
Another thing that we encourage our members 
to do is to play an active and constructive role in 
our community. This month’s Broward LAAIA Golf 
Classic to benefit LifeNet4Families is shaping up 
to be our biggest and most successful yet, with 
over 100 golfers registered, and many enthusi-
astic sponsors to whom we are grateful for their 
participation; our team keeps growing, and we’re 
excited about the ongoing results. There’s still 
time to take part; email our event Chair, Chris-
topher Dunham, at chris@dunhamins.com for 
more details—we’re looking forward to seeing 
you at 1 p.m. on Monday, May 8, at Lago Mar 
Country Club (500 Northwest 127th Avenue, Fort 
Lauderdale, FL 33325). 

Our May member meeting will include a discus-
sion with one of our great carrier partners, Flor-
ida Family Insurance, and I’m looking forward to 
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TEAM CENTRAL
By CYNTHIA SCOTT, PRESIDENT

On behalf of your Broward LAAIA chapter officers and directors, I hope you are having an enjoyable and 
rewarding month of May. Let me start by thanking our guest speaker for last month, Dr. Margarita Gur-
ri, PhD, CSP, who gave an excellent presentation about bringing out the best in your people, as well as 
enhancing communication, and navigating ethical dilemmas with humor and grace; in an often difficult 
world, these are skills we should all try to embrace. Bringing motivating and inspiring speakers to our 
monthly meeting is one more way we try to add value to your membership with Broward LAAIA.

seeing you there. Here comes Summer—have a 
fantastic month.

OUR MEMBERS MAKE THE DREAM WORK

Please welcome the Broward Chapter’s newest 
member agencies:
Michael Warren Insurance Agency (Pembroke Pines)
Ultimate Insurance Group (Sunrise)
Insurance Writers of America (Pembroke Pines)

mailto:chris@dunhamins.com


The Latin American Associ-
ation of Insurance Agencies 
Broward Chapter was found-
ed in September 2010.

The LAAIA strives to protect 
the rights of its members 
through education, informa-
tion, networking, and active 
participation in the political 
environment and communi-
ty service for the benefit of 
consumers.

Have you heard about our 
new Facebook group, avail-
able for members only?

It is fun, easy, and a great 
place for encouragement, 
enlightenment, and to cele-
brate successes and events 
with each other. You can also 
bring your questions and/or 
seek help with situations or 
struggles you may be having. 

It’s another privilege of 
membership!

If you are a Broward LAAIA 
member, then search for the 
Broward Chapter of LAAIA 
closed group in Facebook 
and click on JOIN.

GOLF CLASSIC SPONSOR
BeWell MedSpa Takes Wellness Beyond the Clinical

By CLIFF DUNN

“We choose a more patient-centered, medical spa approach to work-
ing with people than the traditional, clinical model,” Oren Kiriat, the 
co-owner of BeWell MedSpa tells me.

“There are two umbrellas that comprise the services and care we provide,” 
he notes, “functional medicine, and medical aesthetics.”

Kiriat explains that functional medicine addresses the root causes of why 
an individual’s body behaves a certain way. His staff, supervised by his 
wife and co-owner, Michal Kitai, a nurse practitioner with two decades of 
experience, listens to their patients’ individual histories, and looks for in-
teractions among genetic, environmental, and lifestyle factors that might 
influence long term health and complex conditions. 

Medical aesthetics focuses on issues concerned with skin care, and ef-
fective treatments for slowing or reversing many of the symptoms of ag-
ing. This includes things like acne, aging and sagging skin on the neck and 
thighs, dark circles under the eyes. The treatments are safe, effective, and 
proven, including Botox, micro-needling collagen induction, vitamin thera-
py, and intense pulsed light (IPL).

BeWell MedSpa opened in June 2016. Kiriat describes what they do as 
“concierge age management.”

“It’s a relaxed environment, not intimidating in the way going into a clinical 
setting or physician’s office can often be,” Kiriat says. The setting is condu-
cive to fostering communication and getting to the underlying causes of 
what makes a person’s body function the way it does.

BeWell MedSpa is a sponsor of the 2017 4th Annual Broward LAAIA Golf Classic. 

“I am so pleased to be involved with the tournament, and to help raise 
money for LifeNet4Families,” says Kiriat. “And it’s a great chance to enjoy 
golf in one of the most perfect places on Earth—South Florida.”

For more information, call BeWell MedSpa at 954.530.5203, or email hel-
lo@bewellmedspa.com.

mailto:hello@bewellmedspa.com.
mailto:hello@bewellmedspa.com.




VIEWPOINT
The Importance of Honesty and Integrity In Business

By BRIAN TRACY

Why is integrity important in leadership?

Having honesty and integrity in the workplace is one of the most important qualities of great leadership 
in business and I am going to tell you why.

Integrity In Business and How It Translates To Success

Whenever I hold a strategic planning session, the 
first value that all the executives agree on is integrity. 
Leaders know that honesty and integrity are the foun-
dations of leadership. Leaders stand up for what they 
believe in.

For example, Jon Huntsman, Sr. is a multibillionaire 
who started a chemical company from scratch and 
grew it into a $12 billion enterprise. His book, Winners 
Never Cheat, is filled with stories taken from his own 
experience in which he steadfastly refused to com-
promise his principles. Huntsman says that integrity 
is the reason that he has been as successful as he is.

“There are no moral shortcuts in the game of business 
or life,” he writes. “There are, basically, three kinds of 
people, the unsuccessful, the temporarily successful, 
and those who become and remain successful. The 
difference is character.”

Great Leaders Never Compromise Their Honesty and 
Integrity By Cheating

There are many examples of temporary winners 
who won by cheating. For a number of years, Enron 
was cited as one of America’s most innovating and 
daring companies.

The CEO of the company knew the most important 
people in the country, including the President of the 
United States. Except that Enron’s success was built 
on lies, and the “winners” who headed the company 
are case studies in lack of integrity.

Integrity Means Doing The Right Thing Because It’s 
The Right Thing To Do

Leaders with integrity may not be the most famous or 
flashy of leaders, and they don’t care. Integrity means 
doing the right thing because it is the right thing to do. 
And that’s what CONTINUED on PG. 5

***SAVE THE DATE***
On Wednesday, May 17, 2017, join your Broward LAAIA chapter 
at the Plantation Preserve Golf Course & Club (7050 West Bro-
ward Blvd, Plantation, FL) from 6:30 to 8:30 pm for the Member 
Connection Dinner/Meeting. Our guest speaker will be Brent 
Brummer, Vice President of Claims for Florida Family Insurance. 
Brent has nearly 20 years experience in claims-related matters, 

and he will address an important topic, ‘Material Misrepresentation on an Insurance Appli-
cation and How it Affects Agents’.

