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TEAM CENTRAL
By CYNTHIA SCOTT, PRESIDENT

Can you believe we are already in June? The month brings many things, including the start of Hurricane 
season. Are you prepared? Forecasters are predicting an above-normal Atlantic hurricane season this 
year, and we have more inside this issue’s Newsline.

Schools are out and vacations 
begin. Hallelujah! People are 
on the move. They need in-
surance for their new house, 
apartment, and toys. Do you 
have a marketing campaign 
in place for these items? Fa-
ther’s Day is the 19th, so now 
is a good time to start offering 
Floaters to your clients for all the great gadgets 
dads get.

Register now for our June 21 meeting. You will 
not want to miss Eric Stoller, President of the Les 
Brown Institute, speaking about how to tell your 
story and the 7 Steps to Peak Performance. Our 
new board nominees will be voted in as well. Save 
the date for their installation on August 18. Noth-
ing makes us more excited than having active in-
volvement from our members, so please consider 
serving on one of our committees. 
 
As I flipped my calendar to June, the word for 
this month is Adaptability. What a great word. Is 
your agency adaptable to the growing demands 
of your clients? Technology advances are ratch-
eting up their expectations of immediacy, ease 
of use, and more personal interactions. One of 
our great member benefits, QQ Solutions/Ver-
tafore, offers client automation through AI and 
IVANS downloads. The best part is, as a member 

of LAAIA, you receive a dis-
count on these services! 

Special appreciation to our spon-
sor, Florida Family for their con-
tinued support of our organiza-
tion as well as sharing informative 
information about the claims 
process and handling of AOB at 
our May membership meeting. I 

would like to remind our membership that the last day 
to register for our monthly membership meetings is the 
Monday before the event. Due to an influx of last min-
ute registrations CONTINUED on PG. 2



lately, we will now impose a charge for late registrants so be sure 
to register on time to avoid the additional charge. We appreciate 
your understanding on this matter. 
 
We are nearly halfway through the year. It is not too late to get 
on track and finish the year strong. If you are not a member of 
LAAIA, now is the time to join. We can assist you in reaching your 
goals. I am always available to hear from our members so please 
feel free to contact me with any comments or suggestions. Team-
work Makes the Dream Work!

OUR MEMBERS MAKE THE DREAM WORK

Please welcome the Broward Chapter’s newest member agencies:
Torres Insurance Agency (Miami Lakes)
The Sena Group Insurance Services (Boca Raton)

White Havana Nights a Huge Success for 
LAAIA Members, Charities
By CLIFF DUNN

On Friday, May 19, the Broward and National Chapters hosted 
the 2nd Annual White Havana Nights Party, a fundraising eve-
ning of salsa dancing and fun, with all net proceeds to bene-
fit Holtz Children’s Hospital and LifeNet4Families. More than 

75 people attended the 
event at Las Vegas Cuban 
Cuisine (8550 NW 53rd 
Street, Doral), which fea-
tured salsa dancing les-
sons, bongo drums, and 
a DJ who kept the crowd 
dancing.

A silent auction helped 
augment the amount of 

money that was raised for the charities. More than $4,400 will 
be divided between Holtz Children’s Hospital and LifeNet4Fam-
ilies. Thanks to everybody who attended and helped raise mon-
ey for these outstanding organizations.

4TH BROWARD LAAIA GOLF CLASSIC 
A BIG WIN FOR LIFENET4FAMILIES
On May 8, Broward LAAIA members and corporate partners stood 
up for Broward’s LifeNet4Families, a non-profit organization that 
provides critical services to the county’s homeless families and 
children, at the 4th Annual Broward LAAIA Golf Classic at Lago 
Mar Country Club in Fort Lauderdale. Event Chair Chris Dunham 
of Dunham Insurance says that $36,809 was raised for the chari-
ty, with a record 94 golfers in teams of four competing for prizes. 
Mariella and Martha of sponsor Florida Peninsula Insurance won 
the coveted Spirit Award.

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.



THE INFORMED AGENT
Employees Bypassing Cyber Precautions Puts Organizations At Risk

By CLAIRE MCINERNY

Cybersecurity is a crucial part of any business, but new research shows employees are overwhelmingly 
trying to skirt online precautions to access blocked websites or services.

One report from Dtex Systems says 95 percent of or-
ganizations have employees trying to get around se-
curity measures in their workplace.

Insider Breaches
 
The report says these employees were using virtual 
private networks (VPNs), surfing the web anonymous-
ly through browsers, and/or using a hacking program 
like Metasploit, which tests system vulnerabilities. 
Many employers put these parameters in place for 
productivity reasons, and this research proves em-
ployees are getting smarter about how to bypass 
these measures.

The Dtex report also finds that security breaches in 
companies are largely the result of employees, with 
60 percent of breaches credited to insiders. Of those 
insider breachers, 68 percent are due to neglect, 22 
percent are malicious attacks and 10 percent are 
caused by stolen credentials.

