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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 u n e  2 0 1 8  •  V O L u M e  6  •  n u M B e R  6

A very happy June and Happy Father’s Day, Broward 
LAAIA members. Although 2018 is nearly half over, your 
Board and officers are working hard, as June’s will be our 
last membership meeting until September. Please check the 
UPCOMING EVENTS in this month’s Clarion newsletter 
and during the following months to stay informed of what 
events we have coming up between now and then.
 
Our 2018-2019 slate of officers and directors were 
announced at our May meeting, and members can vote for 
next year’s officeholders at our June meeting.  

Hurricane season officially started on June 1, but Storm 
Alberto arrived Memorial Day weekend as a reminder that 
the weather is on no one’s schedule but its own.

Last month, scientists at the National Oceanic and 
Atmospheric Administration (NOAA) announced a 2018 
season forecast with a near- or above-average number of 
hurricanes and tropical storms in the Atlantic Basin this 
season, and expectations of 10 to 16 named storms, five to 
nine hurricanes, and one to four major hurricanes. 

Regardless of the forecast, it only takes one storm to claim 
lives and property. Your Broward LAAIA officers, board 
and members are here to assist you with any questions 
or concerns you have for your agency and insureds this 
hurricane season. 

Summer, of course, isn’t all about hurricanes, and we 
want to thank our LAAIA members who donated their 
time to serve lunches and made a donation of $10,000 to 
LifeNet4Families of Broward County through Allstate’s 
Helping Hands program. 

Reaching Our Goals Together!
By CLIFF DUNN

Special thanks to LAAIA Members (pictured) Angela 
Shepherd, Lizette Sanchez, April Ruxton, Steve Marcus 

and Michelle Priestman Desjardins.

We’d like to wish a belated 
but happy birthday (5/21) 
to Past President Nancy 

Marcus.

Happy 25th Anniversary 
to Mendez & Associates, 

Barbara Mendez, Al 
Mendez, and their 
impeccable team. 
Congratulations.

T H E  B R O W A R D  L A A I A
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…And speaking of 
Broward LAAIA Vice 
President Al Mendez: 
he received a Father’s 
Day gift of the best 
kind on May 16—he 
and his wife Diana 
welcomed brand 
new baby girl, and 
future LAAIA Board 
Member, Gabriella 
Milena Mendez, 7lbs 2 
ounces, and 19 inches. 
Congratulations Al and 
Diana, and welcome 
Gabriella!

Enterprising Members!

If you, your family, or your clients are planning to drive a 
lot this summer, don’t forget about our benefit for Broward 
LAAIA members which offers significant savings when 
you use Enterprise Rent-a-Car, one of our proud corporate 
partners. Please contact info@blaaia.com for your code. 

The Latin American Asso-
ciation of Insurance Agencies 
(LAAIA) Broward Chapter was 
founded in September 2010. 
LAAIA is an association of in-
surance professionals whose 
purpose is to protect the rights 
of its member for the benefit 
of the consumer through edu-
cation, information, network-
ing and active participation in 
the political environment and 
community service.

LAAIA of Broward County
PO Box 17093
Plantation, FL 33318

WWW.BLAAIA.COM

PUBLISHER 
Cynthia Scott 

EDITOR 
Cliff Dunn 

CREATIVE DIRECTOR 
Niki Lopez

Have visited our Facebook 
group, available to members 
only? It is fun, easy, and a great 
place for encouragement, en-
lightenment, and to celebrate 
our successes and events. We 
welcome your comments and 
suggestions. It’s another privi-
lege of membership! Visit us 
at Facebook.com/Broward-
LAAIA. 

mailto:info%40blaaia.com?subject=email%20via%20Clarion%20newsletter
http://
http://
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***SAVE THE DATE***
On Wednesday, June 20, 2018, 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 Member Connection 
Dinner/Meeting. Our guest will be Nicholas Fidanza, Director of 
Digital Marketing at Clutch Analytics, a 13-year industry professional 
who will provide digital marketing tips, tricks, tactics, and tools to get 
more out of your online marketing efforts. We’re grateful to our sponsor, 
THE HEARTH INSURANCE GROUP. 