On Friday, May 19, 2017, join us for the 2nd annual White Havana Nights Party, a fundraising 
event hosted by LAAIA and BLAAIA; an evening of salsa dancing and fun, with all net proceeds 
to benefit Holtz Children’s Hospital and LifeNet4Families. To register, visit www.LAAIA.com, 
on or before May 17, 2017.
Time: 7 p.m.—12 a.m.
Where: Las Vegas Cuban Cuisine (8550 NW 53rd Street, Doral, FL 33166)
Donation: $75 per person (includes dinner, drinks, and salsa dancing lessons)

47th LAAIA Annual Convention August 2-August 5, 2017: Registration is Now Open!

http://www.LAAIA.com


makes success.

Importance of Integrity In Giving and Keeping Promises

Leaders keep their promises. They 
give promises carefully, even reluc-
tantly, but once they have given that 
promise, they follow through on that 
promise without fail. And they al-
ways tell the truth.

Jack Welch calls it “candor.” He be-
lieves that if you are afraid of candor, 
then you don’t have the guts to be 
an effective leader. You are going to 
surround yourself with yes people 
who will say what you want to hear 
instead of saying the truth.

Leaders With Integrity Aren’t Afraid of The Truth

Leaders with integrity are not afraid to face the 
truth. This is called the reality principle, or “seeing 
the world as it really is, not as you wish it to be.”

It is perhaps the most important principle of leadership 
and dependent on integrity because it demands truth-
fulness and honesty. Many companies and organiza-
tions fail because they don’t follow the reality principle.

Integrity means telling the truth even if the truth is 
ugly. Better to be honest than to delude others, be-
cause then you are probably deluding yourself, too.

Leaders need to be courageous, but they also need to 
be open to the idea that they could be wrong. There 
are many leaders who eventually fail because they re-

fuse to question their own assumptions or conclusions.

“Errant assumptions lie at the root of every failure.” 
– Alec Mackenzie

There’s a difference between being 
confident and blind. Let’s face it, in 
today’s world of rapid change, there 
is a possibility that you are partially 
wrong or even completely wrong.

Maybe you are not wrong, but just 
opening yourself to to that possibili-
ty is going to make you a more effec-
tive leader because it will open your 
mind to new ideas or new thinking.

The True Mark of Leadership

There should be no exceptions to honesty and integ-
rity. Integrity is a state of mind and is not situational. 
If you compromise your integrity in small situations 
with little consequence, then it becomes very easy to 
compromise on the small situations.

Leaders with integrity always err on the side of fairness, 
especially when other people are unfair. As a matter of 
fact, the true mark of leadership is how fair you can be 
when other people are treating you unfairly.

Brian Tracy is Chairman and CEO of Brian Tracy In-
ternational, a company specializing in the training 
and development of individuals and organizations. 
He is a leading coach on topics including Leadership, 
Selling, Self-Esteem, and Setting Goals.

This article originally appeared on December 7, 2016 at 
Entrepeneur.com. Reprinted with sincere thanks.

THE INFORMED AGENT
Insurance Customers Need to Get Used to Talking to Machines

By OLIVER SUESS 

Frustrated with automated answering machines before you finally get to speak with a customer service repre-
sentative? When it comes to insurance, you’ll just as likely end up dealing with a robot as a human within three 
years, according to a survey by Accenture PLC.

About two-thirds of insurers already use artificial intel-
ligence-based “virtual assistants,” the consulting firm 
said in the report, which was published on Wednes-
day. Of the executives who took part in the survey, 85 
percent said they plan to invest “significantly” in AI in 
the next three years.

“It’s coming pretty quickly,” John Cusano, global head 

of Accenture’s insurance practice, said in a telephone 
interview. “One of the first services to be managed 
differently will be routine inquiries about the status of 
claims or bills, which in the past have been handled by 
call centers.”

A combination of price pressure and ultra-low in-
terest rates is CONTINUED on PG. 6



creativity. Follow these 11 suggestions to acquire 
new clients and build a successful plan for growing 
new business:

1. Refresh Your Image. Is your signage looking tired? Do 
you need new, quality business cards? Is it time to get 
a new photo of yourself and your staff to post on your 
website and in marketing materials? Does your website 
need revamped 

forcing insurers to cut costs to preserve their profit 
margins. Introducing more automation is one way of 
achieving this, while also satisfying a greater demand 
for digital products and to fend off competition from 
fintech startups that also offer insurance products.

Allianz SE, for example, is digitalizing policy un-
derwriting and claims handling as part of a plan to 
achieve 1 billion euros ($1.1 billion) of productivity 
gains in 2018.

‘Virtual Assistants’

“In the U.S., major insurers such as Allstate and Gei-
co have already launched virtual assistants,” Cusano 
said. “As Google, Apple, Samsung and Amazon push 
virtual-assistance products, it will help spread their 
use in the industry.”

Insurance companies will spend 
on average $90 million on arti-
ficial-intelligence technologies 
by 2020, according to research 
from Tata Consultancy Services. 
The IT consulting firm forecasts 
in a study that insurers will place 
fourth behind telecommunica-
tions ($131 million), high tech 
($119 million), and banking ($99 
million) in AI spending by the end of the decade.

Geico, the U.S. insurer owned by Berkshire Hathaway 
Inc., uses a a virtual assistant for its mobile applica-
tion called Kate, according to the Accenture report. 
Kate can answer basic questions like “What is the cur-
rent balance on my auto insurance policy?” or “When 

is my next payment due?”, the report showed.

Lemonade Inc., an insurance startup in the U.S., has 
promised to “deliver instant online insurance by re-
placing brokers and bureaucracy with bots,” accord-
ing to the Accenture report.

“There’s an opportunity to add AI to the back-end 
transaction systems,” Cusano said. “This will create 
a need to clean up older and less flexible technology 
and will give startups the advantage of being able to 
build that from scratch.”

Multiple Applications

Rafts of industries have adopted artificial intelligence 
to develop products ranging from self-driving cars 

to software that can help asset 
managers analyze huge amounts 
of data. More than a quarter of 
insurance-company chiefs say 
technology will “completely re-
shape” their industry in the next 
five years, PricewaterhouseCoo-
pers LLP said in a survey of insur-
ance CEOs published in February.

“The real value of automa-
tion is to take care of routine 

tasks, freeing up employees to deal with more 
complex issues,” Cusano said. “While it’s going 
to change the way work is done at insurers and 
their agents, it’s debatable whether this will 
lead to a smaller workforce.”

This article originally appeared on April 19, 2017 at Bloomberg.
com. Reprinted with sincere thanks.

CONTINUED on PG. 7

AGENT PROVOCATEUR
11 Ways For Insurance Agents and Brokers To Win New Business

By JAYLEEN R. HEFT

Finding new clients in a changing and increasingly competitive environment is an overriding concern for inde-
pendent property and casualty insurance agents.

Many agencies still operate in outdated and inefficient 
ways. Too much time is spent running after clients who 
don’t want or need your insurance products, and not 
enough time is spent planning and implementing mar-
keting and sales practices that result in a predictable and 
sustainable pipeline of new clients and relationships. 

