate culture 
looks upon a request for help as a sign of 
weakness and a blot on the broker’s re-
cord, then the issue becomes more about 
a company’s failure to act in the best in-
terest of both the client and the broker.

Arthur Kosikowski, CIP 
Senior Investigator 
Complaints and Investigations 
Registered Insurance Brokers of Ontario
“Who do I work for?”  Although brokers 
may have mixed feelings in response to 
this question, the answer should always 
be the same — the clients.

Making clients’ needs a priority does 
not detract from the broker’s obligation 
to provide all known underwriting in-
formation to the underwriter. Working 
for the client means ensuring the risk is 
known to the insurer – and that the risk 
is properly underwritten – so that no 
problems arise at claim time. 

Taking the time to explain the different 
options available, asking the right ques-
tions, reviewing policy wordings, visiting 
the risk locations, etc., all take time away 
from selling the next policy and making 

a commission. However, brokers should 
not use time constraints as an excuse for 
providing inadequate quality of service.

How do brokers balance their obliga-
tion to their clients with other obligations? 
By looking at the bigger picture. Spending 
an appropriate amount of time with cli-
ents, explaining coverages, and asking 
the right questions are all integral parts of 
the broker’s duties. Brokers will not only 
fulfill their obligation as professionals, 
but will reap the financial rewards of re-
taining current clients and attracting new 
ones based on the care provided.

A broker’s obligation to the client is 
highlighted in a hard market more so 
than during any other market cycle. All 
actions taken (or not taken) by the broker 
can be linked to the ethical dilemma the 
broker is experiencing: spending more 
time with one client means spending less 
time with the next client and possibly 
losing a sale and the commission. Bro-
kers should be focused on taking care of 
all their clients properly and providing 
the best recommendations for each. 

It is absolutely true that time is mon-
ey, but the time invested in client care 
should not be thought of as time lost, but 
rather as time invested.   

The CIP Society represents more than 18,000 

graduates of the Insurance Institute of Canada’s 

Chartered Insurance Professional (CIP) and Fellow 

Chartered Insurance Professional (FCIP) programs.

BY THE NUMBERS

Source: Beazley Breach Insights, May 2019 report

Holding your cyber clients for ransom
Ransomware attacks and demands are turning into a cottage 

industry for cyber criminals. Not only are the number  
of attacks up, but the average ransom is up, too. 

Appointment
Enna Kaplun, BA, CHRM
Director, Digital Solutions

The Boiler Inspection and Insurance 
Company of Canada (BI&I) is 
pleased to announce the 
appointment of Enna Kaplun to 
Director, Digital Solutions. In this 
newly created role Enna will develop 
and implement the vision to optimize 
BI&I’s digital environment and 
infrastructure across all business 
lines.  

With a career spanning over 25 years 
in strategic business development, 
Enna was previously Director, 
Reinsurance Assumed for BI&I since 
2016. She is a graduate of York 
University with a Bachelors of Arts 
and a post graduate certificate in 
Human Resource Management 
(CHRM).

The Boiler Inspection and Insurance 
Company of Canada (BI&I), a 
member of HSB Group and part of 
Munich Re’s Risk Solutions family, 
provides the industry-leading range 
of specialty and equipment 
breakdown insurance coverages for 
business and home.

Visit biico.com                                                                
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B rokers offering the extended ser-
vice of appraisal can see their client 
satisfaction levels increase and gain 

an advantage over their competitors. 
Working with a qualified appraiser 

can help you better understand your cli-
ent’s property and level of risk. And in 
the case of a loss, a qualified appraiser 
can ascertain a justified value and help 
you make your clients whole.

I am a qualified appraiser for art, an-
tiques and other objects of personal 
property. I am educated and trained in 
specialized valuation methodologies and 
knowledgeable in these specialty objects. 
My involvement is as an independent ex-
pert having no interest other than deter-
mining a proper value. 

Over the past eight months, I’ve per-

formed four appraisals for 15 pieces of 
art that had been stolen or destroyed. In 
each instance, none of the insureds had 
any documentation on the artworks. 
Only half of the insureds could remem-
ber important details about their art-
work, such as the artist’s name. Fewer 
than half had photographs I could use 
to conduct the appraisal and, in return, 
help justify the values they claimed. It is 
important to note that my professional 
involvement in each of these claims was 
based on an invitation by the claims ad-
justor, not the client. 