One of the alarming insights from these insider 
breaches has to do with employees storing informa-
tion on cloud services, an incredibly popular way to 
saving data these days. Sixty-four percent of compa-
nies found corporate information publicly available 
online, because it was sourced from a cloud service. 
A large number of employees, 87 percent, are using 
their personal, web-based email accounts on compa-
ny computers and devices, which opens up company 
data to hackers.

Inappropriate Internet Use
 
Outside of neglectful online practices, the report also 
finds inappropriate internet use among employees in 
the workplace. Almost 60 percent of companies sur-
veyed found employees accessing pornographic ma-
terial during work hours, and 43 percent partaking in 
online gambling.

Another study CONTINUED on PG. 4

***SAVE THE DATE***
On Wednesday, June 21, 2017, join your Broward LAA-
IA chapter at the Plantation Preserve Golf Course & Club 
(7050 West Broward Blvd, Plantation, FL) from 6:30 to 8:30 
pm for the Member Connection Dinner/Meeting. Our guest 
speaker will be Eric Stoller, President of the Les Brown In-

stitute, who specializes in training programs designed to increase personal performance, and 
help companies and individuals attain their goals. Eric has over 25 years of expertise in pro-
ducing seminars and working with top experts in the field of personal development, including 
Brian Tracy, Denis Waitley, Jim Rohn, Og Mandino, and Les Brown.

National Chapter June Networking Dinner Meeting: Wednesday, June 7, 2017, 6:30 to 9:30 
pm, at Casa Juancho (2436 SW 8th Street, Miami). The guest speaker will be Sha’Ron James, 
Insurance Consumer Advocate of the State of Florida.

Wednesday, July 19, 2017: Sponsor Appreciation (details to come). 

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



from Willis Towers Watson, an advisory company, 
released a survey with very similar findings. Their 
study shows two-thirds of a company’s cyberattacks 
are a result of employee negligence or malicious ac-
tivity, and only 18 percent of cyberattacks are the re-
sult of external breaches.

Lucrative Black Market For HR Data
 
When it comes to protecting company information, 
it’s very important to focus on human resource data 
and applicant tracking data. This type of information 
is the focus for many hackers, because selling per-
sonal information is lucrative on the black market.

The personal information in HR sys-
tems include social security num-
bers, bank information and other 
data hackers can sell to steal iden-
tities. And hackers can get a whole 
crop of this information if they get 
access to an entire HR database, 
making these a very vulnerable 
place when it comes to company 
cyber security.

Kimberley Smathers, the director of information se-
curity and compliance at Jobvite, lays out a few ways 
to ensure HR data is safe. One thing to ask hosting 
services in charge of HR data is where they host 
their data. If it’s in the cloud, an increasingly popu-
lar choice, make sure they take other precautions to 
protect this data.

To ensure these precautions will happen, she sug-

gests asking if the hosting service has any certifica-
tions. If the provider has a certification, this means 
an independent auditor verified them as credible, 
and that’s something a company wants when it 
comes to ensuring security.

Human Negligence
 
These tips are for protecting against larger threats, 
but as these various reports show, most security is-
sues come from human negligence.

HR Dive looked into ways companies can encourage 
better security habits among its employees to avoid 

phishing and spoofing attacks.

One of the suggestions from cy-
bersecurity expert Michael Over-
ly, partner at Foley & Lardner, is 
to know how your employees are 
storing data. How are people stor-
ing, working on and deleting data? 
Once this is established, IT experts 
can put in place the correct encryp-
tion and security options in place.

Overly also suggests monitoring activity, and no-
ticing if employees are logging on at strange times 
or for prolonged periods, and checking to see what 
they are working on. Monitoring social media use 
and software downloads also helps protect company 
data from outside hackers.

A version of this article originally appeared on April 19, 2017 
at PropertyCasualty360.com. Reprinted with sincere thanks.

AGENT PROVOCATEUR
Prospecting Techniques: The Best of Past and Present

By BARRY SEIGERMAN

The way to sales success has always been doing the “right things” to solve the single most difficult problem 
facing producers: prospecting!

Doing the right things will generate the activity to 
build an inventory of qualified prospects for your 
sales pipeline and the cycle of simultaneously closing 
a sale, turning a suspect into a qualified prospect, and 
making a new sales presentation. Are today’s “right 
things” any different from what worked yesterday?

New producers, millennials and gen-Xers look most-
ly to social media to prospect and maybe occasional-
ly to friends and family. Sure, plenty of contacts can 

be made via social media, but the objective is to get 
a qualified prospect — not just a lot of names. They 
are still learning how to generate new business from 
total-account selling, account rounding, cross-selling, 
but are not there yet. In a prior article, I stated the old, 
but still true, basic criteria to qualify a suspect into a 
bona fide prospect.
• Need: has to need what you are selling;
• Pay: has the financial ability to pay for it;
• Pass: can CONTINUED on PG. 5



pass underwriting requirements (losses, health, 
financial); and

• Seen: can the prospect be seen under conditions 
favorable to making the sale, i.e., in person, no 
gatekeeper, no mail-in proposals, no evenings 
or weekends?