Building demand for your services takes time and 
effort. Generating leads eventually requires a little 



and updated? Be sure to regularly update your web-
site — search engines favor websites that have up-to-
date, fresh content. Be sure to include quality content 
that is free of spelling or grammar mistakes. 

Evaluate whether your current marketing strategy 
is working. Is it time to try something new? (Source: 
Marketing Donut)

2. Study Your Successful Competitors. What works 
for your competitors may also work for you. Where 
do they advertise? Where do they network? (Source: 
Janet Attard, “Fifteen ways to find customers”)

If you’re sure your competitors are doing something 
better than you, you need to respond and make some 
changes. It could be anything from improving custom-
er service to changing the way you market yourself, 
or redesigning your literature and website. Try to in-
novate not imitate. Can you do it even better and add 
more value?

3. Develop Champions of Your Agency. Use clients 
who have been happy with your poli-
cies and service to help generate ref-
erences and referrals. Once you have 
sold to them, customers can help you 
sell to others by offering positive testi-
monials and leveraging a refer-a-friend 
campaign created by your agency.

Help customers help you by giving them 
the ammunition they need to tell your 
story to others. Don’t be afraid to ask, 
‘Is there someone else I can talk to and 
also help?’ (Source: Elizabeth Wasser-
man, “How to find new customers and increase sales”)

4. Speak At An Event or Host A Local Chamber of 
Commerce Gathering. You have plenty of exper-
tise — why not share it. By sharing your insurance 
knowledge and getting involved in your community, 
you’ll have the opportunity to grow your connections, 
as well as your reputation as an insurance industry 
thought leader. (Source: Briana Morgaine, “Want to 
grow your business? Here are 8 creative ways to get 
more customers”)

5. Leverage Social Networking Tools To Your Advan-
tage. Aside from Google, most websites get the ma-
jority of their traffic from social networks like Face-
book, LinkedIn and Twitter these days. Make sure 
your website has social network icons so people can 
follow and share your agency with others.

On the social networks, share information that relates 
to your insurance business. That way, you’re serving 
the community by becoming a trusted resource for 
them. (Source: Dan Schawbel, “How to find new busi-
ness leads”)

6. Be Mobile-Friendly So Today’s Clients Can Find 
You. As consumers continue to use their mobile devic-
es to discover new businesses and make purchasing 
decisions, you can no longer afford to ignore poten-
tial clients who are on their smartphones. This is good 
news because there are now even more ways for new 
customers to find you.

However, there’s nothing worse than trying to view 
a website that isn’t optimized for mobile on your 
phone. If potential customers can’t easily navigate 
your website and find the information they’re looking 
for...they’ll get frustrated and leave. That’s a lost cus-
tomer. (Source: “How mobile search can help you find 
your next great customer”) 

7. Leaflet Drops. Leaflet drops are a relatively inex-
pensive means of getting your name out there and 
your message across. Make sure that the messaging is 
clear and that you provide appealing reasons for peo-
ple to come to you.

Don’t be afraid to ask other local businesses if you can 
leave some leaflets in their shop or of-
fice to help reach the largest possible 
audience. (Source: “Finding new cus-
tomers for your small business”)

8. Sponsor Community Events and 
Volunteer. One of the best ways you 
can get exposure in your community 
is to sponsor local events, fundraisers, 
and even youth sports teams. Not only 
is this a great way to get your name out 
there for people to see, but it also lets 
you give back to the community in a 

meaningful way.

Be careful not to get carried away with your advertis-
ing message though — it’s very likely that the event 
will speak for itself. (Source: Matthew Anderson, “8 
quick steps to finding new customers”)

Doing volunteer work is also an often-overlooked op-
portunity to enjoy free publicity. Customers love to 
support businesses that give something back to the 
society in some way. Most times, all that is required is 
your time, effort and encouragement.

9. Build Partnerships. Teaming up with businesses 
that offer complementary services offers you the op-
portunity to take advantage of synergy, which can be 
very effective in building your business. (Source: “7 
excellent ways to attract new customers”) 

For example, to connect with homeowners, you may 
want to team up with local real estate offices. Auto 
dealerships or local car salesmen may make great 
partners to connect with clients needing car insur-
ance. Network with CONTINUED on PG. 8



INDUSTRY INSIDER
10 Emerging Developments In Liability Insurance

By DENNY JACOB

Life moves pretty fast, so our insurance needs to be faster. The insurance industry has kept up with the 
world’s ever-evolving demands by infusing technology to connect consumers and agents on a greater scale 
and reduce risk. 

But with the world on its heels, the insurance industry 
has opened itself up to more liabilities. Fortunately, 
change presents greater coverage opportunities - and 
a way to keep up with any emerging trends. 

Allianz’s Global Claims Review report, which focuses 
on global developments in liability-related insurance 
over the period 2011 to 2016, offers a comprehensive 
analysis of gaps in coverage and emerging develop-
ments to keep track of.

Liability losses can lead to big claim payments that 
can vary enormously in scale. Liability exposures for 
corporations can surface from third parties, products 
and the environment, among others. While these lia-
bilities cannot be understated, the insurance industry 
will also want to closely watch developments in the 
world of liability insurance. 

With that in mind, keep reading to see Allianz Global 
Corporate & Speciality (AGCS) 10 emerging develop-
ments in liability insurance. 

1. Large Liability Claims Becoming More Expen-
sive. Worldwide, the potential for large liability in-
surance claims has been increasing as claims become 
more expensive and complex. Industrial accidents and 

pollution events are presenting greater possibilities; 
total recalls from auto companies and Samsung have 
become normalized.

Although recent years have seen a noticeable rise in 
large environmental liability claims, pharmaceutical and 
automotive product liability and product defect/recall 
are the main drivers for large liability claims globally.

Larry Crotser, head of AGCS Chief Claims Office, North 
America, said there hasn’t been an increase in the fre-
quency of large liability claims, but they are becoming 
more complex and result with a higher spend than in 
the past. 

Additionally, while they are rare, large corporate lia-
bilities can be catastrophic in scale, involving multiple 
jurisdictions, large numbers of claimants and other 
interested parties. The emissions testing issues in the 
automotive industry are an example of just how com-
plex liability losses can become. 

2. Environmental Claims Are Increasing. Whether you 
believe in climate change or not, liability insurers can-
not afford to disregard such a pressing matter. Over 
the past five years, insurers have experienced a sig-
nificant increase CONTINUED on PG. 9

local apartment complexes for potential renters in-
surance quotes. You get the idea. 

10. Be Different and Break the Rules. Unexpected 
action gets people talking (and referring). Be open at 
different times than other insurance agencies. Give 
out your cell phone number. (Source: “59 insurance 
marketing ideas, tips and strategies to get all the cli-
ents you need”)

• Write handwritten thank you notes. Focus 
on making the purchase of insurance easy, 
quick and affordable. Surprise clients with a 
special extra — how about a free car wash 
while they wait?

• Promote flood insurance to clients before 
spring storms hit.

• Create yard signs to promote homeown-
ers’ insurance.

