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TEAM CENTRAL

Summer Means Opportunity;
Your Broward LAAIA Can Help

By CYNTHIA SCOTT, Broward LAAIA Chapter President

Happy Summer, and I hope you had a fantastic Fourth of July. Summer is here, but that doesn’t mean 
your Broward LAAIA takes the season off. We are committed to the success of each of our members, 
and I want to encourage you to not only take advantage of the many member benefits you receive, but 
also to maximize your participation in our organization and network with some of this industry’s truly 
standout leaders.

Not only do we endeavor to bring great and infor-
mative guests and speakers to our monthly member 
meetings, but our members, officers, and directors 
are always available to help with questions, referrals 
information, and whatever it takes to help you suc-
ceed in an often-challenging climate. As a wise person 
once said, membership has its rewards, and I hope 
you’ll take advantage of the many human resources 
at your disposal. 

Don’t forget the 47th LAAIA Annual Convention 
takes place August 2-August 5, 2017 at The Diplomat 
Beach Resort (3555 S Ocean Drive, Hollywood, FL). 
Booth and Sponsorship opportunities are still avail-
able for the 2017 Convention. For more information, 
contact Soraya 

On Wednesday, July 19, join your Broward LAAIA 
chapter for our Sponsorship Appreciation Night from 
6:00 p.m. to 9:00 p.m., at The Historic Maxwell Room 
(10 South New River Drive East, Fort Lauderdale, FL). 
Come out for an evening of appetizers and cocktails, 
and help us recognize our annual sponsors for their 
ongoing support and generosity during the year.

CONTINUED on PG. 2



By CLIFF DUNN

Andrew Friedman is a personal and commercial lines agent with Fort 
Lauderdale-based Pallant Insurance 
Agency. In April, Friedman traveled to 
Zimbabwe, South Africa, and Swaziland 
(officially, the Kingdom of Eswatini). In 
the latter two, he lived the dream and 
went on not one but two safaris.

“It was a really amazing trip,” Friedman 
says. “I have wanted to go see Africa—and go on safari—for a few years, 
and this was the spectacular result.”

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.

Regalado at (305) 477-1442, or via email at soraya@laaia.com, or 
exhibitors@laaia.com.

At our June 2017 meeting, our new board slate was elected. Their 
installation will take place on Au-
gust 18 at the Weston Hills Coun-
try Club. The Board of Directors is 
committed to facilitating the most 
beneficial experience for the or-
ganization’s members. All board 
members are volunteers who take 
time from their own schedules to 
advance BLAAIA’s vision. We ac-
knowledge their dedication and 
thank them for their service. Please 

join me in welcoming our Broward LAAIA 2017-2018 Chapter Slate of 
Officers and Directors:

President: Luis Ortega
President-Elect: Daniel Barros
Vice President: Al Mendez
Treasurer: Rick Gibbs
Secretary: Angela Sheppard
Immediate Past President: Cynthia Scott
Director: Andrew Pappas
Director: Brian Casey
Director: Nicole Marcus-Douma
Director: Ana Torres
Director: Dana Dubois
Associate Liaison: Anisa Romana Muzaffarr
Board of Counselors Representative: Robin Lewis

What a year this has been, and I am not exaggerating when I tell you 
that the past twelve months have gone by more quickly than I care to 
admit. Time does fly when you’re getting things done, and I hope this 
past year has been as rewarding for you, both personally and profes-
sionally, as it has been for me. It’s been an honor to serve as your Pres-
ident, and I want to wish Luis Ortega and the new officers and directors 
a great and rewarding year.

OUR MEMBERS MAKE THE DREAM WORK
Broward LAAIA Member Andrew Friedman Goes on Safari

CONTINUED on PG. 3
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THE INFORMED AGENT
Top 10 States for Boat and Other Watercraft Accidents and Thefts

By JAYLEEN R. HEFT

A day on the water can be full of adventure, bonding with family and friends and just plain fun.

Far too often, however, recreational watercraft out-
ings turn tragic. Insurance coverage is a smart idea to 
protect boats against physical damage from accidents, 
as well as theft. Make sure your insurance clients are 
covered for all their boating adventures.

Recreational boating continues to grow in popularity 
and risk. In 2015, there were 11.9 million registered 
recreational watercraft in the United States, up from 
11.8 million in 2014, according to the Insurance Infor-
mation Institute. 

Costly Boating Accidents

Sadly, there are thousands of recreational boating 
accidents per year. Contributing factors to these acci-
dents include traveling too fast for water or weather 
conditions, driving under the influence of drugs or al-

cohol, failing to follow boating rules and regulations, 
carelessness and inexperience.

A recreational boating accident must be reported to 
the U.S. Coast Guard if:
• a person dies or is injured and requires medical 

treatment beyond first aid;
• if damage to the boat or other property ex-

ceeds $2,000;
• if the boat is lost or if a person disappears from 

the boat.

Alcohol, Drugs and Boating Don’t Mix

The U.S. Coast Guard says that alcohol, combined with 
typical conditions such as motion, vibration, engine 
noise, sun, wind 

In South Africa, Friedman and his party visited Jo-
hannesburg and Cape Town. “The people in Cape 
Town were absolutely terrific,” says Friedman. “I 
didn’t want to leave.” 

Please welcome our newest member agency:
Advanced Professional Services (Boca Raton)

CONTINUED on PG. 4

***SAVE THE DATE***
On Wednesday, July 19, 2017, join your Broward LAAIA 
chapter for our Sponsorship Appreciation Night from 6:00 
p.m. to 9:00 p.m. at The Historic Maxwell Room (10 South 
New River Drive East, Fort Lauderdale, FL). Your Broward 
LAAIA invites you to enjoy an evening of appetizers and 
cocktails to help us recognize our annual sponsors for their 
continued support and generosity throughout the year.

47th LAAIA Annual Convention
August 2-August 5, 2017: Registration is Now Open!
WHERE: The Diplomat Beach Resort (3555 S Ocean Drive, Hollywood, FL). Booth and Spon-
sorship opportunities are still available for the 2017 Convention. For more information, con-
tact Soraya Regalado at (305) 477-1442, or via email at soraya@laaia.com, or exhibitors@
laaia.com. Note: Because the room block at The Diplomat Beach Resort is SOLD OUT, if you 
need to make a reservation, please contact the Crowne Plaza Hollywood Beach Resort (4000 
S Ocean Drive, Hollywood, FL). 

mailto:soraya@laaia.com
mailto:exhibitors@laaia.com
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and spray can impair a person’s abilities much faster 
than alcohol consumption on land. Operators with a 
blood alcohol concentration (BAC) above 0.10% are 
estimated to be more than 10 times more likely to be 
killed in an accident than operators with zero BAC.