The intermediate producers, with five to 10 years 
of selling experience, probably have one foot in the 
old world of prospecting, such as cold calling, direct 
mail, free-gifts-with-no-obligation offers in the mail, 
networking with folks who turn out to be salespeo-
ple rather than decision-makers. The other foot is in 
the new world of social media — and they really don’t 
know what works best. But they have built strong re-
lationships that can be incredibly helpful in gaining 
new clients from referrals.

Senior producers, with 10 years or more experience 
selling insurance, are probably now learning to em-
brace social media, yet still rely primarily on their cli-
ent relationships for new business 
and referrals. As a member of this 
group, I know that millennials and 
gen-Xers are likely not to answer 
landline phones — if they even have 
them — but will respond to text mes-
sages, so I am trying to adapt.

By combining successful prospecting 
techniques with new social media 
tools the opportunities to identify 
qualified prospects are better than ever.

Old Standards That Work Well:

• For all producers, 80 percent of new business 
will come from existing customer-base account 
rounding and cross-selling.

• Best referrals come from satisfied customers. 
Just ask – you would be amazed at the posi-
tive responses.

• Centers of influence – you only need two or 
three over the years to have a mutually profit-
able referral relationship with other profession-
als such as CPAs, attorneys, realty brokers and 
registered investment advisors.

• Support local charitable activities. While never 
a golfer, I always supported golf fundraisers by 
sending a surrogate. My agency business cards 
were made up for him with the title “Designated 
Golfer.” It was a great marketing tool.

• Become a volunteer or trustee with an organi-
zation whose cause you really believe in. Don’t 
participate because you are interested in their 
insurance. Over time, if you contribute your 
time and money, other board members will ask 
when they need help with their own insurance. 
Eventually you will also become the trusted ad-
visor and insurance broker for the organization. 

It happens almost all the time.
• Sponsor a local Little League team.
• Buy local whenever possible and look in your 

checkbook to see where you spend your money. 
They are great prospects.

• Write a column for a local newspaper or newsletter.

New Activities That Work Well:

• Public Relations – do you have a line item in your 
budget for PR? You should. It is a small invest-
ment that can really pay off helping you with 
many of the above activities and gain greater vis-
ibility for your business that you can’t do. PR will 
pay for itself if you use the right person or firm. 
PR can utilize social media available to promote 
you and your business just the way you want.

• Be a speaker at local community panel discus-
sions, libraries and Chambers of Commerce.

• Find business incubators in your area that pro-
vide facilities to new start-ups for everything 

from IT, hospitality, manufacturing 
and many more. Since 1988 I have 
worked with the Long Island High 
Tech Incubator, at Stony Brook, to 
help start-up companies with their 
insurance and banking needs. Now, 
in the NYC Metro area, new incuba-
tors have sprung up in the former 
Brooklyn Navy Yard, Sunset Park 
(the old Bush Terminal), the Brook-
lyn Army Terminal, and at Grand 

Central Station. Hundreds of thousands of 
square feet are being built and occupied – and, 
guess what? They all need insurance.

• Get involved in new industries. Thirty years ago 
I was marketing to several targets: car washes, 
historical societies & museums, gold coast man-
sions, and beverage distributors. Of the latter, 
we ended up as insurance brokers for both Co-
ca-Cola and Pepsi Beverage Distributor fleets in 
New York and New Jersey. Today, I am learning 
and focusing on Cyber Insurance, Alternative 
and Renewable Energy (solar, wind, water) and 
Succession/Perpetuation Planning. So pick two 
or three targets and focus your efforts on those 
to become a recognized specialist.

Prospecting is the key to sales success and doing the 
right things — the right activities — will keep your 
sales pipeline full. So make sure your list of right things 
represents today as well as yesterday. You are limited 
only by your motivation, passion and creativity and a 
very strong desire to win.

Barry Seigerman is an independent broker/produc-
er. The views expressed here are the author’s own.

A version of this article originally appeared on April 26, 2017 at 
PropertyCasualty360.com. Reprinted with sincere thanks.



AGENT OF CHANGE
Staying On Track

By BILL GOUGH

I was reading an article about how to stay focused at work, when something distracted me. (The 
irony, right?)

This happens to all of us: you walk into your day with 
vital priorities. Then, almost without noticing, you al-
low the knock at your door, the ringing of your cell 
phone, the email notification or the conversations in 
the hallway to consume your day and get in the way 
of what matters most. Your goals are murdered by the 
cuts of a million little distractions.

Distractions are everywhere, and they take a heavy 
toll on productivity. It’s critical to not let those things 
that matter the least get in the way of those few things 
that matter the most. 