• Offer Lyft or Uber rides to your office or 
free parking.

• Follow up with every client after a claim. Be 
their advocate.

11. Ask For Feedback When Prospects Don’t Buy. 
Did they find a policy that better served their needs? 
Did they decide they don’t need the policy at all? Did 
they just postpone their buying decision? Use what 
you learn to make needed changes and watch your 
sales start to grow. (Source: Janet Attard, “Fifteen 
ways to find customers”)

This article originally appeared on April 17, 2017 at Property-
Casualty360.com. Reprinted with sincere thanks.



in large environmental liability claims from the 
mining and construction sectors, particularly from 
Latin America.
 
One of the largest losses in 2015 involved the Samarco 
mine in Bento Rodrigues, Brazil. The disaster resulted 
in 19 deaths, as well as extensive pollution and prop-
erty damage. More than 700 people were left home-
less by the disaster. As a result, Samarco and its own-
ers agreed to settle a $48 billion compensation claim 
from federal prosecutors by June 2017. Recent costly 
environmental disasters have popped up in Australia, 
Peru and Chile, among numerous others. 

Peter Oenning, Global Head of Claims Liability, AGCS, 
said that environmental liability claims can be par-
ticularly challenging in emerging markets, especially 
due to cultural differences, language and legal sys-
tems that may be less consistent than courts in the 
U.S. and Europe. 

3. Large Industrial Claims Are Potentially Material-
izing In Latin America. More 
often than not, large liability 
claims are tied together in an 
intricate web of factors. One 
example again originates in 
Brazil following the fire at a fuel 
storage terminal back in early 
April 2015. The Port of Santos, 
one of Latin America’s largest transit hubs, disrupted 
operations at the nearby Brazil Terminal Poruario and 
forced several vessels to divert following the fire and 
explosions that occurred. 

Santos Badin, Claims Manager, AGCS Brazil, said, “The 
incident shows the potential for a large loss in Latin 
America where multiple third parties are located close 
together and where multiple policies are triggered.” 

In addition to material damage, the fire also caused sub-
stantial disruption to port facilities and nearby business-
es, with a loss of access and pollution-related losses.

4. Product Liability and Recall Claims Are Becoming 
More Challenging. As large companies encompass a 
greater portion of products and suppliers, product lia-
bility and recall claims are becoming larger and more 
challenging to settle. 

U.S. automotive recalls have hit a record high for the 
past three years in a row, culminating in the recall of 
around 53.2 million vehicles in 2016. One of the major 
cases involved faulty airbags by Japanese manufactur-
er Takata. The corporation has agreed to plead guilty 
to criminal wrongdoing and pay approximately $1 bil-
lion in penalties. 

Meanwhile, pharmaceutical liability and recalls also 
continue to generate large claims. As of October 

2016, there were believed to be around 1,700 similar 
lawsuits in state and federal courts. 

Larry Crotser, Head of AGCS Chief Claims Office, 
North America, said, “Generally the number of re-
calls has been steadily rising with increased focus on 
product and workplace safety, as well as more pro-
active regulation.” 

With an increasing proportion of goods now manufac-
tured in Asia, product liability claims have become a 
significant driver for large liability claims from China. 

5. Liability On The Rise Outside Of The U.S. While the 
U.S. has touted its powerhouse status for decades, it’s 
a bit more reserved about the fact that it continues to 
be the world’s largest liability market. It is the country 
that generates both the highest number of claims and 
the largest claims according to value. 

However, trends in recent years show international 
markets accounting for an increasing proportion of 

the global liability market. Ac-
cording to data from NERA Eco-
nomic Consulting, the number 
of securities class actions and 
the median settlement values 
have remained stable over the 
past five years. Additionally, 
data indicated a record num-

ber of dismissals, coupled with settlement rate that 
remains close to an all-time low. 

Outside the U.S., however, liability claims are increas-
ing, particularly in emerging markets, but also in some 
parts of Europe. 

“We do see a trend towards greater liability claims 
outside the U.S. with increased awareness of con-
sumer rights and compensation in Asia and Europe,” 
said Oenning. 

6. Global Class Actions To Become More Significant. 
Class action lawsuits occur largely in the U.S. but has 
seen growth on the international scale. A growing 
number of countries now allow for collective action.  
Recent years have seen a notable increase in share-
holder actions pop up in Europe, Australia and Can-
ada. Securities class action exposures in Australia are 
now second only to those of the U.S. 

Brazil, Colombia, Mexico, Argentina, Chile and Ven-
ezuela all have some form of collective redress. And 
while class actions are still very limited in Europe, a 
number of countries have introduced legislation that 
allows for some form of collective redress for consum-
ers and investors. 

There have been some notable uses for collective re-
dress in Europe. CONTINUED on PG. 10



In March 2016, Dutch bank Fortis agreed to a $1.2 bil-
lion settlement with investors under Dutch collective 
settlement procedures. Investors in Volkswagen have 
also looked to use collective redress legislation in the 
Netherlands and Germany to bring claims for losses 
related to emissions testing.

7. Overseas Liability Exposures Growing For New 
Global Giants. Whether its investor-led litigation in 
the U.S. or product liability claims in North America 
and Europe, both Latin American and Asian compa-
nies increasingly face overseas liability exposures. 

Directors and officers and product liability incidents 
are the main drivers behind large liability claims in 
Asia, where companies are under increasing scrutiny 
and regulations in overseas markets. 

In 2015, Chinese companies accounted for around 
half of all class actions involved foreign companies in 
the U.S. In particular, securities claims against Chinese 
companies listed in the U.S. were among the highest 
severity liability claims. More than 50 percent of the 
settlements were under $10 million, but a handful of 
claims have been in excess of $1 billion in the past 
decade, according to Patsy Wong, head of long tail 
claims Hong Kong & Greater China, AGCS. 

Meanwhile, Brazilian companies are also increasingly 
facing the prospect of liabilities overseas. Many inves-
tors have filed class actions in the U.S., including those 
for environment disasters, tax liabilities and bribery 
and corruption allegations. 

Both Brazilian and Chinese companies are now buying 
more cross-border liability insurance programs and 
are looking to insurers to help manage liability claims 
across their global operations. 

8. Fewer Accidents, But General Liability Increases 
Globally. Increasingly stringent safety regulations and 
better risk management have assisted in claims like slips 
and trips and workplace accidents being reduced. Big 
increases in vehicle safety have significantly reduced 
road traffic accident injuries over recent decades. 

In the U.S., road traffic fatalities have also been de-
creasing for the past two decades - they have fallen 
from a 1972 peak of around 54,589 to around 35,000 
in 2015. Air travel has also seen a decline in accident 
rates with improvements in risk management, tech-
nology and safety. 

While the frequency of personal injury claims has been 
trending down in the U.S. and Europe, everyday claims 
in what were once the emerging markets are increas-
ing with economic development. Generally speaking, 
liability claims have been increasing over the past five 
years in Latin America, with increased insurance pen-
etration wand with greater awareness of compensa-

tion among consumers; the picture is similar in Asia, 
where, broadly speaking, personal injury claims have 
been increasing as consumers have become more in-
clined to seek compensation from insurance. 