The first BLAAIA Member is Free
Additional BLAAIA and LAAIA members are $25 each
Non-members are $35, and 
Guests and Walk-Ins are $45.

         To register, please 

Sponsor Appreciation Night!
Your Broward LAAIA invites you to come and enjoy an evening of appetizers and cocktails to help us recognize our sponsors for their 
continued support and generosity throughout the year. WHEN & WHERE: July 18, 2017, 6:00 p.m.-9:00 p.m., at The Historic Maxwell 
Room (10 South New River Drive East, Fort Lauderdale, FL 33301). Please RSVP by July 14,2018. 

National Convention
Registration for the 48th Annual LAAIA National Convention is open until July 23, 2018. The convention takes place Wednesday, August 
1, 2018, 8:00 a.m. - Saturday, August 4, 2018, 10:00 p.m. at The Diplomat Beach Resort Hollywood, 3555 South Ocean Drive, Hollywood, 
Florida 33019. 

We encourage all insurance agents and professionals to connect with PEOPLE, network with a PURPOSE and educate your PASSION. 

The excitement begins Wednesday, August 1 at the beautiful and remodeled Diplomat Resort in Hollywood. We have 29 continuing 
education hours available, followed by our Elite Legislative Wrap Up, which includes the LAAIA Political Committee cocktail hour. 

The 2018 LAAIA Charity Golf Tournament takes place Thursday, August 2, at the Club at Emerald Hills, rated the Number 1 golf course 
in South Florida by USGA. The shotgun is at 8 a.m., with amazing prizes and awesome goodie bags. 

Our main event on Friday, August 3, is our LAAIA Trade Fair, with over 150 exhibitors and over 2,000 insurance professionals. 

Throughout the convention, you’ll enjoy many opportunities to socialize and network, with Mixology on Thursday night, Passion 
Through Movement on Friday night, poolside Dominos on Saturday morning, and Samba at Dusk on Saturday evening. 

Register TODAY for the convention and 
secure your special room rates! 

Sponsorships opportunities are still 
available.

If you have any questions, please contact 
Soraya at 305-477-1442 or via email 
at soraya@laaia.com. We look forward 
in seeing you at South Florida’s largest 
insurance convention.

To register, please

http://www.blaaia.com/events/upcoming-events/event/24/June-Monthly-Meeting%20
https://www.cvent.com/events/laaia-s-48th-annual-convention/registration-0325a753c17642c28b2620dfa96aedc6.aspx%3Fi%3D0d62da61-b4f2-4a63-a0db-6ba53e3f550e%26fqp%3Dtrue
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PROFESSIONAL ADVICE
Gold Is a Very Rich Color:

A Tale of Accountability Across 
Roles and Departments

By DR. MARGARITA GURRI, CSP

When we first came to this country as refugees from Cuba, 
my parents set about to create a new life for the four Gurri 
kids. This included buying a television. 

My dad, who loved America, the pope, and Sears, headed 
to Sears. We walked in to discover that there were no “TV 
experts” on the sales floor. As we started to leave the store, 
a young employee in an ill-fitting suit hurriedly stepped up. 

“How may I help you?”, asked Mr. Spiro.

Knowing nothing about electronics, Mr. Spiro couldn’t 
answer Dad’s questions. With authority, Mr. Spiro pointed 
hopefully to a big gold TV console in the sales section and 
said, “Gold is a very rich color!”

Amused and moved by his passion to be of service, my father 
bought a TV. No, it wasn’t the gold one. 

In times of service failure in any department, it is customer 
service excellence that strengthens customers, teamwork, 

and organizations. Our 
family still quotes the 
earnest Mr. Spiro as a 
rallying call to be our 
best.