I have noticed throughout my career that one thing 
has been lurking around every corner—something 
that has the ability to destroy your and my ability to 
achieve our goals: a tendency to get distracted.

Citizens emails its appointed agents 
and their agency principals with im-
portant bulletins regularly. In case you 
missed them, below are links to the 
personal and commercial lines bulle-
tins sent during the months of Febru-
ary, March, and April.

Personal Lines
04.21.17 – PolicyCenter Changes Improve Mobile 
Home Valuations
04.17.17 – PolicyCenter Enhanced to Avoid Late-Sub-
mission Violations
03.29.17 – Revised Underwriting Manuals
02.27.17 – New Activity Process: Review and Provide 
Additional Information
02.22.17 – Supplying Contact Information

Commercial Lines
02.22.17 – Supplying Contact Information

Agent Updates
03.27.17 – Website and System Login Update

03.23.17 – Assignment of Bene-
fits Awareness

You also can find all bulletins on the Cit-
izens Florida website. Choose News and 
then Agent Bulletins located on the left 
side of the page. For more helpful infor-
mation, check out the Did You Know? 

feature on the Agents site (you must log in to view).

Customer representatives and agency support staff 
can receive these bulletins via email. Register by going 
to our website and choose News, then Agent Bulletins 
and then Subscribe under Email Distribution on the 
right side of the page.

You can search for frequently asked questions (FAQs) 
under the Search menu bar by clicking on Search Fre-
quently Asked Questions at the top of each Citizens’ 
webpage. These FAQs answer many common ques-
tions and are available 24/7. If you log in to the Agents 
site, you’ll get agent-level answers; if you don’t log in, 
you’ll get consumer-level answers.

CONTINUED on PG. 7

KNOWLEDGEABLE CITIZENS
Agent Bulletins for First Quarter of 2017

Compiled by DULCE SUAREZ-RESNICK

Did You Miss Important Information from Citizens?

https://www.citizensfla.com/-/20170421-policycenter-changes-improve-mobile-home-valuations
https://www.citizensfla.com/-/20170417-policycenter-enhanced-to-avoid-late-submission-violations
https://www.citizensfla.com/-/20160329-revised-underwriting-manuals
https://www.citizensfla.com/-/20170227-new-activity-process-review-and-provide-additional-information
https://www.citizensfla.com/-/20170222-supplying-contact-information-pl
https://www.citizensfla.com/-/20170222-supplying-contact-information-cl
https://www.citizensfla.com/-/20170327-website-and-system-login-update
https://www.citizensfla.com/-/assignment-of-benefits-awareness
https://www.citizensfla.com/
https://www.citizensfla.com/news
https://www.citizensfla.com/agent-bulletins
https://www.citizensfla.com/news
https://www.citizensfla.com/agent-bulletins
https://www.citizensfla.com/web/public/subscribe-form


INSURANCE MATTERS
Travelers Risk Index’s Top 5 Personal Risks

By CATERINA PONTORIERO

According to the 2016 Travelers Risk Index, the majority of American consumers (56 percent) continue 
to believe that their world is a riskier place.

In contrast, 41 percent of business leaders believe the 
world is becoming a riskier place for them. For both 
groups, cyber risks and financial concerns were top 
risks they worried about in 2016.

Travelers Cos. worked with Hart Research Associ-
ates to survey 1,001 consumers between the ages of 
18 and 69 on what worries them most in this chang-
ing world. The report breaks out the findings by con-
sumer and business attitudes and highlights where 
consumers and businesses share similar concerns.

An interesting find is the top emerg-
ing risk over the next five years for 
consumers. Overall, 57 percent of 
respondents said global/political 
conflict (such as terrorism and social 
unrest) was at the top of their list. 
Here are the top five personal risks 
to consumers, according to the 2016 
Travelers Risk Index:

5. Cyber Risks: About half of those surveyed (51 per-
cent) see cyber, computer, technology, data breaches 
and related risks as things they worry about some or a 
great deal. These concerns fell to fifth place this year, 
from third place in 2015.

Worry about cyber risks increases with age, ranging 
from 47 percent of 18- to 39-year-olds, compared 
with 56 percent of 55- to 69-year-olds. The leading 
concern in this area is the threat that bank or finan-
cial accounts will be hacked, a worry for 62 percent of 
respondents. Women, at 68 percent, are more con-
cerned about this than men (56 percent).

4. Transportation/Travel Concerns and Risks: Con-
cern about travel and transportation risks has in-

creased, moving from sixth in 2015 at 42 percent to 
fourth in 2016, with 54 percent of Americans worrying 
some or a great deal about this. Nearly 1 in 5 Ameri-
cans (17 percent) see traffic accidents and car crashes 
as a top-of-mind worry, says Travelers.