9. Technology To Drive Big Shifts In Liability Claims. If 
it hasn’t occurred yet, it will soon. Technology is likely 
to be a major driver of liability claims. While the fre-
quency of claims is expected to decline, there is an 
expected shift in liabilities relating to manufacturers 
and growing cyber liabilities. 

Consider the growing number of smart factories. Few-
er claims for workplace accidents are expected to oc-
cur, while driverless cars are expected to drastically 
reduce accident rates over time. But automation is 
likely to lead to increased product liability for machin-
ery manufacturers, component manufacturers and 
software providers. 

The growing “sharing economy” is likely to become 
more complex and potentially more challenging to ap-
portion. For example, a road traffic accident involving 
an autonomous vehicle could the vehicle manufactur-
er, software provider and the fleet operator, as well as 
third parties involved in the accident. 

The increasing digitalization of society and business 
also creates new liabilities, such as personal data and 
privacy exposures, as well as liabilities around busi-
ness interruption, cyber security, directors and officers 
and product liability. According to the 2017 Allianz Risk 
Barometer, cyber risk now features in the top three 
corporate risks overall and exposures are increasing. 

10. Increasingly Technical Nature of Claims, Talent Is-
sues, and Innovative Tools. The insurance industry is 
aging and is at risk of falling behind if it fails to invest 
in future talent - especially Millennials. 

As businesses grow ever more sophisticated and con-
nected, insurers need to ensure that their claims han-
dling processes stay up-to-date. With an increase in 
interconnected risks and globalization, large liability 
claims are becoming increasingly complex and expen-
sive. They typically involve more parties, can be multi-ju-
risdictional and can involve large numbers of claimants. 

Not only do claims teams need technical knowledge, 
they also need the resource to deal with multiple in-
sureds involved in the same litigation, but with differ-
ing interests. 

Liability insurers are also facing the challenge of a low 
yield environment and low premium rates, which cre-
ates pressure on expenses and can create tensions in 
claims handling. 

This article originally appeared on April 13, 2015 at PropetyCa-
sualty360.com. Reprinted with sincere thanks.



slumps and bad months.

Sometimes we win, sometimes we lose – either way, 
when we respond, our character is on display.

Possibly the most 

has control of the claim and deals directly with Cit-
izens. Under current conditions, contractors assume 
all the benefits afforded the policyholders but bear 
few of the responsibilities, such as cooperating with 
Citizens adjusters or timely reporting claims.

The Office of Insurance Regulation indicates private 
insurance companies are facing similar trends. In Feb-
ruary, the rating agency Demotech warned that AOB 
issues could adversely affect its ratings of Florida’s pri-

vate insurance companies.

Citizens is doing what it can to control 
these costs through policy changes 
and by educating customers through 
its Call Citizens First campaign. Citizens 
is also working with other stakeholders 
including the Consumer Protection Co-

alition to address the issue. 

Bills (SB 1038, HB 1421) to address the issue by bol-
stering consumer protections and clarifying attorney 
fee provisions have been filed in both chambers of the 
Florida Legislature, which is nearly halfway through 
the 2017 session. 

“The tragedy is that ultimate loser in all this is the poli-
cyholder,” Gardner said. “Higher insurance costs simply 
make it more difficult for more people to own a home.”

Citizens Board of Governors was told Wednesday the 
state’s insurer of last resort will post a $27.1 million 
net loss for 2016, its first since 2005. The loss comes 
despite minimal damage from Hurricane Matthew, 
the first major hurricane to impact Florida in 11 years.

Without significant statutory reforms, Citizens will be 
forced to pass those higher costs on to its customers in 
the form of higher rates for the foreseeable future, said 
Citizens Board of Governors Chairman Chris Gardner.

“Every year, we rely upon standard-
ized, accepted actuarial principles to 
set our rates,” Gardner said. “Last 
year, the same principles that provided 
rate decreases to our customers in re-
cent years translated into hikes for 84 
percent of our policyholders. Without 
legislative changes, that trend will continue.”

The percentage of nonweather-related water claims – 
burst pipes, sudden dishwasher leaks, etc. – that head to-
ward litigation has skyrocketed in recent years. Each litigat-
ed case raises the average claim cost by at least $20,000. 
These costs must be passed on to Citizens policyholders.

Another factor is the use of assignment of benefits, in 
which policyholders who suffer a loss sign over policy 
rights to a third party, such as a contractor, who then 

No matter the outcome of the game, it’s important 
to smile, shake the other person’s hand, pack up, go 
home, practice, and do it again next week.

Like many business owners, including me, you have 
likely had your ups and downs; we all endure sales CONTINUED on PG. 12

AGENT OF CHANGE
Our Failures Define Our Successes

By BILL GOUGH

When I was first introduced to sports as a young man, I had difficulty grasping the concept of winning and losing 
gracefully. Thankfully, over the years, I’ve gotten better at this.

KNOWLEDGEABLE CITIZENS
Citizens Posts 2016 Net Loss, Cites Water Claims, AOB, Litigation Costs

By MICHAEL PELTIER
 
Citizens Property Insurance Corporation will post a net loss for 2016, its first loss in more than a decade, as wa-
ter loss claims, assignment of benefit abuse, and litigation costs increasingly impact the company’s bottom line.

https://www.citizensfla.com/call-citizens-first


where personally identifiable information (PII) was 
compromised were termed “non-malicious” or not 
instigated by hackers, but by individuals without ma-
licious intent.

2.  Impact Is Usually Local. Despite the activities of 
hackers around the globe, the impact of identity theft 
where PII was compromised seems to be more local-
ized to specific cities, counties, states and regions. The 
study found that over 99 percent of the cases were 
limited to either a local geographic area or a particular 
type of victim. Only 0.36 percent of the theft incidents 
actually involved the entire country like the Target or 
Home Depot breaches.

The states with the greatest number of cases of com-
promised PII were California, Texas, Florida, New York, 
Georgia, and Illinois according to the ITAP model.

3.  The Cost Is Not Always Monetary. While there 
are very real financial costs associated with any type 
of data breach or loss of PII, a larger number of indi-
viduals who become victims suffered from emotion-
al stress than those who had actual monetary losses. 
The University of Texas at Austin researchers found 
that the “emotional impact is consistently higher than 
other types of loss.”

The ITAP model CONTINUED on PG. 13

INSURANCE MATTERS
6 Factors Impacting Identity Theft Risks

By PATRICIA L. HARMAN

The threats posed by cyber attacks and identity theft continue to grow as cyber criminals always seem to be on 
offense while consumers and insurers are on defense.

A study recently released by Javelin Strategy and Re-
search found that cyber criminals stole more than $16 
billion from over 15 million U.S. consumers last year.