According to the I.I.I., alcohol was a contributing fac-
tor in 306 recreational watercraft accidents in 2015 
(7.4% of all accidents), accounting for 122 deaths 
(19.5% of all deaths) and 258 injuries (9.9% of all in-
juries). Other primary contributing factors were oper-
ator inattention, resulting in 58 deaths; and operator 
inexperience, accounting for 37 deaths.

Additional key findings about boating accidents, in-
clude the following:
• 6% of fatal boating accident victims died by 

drowning in 2015, and of those, 85% were not 
wearing life jackets.

• The most common types of watercraft involved 
in reported accidents in 2015 were open mo-
torboats (45%), personal watercraft, like Jet 
Skis and WaveRunners (19%) and cabin motor-
boats (17%).

Top 10 States for Recreational Watercraft Acci-
dents (2015)

Following are the top 10 states for recreational wa-
tercraft accidents in 2015. These numbers from the 
I.I.I., using data from the U.S. Department of Trans-
portation and the U.S. Coast Guard, include accidents 
involving $2,000 or more in 
property damage and include 
watercraft such as motorboats, 
sail boats and other vessels, 
such as Jet Skis:

10. Tennessee
No. of accidents: 107.
Property damage: $493,000.
People injured: 65.
Deaths: 13.

9. Missouri
No. of accidents: 109.
Property damage: $817,000.
People injured: 70.
Deaths: 17.

8. New Jersey
No. of accidents: 122.
Property damage: $134,000.
People injured: 64.
Deaths: 8. 

7. South Carolina
No. of accidents: 123.
Property damage: $958,000.

People injured: 80.
Deaths: 17.

6. Maryland
No. of accidents: 146.
Property damage: $1,074,000.
People injured: 125.
Deaths: 21.

5. Texas
No. of accidents: 154.
Property damage: $792,000.
People injured: 105.
Deaths: 44.

4. North Carolina
No. of accidents: 162.
Property damage: $1,492,000.
People injured: 90.
Deaths: 20.

3. New York
No. of accidents: 174.
Property damage: $1,120,000.
People injured: 96.
Deaths: 16.

2. California
No. of accidents: 369.
Property damage: $3,101,000.
People injured: 227.
Deaths: 48.

1. Florida
No. of accidents: 671.
Property damage: $9,770,000.
People injured: 390.
Deaths: 52.

Top 10 States for Watercraft 
Theft (2015)

There were 5,031 watercraft thefts in the U.S. in 2015, 
down 3% from 2014, according to an analysis of feder-
al government data by the National Insurance Crime 
Bureau. Of these watercraft thefts, 2,114, or 42%, 
were recovered by May 15, 2016. Personal watercraft 
(Jet Skis, WaveRunners, etc.) were the most frequent-
ly stolen watercraft, with 1,108 thefts, followed by 
runabouts (678), utility boats (278), cruisers (181) and 
sailboats (52).

July saw the highest number of reported thefts (612), 
and February had the fewest (251). Here are the top 
10 states for watercraft thefts in 2015:

10. Tennessee
Thefts: 119. 

9. Louisiana
Thefts: 137. CONTINUED on PG. 5



AGENT PROVOCATEUR
Moving Your Insurance Agency from Maintenance to Multiplication

By BRENT KELLY

Several years ago, I was speaking with an insurance agency principal about the future of the agency. This is a 
profitable agency with a solid history and equipped with the tools and resources to surge ahead.

I asked the principal his goals for the agency over the 
next 5–10 years and his answer surprised me. Instead 
of talking about growth and expansion, he spoke 
about maintenance and survival.

As I travel the country speaking with agency lead-
ers, company representatives and other thought 
leaders, I have come to realize that this mindset is 
all too common.

In fact, I believe that a high percentage of insurance 
agencies today are not focused on explosive growth, 
but instead are simply trying to keep their heads 
above water.

So why are so many insurance agencies stuck? 

Well, there could be many reasons agencies are stag-
nant, but I believe one stands out.

Insurance agencies have spent too much time adding 
followers and not enough time developing leaders.

Maintenance or Multiplication?

A high number of agencies live in maintenance mode. 
Instead of trying to make progress, the goal is to sim-
ply to avoid losing ground. That is the lowest level of 
agency leadership. To gain influence and move from 
maintenance to multiplication, you must learn to de-
velop your people.

There are five stages that exist between maintenance 

and multiplication:

1. Scramble: One of the most common phrases I hear 
when speaking with agency leaders around the coun-
try is, “We just can’t seem to find and keep good peo-
ple.” Typically the rationale is that people today don’t 
want to work as hard as they used to or that young 
people don’t like insurance.

While both of these reasons may carry some level of 
validity, the truth is that they are not doing anything 
to develop their people. As a result, the attrition rate 
is off the charts.

Around 20% of agency leaders live on the lowest lev-
el of leadership development. These are the agencies 
are typically scrambling to find people to compensate 
for the ones they are losing.

This level of leadership causes extreme frustration, 
low morale, and exhaustion.

2. Survival: The next stage of agency leadership devel-
opment is survival. This accounts for about half of the 
current insurance agencies.

The survival stage is often due to a level of compla-
cency from leadership that migrates throughout the 
agency. Often times, people show up only to collect 
a paycheck. The agencies may have employees who 
have been a part of the agency for many years, but 
there has been little to no growth and development.

The agency is CONTINUED on PG. 6

8. South Carolina
Thefts: 154.

7. Georgia
Thefts: 170.

6. Alabama
Thefts: 171.

5. Washington
Thefts: 173.

4. North Carolina
Thefts: 192.

3. Texas
Thefts: 399.

2. California
Thefts: 528.

1. Florida
Thefts: 1,205.

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



average at best and employees are generally ap-
athetic. The leadership approach is generally, “If 
it ain’t broke, don’t fix it.” The problem is that this 
stage of agency leadership is broke and does need to 
be fixed...they often just don’t want to.

There is little hope or optimism in survival mode and 
the focus is generally on analyzing problems vs. cre-
ating proactive solutions.

3. Siphon: The next stage of agency leadership devel-
opment may be one of the most frustrating. That’s 
because this is the stage where agencies have done 
some work to develop their sales producers, customer 
service representatives, and managers, but they have 
neglected to build ongoing relationships with them.