3. Personal Privacy Loss/Identity Theft: Personal 
privacy loss and identity theft come in at third, with 
about 55 percent of respondents saying they worry 
some or a great deal about it. Age makes a significant 
difference in this concern.

Forty-nine percent of 18- to 
39-year-olds worry at least some, 
while at least 60 percent of those 
in each older subgroup (ages 40 to 
54 and 55 to 69) worry some or a 
great deal about privacy loss and 
identity theft.

2. Personal Safety: Personal safe-
ty concerns and risks takes second 

place, moving up from fourth place in 2015. About 
6 in 10 Americans (59 percent) say they worry some 
or a great deal about this risk, with women ahead 
of men, 64 percent versus 54 percent. Specific con-
cerns included car wrecks (17 percent); crime, such 
as robbery or home invasion (13 percent); and ter-
rorism (9 percent).

1. Financial Concerns: The general category of fi-
nancial risk continues to be the leading consumer 
worry, with 70 percent saying they worry some or 
a great deal about this. Consumers cite job loss, 
money problems and the economy among issues 
of concern.

The level of 

Finding focus helps us get more done. But some of us 
need to learn the skills to zero in, avoid distraction, 
and stay productive.

I know that I cannot allow the things that matter 
the least to get in the way of the things that mat-
ter the most to me. If we allow ourselves to get 

distracted by the things that matter the least, it’s 
possible that we will destroy our ability to achieve 
our goals.

Take a second to consider the things that matter the 
most to you. Be vigilant. You will be under threat all 
day, even if it’s from your own brain.

CONTINUED on PG. 8
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In my 15 years of being an insurance agent, I rarely thought 
of myself as a leader. In my mind, I was “just an agent.” 
What a terrible mistake. That’s because I didn’t fully un-
derstand the true definition and role of leadership.

I thought that “true” leadership was awarded, ap-
pointed or assigned. I thought that leadership only 
came with an impressive title or position. The reality 
is that none of those things are true.

If you have ethical influence with those around you 
then you are a leader. If you don’t, no title or position 
will make up for your lack of influence. As the proverb 
says, “He who thinks he leads but has no followers is 
simply out taking a walk.”

Leadership comes in various shapes 
and sizes. Every day you could be lead-
ing your family, your team, your pros-
pects, your clients, your community, or 
your neighbor. Leadership is influence.

So what are the traits of real leaders? If leadership 
is influence, what are the traits that can help you 
become a better leader regardless if you are a CEO, 
VP, agency principle, sales manager, producer, or 
service representative?

Here are 7 traits of authentic insurance leaders:

1. Character: The first test of any true leader is how 
they lead themselves. Before you can lead and influ-
ence anyone else, you must first be able to lead your-
self. Character is influence.

2. Relationships: In today’s fast and technological 
world, building authentic relationships is often over-
looked. Strong relationships are foundational for any 
leader. Relationships are influence.

3. Knowledge: Knowledge won’t make you a leader, but 

without it you can’t lead effectively. An influential lead-
er has vision, an understanding of facts, and keeps up to 
date on industry changes. Knowledge is influence.

4. Intuition: Intuitiveness is hard to define, but is vital 
for any leader. You must know more than just facts 
and data to lead. You must be able to trust your “feel-
ings” and act when your gut is telling you that there is 
low energy, poor timing, or lost momentum. Intuition 
is influence.

5. Experience: The more you experience, the more 
you can share. However, you can’t just experience 
each day, you must also spend time in reflection to 

turn that experience into insight. Eval-
uated experience allows you to add 
more value to those around you. Expe-
rience is influence.

6. Past Success: Every win you have in 
your life in business builds credibility 
and influence. People want to know 
what you have done and what you 

have achieved. Small wins build into larger wins and 
give you momentum. Past success is influence.

7. Ability: Your followers want to know that you can 
help them. How can you make their lives better? 
Demonstrating your ability to serve others increas-
es your influence. You may be helping an employee, 
solving a problem for your client, or adding premium 
growth with a partner company. Ability is influence.

Leadership is often misunderstood, but that does not 
reduce its impact. If you have influence (and you do), 
you are a leader. Apply and improve upon these sev-
en traits of leadership to your life and business and 
increase your influence. The world and the insurance 
industry needs your leadership now more than ever.

This article originally appeared on May 22, 2017 at Property-
Casualty360.com. Reprinted with sincere thanks.

ARMCHAIR AGENT
7 Traits of Authentic Insurance Leaders

By BRENT KELLY

The idea of leadership is often misunderstood, especially in the insurance industry.

concern decreases with rising income. Of those with household income below $90,000, 74 percent 
worry some or a great deal about financial risks, compared with 61 percent in households with income 
above $90,000.

A version of this article originally appeared on May 12, 2017 at PropertyCasualty360.com. Reprinted with sincere thanks.



The new budget did increase the funding formula for 
public schools, but those in opposition decry the ad-
ditional and significant funding for schools of choice/
charter schools. House and Senate leadership, howev-
er, stayed the course.