A new risk assessment tool, the Identity Threat As-
sessment and Prediction (ITAP) model developed by 
the University of Texas at Austin Center for Identi-
ty, provides unique insights based on research into 
the behaviors and methods of identity threats, and 
aggregates the information to help risk managers as-
sess dangers and vulnerabilities. The information in 
the ITAP database is collected from news stories and 
other sources, and the repository currently holds data 
from more than 5,000 incidents that occurred be-
tween 2000 and 2016.

Researchers apply a number of analytical tools to this 
information in order to compare threats, and identify 
trends and losses. As a result of their examination of the 
information, researchers have identified six key take-
aways, as well as other data that help to paint a broader 
picture of the impact of identity theft on consumers and 
businesses. Here is a look at some of their findings.

1. People Make Mistakes. The researchers found 
that human error is a major driver when it comes 
to identity theft and that hackers frequently exploit 
vulnerabilities created by mistakes people make. 
However, approximately 17 percent of the incidents 

important lesson I’ve learned about winning and 
losing is this: What we do with our failures defines 
our successes.

Failure is not fun, but for me the rewards of success al-
ways outweigh the risk of failure. I 
have learned as much, if not more, 
from failure as I have from success. 
Learning from failures and using 
those lessons to make improvements 
in us and in our teams is fundamental 
to growth and success.

When facing a tough loss or a dis-
appointing failure, I will try to re-
flect and ask myself, “Did I do everything I could have 

done to succeed?  What have I learned from this?”

Character is what takes place when no one else is 
around, and how we respond to failures can have an 
important influence on the development of our char-

acter. As a leader, you are respon-
sible for your team, and it is im-
portant that you lead them by an 
example that rolls with the punch-
es of life’s occasional setbacks. 

Develop your mindset and the 
mindset of your team with think-
ing, beliefs, and expectations that 
lead to powerful, successful ac-

tions, even when you occasionally fail.

http://www.propertycasualty360.com/2017/04/13/4-emerging-risks-to-watch-in-2017?slreturn=1493317847
https://www.javelinstrategy.com/press-release/identity-fraud-hits-record-high-154-million-us-victims-2016-16-percent-according-new
https://www.javelinstrategy.com/press-release/identity-fraud-hits-record-high-154-million-us-victims-2016-16-percent-according-new
https://identity.utexas.edu/
https://identity.utexas.edu/


question for a retailer selling a food product that con-
tains marijuana. Not to mention the challenges of an 
all-cash business and the questions regarding expo-
sure to armed robbery.

For non-marijuana businesses, there may be property 
insurance questions regarding the exposure to van-
dalism, fire and mold, particularly for a business mov-
ing in adjacent to where marijuana is being grown. Lo-
cal businesses may face additional liability exposures 
from patrons who are high injuring other customers.

Legalized marijuana has also raised issues dealing with 
an employer’s ability to maintain a safe and drug-free 
workplace. For CONTINUED on PG. 14

ARMCHAIR AGENT
Insurance Implications of Legal Marijuana: Questions Roll In

By JEFFREY BREWER

Have you considered the insurance implications of marijuana use on society, the workplace and traffic safety? 
Even before the first wisp of legalized recreational marijuana smoke hit the air nearly five years ago, there were 
many questions regarding what ramifications this drug would have on the insurance industry.

Today, with more than half of the states decriminaliz-
ing or legalizing the use of marijuana for recreational 
or medical use, questions still abound.

Coverage Questions
 
Although some insurers have been cautious in offer-
ing coverage to businesses involved in the multi-bil-
lion dollar marijuana industry, others have seen this 
as a niche opportunity. Because businesses in the 
marijuana industry face unique challenges, yet have 
all of the traditional insurance needs, insurers are still 
working out coverage questions.

For example, product liability issues could come into 

identified four different types of loss and the per-
centages of loss experienced by victims:  Emotional 
distress (72 percent); financial (57 percent); property 
(56 percent) and reputation (41 percent).

Annual income of the victims doesn’t really seem 
to come into play either, although 73 percent of 
adults had their PII compromised as compared to 8 
percent of teenagers and 21 per-
cent of seniors.

4. Insiders Pose a Serious Threat. 
While unknown hackers or for-
eign countries perpetrate the 
majority of attacks (62 percent), 
the researchers found that one-
third (34 percent) of the inci-
dents involving compromised PII 
originated from company employees or family mem-
bers of affected individuals.

Perpetrators utilize a number of resources to steal 
the information including computers, databases, 
computer networks, malware and stolen credit 
cards. ITAP also differentiates between the various 
perpetrators involved in identity crimes. Hackers 
tend to exploit digital or computer-based vulnerabil-
ities, while fraudsters are usually involved in exploit-
ing the information which has been stolen by the 
actual thieves.

5. Cybersecurity Isn’t Always the Cause. More than 
50 percent of the incidents involving identity theft, 
fraud or abuse identified by the ITAP did not origi-
nate from vulnerabilities that were exploited.

Financial losses were associated with particular at-
tributes as part of the ITAP analysis. These were the 
top five identified: Magnetic stripe ($28.9 million); 

ATM pin ($24.2 million); fake 
identification card information 
($15.1 million); financial infor-
mation ($13.7 million) and age 
($11.9 million).

6. Identity Crime Affects All In-
dustries. Hackers are indiscrimi-
nate when it comes to choosing 
victims. The ITAP analysis found 

that a wide range of public and private sectors are 
impacted with the top five sectors identified as: con-
sumer/citizen; healthcare and public health; govern-
ment facilities, education and financial services.

The research effort was supported by several orga-
nizations that focus on cyber protection: LifeLock, 
TransUnion, Safran, LexisNexis, HID, Generali Global 
Assistance, and Applied Fundamentals Consulting.

This article originally appeared on April 20, 2017 at Property-
Casualty360.com. Reprinted with sincere thanks.

https://www.hidglobal.com/


example, there could be employment practices liabil-
ity concerns for employers that have workplaces with 
heightened safety concerns and stringent enforce-
ment of a drug-free environment because employees 
are operating machinery or driving vehicles.

Additionally, there are myriad questions involving 
workers’ compensation, and the Property Casualty 
Insurers Association of America (PCI), a national in-
surance trade association, is committed to fighting to 
protect employees, employers and property casualty 
insurers from being required to reimburse for the ac-
quisition and use of marijuana for medical purposes.

Traffic Safety Concerns
 
One of the broadest challenges marijuana has raised is 
traffic safety — in particular keep-
ing people who are impaired off the 
roads. This issue has raised many 
questions related to the crash risk 
of people who have marijuana and 
other drugs in their systems, well 
as testing for impairment and the 
development of appropriate stan-
dards for law enforcement.

The research on marijuana has of-
ten been inconclusive and sometimes contradictory, 
which highlights the importance of conducting more 
studies to explore the impact marijuana has on traf-
fic safety.

Despite all the questions, we do know that traffic fa-
talities in the past two years have risen dramatically. 
The National Highway Traffic Safety Administration 
(NHTSA) reported that traffic fatalities rose 8 per-
cent in 2015, and they recently projected that deaths 
during the first nine months of 2016 were up about 8 
percent as compared to 2015.