Therefore, emerging leaders leave the organization 
to pursue other opportunities. Although emerging 
leaders can and do leave any agency, this level of 
leadership often misses an opportunity to build rock 
solid relationships. Emerging 
leaders feel equipped, but not 
appreciated or empowered.

4. Synergy: A smaller number 
of insurance agencies reach this 
important leadership level called 
synergy. Synergy is hard to de-
scribe, but you can feel it when 
agencies have it. In fact, I can feel 
positive synergy the minute I walk into growing and 
profitable agencies.

Synergy occurs when the agency leaders build strong 
relationships, develop their people, and empower 
them to reach their true potential. This is the level 
where the high-performing agencies function.

Synergy agencies have people who get excited to 
come to work because there is high morale, great 
energy, progress, and momentum. Personal egos 
are pushed aside for team growth and development. 
Therefore, everyone wins.

5. Significance: At the very top-level of agency lead-
ership development is significance. My leadership 
mentor believes that only about 1% of organizations 
reach this level. After synergy, many agencies feel 
that they have accomplished their mission, but sig-
nificance is the last step.

Significance is where multiplication occurs.

Leaders of significance develop and reproduce lead-
ers who stay with the agency, help them reach their 
potential, but there is one more critical area that oc-
curs when agencies reach significance.

When you attain this level you can tap into almost 
limitless growth and influence potential. More im-
portantly, you can change the lives of your team 
members, your community and the clients you serve.

So how do you move from maintenance to multiplication?

If you are an agency leader that is stuck in the scram-
ble, survival, or siphoning stage, how can you begin 
to move forward in your leadership development?

The first step is mindset. Begin to commit to devel-
oping leaders, not followers. Everyone organization 
needs followers but desperately seeks leadership. 
It’s been said, “The function of a leader is to produce 
more leaders, not more followers.”

Next, you must commit to developing yourself. You 
can’t give what you don’t have. Do you have a per-
sonal or professional growth plan? Are you investing 
in yourself?

Become A Mentor

Lastly, you must become a men-
tor. If you want to develop more 
leaders, grow your agency, and 
become an agency of significance 
you need to mentor others.

Pour yourself into others, em-
power them, share your experiences and then re-
lease them to go out raise up other leaders.

Every day is a chance to sow seeds into those around 
you. This process...and it is a process takes time. 
Nothing happens overnight. Robert Louis Stevenson 
stated, “Don’t judge each day by the harvest you 
reap but by the seeds you plant.”

I want to leave you with one last thought I learned 
from my mentor:

“Everything rises and falls on leadership. When you 
raise up and empower leaders, you positively impact 
yourself, your organization, the people you devel-
op, and all the people their lives touch. Reproducing 
leaders is the most important task of any person of 
influence. If you want to make an impact you have to 
be committed to developing leaders.”

Brent Kelly is a keynote speaker, trainer, coach, 
and certified partner with the John Maxwell Team. 
He provides inspirational and purposeful business 
growth for insurance professionals. You can con-
nect with him at www.brentmkelly.com or email 
him at brent@bizzgrizz.com.

This article originally appeared on June 26, 2017 at Property-
Casualty360.c0m. Reprinted with sincere thanks.
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INDUSTRY INSIDER
Auto Premium Increases Put Strain on Insurers’ Customer Satisfaction

By JAYLEEN R. HEFT

Are your insurance agency clients satisfied with their auto insurance carrier? A new report found that a combi-
nation of record numbers of miles driven, increased frequency and severity of collisions and extreme weather 
has crimped U.S. auto insurer profitability, resulting in rate increases for 26% of customers and a strain on cus-
tomer satisfaction.

According to the J.D. Power 2017 U.S. Auto Insurance 
Study released Monday, price satisfaction declined 
this year, even as other areas of the overall customer 
experience have improved.

The study finds that the number of customers receiv-
ing an annual rate increase of more than $200 per 
vehicle has more than doubled during the past four 
years, and that’s having a profound effect on custom-
er satisfaction.

Insurers Need to Emphasize Value of Services

Price satisfaction scores among customers who re-
ceive a price increase of $200 or more are, on aver-
age, 188 points lower than among those who expe-
rience price increases of just $25 or less. This shows 
that auto insurers need to do a better job of increas-
ing the perception of value in the ser-
vices they provide.

“Differentiating on service and 
demonstrating the value of the pol-
icy for premiums paid is going to be 
the key to improving customer satis-
faction,” said Greg Hoeg, vice presi-
dent of U.S. insurance operations at 
J.D. Power.

“As the amount of losses continues to increase for a 
myriad of reasons, premiums must go up for carriers 
to remain profitable. However, carriers that are suc-
cessful in getting beyond price by clearly communicat-
ing and demonstrating value through smooth claims 
processing, exceptional customer service and a great 
selection of offerings will emerge as leaders. Initia-
tives such as usage-based insurance programs and 
other proactive communications that show customers 
what they are getting for their money will help that 
value perception.”

Key Findings

Overall satisfaction improves while price satisfaction 
declines: Overall customer satisfaction with U.S. auto 
insurers improves in 2017 and is now at a historically 

high level (819 on a 1,000-point scale). Despite this 
improvement, satisfaction scores in the price factor 
have declined for a second consecutive year.

Size of premium increase correlates with satisfaction: 
Satisfaction scores average 726 among customers 
who experience premium increases of $25 or less. 
Among those with an increase of $200 or more, sat-
isfaction declines by 188 points to an average of 538.

All hail, Texas: While price satisfaction at the national 
level declines just 1 point in 2017, there are wide vari-
ations in price satisfaction at the regional level. Texas 
experiences the sharpest decline (-13 points) amid a 
rash of catastrophic losses — on top of collision loss-
es—stemming primarily from hail storms. Texas is fol-
lowed by New York (-10 points), the Northwest region 

(-9 points) and the Southwest region 
(-5 points) among those regions ex-
periencing the largest year-over-year 
declines in price satisfaction.

Telematics increase customer per-
ception of value: Usage-based in-
surance programs, which leverage 
telematics technology to set insur-
ance premiums based on how far 
and how safely a customer drives, 

may be the great equalizer when it comes to cus-
tomer perception of price. Price satisfaction scores 
are between 54 and 72 points higher among cus-
tomers who are usage-based insurance participants, 
even when those participants have experienced pre-
mium increases.