Had these clients, their brokers or in-
surance companies been in possession 
of an appraisal report to accompany 
their policies, their claims could have 
been processed more expeditiously, thus 

saving valuable time, resources and, in 
many cases, money. A report prepared 
by a qualified appraiser offering an un-
biased, third-party opinion of value in-
creases the validity of the methodology 
and credibility of the value conclusions. 

As a skilled and qualified personal 
property appraiser, I have been able to 
work without documentation or de-
scriptive details to create a probable de-
scription, an acceptable market range 
and a determination of parallel objects 
for each claim. This provided estimated 
replacement costs that claims adjustors 
could support.

To do this, I needed to work directly 
with the insureds to better understand 
their buying and collecting habits and 
the quality of their personal proper-

The broker’s valuation proposition
How offering appraisal services can increase your client’s satisfaction

B Y  K E L L Y  J U H A S Z ,  President, Canadian Chapter, International Society of Appraisers

PROPERTY APPRAISAL
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specialist, clients are more likely to feel 
that their insurance companies and bro-
kers are providing them with the level of 
individual attention and expertise that 
their art requires. Plus, the high level of 
transparency and service will leave cli-
ents with positive feelings about their 
insurance professionals.  

Kelly Juhasz is an art advisor and a qualified apprais-

er specializing in fine art and antiques. She is an 

accredited member of the International Society of 

Appraisers and president of the Canadian Chapter. 
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ty objects. Regarding artwork, asking 
questions about the subject, scene and 
elements of paintings provides insight 
into their age and genre. Performing a 
market analysis of a sampling of parallel 
artworks – essentially, similarly-themed 
works created around the same time and 
selling for similar values – will reveal 
trends that suggest an increase or de-
crease in value at the time of loss. Such 
analysis helps to narrow down a broad 
range of possibilities. 

By engaging directly with a qualified 

5 things to say to your clients  
about appraisal reports
By having an appraisal report on file, you will:

1   buy the right amount of coverage  

and not overpay for coverage

2  properly cover your most valuable  

personal property objects when  

you need them to be

3  expedite the settling of your insur-

ance claim. Your most valuable 

objects will be documented and 

identified professionally before they 

were lost, stolen or damaged

4  decrease the chance that  

your insurance company will 

treat you or your claim with  

suspicion. Your appraisal report 

will contain justified values 

for each object by a qualified 

third-party expert 

5  show you are managing your 

“passion investments” proac-

tively and responsibly, perhaps 

resulting in lower premiums

5 ways brokers benefit from offering  
appraisal services to consumers

1   Setting up your insureds with  

a qualified appraiser and/or an 

appraisal report can extend your 

service offering. It gives you a 

competitive advantage over  

brokers who do not add  

this valuable service

2  Qualified appraisers who are 

actively part of an association 

of professional appraisers (such 

as the International Society of 

Appraisers) will ensure that  

every type of personal property 

asset or object can be described 

and valued accurately. The 

appraiser’s network will include 

experts in all classifications of 

personal property 

3  Justified value opinions  

in case of claims

4  Appraisals make it easier for 

you to find or place coverage, in 

addition to providing your clients 

with scheduled property reviews

5  A list of personal property is 

not an appraisal or a statement 

of qualified values. Often an 

inventory list doesn’t contain 

the level of detail required to 

perform a justified valuation, es-

pecially for high-value objects. A 

qualified appraiser can provide a 

detailed description, in addition 

to replacement costs, based on 

accepted appraisal methodology

Appointment
Tammy Parris, BA, FCIP, CRM
Director, Regional Offices and 
Insurance Operations

The Boiler Inspection and Insurance 
Company of Canada (BI&I) is 
pleased to announce the 
appointment of Tammy Parris to 
Director, Regional Offices and 
Insurance Operations.

Tammy will oversee the operations of 
the Regional Offices, building 
existing relationships and driving 
new opportunities in BI&I’s 
Commercial EB business.

Tammy joined BI&I in 2007 as 
Regional Manager, Calgary Office 
after thirteen years at a national P&C 
insurer, bringing strong, diverse 
cross-functional leadership. She 
became Hamilton Branch Manager 
in 2011 and was assigned National 
MGA Coordinator responsibilities in 
2014. 

