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T H E  B R O W A R D  L A A I A

Clarion
R e a c h i n g  O u r  G o a l s  T o g e t h e r !

J a n u a r y  2 0 1 8  •  v o l u m e  6  •  n u m B e r  1

REACHING OUR GOALS TOGETHER

New Year, Consistent Agenda
Your Broward LAAIA 
officers and board 
of directors want to 
wish, your agencies, 
and your families a 
happy and healthy 
new year. This 
association strives to 
be an organization 
of excellence for 
our members, and 
to this end, we have 
numerous resources 
available, including 
this journal, to help 
you and your agency 
make the most of 
your membership.

Inside, please find 
contact information 

and ways to interact 
with your Broward 
Chapter, including 
our website, our 
Facebook page (an 
exclusive resource 
for members only), 
and our monthly 
meetings, which 
bring world-class 
experts and speakers 
whose goal is to 
provide you with 
tools for reaching 
your goals.

L e a d e r s h i p , 
f e l l ow s h i p — h ow 
can your Broward 
LAAIA serve you? 
Happy 2018.

Congratulations to our 2017 Fernando Gimenez Insurance Man of 
the Year Award recipient Phil Zelman, and our Mary B. Fernandez 
Insurance Woman of the Year Award recipient Lourdes Gonzalez, 
who were honored at our Grinch-Mas Holiday Gala in December.

Please welcome our newest member agency:

Great State Insurance (Tamarac)

T H E  B R O W A R D  L A A I A
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By LISSETTE DELGADO, CPIA, LAAIA National Chapter

With the 2018 legislation session drawing 
near, we are excited about the issues that 
continue to directly affect our business 
and clients. There are 2,405 bills filed and 
we are diligently tracking the ones related 
to insurance.

Our 2018 Fly-in will be January 23-25, 
and the LAAIA’s legislative committee, in 
conjunction with PIA, is committed to be 
a unified voice for you in Tallahassee. The 
key issues that we’re pursuing closely are 
Assignment of Benefits (AOB), workers 
compensation, diligent effort, PIP, the 
Citizens multi-line discount, bad faith, 
and others.

Year ’round, we meet with legislators 
locally and have in depth conversations 
of these issues affecting our industry, and 
help them consider legislative action. We 
show them support for their bills and 
educate them on areas of disagreement. 
Your voices are being heard. 

This year, 23 LAAIA representatives will 
be walking the halls at the State Capitol, 
and as an association, there is strengths 
in these numbers. Our strong unity will 
be seen once again on the hill during the 
2018 legislative session.

LEGISLATIVE UPDATE

The Latin American Asso-
ciation of Insurance Agen-
cies (LAAIA) Broward 
Chapter was founded in 
September 2010. LAAIA 
is an association of insur-
ance professionals whose 
purpose is to protect the 
rights of its member for 
the benefit of the consum-
er through education, in-
formation, networking and 
active participation in the 
political environment and 
community service.

LAAIA of Broward County
PO Box 17093
Plantation, FL 33318

WWW.BLAAIA.COM

Have visited our Facebook 
group, available to mem-
bers only? It is fun, easy, 
and a great place for en-
couragement, enlighten-
ment, and to celebrate our 
successes and events. We 
welcome your comments 
and suggestions. It’s an-
other privilege of member-
ship! Visit us at Facebook.
com/BrowardLAAIA. 

EXECUTIVE COACHING

Crack the Code for Dealing 
with Difficult People

By MARGARITA GURRI, PhD, CSP

Do grumpy, bossy, fussy, energy vampires 
exist in the world of insurance? Yep! Be the 
best of the best in business by gracefully 
managing even the most difficult people.

Insurance professionals seek customer 
service excellence. This can be illusive 
given the crankiness inspired by ever-
changing insurance processes, deadlines, 
pricing, and wishful thinking. 

Difficult people are everywhere—at work, 
at home, in traffic, and even on vacation. 
Clients want more for less without sticking 
to enrollment deadlines. Colleagues get 
angry; they whine, cry, curse, avoid work, 
know it all, and become moody. Business 
owners hire poorly, fail to set clear 
expectations, miscommunicate, change 
their minds, grump, demean, and forget 
to give kudos when due.

Luckily, the worst in all of us brings out 
the best of the best in business. “Difficult 

people are irritants; they can help us 
make pearls,” my mother, said. Difficult 
people hone our personal power, attitude, 
and or skills. 

We have all taken turns creating a long 
string of pearls. With so much practice, 
why do we still get so bothered and 
distracted? 

Crack the Code! 
Dealing with difficult people requires 
mastery of 2Es: Empathy and Education. 
If we dive into the task of understanding 
what makes us all tick, free of harsh 
judgements, we can respond graciously 
and effectively to almost anyone. 
Kindness is key.

Empathy
Empathy comes from knowing ourselves, 
others, and situational contexts. True 

Cont. on next page...
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empathy requires vulnerability and 
judgement-free curiosity. Putting 
yourself in someone else’s shoes can be 
painful and frightening. Who wants 
to feel what a toxic person feels? No 
worries. Toxic people are only contagious 
if we allow them to change our own 
behavior. It’s a choice, just like happiness. 
Mindfulness of your intention to create 
great working relationships helps you 
fight off negativity.