Communication clarifies value: Carriers can mini-
mize the negative impact of insurer-initiated price 
increases by providing clarity and transparency in pol-
icy coverage. Satisfaction among customers who re-
ceived a price increase averages 645 compared with 
768 among customers without an increase; however, 
when carriers notify customers of a price increase in 
advance of the change, provide helpful information 
on customers’ bills, and when customers say they 
completely understand their policy, price satisfaction 
averages 755. CONTINUED on PG. 8



5 factors examined for customer satisfaction

The 2017 U.S. Auto Insurance Study examines custom-
er satisfaction in five factors (in order of importance):

1. Interaction.
2. Policy offerings.
3. Price.
4. Billing process and policy information.
5. Claims.

The study is based on responses from 45,624 auto in-
surance customers, and was fielded in February-April 
2017. Following are the auto insurance brand rank-
ings (based on a 1,000-point scale): (Note: Rankings 
are based on numerical scores, and not necessarily on 
statistical significance. USAA is an insurance provider 
open only to U.S. military personnel and their fami-
lies, and therefore is not included in the rankings.)

Florida

1. Auto-Owners Insurance (843)
2. 21st Century (820)
3. Allstate (820)
4. MetLife (820)
5. The Hartford (818)
6. Geico (817)
7. Travelers (809)
8. Safeco (807)
9. State Farm (804)
10. Esurance (800)
11. Nationwide (789)
12. Liberty Mutual (778)
13. Mercury (752)

A version of this article originally appeared on June 20, 2017 at 
PropertyCasualty360.com. Reprinted with sincere thanks.

KNOWLEDGEABLE CITIZENS
Citizens Expands Clearinghouse to Wind-Only Policies

By MICHAEL PELTIER, Citizens Property Insurance Corporation 

TALLAHASSEE, FL – Citizens Property Insurance Corporation’s home and condominium policyholders with 
wind-only coverage soon will have their policies shopped through the Citizens Property Insurance Clearinghouse 
to help them find available private-market coverage at rates equal to our less than their Citizens renewal policy.

Starting July 10, new Citizens customers seeking HW-2 
and HW-6 wind-only coverage will have their policies 
routed through the computer-based clearinghouse. 
The clearinghouse will seek offers of comparable cov-
erage from two private companies participating in the 
program. Customers whose policies renew on or after 
September 13, 2017 will begin receiving notices that 
they, too, will have their policies shopped through the 
clearinghouse prior to renewal.
 
As required by Florida law, custom-
ers who receive private-market of-
fers for comparable coverage with 
premiums less than or equal to their 
Citizens renewal premium will be in-
eligible to renew their policies with 
Citizens. Homeowners who receive 
offers will be given information 
about the private-market policy they receive. Their 
agent will be able to help them select and purchase 
coverage from the private-market company that best 
meets their insurance needs.
 
Citizens wind-only policyholders who accept pri-
vate-market coverage through the clearinghouse will 
have the opportunity to return to Citizens if the pri-

vate company from which they purchase coverage in-
creases rates by more than 10 percent a year during 
the first three years. As private-market policyholders, 
they will not be subject to Citizens’ policyholder sur-
charges in the event of a major storm.
 
The Property Insurance Clearinghouse was created by 
the legislature in 2013 to assist homeowners in find-

ing comparable coverage in the pri-
vate market, when available.
 
“Making the clearinghouse avail-
able for wind-only customers con-
tinues Citizens’ effort to help our 
policyholders enjoy the benefits of 
private-market coverage and return 
Citizens to its role as the state’s in-
surer of last resort,” said Barry Gil-

way, Citizens President/CEO and Executive Director. 
“In many cases, customers will benefit from more 
comprehensive coverage, lower pricing and vastly re-
duced assessment risk in the event of a major storm.”
 
Additional information about the Property Insurance 
Clearinghouse and a list of participating companies 
are available at www.citizensfla.com.

http://www.citizensfla.com


KNOWLEDGEABLE CITIZENS/PERSONAL LINES BULLETIN
Clearinghouse Expands to Include Wind-Only Policy Forms

Beginning July 10, 2017, the Citizens Property Insurance Clearinghouse will process new business and renewals 
for the following policy forms:
• Homeowners 2 – Wind-Only Form (HW-2)
• Homeowners 6 – Unit-Owners Wind-Only Form (HW-6)

Access

The clearinghouse can be accessed at https://clear-
inghouse.citizensfla.com or via the Systems menu on 
the Agents website.

Existing Quotes

• HW-2 and HW-6 quotes entered in PolicyCenter® and 
converted to an application before July 10, 2017, do 
not need to be submitted to the clearinghouse.

• HW-2 and HW-6 quotes entered in PolicyCenter and 
not converted to an application by July 10, 2017, 
must be resubmitted through the clearinghouse.

New Business

All HW-2 and HW-6 new business submitted on or 
after July 10, 2017, must be submitted through the 
clearinghouse before being bound in PolicyCenter. 
The process for submitting HW-2 and HW-6 new busi-
ness is identical to the process outlined in the January 
21, 2014, Personal Lines Bulletin.

Enter a risk in the clearinghouse only if it meets all Cit-
izens eligibility requirements and coverage is unavail-
able through the agent’s appointed companies.

Renewals

HW-2 and HW-6 policies renewing on or after 
September 13, 2017, will be processed through 
the clearinghouse.

The process for renewing HW-2 and HW-6 policies 
through the clearinghouse will be identical to that 
outlined for HO-3 policies in the August 12, 2014, Per-
sonal Bulletin, with the exception that the seven-day 
confirmation time frame has been expanded to 12 
days, as announced in the February 5, 2015, Personal 
Lines Bulletin.

To help prepare for this initiative, agency princi-
pals can request a copy of their book-of-business 
by completing an Agency Book-of-Business Request 
form, which is available on the Agents site myAgen-
cy page.
Agent Renewal Emails

Agents will receive up to three automated daily 
emails, which will include a spreadsheet of customer 
policies that will be set to renew or nonrenew in ap-
proximately 65 days.

The emails will be sent to the email address in the 
agent’s clearinghouse profile. Agents can change this 
address on the Renewals tab of the clearinghouse, 
under Notification Center. Changing the email ad-
dress on the clearinghouse Renewals tab will not 
change the agent’s email settings in any other Citi-
zens systems.

Limited Servicing Agreements

Participating clearinghouse companies may offer Cit-
izens-appointed agents either full appointments or 
limited servicing agreements (LSAs). These agree-
ments will enable agents to pursue and service offers 
of coverage made through the clearinghouse by par-
ticipating companies.

To avoid disruption of agents’ ability to service re-
newal customers, Citizens strongly encourages 
agents to access the Carrier Access tab in the clear-
inghouse and accept any available limited servicing 
agreement (LSA) offers. In some cases, participat-
ing companies could take from several days to two 
weeks to process an LSA. 