What would you do?

A client lingers in a 
waiting room. Two 
employees pass by 
without comment. You 
pass, stop, and ask, 
“How may I help you?” 
You find a solution, 
make a call, offer water, 

and follow up to make sure the client has been served. 

Accountability across roles and departments is customer 
service gold. Each simple act of consideration builds your 
company brand. Put customers’ needs first. It retains and 
attracts internal and external customers and builds employee 
reputations. 

Look forward to the next service failure. It’s your chance to 
shine! 

Gold is, after all, a very rich color.

Step Up. Make a Difference. Find this and other articles 
about customer service, conflict, ethics, and speaking skills 
business leaders and military families at RedShoeInstitute.
com/blog. Contact Dr Red Shoes, Margarita Gurri, PhD, 
CSP at 844-Dr-RedShoe (844-377-3374) or Margarita@
RedShoeInstitute.com.

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

http://www.thehearth.com/
https://thehearth.com/become-an-agent/%3Futm_source%3Dfl_blaaia%26utm_medium%3Dfltad%26utm_campaign%3Dhearth_5_16_18
http://redshoeinstitute.com/blog-articles-podcasts-entrepreneurs-military-families/
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THE INFORMED AGENT
10 Dangerous Misconceptions About 

Lightning Safety
By DANIEL WILLIAMS

Lightning can be a deadly and costly force of nature. In the first 
quarter of 2017, severe thunderstorms and convective weather 
were responsible for a record $5.7 billion in insured losses in 
the U.S. In 2016, more than $825 million in lightning claims 
were paid out to more than 100,000 policyholders according to 
the Insurance Information Institute (I.I.I.).

In 2016 there were 38 lightning deaths in the United States, 
compared with 26 in 2015 and 2014 according to the National 
Weather Service.

Threat to Life and Property

A major threat to life and property is structural fires, which are 
regularly caused by either a direct lightning strike or because 
lightning’s electricity has surged through a structure’s wiring, 
according to the Lightning Protection Institute (LPI).

As the U.S. experiences roughly 40 million lightning strikes 
each year, knowing how to protect yourself, your home and 
your business is critical.

Unfortunately, there are a number of popular myths out there 
about lightning and thunderstorms, and knowing the facts 
may prove to be life-saving. Click through the slideshow above 
to separate fact from fiction, and learn how to best protect 
yourself and your property in the event of a thunderstorm.

1. A popular belief is that lightning can’t strike the same place 
twice, but this myth is pure fiction. In fact, lightning tends to 
strike many places, like the Empire State Building, repeatedly.

2. The myth that lightning strikes only the tallest objects is also 
untrue. While tall, pointy objects are more prone to strikes, 
lightning can strike any object, no matter the size or height. 

3. Indoors is obviously the safest place to be in a lighting storm, 
but that doesn’t mean a house is always safe. Stay away from 
windows, and avoid and conducting path leading outside, such 

as electrical appliances, wires, TV cables, plumbing, metal 
doors, or metal window frames.

4. You don’t need to see clouds or experience rain to fall victim 
to a lightning strike. Lightning can strike farther than three 
miles from the thunderstorm. Although rare, “bolts from the 
blue” are able to strike areas as distant as 10 miles away from 
the base of a thunderstorm. 

5. An interesting myth: 
Wearing metal or 

BARRY’S INSPIRATIONAL CORNER
By BARRY SANDERS

Get out there, follow your path, and love what you do. 
It’s your life: live it!

Cont. on next page 6
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headphones attracts 
lightning to you, 
which again isn’t true. 

Height, pointy shape and isolation are the dominant factors in 
whether lighting will strike an object, according to I.I.I. 

6. Another popular myth says that cars are the safest place 
to be in the event of a storm because of the rubber tires. The 
truth is that most vehicles are safe because the metal roof and 
sides divert lightning around you, not because of the tires. That 
being said, it’s important to note that vehicles like convertibles 
and motorcycles offer no protection.