Don’t stop short of empathy 
to land on compassion. 
Compassion is the lowest 
level of empathy. Making 
rote sympathetic statements 
with all the right words and 
none of the heart needed 
for authentic leadership 
adds to the problem. 
Trigger Awareness and Self-
Awareness Inventories are 
powerful tools for building 
empathy.

Trigger Awareness Inventory 
is about them. Understanding 
others and our own triggers 
is essential. As with much of life, the 
questions you ask are more impactful 
than the answers. Be specific.

1. Ask yourself, “Why does this   
 difficult person behave the way they  
 do? What triggers them?”
2. Ask yourself, “How might they feel?”
3. Ask yourself, “What underlying  
 beliefs drives this feeling?”
4. From their point of view, ask “How  
 do I contribute in any way to this?”

Self-awareness Inventory is about you. In 
any organization, knowing yourself and 
your team is vital to your mission and 
bottom line. Without self-awareness, we 

cannot truly feel empathy. Ask yourself 
these questions. Be brave. Be honest. Be 
specific. 

1. Take a hot minute. Do a core dump 
of all the people interactions and things 
that are bothering you right now. Is the 
list longer than anticipated? 
2. Ask yourself, “Why does this set me 
off? What triggers me about this person 
or situation?”
3. Ask yourself, “How do I react?”
4. “How am I difficult? How do I 
contribute in any way to this person being 

difficult or seeming to be difficult?” 
5. “For which types of people am I 
most difficult?” 

Education
With our empathy practice reinforced, 
it’s time for education. It’s up to you to 
teach others how you’d like to be treated. 
Since we cannot change others, focus on 
impact. Four steps create great working 
relationships with individuals, teams, and 
organizations.

1. Identify your intentions
2. Set the tone
3. Clarify expectations

4. Model empathy 

What impact do you have on others 
when you walk into a room? Do 
people smile? Are they glad? Do you 
inspire diarrhea? Impact is all about 
identifying your intentions and creating 
an environment that backs up those 
intentions. Setting a tone where others 
feel safe being innovative, productive, 
and learning from mistakes. Invite 
ideas and brainstorm to inspire other to 
be the best of the best.

Clarify expectations through 
straightforward conversations 
and thoughtful reactions when 
misunderstandings occur. 
Public praise and private 
scolding go a long way toward 
inviting excellence. 

Modeling empathy with 
customers and colleagues is 
by far the best way to invite 
excellence as we step up to 
crack the code for dealing with 
difficult people.

Be the best of the best in 
business. With empathy and 
education, we can manage 

any situation for better relationships and 
healthier bottom lines.

Be the Best of the Best in Business! Find 
more helpful hints at RedShoeInstitute.
com Questions: Contact Margarita 
Gurri, PhD, CSP at +1-844-Dr-RedShoe 
(+1-844-377-3774) or Margarita@
RedShoeInstitute.com. Author: The 
Ethical Speaker, Trilogy of Anger, 
Anglican Prayer Beads, and co-author 
The Happiness Recipe. Podcasts: Step 
Up, wisdom from the best of the best in 
business and Touch Base Tuesdays for 
military families.

Cont. from previous page...

Introducing The Hearth. There’s nothing new in home and auto insurance. Yet.

http://www.thehearth.com/
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***SAVE THE DATE***
On Wednesday, January 17, 2017, join your Broward LAAIA 
chapter at the Plantation Preserve Golf Course & Club (7050 West 
Broward Blvd, Plantation, FL) from 6:30 to 8:30 p.m. for the Mem-
ber Connection Dinner/Meeting. We are welcoming back the Red 
Shoe lady, Dr. Margarita Gurri, PhD, CSP, a specialist in entrepre-
neurship, communication, and ethics, who will share her thoughts 
about Reputation Management for Insurance Professionals. What’s 
your legacy? This program is a frank discussion of what gets in 
the way of a great reputation. Turn conflict, errors, and negative 
reviews into Ruby Red Reputations. Gurri is trusted by leaders 
around the world, helping to foster peak performance by solving 

people problems in business. With insight and experience, she transforms conflict into growth, promoting productivity, in-
novation, and profit within an ethical framework.
Fees:
First Member Registration - Complimentary
Additional LAAIA Member - $25.00
Non-Member - $35.00
Walk In - $45.00
Registration Deadline: Monday, January 8, 2018

Join Dawn Ingham, CPCU, ARM - State Relations Executive for NCCI - with an “Update on Florida’s Worker’s Compensa-
tion Insurance System.” Network with the best professionals of South Florida and “Breakthrough To Excellence!”
When: Wednesday, January 10, 2018, 6:30 - 9:30 PM
Where: Casa Juancho Restaurant (2436 SW 8th Street, Miami)
Registration Deadline: Monday, January 8, 2018 
Meeting Sponsored By AmTrust North America

SAVE THE DATE! STRIKE OUT HUNGER BOWL-A-THON
Join your Broward LAAIA chapter on Sunday, January 21, 2018 and help us Strike Out Hunger for LifeNet4Families, provid-
ing food and vital services to Broward County’s hungry and homeless population for over 30 years. Register for a team of 4 
players is just $175 (individual registration is $50), which includes: shoes, pizza, soda and FUN!
Details: January 21,2018 | 10:15am - 12:45pm, Sparez Bowling (5325 South University Drive, Davie, FL 33328)

SAVE THE DATE! National LAAIA Annual Convention 8/1/2018—8/4/2018

THE INFORMED AGENT
3 Ways To Assume Risk

By CHRISTINE G. BARLOW

As we all know, insurance is a transfer of risk to another 
party. The risk is transferred most times because of financial 
considerations; the insured either cannot afford or does not 
want to take her chances that something catastrophic might 
happen, so she obtains an insurance policy in order to transfer 
the risk to a third party, the insurance carrier. There are a 
number of ways risk can be assumed.