Resources

General information for policyholders, including par-
ticipating clearinghouse companies, is available on 
the Property Insurance Clearinghouse page of the Cit-
izens website.

Look for updated training materials soon in the 
Training section. The website will be updated prior 
to July 10.

Appointed agents can submit questions to Citizens 
by logging in to the Agents website and choosing the 
Contact Us link on the top of the website. Citizens 
should respond within three business days.

https://clearinghouse.citizensfla.com
https://clearinghouse.citizensfla.com


By MARY ANN COOK, MBA, CPCU, AU, AAI

There’s a lot of risk in movies. We don’t mean movies about risk and insurance, though there are a few pretty 
solid options in that genre (“Double Indemnity,” “The Thomas Crown Affair,” “Along Came Polly,” “The Apart-
ment,” “Cedar Rapids” — even Mr. Incredible does a short stint at an CONTINUED on PG. 11

INSURANCE MATTERS
7 Riskiest Movies Ever Made

AGENT OF CHANGE
Facing the World’s Greatest Danger: Fear

By BILL GOUGH, Allstate Hall of Fame Member

Most people never live up to their full potential. Some will never know the results they could have produced 
and the life they might have experienced and what they are truly capable of. Why? What is stopping us? One 
thing: Fear.

Here’s what I want you to know: Fear is not real. And 
today, I’m going to show you how to overcome it.

“Fear” stands for “False Expectations Appearing Real.”

Sure, it feels real—the pounding heart, the knock-
ing knees, the sweaty palms. Those are real enough 
symptoms, but the thing we’re afraid of is an illusion, 
an invention of the mind. 

Fear is a phenomenon that resides entirely within 
your brain. It’s the mind that gives every interpreta-
tion meaning—it’s your mind that conjures the nega-
tive emotion. Fear itself doesn’t actually exist.

task of pulling my large SUV into the garage, Bailey 
replied, “Daddy is always saying that I need to face my 
fear, and I was trying to make him proud.”

Oh, well. At least she tried; that’s what’s important. 

Remember, the fear itself hurts more than the thing 
you’re scared of. 

Write down three things you are fearful to do at work 
today, things that cause you stress or anxiety. 

Now answer these questions:
1. If I do this, am I going to die?
2. Will I physically hurt myself or someone else?
3. Will doing this one thing actually HELP me or 

someone at work today?

You don’t have to live courageously. You only need to 
be courageous for 24 seconds at a time. Once those 
24 seconds are over, it’s easy breezy from there.

Fear is an illusion. An illusion can only exist in the ab-
sence of reality. Once reality takes over, the illusion 
dissipates. Fear mostly comes in anticipation of an ex-
perience, not from the experience itself.

What if you did something you fear three times a day, 
every day? Imagine how doing so would multiply your 
success, lifestyle, and your position in the market-
place. Think of the breakthroughs you could create. 
And all of that would take just 24 seconds.

I have always told my daughter, Bailey, that fear is all 
in her mind and to learn to face her fears. A few years 
ago, she locked her keys in her car and asked to bor-
row my SUV to go to class. Upon her return home, she 
crashed into the garage, causing minor damage to my 
front bumper. 

When Vanessa asked her why she tried the difficult 



Mission: Impossible installment features a scene 
where Tom Cruise scales Burj Khalifa, the tallest build-
ing in the world. Cruise is known for doing a lot of his 
own stunts and didn’t see why this sequence should be 
any different. The film’s insurance company disagreed 
and demanded that a stunt double perform the scene. 
Cruise and the production team ended up firing that 
insurer and finding a company that would write a pol-
icy and allow Cruise to perform the insane stunt.

4. “Rocky IV:” While filming the final fight scene, Syl-
vester Stallone and Dolph Lundgren agreed to up the 
realism and really go at it for one take. After about 
15 seconds, Stallone was beat up badly enough to re-
quire an emergency room visit later that day for swell-
ing of his pericardial sac, which surrounds the heart. 
He spent nine days in the hospital.

Eventually, it came time to file a claim based on the inci-
dent. We’ll let Sly tell the rest: “Lloyd’s of London said, 
‘This accident is not in keeping with boxing. Usually this 
kind of pericardial swelling is the result of head-on col-
lisions, when the steering wheel hits you in the chest.’ 
I said, ‘Well, have you seen Dolph Lundgren? That’s a 
truck. That’s a steering wheel. That’s a head-on colli-
sion.’ So they took the film and broke it down frame by 
frame. They honored the insurance claim.”

3. “Roar:” There’s a reason this 1981 movie wasn’t 
released until 2015. In the movie, a family tries to 
live with dozens of big cats — lions, tigers, cheetahs, 
leopards and jaguars. At least 70 members of its cast 
were injured during the 11-year production, including 
a young Melanie Griffith. Shockingly, the film had no 
insurance coverage and was “self-insured” — one of 
the many reasons it has since been dubbed the most 
dangerous movie ever made.

2. “Iron Man 3:” Up until the record-breaking claim 
involving the number one riskiest movie, a claim filed 
during the filming of 2013’s “Iron Man 3” held the dis-
tinction of the most expensive insurance settlement 
involving a franchise blockbuster film. A three-week 
delay in filming after Robert Downey Jr. broke his an-
kle resulted in a claim of about $10 to $15 million.

1. “Furious 7:” The seventh installment of the Fast and 
the Furious franchise has the distinction of involving 
the largest insurance claim in Hollywood history. No, 
it wasn’t from that insane scene of drivers parachut-
ing out of planes while in their cars. Instead, it was 
prompted by Paul Walker’s tragic death during film-
ing. His untimely passing led to shooting delays that 
lasted weeks, significant script rewrites and the use of 
expensive face-replacement technology. All told, the 
film’s insurer, Fireman’s Fund, faced a claim that was 
estimated at $50 million.

This article originally appeared on June 5, 2017 at Property-
Casualty360.com. Reprinted with sincere thanks.

insurance firm).

We’re talking about movies with big production risks 
— which don’t always pay off. A typical Hollywood 
movie requires a host of coverages, including general 
liability, property and inland marine, auto, workers’ 
compensation, even data and cybersecurity.

Film producers have to make sure that they have cov-
erage for more industry-specific elements like props 
and sets, film and video protection, cast insurance 
and third-party property damage. This means that un-
derwriters get early access to scripts and budgets, but 
they also have the difficult task of writing policies for 
employees (a cast) that live unconventional lifestyles, 
using highly technical equipment in rough locations, 
and all the one-off risks that come with dropping cars 
out of an airplane or creating a replica of a portion of 
the tallest building in the world.