7. In what may be the most dangerous myth, the idea that a 
lightning victim should not be touched is completely false. 
Humans are unable to carry an electric charge, and if a victim 
is in need of assistance, it is perfectly safe to touch them.

8. Another myth advises that if you can’t get inside, go under a 
tree, which may actually be the worst place to situate yourself. 
If lightning does hit the tree, there’s a chance that a “ground 

charge” will spread out from the tree in all directions. Being 
underneath a tree is the second leading cause of lightning 
casualties, according to I.I.I.

9. As previously mentioned, “ground strikes” are frequent and 
extremely dangerous. The myth that you should lie flat on the 
ground if you are caught outside during a thunderstorm is false 
and could be deadly. The safest method is to curl into a ball 
with your feet on the ground, knees together, and hands over 
your ears.

10. You may have heard of the “45 Degree Cone of Protection,” 
the idea that a tall, pointy, isolated object will protect you. 
While as mentioned, tall pointy objects are more likely to suffer 
the blow of a lightning strike, standing beneath them is in no 
way a safe option for protection.

This article originally appeared on May 10, 2018 at 
PropertyCasualty360.com. Reprinted with sincere thanks.

Cont. from page 5

AGENT PROVOCATEUR
Six Core Commitments to Provide 
Clarity and Focus for Your Team

By ROGER SITKINS

There are literally scores 
of strategies and behaviors 
that agencies can 
implement in their quest 
to achieve great results. 
However, I’ve found that 
the greatest results come 
from focusing on a few 
selected strategies. The 
opposite is also true: The 
more things you chase, 
the fewer things you 
catch!

Chasing too many strategies certainly doesn’t provide clarity 
and focus for your team. Too often what they’re chasing 
becomes the “flavor of the week,” prompting the staff to 
think, “Don’t worry, this too shall pass,” because they know 
you won’t stick with it.

During a private presentation to a group of agency principals 
recently, I was asked to identify the traits I see in the best 
agency leaders. Because it’s such an extensive list and because 
I believe that less is more, I narrowed it down to the Key 
Core Commitments of great agency leaders. In case you’re 
wondering, my definition of a great agency leader is “one 

who achieves consistently 
great results.”

What are some of the 
behaviors in your agency 
that you allow and yet 
constantly complain 
about? You continue to 
tolerate these behaviors 
despite the fact that they 
inhibit great results. What 
commitments have you 
made but never followed 
through on? 

With the ongoing commoditization and digital disruption in 
our industry, it’s more vital than ever to commit to results-
oriented strategies and behaviors. Here’s what I believe are 
the top core commitments of great agency leaders.

1. Change the Game. Producers and all client-facing team 
members must stop giving quotes, selling a commodity 
based on price only, and handling day-to-day service 
transactions, and focus instead on becoming risk advisors. 
As a rule, they should 
be investing 80% of Cont. on next page 7
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Like us at Facebook.com/BrowardLAAIA
to go to FB page

their time helping 
their clients and 
future ideal clients 

with risk advice and risk planning and implementation. 
This applies to personal lines, small commercial, large 
commercial and benefits. 

2. Master the Mundane. True agency leaders and top 
producers have mastered the mundane, and therefore they 
do the basics better than their competitors. They have a 
clear vision of how to accomplish their objectives and are 
relentlessly prepared for every opportunity. Does this sound 
like your agency? To find out, here are some questions to ask 
as part of your agency checkup at your next sales or general 
meeting:

•	 What	is	our	agency	vision	or	mission?
•	 What’s	unique	about	our	agency?
•	 Why	should	people	buy	from	us?
•	 What’s	our	30-second	commercial?
•	 Who’s	willing	or	able	to	stand	up	right	now	and	ask	me	
for a referral?
•	 What	 percentage	 of	 your	 presentations	 have	 you	
rehearsed?
•	 Who	has	with	them	their	list	of	future	ideal	clients?