The Boiler Inspection and Insurance 
Company of Canada (BI&I), a 
member of HSB Group and part of 
Munich Re’s Risk Solutions family, 
provides the industry-leading range 
of specialty and equipment 
breakdown insurance coverages for 
business and home.

Visit biico.com
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2019 23rd Annual WICC Gala 
May 8
Toronto, Ontario 
“Rebels for a Cause,” all decked out in their best lace, leather, tattoos and 
black-tie formal wear, flocked to the Fairmont Royal York Hotel in Toronto to 
raise funds for the Women in Insurance Cancer Crusade (WICC). A jam-packed 
dance floor greeted the raucous tunes of Tommy Youngsteen, billed as North 
America’s premier Bruce Springsteen tribute band. Warming up to the big show, 
the gala featured a silent auction and cocktails, followed by dinner. 

FIND MORE PHOTOS AT

CanadianUnderwriter.ca/gallery
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RIMS 2019 Annual  
Conference & Exhibition
April 28 to May 1
Boston, Massachusetts, U.S.A.
A premier risk management conference, RIMS U.S. opened with keynote  
speaker Erin Meyer, a business school professior and author, speaking  
about how business leaders’ management styles affect their companies’  
cultures. In between the receptions, the golf tournament, the awards luncheon 
and the 5th annual Spencer/Sedgwick 5K FunRun, attendees were treated  
to a host of professional development seminars on emerging and  
hot topics for risk managers.   



peer to peer

The whole principle of the insurance 

industry is to get the damaged proper-

ty of a policyholder back to its pre-loss 
condition. The key here is its “original 
state.” One issue we saw in Fort McMur-
ray was a difference of opinion around 
what that meant. In Fort McMurray, 
we were always looking to find areas 
that would be representative of the pre-
loss condition. For example, for back-
ground, we would often take a sample 
inside of a refrigerator that had been 
closed, or a safe in a hotel – something 
that had a seal that had been opened and 
closed over time, but closed during the 
loss event. In one instance, we did some 
work at a heavy machinery facility that 

was across the highway from where 
the fire was burning; they had a whole 
bunch of smoke in the facility. The 
question was, “What level of cleaning 
is appropriate?” Because of the wildfire 
season, the air quality in Fort McMur-
ray wasn’t very good at the time; there 
was a health and safety concern. Even 
after cleaning, the air in the facility was 
smoky and surfaces became re-contam-
inated. So, you could clean, but then you 
would come back the next day and test it, 
and it was dirty again. You could get into 
this endless loop with the contractor: 
“What’s appropriate here? And what’s 
the level of cleaning that we consider to 
be fair and reasonable?” In this specific 

instance, we as a group — the business 
owner, the insurer, the adjuster, the con-
tractor, and we as engineers—all agreed 
there was a residual impact of smoke 
that was not related to the loss. We rec-
ognized and agreed that the insurer had 
done its due diligence; it had done the 
right tasks to get the business back to its 
original state. Everyone agreed, and we 
had it documented. As long as that’s all 
on the table, most insurers in my expe-
rience are okay with that. It takes a sea-
soned policy management group to rec-
ognize that as long as you take that high 
road, you can avoid potentially negative 
downstream issues such as litigation or 
disputes. 

 PROPERTY RESTORATION

ORIGINAL 
STATE
With wildfire season once again upon 

us, Canadian Underwriter recently 

caught up with Jeff Reitsma, vice pres-

ident and practice lead of remediation 

at 30 Forensic Engineering. He shared 

some of his experiences in Fort Mc-

Murray, Alta., where he assisted in the 

rebuilding effort after a wildfire razed 

much of the town in 2016. Similar 

issues have played out more recently 

in High Level, Alta., he reports. Here 

are his thoughts on restoring property 

to its pre-loss condition.    

– As told to David Gambrill

170 July 2019  |  Canadian Underwriter
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your fixins. 
Different insurance 
offerings to suit 
your customer. 
Whether designing products with your clients' 
lifestyle in mind or upgrading their order with a 
CAA Member discount, we have what you need 
to grow your business. So, what can we get you? 

®CAA trademarks owned by, and use is authorized by, the Canadian Automobile Association.   
Auto Insurance is underwritten by CAA Insurance Company. 
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Want to learn more about partnering 
with CAA Insurance? Talk to us.
Kathy Corbacio at 289-260-5120 (Ontario)
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Lynne Gerhardt 902-229-3478 (Atlantic)
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