The first is the deductible. A standard feature of any insurance 
policy, the deductible is selected by the insured and allows him 
to reduce his premium somewhat by agreeing to pay for part of 
any losses up front. When an insured selects a higher deductible, 

he is assuming part of the risk that he feels he can sustain on his 
own. Commercial insureds will use larger deductibles because 
they are larger operations and have more cash flow than your 
average personal insured.

The Self-Insured

Self-insurance is another mechanism of assuming a risk. Larger 
organizations may believe that with a risk manager on staff they 
can control risks sufficiently, so they choose not to purchase 
insurance and use 
available cash flow if a Cont. on next page...
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loss occurs.

Having a good risk manager and 
procedures in place to prevent losses 
is critical. Proper fire detection and 
suppression equipment, personal 
protective equipment for employees who 
use various types of tools or machinery, 
safety guards on machines and known 
procedures for use are all important ways 
an organization can avoid and lessen risk. 
The risk manager may conduct regular 
safety sessions or have others conduct 
safety sessions. New employees must be 
briefed on safety equipment and use of 
machinery, and safety procedures must 
be enforced.

If the company has vehicles for employees 
to use, there must be a maintenance plan 
for the vehicles, review of employee 
driving records, and other measures to 
ensure safety. If the vehicles transport 
products, how the products are loaded 
into the vehicle is a factor as well as how 
long an employee is allowed to be on the 
road.

There may also be state regulations 
for certain types of organizations that 
the company must abide by. Long-haul 
trucking has standards for how long a 
driver can be on the road and how long 
of a rest period he must be allowed in 
order to comply with state or federal 
regulations.

Some risks may be too difficult for 
a company to self-insure, but those 
companies can use larger deductibles if 
they are trying to reduce premium costs.

Assumption of Risk Waivers

Another form of assumption of risk is 
the use of a waiver or hold harmless 
agreement. This is often used when 
individuals are engaging in behavior that 
could result in injury through no fault 
of the provider. Exercise classes such as 
aerobics or Zumba, recreational activities 
such as parasailing, skydiving, 
bungee jumping and other 
activities can cause injuries.

In many instances the 
organization providing the 
activity will ask participants to 
sign a waiver. The basic waiver 
lists the activity the individual 
is going to participate in, and 
states that the individual, 
his heirs, executors, 
administrators, assigns or 
personal representatives 
knowingly and voluntarily enter into the 
waiver agreement.

The agreement waives all rights, claims, or 
causes of action of any kind arising out of 
participation in the activity the individual 
may have against the organization. The 
waiver then states that the organization, 
its affiliates, managers, members, 
agents, attorneys, staff, volunteers, heirs, 
representatives, predecessors, successors 
and assigns are released from liability.

Release of Liability

The release is for any physical or 
psychological injury, including but 
not limited to illness, paralysis, death, 
damages, economical or emotional loss 
that the participant may suffer as a result 
of participating in the activity. Most forms 
include a statement that the individual is 

participating voluntarily in the activity, 
that the individual understands the 
potential risks of the activity, and that 
he is assuming all risks, known and 
unknown, in the activity.

The form also states that if the individual 
needs medical care or treatment that he 
will be responsible for payment for such 

services, and if he causes any damage to 
the equipment or facilities, or engages in 
reckless or negligent behavior that the 
individual will agree to be held liable for 
such actions.

For example, if the individual has gone 
zip lining and the line breaks and the 
individual is injured, he cannot make a 
claim against the zip line company if he 
was required to sign a waiver or hold 
harmless agreement before participating 
in the activity. Some activities are 
dangerous enough that even with 
protective equipment and training, 
accidents and injuries are still possible 
and beyond the control of those operating 
the activity.

This article originally appeared on 
December 4, 2017 at PropertyCasualty360.
com. Reprinted with sincere thanks.

Cont. from previous page...

AGENT PROVOCATEUR
5 Ways to Increase Insurance Customer Success Levels

BY JOHN POJETA

New business development is typically viewed with an outward 
mindset.

While it is true that bringing new prospects into your business is 
a key part of growth, how you engage and leverage the clients you 
already have can increase revenue and create new opportunities 
for growth.

In the software-as-a-service (or SaaS) world — think subscription 
software platforms like SalesForce — growth experts often tout 
the principles of Customer Success by Mehta, Steinman, and 
Murphy.

In addition to having aggressive sales and marketing teams, 
successful SaaS companies 
often hire a vice president of Cont. on next page...
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customer success (and eventually build an 
entire department) to drive efforts geared 
to improve customer satisfaction and 
outcomes.