Additionally, insurance industry data shows that auto 
accident claim frequency and severity has also been 
climbing steadily over the past two years. This is 
prompting many in the insurance community to take 
a new look at the key risk factors in traffic crashes.

It’s well known that driver behavior is the most sig-
nificant contributor to traffic crashes, and there’s a 
strong consensus that distracted driving and increas-
ing traffic congestion top the list of the biggest haz-
ards on the roads today. However, driving under the 
influence of alcohol and drugs remains an important 
contributor to traffic accidents and fatalities.

Although the research is clear regarding the role of 
alcohol in crashes, much more study is needed to fully 
understand the complex relationship that other drugs 
— in particular THC, the active ingredient in marijuana 
— have with crash risk.

Changing Definition of Impaired Driving
 
As marijuana laws are liberalized in many states and 
the opioid crisis ravages the country, the nature of im-
paired driving is changing today. The AAA Foundation 
for Traffic Safety found that fatal crashes involving 
drivers who recently used marijuana more than dou-
bled in Washington between 2013 and 2014 — after 
the state legalized the drug in December of 2012.

According to NHTSA, drugs other than alcohol (legal 
and illegal) are involved in about 16 percent of motor 
vehicle crashes, and marijuana use is increasing. They 
also found that marijuana users were about 25 per-
cent more likely to be involved in a crash than drivers 
with no evidence of marijuana use.

From 2007 to 2014, the number 
of nighttime weekend drivers in 
the United States with evidence 
of marijuana in their systems in-
creased by nearly 50 percent. As 
legalization of marijuana expands, 
we are likely to see an increase 
in drivers who have both alcohol 
and marijuana in their systems — 
which has the potential to increase 
a driver’s impairment.

PCI Calling For Increased Focus on Auto Safety
 
Recent Gallup and Pew polls show nearly 60 percent 
of Americans favor legalizing marijuana; however, a 
Harris Poll conducted for PCI showed that 88 percent 
of Americans believe that drivers under the influence 
of marijuana are a hazard to others on the road and 
about one-third of Americans (32 percent) think driv-
ing under the influence of marijuana is contributing to 
the rise in fatal crashes.

With the changing public policy landscape on mari-
juana liberalization, PCI is calling for increased focus 
on auto safety. Congress and the U.S. Department of 
Transportation have taken important first steps by 
including new drug impairment studies in the “Fixing 
America’s Surface Transportation” (FAST) Act. How-
ever, at this time it’s unclear what approach the new 
Trump administration will take on legalized marijuana 
for medical or recreational use.

PCI is encouraging more study on the impact of mar-
ijuana and other drugs to develop effective impair-
ment testing and standards before states liberalize 
their marijuana laws.

Jeffrey Brewer (jeffrey.brewer@pciaa.net) is vice 
president, public affairs at Property Casualty Insur-
ers Association of America (PCI).

A version of this article originally appeared on April 10, 2017 at 
PropertyCasualty360.com. Reprinted with sincere thanks.
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hearing from agents who say they submitted [a new 
policy] in a zip code they wrote [a policy in] last week, 

and the insurer is saying ‘Sorry, 
we’re closed in that zip code.’”

Citizens spokesman Michael Peltier 
said the company expects to grow 
by about 50,000 in coming months 
— a sharp reversal from the pre-
vious five years in which about a 
million policies were absorbed into 
the private market. Most of those 

policies will be in South Florida, he said.

Last year, Heritage Property & Casualty Insurance 
stopped writing new policies in Miami-Dade, Broward 
and Palm Beach counties, then later resumed writing 
to a “very select” number of homeowners through a 
small number of agents.

In December, Citizens released a report quoting Unit-
ed Property & Casualty president John Forney as say-
ing his company stopped writing new business in Mi-
ami-Dade and Broward because claims had become 
far more costly there than in the rest of the state.

Citizens and other insurers have been asking the Legisla-
ture to help stem a flood of lawsuits generated by South 
Florida water damage restoration companies and about 
a dozen law firms. They say the contractors convince 
policyholders to sign over benefits of their policies, then 
quickly file suit if insurers refuse to pay inflated claims.

Attorneys are motivated by a law that shields policy-
holders from paying their insurer’s legal fees if they 
sue a company in a claim dispute and lose, but lets 
them collect legal fees if the insurer loses or agrees to 
pay more than originally offered.

Contractors have learned to secure an assignment of 
benefits to assert the same right, and that encourag-
es them to file large numbers of suits with little risk, 
insurers say.

This year, insurers backed a legislative bill that would 
bar contractors from collecting legal fees if working un-
der an assignment, but the chair of the Senate’s Bank-
ing and Insurance CONTINUED on PG. 16

NEWSLINE
State House Votes to repeal PIP Auto Insurance

The Florida House on Wednesday overwhelmingly approved a proposal that would repeal the state’s longstand-
ing “no fault” auto insurance system.

The debate now shifts to the Senate, where a similar measure (SB 1766) has moved through one committee with 
weeks left in the regular legislative session.

House members voted 89-29 to approve their ver-
sion (HB 1063), filed by Rep. Erin Grall, R-Vero Beach. 
The bill would eliminate a require-
ment that motorists have person-
al-injury protection, or PIP, cover-
age, which helps pay medical bills 
after accidents. Motorists instead 
would be required to have bodily 
injury coverage.

Grall said the bill would lead to a 
change in “personal responsibili-
ty” and would reduce auto-insurance rates. “It’s time 
to repeal PIP,” Grall said. But opponent Larry Ahern, 
R-Seminole, said the changes would shift costs to 
health-insurance policies.

A version of this article originally appeared on April 19, 2017 
at Sun-Sentinel.com. Reprinted with sincere thanks.

Insurance Agents Expecting To Write 
More South Florida Policies With State-
Run Citizens
By RON HURTIBISE

Get used to the idea that more South Florida homeown-
ers will be forced back to state-run Citizens Property In-
surance Corp., the so-called insurer of last resort.

That’s the message members of the Professional In-
surance Agents of Florida heard when they convened 
at the Rosen Plaza Hotel in Orlando on April 27-28 for 
their annual “Agent Expo.”

Prospects for a legislative solution to costly claims 
abuses in South Florida are dimming again this year 
with just weeks left in this year’s session.

If the Legislature fails to address “assignment of ben-
efits” abuses for a fifth-straight year, more private 
insurers will likely decide parts or all of the tricounty 
region are too risky and refuse to take new custom-
ers, said Corey G. Mathews, CEO and executive vice 
president of the insurance agents’ trade group.

“Unfortunately, from what we’re hearing, it’s already 
happening,” Mathews said in an interview Friday. “I’m 



mates he has between 30 and 40 active dog bite cases.

The lawyer said he can’t point to any single reason 
for the jump, but he said lawmakers could do more to 
hold the owners of dangerous dogs accountable.