Here’s our list of seven movies that took big risks, 
some of which resulted in pretty hefty claims.

7. “Midnight Rider:” The biopic about Allman Brothers 
Band founder Gregg Allman made headlines following 
the tragic death of camera assistant Sarah Jones while 
filming a scene on an active railroad trestle bridge. 
The incident resulted in multiple criminal charges and 
fines for the film’s director and producers. The film’s 
production company and its original insurance com-
pany continue to battle it out in court over payouts 
and coverage going forward.

6. “Cliffhanger:” After the film’s insurance company 
refused to cover the famous scene in which a char-
acter travels from one plane to another 15,000 feet 
in the air, Sylvester Stallone allegedly took a pay cut 
to cover the cost of the stunt. The stuntman was 
paid $1 million for a single take that didn’t involve 
any safety equipment or trick photography. It holds 
the Production Guinness World Record for most ex-
pensive aerial stunt.

5. “Mission: Impossible - Ghost Protocol:” The fourth 



ARMCHAIR AGENT
22 Ways to Make Insurance Customers Feel Valued

By JOHN GRAHAM

The famed author Thomas Merton said we value people, not for whom they are but for their usefulness.

This is the same mistake companies make with cus-
tomers. They value them for their usefulness — for 
what they spend.

Customers see it differently — quite differently. As 
Gallup, Inc. researchers point out in commenting on 
the economy, “Consumers are spending money, but 
they’re more inclined to spend it only on businesses 
they feel good about.” Not businesses they may like 
or where they’re treated nicely. In other words, their 
money is going where they feel valued.

Most businesses do a fairly good job 
“pleasing” customers — getting orders 
right and delivering them on time, but that 
bar isn’t nearly high enough. Many busi-
nesses try to obey the “Golden Rule”: Do 
unto others as you’d have them do unto 
you. But that rule isn’t specific enough.

Here are 22 specific ways to meet today’s major chal-
lenge of making customers feel valued:

1. Never ask a customer to call back. It’s rude and de-
meaning. Take their number and call them back or let 
them know who will be in touch with them.

2. Never leave customers hanging. Always close the 
loop by letting them know what to expect or what’s 
going to happen next. It relieves frustration, uncer-
tainty, and unnecessary unhappiness.

3. Always follow up right now. Fast action is impres-
sive; it says you care.

4. Ask customers if they would like help in filling out 
forms. This takes away the drudgery. Just the offer 
alone sends the message that you’re willing to take 
the time to be helpful.

5. Make all messages, written and spoken, custom-
er centric. Start by never using “I” or “We.” They’re a 
turn off. Work at keeping the focus on the customer.

6. Give customers a contact person. There’s nothing 
worse than feeling abandoned and that’s what happens 
to customers when they can’t penetrate a corporate 
firewall. Having a personal connection relieves stress.

7. Never let the size of the sale influence the way 

you treat a customer. When making a large purchase, 
customers expect the “red carpet” to be rolled out. 
But when a customer gets the same attention making 
a small purchase, it creates a lasting positive impres-
sion, one that keeps them coming back.

8. Never fail to acknowledge a customer even when 
you’re busy. Failing to do so may be the unforgivable 
business sin. It diminishes the customer, is never for-
gotten, and damages the relationship.

9. Never make excuses. They’re always 
a failed attempt a make yourself look 
good. They send a message to others that 
you’re weak and deceitful, someone who 
can’t be trusted.

10. Always ask questions. There is no sub-
stitute for getting another person to talk. 
Customers will be surprised and impressed 

because they’re always afraid no one will listen.

11. Give believable answers when you’re asked ques-
tions. Short answers satisfy customers, but always ask 
if what you said is clear.

12. Never leave a customer wondering. The test 
comes after the customer leaves or you get back to 
the office. That’s when they get to thinking about what 
you said — and when the questions come to mind. Al-
ways encourage them to call, email, or text you.

13. Be precise when you tell a customer you’ll get 
back to them. Let them know when they can expect 
to hear from you, and, if there’s a change, keep them 
informed. It’s a matter of trust.

14. When there’s a problem, take ownership. Now the 
customer can relax and not worry about what might go 
wrong. They know someone will follow through for them.

15. Surprise them with something unexpected. It 
may be free shipping, upgraded delivery, a discount 
on their next purchase, a gift card, a discount, or an 
enhanced warranty.

16. Acknowledge purchase anniversaries. Shows your 
appreciation and keeps you top of mind. You might send 
a letter with a gift certificate or some other indication of 
your appreciation. CONTINUED on PG. 13



NEWSLINE
Citizens to Ask Florida For Rate Hikes, Blaming Water Claims

By JIM TURNER, News Service of Florida

TALLAHASSEE — Continuing to point at “out of control” water damage claims, the Citizens Property Insurance 
Board of Governors unanimously backed proposed rate increases that would hit South Florida policyholders 
hardest next year.

The changes, if approved by state regulators, would 
boost personal-lines policies on average by 5.3 per-
cent and commercial lines by 8.4 percent. Person-
al-lines policyholders are homeowners, condomini-
um-unit owners and renters.

The state-backed insurer also moved forward with 
a “stopgap” approach to water-damage claims not 
caused by hurricanes, floods or other weather-relat-
ed events. Citizens officials contend those claims have 
been a key factor in recent premium increases.

Among the changes, coverage for water-damage repairs 
unrelated to weather will be capped at $10,000 for policy-
holders who do not take part in a “managed repair” program. 
That program involves contractors approved by Citizens.

“We’re not sitting back and saying, `Hey we’ll wait until 
next year, and maybe we can get something done from 
a legislative standpoint next year,’ ” Citizens President 
and CEO Barry Gilway said. “We can’t wait. It doesn’t 
make any sense and we don’t know --- particularly with 
the current structure of the Legislature --- we don’t 

know if we’ll be any more successful next year.”
Citizens and other insurers argue that the Legislature 
needs to make changes related to an insurance prac-
tice known as “assignment of benefits.”

That practice involves homeowners signing over ben-
efits to contractors, who ultimately pursue payments 
from insurance companies. Insurers contend the prac-
tice has become riddled with fraud and litigation, par-
ticularly involving water-damage claims.

Legislation about the issue failed to pass during the 
spring session.

“We have to go under the assumption that we’re not go-
ing to get any legislative relief,” Citizens Vice Chairman 
Don Glisson said. “We’re just going to have to come up 
with a defensive game plan to do the best we can to 
mitigate it because I’m not convinced we’re going to get 
any relief next year, the year after, who knows.”