Probably the highest profile issue of the session was 
the failed effort to enact legislation to implement a 
recently-passed constitutional amendment to legal-
ize medical marijuana. The contention between the 
House and the Senate was centered on how the mari-
juana product would be dispensed. As a result, control 
of dispensaries may now shift to the administrators of 
the Florida Department of Health.

However, just days after “Sine Die,” a 
number of high-profile legislators, in-
cluding the Speaker of the House, are 
calling for a Special Session to resolve 
the issues of medical marijuana.

Another major issue, and one that 
consumed a significant percentage of 
new budget monies, was the effort 

by the Senate President to create an artificial wa-
ter reservoir south of Lake Okeechobee to contain 
agriculture run-off waters. The stated purpose is to 
alleviate aquatic growth in waterways on the coastal 
areas of South Florida.

Economic development, health care, gambling, and 
workers comp insurance also floundered in the ses-
sion as a result of failure between the House and Sen-
ate to agree on how to resolve the issues.

Kery Rayborn is the principal at Rayborn Consultants, 
a Tallahassee-based business consulting firm.

This Spring session was a bumpy one; it was more con-
tentious than usual between the House and Senate, 
and there was significant discord between the House 
and the Governor. The fact that the same Republican 
political majority controls the Governor’s Mansion, 
the House, and the Senate puts a more-than curious 
twist on the situation.

And, of course, the loyal political opposition, minority 
Democrats, along with the most of the media, are having 
a field day with the actual and perceived disconnects.

But, as has been pointed out previously, this is Florida, and 
things always seem a bit different in the Sunshine State.

The 72-hour cooling-off period re-
quired between the publication of the 
proposed budget and when the Leg-
islature can vote on it resulted in an 
extended, one-day session devoted to 
hearing and passing the final budget.

The last day of the regular 60-day ses-
sion witnessed a flurry of votes to incor-
porate many stand-alone issues into the “Conforming 
Bills” which are utilized to match-up the budgets of 
both chambers into a final budget.

To be fair, most, if not all, of the issues involved were 
the substance of legislation heard and voted on by com-
mittees of the House and the Senate.

The turmoil about the budget provides fuel for those 
who are urging the Governor to veto not just parts 
of the legislation, but the budget in its entirety. The 
Governor may do so, which is likely to bring a long, 
hot summer to Tallahassee.

NEWSLINE
Atwater Exit Awaits Budget Action

Florida Chief Financial Officer Jeff Atwater is waiting action on the state budget before leaving the Cabinet post 
for a job at Florida Atlantic University. Atwater announced earlier this year he would step down as chief financial 
officer after the legislative session and even went so far May 2 as to release CONTINUED on PG. 10
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The 2017 Florida Legislature adjourned a day late, but with an $83 billion budget, probably not a dollar short—
unless you are one of the interests that did not receive all the funding sought.



a farewell letter.

But with the session ending May 8, Atwater has re-
mained on the Cabinet, including taking part in a 
meeting Tuesday. Legislative leaders have not sent 
the proposed 2017-2018 budget to Gov. Rick Scott, 
who has veto authority. Scott is angry at lawmakers 
for not going along with his requests for economic-de-
velopment and tourism-marketing money. The state’s 
new fiscal year starts July 1. Scott will appoint a suc-
cessor to Atwater. 

“We had a responsibility, when we said to finish ses-
sion, maybe I should have been more clear about that, 
that all the work is completed, and not put it in the 
hands of someone who will be coming 
in for just a couple of days, to try to 
learn the systems and get it uploaded 
to start the fiscal year,” Atwater said 
Tuesday about his departure. “Hope-
fully, it comes in for a landing soon.” 

Atwater said Florida Atlantic Universi-
ty officials are “being very patient” and 
made clear he expects to switch jobs before the start 
of the school year. “Oh, yes, yes, yes, yes, absolutely,” 
he said.

A version of this article was originally published by News 
Service of Florida. Reprinted with sincere thanks.

Florida Insurer Mt. Beacon Closes 
Its Doors, Policies Taken Over
A start-up player in Florida’s home insurance market, 
Mount Beacon Insurance Co., is going out of business 
and about 22,000 of its policies have been transferred 
to Florida Specialty Insurance Co., the latter firm’s 
CEO said Monday.

Call it a sign of the challenges facing consumers in 
Florida, where many big national insurers have largely 
stopped writing new business and a host of new and 
smaller competitors have stepped into the fray.

The Palm Beach Post reported trouble finding Mount 
Beacon’s headquarters less than a year after its 2014 
founding. It drew attention for making offers to take 
customers of state-run Citizens Property Insurance 
Corp. who lived in mobile homes — an unconvention-
al target for such offers. At the time, there was no 
company sign at the company’s official Pinellas Park 
address in state corporate records and an employee 
at the front desk had never heard of the CEO.