“Some states, like California and Alabama, impose 
strict liability if your dog bites somebody,” he said. 
“They also have designated breed dogs, so that if you 
have certain breeds — like pit bulls, obviously — they’ll 
make you post a bond in case the dog bites anyone.”

Owners Often Unprepared To Safely Keep A Dog
 
Zagoria said the most he has ever collected in a dog bite 
case was a $300,000 settlement. But such cases are all 
too rare, he said, and a recurring problem he runs into 
in researching dog bite cases is owners who are unpre-
pared to safely keep a dog and frequently unable to pay 
medical and legal bills stemming from attacks.

“The main issue you run into is that these folks often 
just don’t have the best judgment or the resources to 
make things right,” he said.

In March, the Georgia Supreme Court handed down 
an opinion overturning decades of prior case law that 
made it difficult to hold a dog’s owner responsible for 
an attack unless the animal had bitten someone before.

In Steagald v. Eason (S16G0293), the high court over-
ruled a trial court and the Court of Appeals, which had 
granted summary judgment to the owner of a pit bull 
that had snapped and growled at people but had not 
bitten anyone until it attacked a woman.

The requirement that a dog must be known to have bit-
ten someone before was known as the “first bite rule,” 
although as the Supreme Court opinion noted, it was 
never meant as an absolute bar to an owner’s liability.

‘Propensity To Bite’
 
“An attempt to bite in the absence of provocation 
most certainly may be proof of a propensity to bite 
without provocation,” said the unanimous opinion 
written by Justice Keith Blackwell. “And as the Court 
of Appeals correctly recognized in earlier decisions, 
when the evidence shows that an owner or keeper 
knows of such an attempted bite — that a dog has 
snapped at someone, nicked someone with its teeth 
or otherwise used its mouth to attack someone with-
out injuring her — it may well be sufficient to estab-
lish knowledge of a propensity to bite.”

Zagoria said the opinion was welcome, if overdue.

“One of the issues in Georgia has been this misunder-
stood idea that the dog gets a free bite,” he said.

This article originally appeared at Law.com. Reprinted with 
sincere thanks.

Committee refused to bring it up for debate.

Citizens was created to ensure Florida homeown-
ers could buy insurance after a series of hurricanes 
prompted large national carriers to stop writing new 
policies in the state.

By 2012, Citizens’ policy count had swelled to 1.5 million. 
But the creation of new private companies, a 10-year 
hurricane drought, and a state-mandated “depopula-
tion” program incentivizing private companies to absorb 
Citizens policies, has reduced its policy count to 450,000.

In recent months, Citizens officials have been warning 
the company will be “repopulated” if the Legislature 
doesn’t act to curb claims abuses.

As the insurer of last resort, state law requires Citizens 
to accept property owners who cannot otherwise get in-
sured. State law also limits annual rate increases to 10 per-
cent, which Citizens president and CEO Barry Gilway has 
warned might be necessary for the foreseeable future.

A version of this article originally appeared on April 21, 2017 
at Sun-Sentinel.com. Reprinted with sincere thanks.

Dog Bite Claims Spike Nationally In 2016
By GREG LAND

Homeowner insurers felt the bite last year as dog bite 
cases jumped 18 percent across the country, spurring 
more than $600 million in claims — more than one-
third of all homeowner liability claims for 2016.

In a report timed to coincide with National Dog Bite 
Awareness Week, the Insurance Information Institute 
(I.I.I.) and State Farm Insurance said the average claim 
dropped by about 10 percent to $33,230 in 2016.

California recorded the most dog bite claims last year 
with 1,934, followed by Florida with 1,321 and New York 
with 1,042. Georgia came in at No. 10, with 462 claims.

 “The decrease in the 2016 average cost per claim 
could be attributed to a decrease in severity of in-
juries,” said I.I.I. vice president Loretta Worters in a 
statement accompanying the April 6 report.

“But the average cost per claim nationally has ris-
en more than 70 percent from 2003 to 2016, due to 
increased medical costs as well as the size of settle-
ments, judgments and jury awards given to plaintiffs,” 
Worters said.

Do More To Hold Owners Accountable?
 
Atlanta attorney David Zagoria, who specializes in dog 
bite cases, was not surprised to hear about their sud-
den increase.

“It was frankly a horrible year, with children getting killed 
and maimed all over the state,” said Zagoria, who esti-



BARRY’S INSPIRATIONAL 
CORNER

By BARRY SANDERS

Inspiration comes from all around: You just have to be 
open to looking and listening for it.

LEWIS ON LEADERSHIP
The Top 6 Leadership Challenges

By ROBIN LEWIS

What is most challenging thing today about being a leader? And do the challenges differ around the world?

In 2016, the North Carolina-based Center for Creative Leadership (CCL) published a study that identified the 
challenges of middle and upper level managers. They interviewed more than 750 leaders from places as diverse 
as Hong Kong, Egypt, India, Singapore, Spain, the United Kingdom, and the United States, and found that these 
individuals consistently face six challenges:

1. Managing Effectively: The old saw that it’s hard to 
drain the swamp when you’re up to your ankles in alli-

gators is as true today as ever. 
Critical projects and urgent 
schedules are tough to juggle 
in the face of heavy work-
loads. Leaders need to take 
the time to develop relevant 
skills, like strategic thinking, 
time management, prioritiz-
ing, and decision-making, in 
order to be more effective 
with their teams.

2. Motivating Others: Now 
more than ever, the chal-

lenge to inspire and motivate others, ensuring that 
they are working smarter and are satisfied with their 
jobs remains a critical part of a leader’s job. 

3. Developing Talent: Mentoring and coaching are im-
portant parts of developing your team members into 
competent and effective individuals who can step in 
for you; this type of hands on development means you 
can hand off, with confidence, tasks and assignments 
that you previously needed to undertake yourself. 

4. Leading Teams: This encompasses the broad chal-
lenges of team building, development, and manage-
ment, and more specialized issues like instilling pride in 
team members, encouraging collaboration, supporting 

team efforts, and building new teams from the ground. 

5. Guiding Reforms: Inspiring meaningful change also 
means understanding, mobilizing, and leading the 
charge to what you hope to accomplish. It includes over-
coming resistance and managing team members’ reac-
tions to that change, and minimizing its consequences.

6. Leading in the Face of Internal Politics, Learning 
to Manage Up: The internal maneuverings of an or-
ganization can be daunting to navigate, much less in-
fluence. Leaders face the challenges of gaining sup-
port from both subordinates and superiors, learning 
how to “manage up,” and building bridges that lead 
to “buying in” from other departments, organization-
al groups, and other stakeholders.

The researchers at CCL found that knowing that 
thousands of others in similar positions around the 
world face simi-
lar challenges is 
helpful to both 
leaders and their 
teams, especially 
if it leads to build-
ing bridges and 
discovering best 
practices. This in 
turn can lead to managers tailoring their efforts to 
meeting the most pressing concerns of their teams 
and their organizations.