This comparison to our space is powerful, 
because like advisors, SaaS companies 
depend on client engagement to generate 
recurring revenue, making one of their 
biggest enemies “churn,” or the percentage 
of customers that leave in a given time 
period. When you track and attack churn, 
amazing things can happen. Here are the 
highlights:

A 5% increase in retention can increase 
profits by to 95%. This figure, touted in a 
now-famous Harvard Business 
Review article, should turn 
your head. That boost in 
revenue comes from a variety 
of factors: it’s cheaper to keep 
customers than it is to replace 
them, the greater the lifetime 
value of all of your customers 
the greater your revenue, and 
retained clients are likely to 
adopt a number of revenue-
increasing behaviors that we 
cover in the next bullet points.

Happy clients are likely 
to spend more with your 
business. In SaaS, that means 
buying an upgrade or adding more users. 
For advisors, this means increasing 
walletshare and adopting new initiatives, 
all of which deepen the client’s connection 
to you and increase your revenue.

Clients like to brag about their success. 
Word of mouth marketing is still the most 
powerful source of new opportunities, 
so when you do amazing work for your 
clients, they will tell their friends and 
peers. Referrals are a low-cost way to 
generate new business, and the sales 
process for referrals tends to be relatively 
is easy. When your clients advocate for 
you, more doors will open.

Prospects want to hear about successful 
clients too. It’s a small world, after all. 
When you have a great story to tell about 
how you helped a client, if the client does 
not recognize the name he or she will 
likely be able to see themselves in the story 
you tell. Each success story you create for 

a current client becomes an arrow in your 
quiver for future sales.

Now that the growth opportunities in 
client success are clear, how can advisors 
capture those opportunities?

The five key behaviors:

1. Client success starts with the sales 
process. The quality of your client’s 
experience starts with the first touchpoint. 
Your sales process is an opportunity 
to establish expectations, create a 
connection, and to identify what needs to 
happen for your work to make a difference 
to the client. If you start the relationship 
strong — demonstrating your confidence 
and expertise without making the client 
feel small — that momentum can carry 

into the relationship.

2. Identify and preempt potential 
pitfalls. You can likely think of a few 
common mistakes or challenges that can 
undermine a client’s success, and those are 
worthwhile places to start new initiatives. 
If you know what can derail a client, 
address or prevent the problem before 
it becomes a catastrophe. The bigger 
opportunity, however, is in your data. For 
example, if clients start to dropout in year 
three, what can you implement in year two 
to keep them engaged?

3. Show clients that you are paying 
attention. Consistent touches, even if they 
are small, keep you and your expertise 
top-of-mind for clients. Inform clients 
of new opportunities, check in on their 
progress, and add a personal dimension 
where appropriate. When you are the 
one bringing new developments to your 
client’s attention, you cutoff a competitor’s 

ability to use that as an in-road and you 
also solidify your own credibility. As you 
do this, take care to be sincere. Don’t just 
go through the motions. Make an honest 
connection.

4. Adapt your business to meet a 
common client need. I don’t mean that 
you should become a jack of all trades 
but rather that you should be open to 
considering a new addition to your team 
or a change in your processes if you 
consistently see the same problem or 
opportunity impacting your clients. In 
our business, for example, we saw that 
cold appointments were challenging for 
our clients, so we tried something new: 
Bringing in a sales coach to improve our 
client’s success.

5. Client’s like to be 
recognized, too. When you 
have a notable client success 
story, turn it into a case study 
or a public relations piece. If 
you lean more on bragging 
about your client’s role in that 
success, talking up him or her 
as well as their business, you 
demonstrate that you value 
the relationship and that 
you’re proud of the work you 
have done together while also 
creating a piece of collateral 
that your client can share on 
your behalf.

Client success is a powerful business 
tool, but true success is far deeper than 
lip-service to the idea. Even the most 
experienced advisors are likely overlooking 
at least one opportunity to spark more 
growth from their client success because 
they are not helping their clients move 
forward with initiatives or decisions that 
would be impossible without the advisors 
trusted expertise. Dig into your business 
and seize those hidden opportunities.

John Pojeta is the VP of Business 
Development at The PT Services Group. 
He researches new types of business 
and manages strategic initiatives and 
corporate-level relationships to expand 
exposure for The PT Services Group.

A version of this article originally 
appeared on December 11, 2017 at 
PropertyCasualty360.com. Reprinted with 
sincere thanks.

Cont. from previous page...
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KNOWLEDGEABLE CITIZENS
Citizens Board Gets Irma Update, 

Welcomes New Members
By MICHAEL PELTIER, Citizens Property Insurance Corporation

MAITLAND — Citizens Property Insurance Corporation 
emerged from the 2017 hurricane season financially 
sound and continues to assist policyholders recovering 
from Hurricane Irma, Citizens claims officials told 
members of the Board of Governors Wednesday.
 
Looking ahead, Citizens will continue to face rising water 
loss claims, assignment of benefit abuse and litigation. 
Further, the state’s insurer of last resort is preparing 
for the return of up to 60,000 policyholders from 
private insurance 
companies facing 
similar market 
conditions that 
barring legislative 
action will force 
rates higher for 
years to come.
 
“Citizens remains 
fiscally sound 
after quickly and 
effectively responding to Hurricane Irma,” said Chris 
Gardner, Chairman of Citizens Board of Governors. 
“Following the storm, we maintain $6.4 billion in surplus 
and substantial reinsurance coverage to be there the next 
time customers need us.”
 