By the start of 2015, Mount Beach had 31,871 custom-
ers, including 1,624 in Palm Beach County. The most 
recent statewide customer count available to The 
Palm Beach Post’s insurance guide was about 37,000.

Now the policies are in good hands, the new stewards say. CONTINUED on PG. 11

“Agency and policyholder information can now be 
found on the Florida Specialty Insurance Company 
website, www.floridaspecialty.com,” said Susan J. 
Patschak, chief executive officer of Florida Specialty 
Insurance Co. in Sarasota. “Customer service, under-
writing, billing and claim service numbers have not 
changed and can be found on the Florida Specialty 
website as well.”

After the additional policies, Florida Specialty has 
about 50,000 customers in Florida, she said.

The manufactured home business that Mount Beacon 
took out of Citizens was profitable before reinsur-
ance costs, referring to back-up coverage insurance 

companies buy to make sure they can 
cover claims after a disaster, Patschak 
said.  It was these costs that made this 
profitable underlying business unprof-
itable, she said.

As of May 15, 2017, Mount Beacon In-
surance Co. no longer had any active 

policies and its remaining assets will be merged into 
a firm based out of state, Oakwood Insurance Co., of-
ficials said.

Florida Specialty Insurance Co. said it received notifi-
cation from ratings firm Demotech Inc. on March 10 
affirming Florida Specialty’s Financial Stability Rating 
of “A (Exceptional).”

Demotech plays an important role in helping deter-
mine acceptability in the mortgage lending market-
place for smaller companies not necessarily rated by 
other ratings firms.

The Palm Beach Post reported in March that Mount 
Beacon was among several Florida insurers that 
merged, changed ownership, shifted customers to 
new hands or added new investment after threat-
ened ratings downgrades from Demotech. The return 
of hurricanes to Florida in 2016 after an 11-year pause 
and trends in non-catastrophe claims placed financial 
pressure on many of the state’s fledgling companies, 
Demotech said.

A version of this article was originally published on May 22, 
2017 by the Palm Beach Post. Reprinted with sincere thanks.

‘Cat Fund’ Healthy Heading Into 
Hurricane Season

The Florida Hurricane Catastrophe Fund is in its stron-
gest financial position ever as the state heads into the 
annual storm season next month.

But state officials may bolster the fund, which helps 
private insurers 

http://www.floridaspecialty.com


pay claims if Florida gets hit by a major hurricane, with 
a purchase of $1 billion in private reinsurance.

“We had a sobering reminder last year of the perils 
that Florida faces every year,” Ash Williams, execu-
tive director of the State Board of Administration, told 
Gov. Rick Scott and the Cabinet last month.

But with relatively minimal damage from Hurricane 
Hermine and a fortunate glancing blow from the 
more-powerful Hurricane Matthew in 2016, Williams 
said the so-called “Cat Fund” was largely untapped 
last year, “which means we come into the current 
season in the strongest financial position we’ve ever 
been in.”

The 2017 hurricane season starts June 1 and will last 
through Nov. 30.

The fund has $14.9 billion in cash, with an additional 
$2.7 billion in funding from “pre-event” bonds. With a 
total of $17.6 billion, it has more than enough money 
to pay its potential $17 billion maximum liability.

The fund has grown because it has been able to collect 
premiums from private insurance companies, which 
rely on its backup insurance, for more than a decade 
without having to make a major payout because of 
the lack of storms.

Given the current funding, Williams said one option 
would be to “do nothing,” although that brings a cer-
tain amount of risk without knowing whether storms 
will hit the state this year.

“You won’t really know whether what you have done 
is the right thing until the subsequent season,” Wil-
liams said.

However, if Florida is hit by a major hurricane or series 
of storms, “you would feel awfully good” about hav-
ing more financial protections in place, Williams told 
Scott and the Cabinet.

The key option would be buying $1 billion in reinsur-
ance, which would be triggered if storm losses ex-
ceeded $10.5 billion. The option would cost approx-
imately $68 million.

Williams said coverage could be purchased without 
impacting the overall reinsurance market. Private in-
surers typically buy private reinsurance, along with 
getting backup coverage from the Cat Fund.

He also said the coverage could likely be purchased at 
a lower rate than last year and would provide “equal 
or better terms” for the state.

“Capacity has continued to be ample, and prices have 
continued to fall,” Williams said about the reinsur-

ance market.

Florida has purchased $1 billion in reinsurance for the 
Cat Fund the past two hurricane seasons.

Williams said he will test the reinsurance market for a 
proposal for this year and report back to the governor 
and Cabinet.

The financial health of the Cat Fund is important be-
cause the state can impose a surcharge on most insur-
ance policies, including auto insurance, if the funding 
is depleted. That happened after the 2004 and 2005 
hurricane seasons, with consumers paying a surcharge, 
also known as a “hurricane tax,” through 2015.