While the insurance industry criticizes the assign-
ment-of-benefits CONTINUED on PG. 14

17. Help people feel good about their purchase. Re-
inforce its value: “This will be an enjoyable addition 
to your home,” “You’re going to have a lot of fun 
driving this car,” “Your friends will enjoy coming to 
visit,” or “You’ve made a terrific choice.”

18.  Check-in with customers a week after making 
a purchase. Make it a time to ask if they have ques-
tions and what they like best—and least—about their 
purchase. They’ll appreciate your continued interest; 
that you haven’t forgotten them.

19. Use the one word that reassures customers. 
When customers ask you to do something, say, 
“Sure.” Then figure out what to do — and do it.

20. Help customers avoid “buyer’s remorse.” Customers 
always want to feel good about their purchases. Yet, feel-
ings of uncertainty often set in and they doubt their deci-
sion. To help them avoid getting “cold feet,” remind them 
why they made the purchase, what they liked about it and 
share third party testimonials to validate their decision.

21. Always say “Thank you.” Every conversation is 
an opportunity to express appreciation, whether it’s 
responding to a problem, greeting a new customer, 
hearing about a mistake, or getting an order.

22. Stay in touch. Getting customers is hard work; keep-
ing then is even more demanding. Send periodic emails, 
but don’t make them ads! “Buy, buy, buy” drives them 
away. Offer helpful information and be sure to ask their 
opinion of a product, service, or customer experience.

Most companies want to do the right thing by their cus-
tomers. Yet, far too many fall short, believing that giving 
them a good deal or schmoozing them is all it takes. It isn’t.

Actor and director Adam Arkin says it’s hard to be-
lieve that the factor affecting the final outcome of a 
film is still news: “When people are treated well,” he 
says, “and they’re made to feel valued, they give 110 
percent.” That goes for customers, too.

A version of this article originally appeared on June 21, 2017 at 
PropertyCasualty360.com. Reprinted with sincere thanks.



process, plaintiffs’ attorneys and contractors argue, in 
part, the practice helps homeowners hire contractors 
quickly to repair damage and also can help force in-
surers to properly pay claims.

Citizens officials say litigated water-damage claims 
tied to assignment of benefits are driving up home-
owners’ rates. The issue has been most prominent in 
Southeast Florida.

“These proposed rate increases and product chang-
es are critical for Citizens’ efforts to bring some relief 
to a market that is being made increasingly expensive 
by unnecessary litigation and out-of-control water loss 
claims,” Citizens Chairman Chris Gardner said in a pre-
pared statement. “Unfortunately, we are making it more 
expensive for many of our customers to own a home.”

The 2018 rate proposal still must be approved by the 
state Office of Insurance Regulation.

A year ago, after Citizens proposed a 6.8 percent state-
wide rate increase for multi-peril accounts, insurance 
regulators approved a 6.4 percent average increase.

The requested changes for 2018 
vary, depending on types of coverage 
and locations of property. Multi-peril 
homeowners’ policies would go up 
6.7 percent statewide --- from an av-
erage of $2,512 to $2,681.

While most counties are actually pro-
jected to see multi-peril rates go down, the proposal 
would boost rates 10.5 percent in Miami-Dade Coun-
ty, 10.4 percent in Broward County, and 9.4 percent in 
Palm Beach County.

Homeowners in those counties already pay higher 
rates that in most other parts of the state.

The average multi-peril policy currently is $3,421 in 
Miami-Dade, $2,842 in Broward and $2,631 in Palm 
Beach County.

In Leon County, which includes Tallahassee, the 85 
homeowners with that multi-peril coverage would 
see the average rate go from an average of $929 to 
$840. The 271 multi-peril policies in Duval County, 
which includes Jacksonville, would see rates go on av-
erage from $1,235 to $1,191.

Meanwhile, wind-only homeowners’ policies would go 
up on average 1.2 percent --- from $2,769 to $2,802.

Such wind-only policies would go down 0.8 percent 
in Broward and drop 5.3 percent in Miami-Dade 
counties. Yet, Palm Beach homeowners with those 
wind-only policies would see rates go up 2.6 percent, 
and in Monroe County, which includes the Florida 
Keys, the wind-only rate would grow 3.9 percent.

Citizens officials credited past annual increases in 
wind-only rates along with lowered costs of reinsur-
ance --- backup insurance for insurers --- for those 
policies being more actuarially sound when compared 
to costs on the private market.

This article originally appeared on June 20, 2017 at News Service 
of Florida. Reprinted with sincere thanks.

Six Insurers to Offer Plans in 
Obamacare Marketplace Next Year
By NASEEM S. MILLER, Orlando Sentinel

The 2018 Obamacare marketplace in Florida will likely 
have six participating insurance companies, according 
to the preliminary data released by the Florida Office 
of Insurance Regulation on Thursday.

The agency reported an average increase of 17.8 per-
cent in premium rates over last year — slightly lower 
than the reported increase of 19 percent last year.

The announcement came a day after the deadline for 
the companies to file their applica-
tions with the agency to sell individ-
ual health insurances plans — on or 
off the federal exchange — in Florida 
next year.

“It does give the impression of op-
tions, but it’s still not clear which 
counties will have more than one op-

tion,” said Anne Packham, the lead navigator for the 
federal health insurance exchange in Central Florida.

In 2017 in several counties including Orange, only one 
company offered plans in the exchange.

For 2018, nine insurance companies have submitted rate 
filings for individual health plans in Florida, six of which 
have requested to sell insurance on the federal exchange.

Those six companies are Florida Blue, Celtic Insurance 
Company (a product of Ambetter / Centene), Florida 
Health Care Plan (a product of Florida Blue), Health 
First Commercial Plans, Health Options (Florida Blue 
subsidiary) and Molina Healthcare of Florida.

AvMed, Cigna Health and Life Insurance Company 
and Freedom Life Insurance Company of America 
plan to sell individual health plans, but not on the 
health exchange.

Major insurers such as Aetna, Humana and United 
Healthcare are offering plans in the small group mar-
ket only. They have requested an average rate in-
crease of 9.2 percent.

The state’s deadline to complete the review of the in-
surance company filings is August 16, at which point 
the rates are CONTINUED on PG. 15



made public. So are the counties where each com-
pany will offer its plans. The latter decision is usually 
driven by the contracts that plans have been able to 
negotiate with hospitals and providers.

But everything is subject to change, particularly this 
year, because of the uncertainty about the future 
of the health law and the potential elimination of 
cost-sharing reductions.

Florida Blue officials said earlier this month that if 
the new health law takes out the current subsidies, 
the company’s rates could be 20 percent higher than 
what they submitted to the state.