While more than 80 percent of 63,500 Irma claims have 
been closed and more than $xxx million in payments 
made, Citizens continues to work with policyholders 
whose claims remain open or whose closed claims need 
to be adjusted further.
 
Most policyholders have already had their homes 
inspected and many have spoken to a Citizens desk 
adjuster. If covered damages exceed the hurricane 
deductible, policyholders also have received a payment 
from Citizens based on those initial estimates. 
 
This check represents a partial payment for Irma-related 
damages based on initial adjustments. As repairs begin, 
Citizens will make additional payments – up to the policy 
limits – if further Irma-related damage is discovered 
or market conditions render the initial settlement 
inadequate to make reasonable repairs on covered losses. 
 

Following a September meeting shortened so Citizens 
employees could concentrate on Irma recovery efforts, 
the board welcomed new members and approved 
amended timetables for policy changes set to take effect 
next year to address non-weather related water losses 
and assignment of benefit issues.
 
The policy changes include the creation of $10,000 limit 
on nonweather related water-loss claims unless repairs 
are completed by contractors participating in Citizens 

managed repair 
program.  Originally 
scheduled to take 
effect on February 
1, 2018, the sublimit 
will go into effect 
for new and 
renewal policies 
beginning May 1 to 
coincide with the 
implementation of 
Citizens 2018 rates.

 
Citizens also welcomed new board members who filled 
vacancies on the nine-member board.

John McKay, president of The Riverside Real Estate 
Co, served in the Florida Senate from 1990 to 2002. He 
was Senate President from 2000 to 2002. McKay was 
appointed by Florida’s Chief Financial Officer Jimmy 
Patronis. He succeeds Juan Cocuy.
 
Blake Capps is a founding partner at Capps and Huff 
Roofing, Inc. (now Capps Roofing, Inc.). A graduate 
of the University of Florida and Mercer University Law 
School, Capps was appointed by Senate President Joe 
Negron, R Stuart. He replaces Jim Henderson.
 
John Wortman returns to Citizens Board of Governors, 
where he served as a board member from 200 to 2016. The 
former CEO of Louisiana Citizens Property Insurance 
from 2007 to 2010, Wortman was appointed by House 
Speaker Richard Corcoran, R-Lutz. He replaces Don 
Glisson.
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AGENT OF CHANGE
Holding You and Your Team Accountable

By BILL GOUGH, Allstate Hall of Fame Member

Here are a few questions that every agency owner or 
manager should ask him- or herself: 
	 •	 How	do	you	hold	yourself	accountable?
	 •	 How	do	you	keep	your	team	accountable		 	
  without micromanaging them?
  o  Do they report back? Is it a daily task?
	 •	 Do	you	use	weekly	accountability	meetings?

These are all great questions, and many agency owners 
ask them… And then do nothing.

Most business owners and agency owners have no 
documented systems or processes, and don’t have a solid 
idea of what they need or want to accomplish.

Yet, if more agency owners would get this right, their 
production would soar, and their lives would be more 
manageable and fun. Their retention would sky rocket 

and their referrals would create the business of their 
dreams.

Everyone in my office is required to submit a daily task 
list to their supervisor at the end of each day. Their list 
will include the tasks that were completed that day as 
well as a brief to-do list for the following day.

Why include tasks for the following day? By writing down 
a list of tasks to be completed, you are programming 
yourself to think about the next day, and then the next. 
Some part of them is concentrating on what needs to 
happen in the office for the rest of their week.

This discipline trains your team to come in each day 
proactively, with a plan to execute their tasks more 
efficiently and with more enthusiasm. 

We also meet individually to discuss tasks that have to 
get done that week so that all persons involved have 
a better understanding of the job at hand.  The key to 
this is scheduling these task meetings regularly in your 
calendar.

Making sure that you and your team stay accountable 
is one of the most successful habits you can start. 
Make sure that a task list is completed daily, and that 
meetings happen weekly, so that nothing gets left out or 
overlooked.

Letting nothing fall through the cracks is a critical 
element in any successful business owner. We simply 
can’t afford sloppy habits.

INDUSTRY INSIDER 
11 Ways To Hook Insurance Customers

By JOHN GRAHAM

The challenge is the same for every salesperson who gets an 
order. What it takes is capturing the customer’s imagination. The 
competition isn’t another brand, or a better auto or homeowners’ 
insurance policy. The competition is another salesperson, one 
who knows how to hook customers.

The primary task for every salesperson is getting customers to 
want to do business with them. Without that, customers move 
on, looking for someone, as they say, “Some who makes us feel 

comfortable.” This applies to everything from selling paint to 
political ideas. Here’s what it takes to do it:

1. Stash Your Sales Pitch. Of course, it’s important to have your 
sales pitch down pat, but put it aside when you’re with customers. 
It will only get it your way and be a barrier between you and your 
customers, causing you to talk more and listen less. Relying on it 
may boost your confidence, but 
customers don’t want to hear it. Cont. on next page...
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like us at Facebook.com/BrowardlaaIa

2. Don’t Assume Customers Know 
What They Want. Don’t be fooled, most 
customers don’t know what they want, 
even though they say they do. They feel 
good — empowered — when a salesperson 
helps them discover new possibilities, 
what they didn’t discover when “googling.” 
This gets them to see you as a resource for 
good ideas and helpful suggestions.