A version of this article was originally published on May 23, 2017 
by the Leesburg Daily Commercial. Reprinted with sincere thanks.

Above-Normal Atlantic Hurricane 
Season Is Most Likely This Year

Forecasters at NOAA’s Climate Prediction Center say 
the Atlantic could see another above-normal hurri-
cane season this year.

For the upcoming Atlantic hurricane season, which 
runs from June 1 through November 30, forecasters 
predict a 45 percent chance of an above-normal sea-
son, a 35 percent chance of a near-normal season, and 
only a 20 percent chance of a below-normal season.

Forecasters predict a 70 percent likelihood of 11 to 17 
named storms (winds of 39 mph or higher), of which 
5 to 9 could become hurricanes (winds of 74 mph or 
higher), including 2 to 4 major hurricanes (Category 3, 
4 or 5; winds of 111 mph or higher). An average sea-
son produces 12 named storms of which six become 
hurricanes, including three major hurricanes.

These numbers include Tropical Storm Arlene, a rare 
pre-season storm that formed over the eastern Atlan-
tic in April.

“The outlook reflects our expectation of a weak or 
non-existent El Nino, near- or above-average sea-sur-
face temperatures across the tropical Atlantic Ocean 
and Caribbean Sea, and average or weaker-than-av-
erage vertical wind shear in that same region,” said 
Gerry Bell, Ph.D., lead seasonal hurricane forecaster 
with NOAA’s Climate Prediction Center.

Strong El Ninos and wind shear typically suppress de-
velopment of Atlantic hurricanes, so the prediction for 
weak conditions points to more hurricane activity this 
year. Also, warmer sea surface temperatures tend to 
fuel hurricanes as they move across the ocean. How-
ever, the climate models are showing considerable un-
certainty, which is reflected in the comparable proba-
bilities for an above-normal and near-normal season.



BARRY’S INSPIRATIONAL
CORNER

By BARRY SANDERS
To be there for others, your own happiness needs to come first. 
Be strong and positive, and surround yourself with those who 
inspire you and challenge you to be a better person.

How others perceive you could be a simple matter of 
adjusting a few key behaviors. People who don’t take 

this point seriously enough 
will often damage import-
ant relationships, as well 
as reputations and careers. 
There are a few simple but 
important things leaders 
can do to model excellence 
and inspire others to follow 
their lead.

Set a Standard of Excel-
lence: The best way to 
accomplish this is to mod-
el the expected behavior 
yourself. When your actions 

affect both the bottom line and everyone around you, 
dabbling in mediocrity is counterintuitive. Modeling 
excellence is key to exercising effective leadership.

Deliver on Promised Results: Leadership requires de-
livering results. Where outcomes are essential, talk 
is cheap. Instead of touting past victories, focus on 
tangible gains in the now. Learn how to harness the 
power of chunking, a way to organize tasks and break 
them down into “bite size” pieces to avoid the dan-
gers of stress and burnout. In the end, only substance 
and the bottom line matter. Excuses don’t.

Elevate People and Relationships: Good leadership and 
people skills go hand-in-hand. Take the time to devel-
op good listening, communication, and decision-mak-
ing skills. Be open, honest and fair. Your transparency 

will reap rewards. If you treat people fairly, most will re-
turn the favor. By valuing people and relationships, you 
grow your ability to relate to others in a meaningful way.

Foster Team-wide Cooperation: As the Elizabethan 
playwright John Donne rightly noted, “No man is an 
island.” Promoting a spirit of cooperation is an indis-
pensable part of leadership. I have always been fas-
cinated that, no matter how brilliant people may be 
as individuals, they are often far more effective when 
they are working with others. People often produce 
higher quality, more efficient work when performing 
as part of a team. Effective leaders actively embrace 
opportunities for healthy cooperation. The results in-
clude reduced burnout, increased trust among team 
members, and enhanced relationships. Make team-
work a rewarding part of the workplace culture.

Resolve Conflicts Quickly: Be proactive when dealing 
with conflicts; the sooner you resolve things, the bet-
ter. Conflict resolution is a delicate process requiring 
thoughtful intervention. Disagreements will naturally 
occur. But ongoing hostility should not be tolerated. 
Conflict interferes with everything else. Your ability to 
effectively resolve it will enhance your ability to lead.

Develop and Support Others: Career development is 
a great way to facilitate growth in your team mem-
bers. Show your commitment to your team by priori-
tizing opportunities for professional growth. Regular-
ly challenge your team to overcome its shortcomings, 
then acknowledge and reward positive participation 
to encourage that progress. Your leadership example 
will encourage the Right Stuff in your team.

LEWIS ON LEADERSHIP
Leadership By Example

By ROBIN LEWIS

Regardless of the size of your team, your ability to motivate others and to successfully leverage your authority 
are among the functions of being a leader. Leading is about influence. Do you inspire others to follow your lead?