In the meantime, local marketplace navigators are 
staying focused on enrolling uninsured people in the 
marketplace during the special enrollment period, 
which will continue until November. That’s when the 
next open enrollment period starts.

“From our point of view, nothing has changed on the 
ground, and ACA is still here,” Packham told the Or-
lando Sentinel. “People who need insurance should 
seek it out and see if they qualify to sign up during the 
special enrollment period.”

A version of this article originally appeared on June 23, 2017 at 
OrlandoSentinel.com. Reprinted with sincere thanks.

Fatal Plane Crash in Tom Cruise 
Movie Leads to Insurance Fight
BY GREG LAND

A 2015 Colombia airplane crash that killed two men 
and seriously injured a third during the filming of Tom 
Cruise’s upcoming film “American Made” has spun off a 
new dispute in Georgia, where one insurer has sued an-
other seeking at least $450,000 in mounting legal bills.

A declaratory judgment action filed June 19, 2017, by 
Allianz Global Risks US Insurance in federal court in At-
lanta asks that Great American Insurance be deemed 
the primary carrier for multiple entities facing two 
wrongful death suits in California state court.

Great American has already sued many of those same 
defendants to shield itself from some of their legal ex-
penses and any potential judgments.

Great American’s filings in federal court in Califor-
nia assert, among other things, that the pilot of the 
aircraft, who was killed in the wreck, may have been 
both inexperienced and not authorized to fly it under 
the terms of its policy, and that the plane may have 
been used for an unexplained “unlawful purpose.”

According to court filings, Great American carried a 
$50 million per occurrence liability policy for the own-
ers of the aircraft and Allianz carried a $25 million pol-
icy for production company Mena Productions.

“American Made,” whose working title was “Mena,” is 
the story of Barry Seal, a onetime TWA pilot who turned 
to drug and gun-smuggling for the Medellin Cartel and 
was recruited by the Drug Enforcement Agency during 
the 1980s to try to capture cocaine kingpin Pablo Escobar.

The film, starring Cruise as Seal, is slated for release 
in September. Much of the production was filmed in 
various Georgia locales.

One of the planes used for the movie, a twin-engine 
Smith Aerostar 600, was flying from Santa Fe de An-
tioqia, Colombia, to Medellin when it ran into bad 
weather and crashed in the Andes in 2015.

Killed were Carlos Berl and Alan Purwin, a co-owner 
of Heliblack, the company that owned the plane. Jim-
my Garland, owner of S&S Transportation in Cherokee 
County, was badly injured.

All three men were pilots, although Berl, who was 
reportedly flying the plane at the time, is described 
in one suit as lacking “the necessary qualifications, 
skill, competence, and general suitability” to manage 
the aircraft.

Berl’s and Purwin’s families filed separate wrongful 
death suits in Los Angeles County Superior Court nam-
ing multiple defendants in 2016.

Under its policy with Heliblack, Great American agreed 
to provide representation to some of the defendants 
but denied coverage to others that it claimed were 
not named insureds.

In May, Great American sued 14 defendants in Califor-
nia’s U.S. District Court for the Central District seeking 
declaratory judgment as to its duties to defend the 
dead men’s estates and other defendants involved in 
the movie’s production.

The Allianz policyholder is Mena Productions LLC, a 
California company named as defendant in the state 
court suit filed by Berl’s estate and the Great Ameri-
can action. Allianz is not a party to those lawsuits.

In its Georgia suit, Allianz seeks a declaration that 
Great American is the primary carrier for any parties 
deemed to be “common insureds” under both poli-
cies, and that its only duty is to provide secondary and 
excess coverage.

The suit said Allianz has already incurred at least 
$475,000 defending defendants in the underlying 
suits, and is alone in providing a defense for three pro-
duction companies that Great American has refused 
to indemnify.

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



LEWIS ON LEADERSHIP
10 Qualities of an Effective Leader

By ROBIN LEWIS

An effective leader possesses a variety of qualities and traits that encourage team members to follow him or 
her. Leaders should possess certain qualities, such as compassion and integrity, but leadership skills can be 
acquired through training and by experience. An effective leader inspires trust and respect, and stimulates his 
team’s ability to produce.

1. Communication: The most important one of all. Effec-
tive leaders communicate clearly. (If this isn’t an innate 
talent, learn it.) Good communication skills (both verbal 

and written) allow leaders 
to lay expectations out to 
team members in a way they 
understand. Effective com-
munication skills also allow 
leaders to listen to the ideas 
and concerns of others.

2. Organization: Excep-
tional organizational skills 
are a necessity for effec-
tive leaders. Organizational 
skills help leaders plan goals 
and strategies, which allow 
team members to perform 

at their best. Organized leaders establish systems that 
maintain order and help team members meet targets 
and performance goals.

3. Respectfulness: A good leader treats his or her team 
members respectfully. A respectful leader empowers 
team members, by encouraging them to offer input 
about decisions that may affect them. This lets them 
know that their leader respects their ideas and opinions.

4. Fairness: A quality leader is fair. He or she is consis-
tent with recognition, rewards, and discipline. A fair 
leader makes sure that all team members are treated 
the same way.

5. Integrity: An effective 
leader is honest with his 
team. Leaders with integ-
rity gain the trust of team 
members, because he or she 
does what he says he will, 
and treats others the way he 
wants to be treated.

6. Confidence: An effective 
leader is confident in his or 
her abilities, and confident 
in his team. A confident 

leader is secure in his or her decisions that affect the 
team. A confident leader tactfully reinforces his au-
thority within an organization.

7. Influence: Influential leaders inspire commitment 
in their team to meet goals. Influential leaders also 
help manage change by gaining the confidence of 
team members through effective communication and 
decision-making.

8. Delegator: Effective leaders know how to delegate. 
Delegating certain tasks to trustworthy team mem-
bers allows a lead-
er to focus on im-
proving systems 
and production.

9. Facilitator: Ef-
fective leaders are 
excellent facilita-
tors. As a facili-
tator, a leader helps team members understand their 
objectives. They also help organize an action plan to en-
sure that goals and objectives are met more efficiently.

10. Negotiator: Effective leaders employ negotiating 
skills to achieve their aims and reach an understand-
ing in the event of a conflict. Leaders who negotiate 
effectively streamline the decision-making process, 
and are adept at solving problems with the best inter-
ests of everyone involved.

BARRY’S INSPIRATIONAL 
CORNER

By BARRY SANDERS

The more positive energy and good karma 
you put out into the world, the more that 
comes back to you.