3. Figure Out What’s Most 
Important. Salespeople often 
act as if customers can hardly 
wait to hear what they have to 
say. It may not be intentional, 
but that’s how they come across. 
In other words, they don’t stop 
talking. Here’s the problem: 
How can a salesperson find out 
what’s important to customers if 
they’re doing the talking?

Nigel Green of Relode.com 
says that the best salespeople 
ask more questions than those 
who are average performers. In 
his experience, they ask twice as many 
questions as they make statements or 
assertions. This is how they find out what’s 
important to the customer, including 
millennials.

4. Expand Customer Horizons. A business 
owner wanted to find a larger location to 
expand his business. He found a building 
that would work, one where everything 
was right — size, layout and location — 
everything, except the price. “It’s a great 
place,” he told his banker, “but there’s no 
way we can afford it.” After reviewing the 
information, the banker called and said, 
“Oh yes you can. I’ll show you.”

5. Keep It Transparent. Customers know 
that nothing is perfect. Trying to hide 
or whitewash something is futile; they’ll 
figure it out. So, to get their attention and 
confidence, point out both the pros and 
the cons of what you’re selling, as well as 
that of the competition.

Be objective and fair. Build the case for 
what you’re selling, but don’t overplay 
your hand. Transparency creates trust.

6. Add To Their Knowledge. Not long 
after opening his art gallery on Newbury 
Street in 1976, Thomas Segal became “a 
significant force in Boston’s art world,” 
wrote The Boston Globe at the time of his 
death. “Year after year he introduced local 
collectors to art they might not otherwise 
have seen.”

Commenting on Segal’s success, New York 
art dealer Adam Sheffer said that when he 
was with clients, “He was phenomenally 
articulate. He was never trying to sell you 
something. Rather, he was trying to teach 
you something. The selling came along as 
a by-product.” A good model for anyone 
in sales.

7. Map Out The Customer Journey. If you 
want customers to stay with you, don’t keep 
them in the dark. They’ll become confused 
and bail out. Describe the journey so they 
know what to expect:
•	 Ask	 them,	 what	 they’re	 thinking	
about. Customers like to tell their story.
•	 Let	 them	 know	 that	 you	 will	 help	
them explore the possibilities.
•	 Then,	knowing	the	options,	they	can	
make a decision.

8. Ask For Their Opinion. Whether 
someone buys or not, ask for their 

evaluation: what they liked and what they 
didn’t, how you can improve, and if they’ll 
recommend you to others and if not, why. 
Leave them feeling that they were working 
with a professional, someone who respects 
customers. You will also gain information 
that will add to your understanding of 
what’s important to them.

9. Give Them Feedback. Although it 
may seem obvious, it’s easy to forget that 
customers like to know where they stand, 
so let them know what you can do and what 

you can’t, when you will get back 
to them, your understanding of 
what was discussed at a meeting, 
what you will do to prepare for 
a subsequent one, and what you 
expect from them. Being direct 
avoids misunderstandings and 
conflicts.

10. Pay Attention To The Little 
Things. It’s almost always the 
seemingly trivial things that 
upset customers, that drive 
them crazy. They are also the 
triggers that set off problems. 
Even so, a salesperson can help 
avoid such issues getting out of 

hand by taking note of a customer’s likes 
and dislikes, what is confusing to them, 
or causes distress, and clearing it up 
quickly so it doesn’t fester and become an 
unnecessary snag in making the sale.

11. Slow Down The Pace. It’s easy for 
salespeople to lose customers by getting 
ahead of them; leaving them in the dust, 
as they say. They move quickly, while 
customers move more slowly.

The customer is still thinking about what 
the salesperson said about the new Camry’s 
safety equipment and the salesperson is 
describing the JBL sound system. All of 
which causes unnecessary confusion and 
frustration. In other words, rushing ruins 
it.

This article originally appeared on January 
2, 2018 at PropertyCasualty360.com. 
Reprinted with sincere thanks.
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INSURANCE MATTERS
Got Goals? How to Build the Best Insurance 

Sales Goals for 2018
by Kelly Donahue-Piro, President, Agency Performance Partners

Goals that don’t scare you aren’t big enough. It’s 100% 
true. Have you ever set a goal and wrote it down and 
thought, “well that would be outstanding but, shoot, I’m 
not sure I can do it.”? Any goal is achievable with a great 
action plan. Conversely, if you write down a goal to grow 
by a small percent, it can often be too easy and therefore 
doesn’t push you far enough out of your comfort zone. 
We can all fluff a goal and stay comfy but if you want 
something BOLD you have to have a big goal and dream.

As a culture we don’t love failure, so we play it safe. Goals 
are not meant to be won every single month. They are 
meant to be hard work! You don’t win the Super Bowl by 
being fluffy, right? You want to be so in love with your 
goals that you will do anything to get there and realize 
them.  Wake up early, sacrifice weekends, ask for the 
business, hand out cards. Get aggressive. When you play 
it safe you never recognize your full potential. So does 
your 2018 goal scare you? If not, think bigger!

How do you set your big goals? Start with where you are 
today. How do you lose weight? You step on the scale 
right? Find out where you are this year. If you didn’t 
achieve what you wanted, that’s ok. That’s why you are 
planning today! We need a starting place.

Now that you are settled into where you are currently let’s 
take a moment. Think back.  Where did you cut corners?  
What do you want to do differently? If you were focused, 
what could you do? 
Could it be 20% 
more? 50% more?

If you start to get 
overwhelmed, take 
out a piece of paper 
and write down 
exactly what you will 
do with the extra 
income. Pay down 
debt, buy a new car, 
vacations? Make it 
a reality. What will 
motivate you is the 
ability to live in the 
way you desire. Now 
you can get back to 
creating your goals.

In the article “6 Simple Tips You Need to Tackle Big 
Scary Goals,” Schnelle Acevedo talks about how to keep 
your cool while you are going through the process of 
hitting your goals.
•	 Be	Patient:	Uggghh	so	hard	today	but	vital	to	success.	
There are studies that say we give up around 40% of our 
potential. It’s darkest before the light so stick with it. You 
could be on the verge of the tipping point. Plus what do 
you have to lose? Only your best self.
•	 Have	 a	Plan:	My	personal	 favorite	 part!	When	 you	
have a plan everything seems to work. Your goals are 
step 1, your strategy is step 2. Don’t leave it to fate, write 
down your exact plan of attack. In detail, what will you 
commit to?
•	 Expect	 Setbacks:	 We	 all	 think	 everything	 will	 be	
perfect. It just won’t. Someone will quit, you will lose a 
deal. Get back on the train. Plan on one set back a quarter 
so when it happens it’s in your plan.  Keep moving!
•	 Find	 a	 Mentor	 and	 Cheerleaders:	 You	 need	 your	
squad to keep you going! No doubt. When you are being 
bold you need support.
•	 Document	 Your	 Progress:	 Break	 your	 goal	 into	
daily, weekly, monthly and quarterly bites. You need 
to understand that every moment of hard work can go 
toward winning.

This article originally appeared at InsNerds.com. Reprinted 
with sincere thanks.
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NEWSLINE
Aflac, State Farm Reach Life 

Insurance Settlements
By CHARLES ELMORE, Palm Beach Post

More than $10 billion in life insurance benefits have gone 
unclaimed in recent years. And the darndest memory problems 
at insurance companies seemed to keep popping up.

Some insurance companies managed to check death rolls quietly 
but quite efficiently to stop paying annuities, an investigation 
spearheaded by Florida officials found. But then whoops, it 
slipped their minds to look very hard for beneficiaries who might 
not know they were named in life insurance policies.

Settlements with two insurers announced this week highlight 
continuing efforts by regulators to help make sure beneficiaries 
get what they are due.

Curious if you might be due something?  One place to check is a 
state unclaimed-property website, www.FLTreasureHunt.org, or 
call 1-88-VALUABLE or (850) 413-3089.

Settlements have been reached with Aflac for $350,000 and State 
Farm for $250,000, regulators said.

The announcement comes in the sixth year of a multi-state 
national effort that has returned more than $8.7 billion in proceeds 
directly to beneficiaries, and sent more than $3.25 billion to the 
states, where unclaimed-property programs continue efforts to 
locate and pay beneficiaries, officials said.

Neither company admitted wrongdoing in the settlements, which 
mean 30 of the top 40 companies have now reached deals or seen 
investigations concluded on the issue. Previous agreements have 
sometimes involved much larger sums. Insurer AIG, for example, 
agreed to make available $25 million in unclaimed life insurance 
benefits in Florida in 2013.

An investigation by Florida insurance officials in 2009 found 
“companies were using information from the Social Security 
Administration’s Death Master File to stop paying a deceased 

person’s annuity, but 
not using it to search 
for beneficiaries 
of a life insurance 
policy and initiate 
an investigation as to 
whether benefits were 
due.”

Florida’s share of 
the settlements with 
the two companies 
is about $42,000, 
according to the 

Florida Office of Insurance Regulation, the state’s Department of 
Financial Services and Attorney General.

In statements, the companies emphasized long-running efforts to 
address the issue.

“Since 2012 Aflac has incorporated the Social Security 
Administration’s Death Master File to identify individuals who 
might otherwise be unaware that they are eligible for benefits,” 
said Jon A. Sullivan, director of corporate communications. “The 
DMF has become a useful resource as it enables us to better serve 
our policyholders and facilitate our goal, which is to deliver 
needed benefits during difficult times.”

A statement from State Farm said, “The State Farm Life companies 
became aware of this issue when questions surfaced in the life 
insurance industry eight years ago.

“At that time, State Farm independently began to review how 
unreported deaths could be located where the life insurance 
beneficiaries had not presented a claim.

“This effort helped us locate and provide policy benefits to 
beneficiaries in advance of statutory changes and the requirements 
of this settlement. We continue to apply this process in all states.

“The recently announced settlement included a monetary 
payment for the examination, compliance, and monitoring costs 
associated with the Multi-State Examination.”

This article originally appeared on December 22, 2017 at 
PalmBeachPost.com. Reprinted with sincere thanks.
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LEWIS ON LEADERSHIP
Leading Under Fire

By ROBIN LEWIS

In today’s business environment, 
leadership is not only about 
elevating the performance, 
abilities and development of our 
team members; it is also about 
helping team members feel safe 
and secure. I once worked with 
a colleague who was always 
in a panic. Though he had 
excellent credentials, he lacked 
the ability to remain calm, and 
this made his team feel uneasy. 
His leadership role was just too 
big for what he was capable of 
handling.

When leading – especially during times of uncertainty, crisis 
and change – it’s important to avoid showing signs of leadership 
immaturity or lack of preparedness. Here are ways to maintain 
leadership composure during pressure-packed moments:

1.  Don’t Allow Emotions to Get in the Way: When you 
allow emotions to get in the way of decisions, team members 
interpret this as a sign you are not objective about the situation.  
Strong leaders learn to maintain their composure.

2.  Don’t Take Things Personally: When you begin to take 
things personally, it’s hard to maintain your composure and 
show those around that you have things under control. When 
leaders take issues to heart, they let the circumstances around 
them suffocate their thinking and decision-making abilities.

3.  Keep a Positive Attitude: Leaders set the tone for their 
team.  A positive attitude can neutralize chaos and permit a 
leader to steer through any negativity.  Employees feed off 
their leaders’ energy during times of uncertainty. Stay focused 
on building positive momentum.

4.  Be Fearless: When you get fearful, ask yourself, “What is 

the worst thing that can happen?”  If you are objective and 
confident, you realize that the situation is manageable. Your 
fears and uncertainty will eventually vanish. Let courage 
become your best friend. When leaders project confidence, 
they instill it in others.

5.  Be Decisive: Leaders who maintain their composure never 
show signs of doubt. They speak with authority, conviction, 
and confidence (whether they know the answer or not).  
Decisive leaders give their teams a sense that everything is 
under control.

6.  Be Accountable: Accountable leaders assume responsibility 
and take required steps to problem solve before a situation 
gets out of hand.

7.  Act ‘As If ’: One of the most effective ways to maintain 
composure during difficult times is to act like you have been 
there before.

It’s easy to lose your cool during times of turmoil and change. 
By maintaining composure, the best leaders remain calm and 
in control, allowing them to step back, evaluate the situation, 
and face problems head-on. A show of composure also puts 
those you lead at ease and creates a safe and secure. As the 
saying goes, “Keep Calm and Carry On.”

BARRY’S INSPIRATIONAL CORNER
By BARRY SANDERS

Switch up your energy, change your routine, and make things 
happen. The results are waiting for you!
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Latin American Association
of Insurance Agencies 

of Broward County

A G E N T S  H E L P I N G  A G E N T S

Mission Statement:
The Latin American Association of Insurance 
Agencies is an association of insurance 
professionals whose purpose is to protect 
the rights of its member for the benefit of the 
consumer through education, information, 
networking and active participation in the 
political environment and community service.

Fund-raising Events:
Bowl-A-Thon

Golf Tournament
and other events

LAAIA of Broward County
PO Box 17093

Plantation, FL 33318

WWW.BLAAIA.COM

W W W . B L A A I A . C O M

BLAAIA raised over 
$30,000 last year for 

Lifenet4families

Why the LAAIA
The Latin American Association of 
Insurance Agencies was founded 
in Miami in 1969 to unite and 
serve as a voice for independent 
insurance agents. Today, it is 
a strong network composed 
of members of various 
backgrounds and different 
roles in the industry, including 
agents, insurance firms and 
other companies.

As the Association continues to 
grow, the Broward chapter was 
born on September 2010 to serve 
the growing agency market 
in Florida.

The L.A.A.I.A. strives for an Insurance 
environment that is healthy for agents 
and fair for consumers by working on 
the following areas:

LEGISLATIVE

EDUCATION

COMMUNICATION

COMMUNIT Y

SUPPORT NETWORKING

Member Benefits
	Largest Annual Convention in South Florida 

includes an array of educational programs, 
trade fair and social events

	Monthly Network Events: Including dinners as 
part of your annual membership fees

	Legislative advocacy for issues that affect you 
and your business

	Access to more than 200 members, 
representing Insurance Companies as well as 
insurance agents and peers

	Partnership Programs

	Education: Continuing education courses 
approved by the Department of Insurance by 
certified instructors

	Gain visibility and exposure through various 
BLAAIA committees

	Monthly newsletter keeping you informed

	Reduced advertising costs in several industry 
periodicals

	Community projects through charitable 
campaigns

	Reduced member rates on events throughout 
the year

Join Our Team!

Agents like you make this
association a success! I/We certify that the above listed information is true and accurate and that we accept all 

regulations of the constitution of the Latin American Insurance Agencies

MEMBERSHIP COST         (One-time) Initiation Fee + Annual Fee

Agency (Independent Agent/Agency)  $50.00 +$400.00
Legislative Fund (Optional)  $50.00

_______________________________________________________
Credit Card # Exp. Date

___________________ ______________
Billing Zip Code                 Security Code

_______________________________________________________
Signature

_______________________________________________________
Name & Designations

_______________________________________________________
Agency name

_______________________________________________________
Principal License #

_______________________________________________________
Company Website

_______________________________________________________
E-mail

_________________________      __________________________
Phone          Fax

_______________________________________________________
Physical Address

_______________________________________________________

_______________________________________________________
Mailing Address

_______________________________________________________

METHOD OF PAYMENT
£  Check (payable to Broward LAAIA)

£  MasterCard        £  VISA        £  American Express