As mundane as it may seem, I’ll bet the vast majority of 
agencies would fail this checkup. Furthermore, I’ll bet that 
most agency leaders couldn’t answer those questions! 
I’ve often said, “Never ask a question that you don’t want to 
hear the answer to.” Well, here’s my question for you: “Have 
you and your agency focused on mastering the mundane, or 
are you still looking for that magic pill?” 

3. Create a Culture of Accountability. Those who create 
and implement a culture of accountability win, and those 
who don’t, lose. It’s that simple and straightforward. As 
frequently as I’ve discussed the basics of accountability, they 
bear repeating. Is everyone on your team doing what they 
said they were going to do? If not, why not and why are you 
allowing that? Are you clear about team members’ roles and 
responsibilities? Do you have a monthly or quarterly Reverse 
Performance Management meeting with each employee? 
Does each employee have an ongoing improvement plan?

4. Embrace Technology. Just think about the role of the 
average agency today. Most are little more than middlemen 
who take risk from their clients and pass it through to the 
insurance carrier (e.g., risk transfer). The average agency 
simply assists in the purchase and placement of insurance 
and provides reactive client service. Ultimately, these 
agencies add little value to the transaction, as consumers are 
starting to discover. 

These days, technology is handling many of the transactions 
that used to be handled by agency staff, and it’s multiplying 
dramatically every day. That’s why you must become a risk 
advisor. That’s the true “value-added service” you provide. 
What’s more, it may be the only way you get paid in the 
future. (Can you say, “digital disruption”?)

5. Embrace Relationships and the Client Experience. I can’t 
overstate the importance of being aware of digital disruption 
and the need to differentiate your agency in a crowded 
marketplace. Doing so requires a thorough understanding 
of your clients and their specific needs. This means getting 
as close to them as possible. 

In defining the client experience, how do you want them to 
feel after you’ve spent time with them? Have you documented 
this? Have you conducted training around it? Have you 
made any “secret shopper” calls to discover how your clients 
or future clients experience your agency? For example, has 
a client ever shared with you a piece of correspondence sent 
by one of your employees, only for you to discover that it’s 
poorly written and rife with grammatical errors and typos? 
How do you think that reflects on your agency? 

6. Use the Power of the 80/20 Rule. When is the last time 
you did an 80/20 analysis of your clients? What about your 
carriers? If you really want to shock yourself, take a look at 
your Super A clients, the top 2%. Don’t be surprised that 
they represent approximately 33% of your commission 
income. Also, don’t be surprised that the top 20% of your 
carriers generate 80% of your commission revenue. Talk 
about the Vital Few vs. the Trivial Many! It’s time to take 
action in these areas.

The Bottom Line

There you have my top core commitments. These are the 
strategies and behaviors that will allow you to sell more, 
retain more and earn more. As always, it’s your choice.

Roger Sitkins is the nation’s number one “Agency Results 
Coach.” He established The Sitkins Network™, a territorial 
exclusive network of high-performing agencies, and The 
Better Way Agency, a web-based training program that shows 
agency owners ways to make significant improvements in all 
areas of the agency. To learn more, please visit www.sitkins.
com

A version of this article originally appeared at RoughNotes.
com. Reprinted with sincere thanks.

Cont. from page 6

https://www.facebook.com/browardlaaia/
https://www.facebook.com/browardlaaia/
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KNOWLEDGEABLE CITIZENS
Agents Critical Partners as Policyholders 

Continue Irma Recovery
By MICHAEL PELTIER, Citizens Property Insurance Corporation

A federal court has ruled that a jury must decide whether the 
insureds’ property was used “principally” as a residence for purposes 
of their insurance policy when they conceded that virtually the 
entire home was used to further an illegal marijuana grow operation.

Homeowners Sought Coverage for 
Property Damage

Connie and Edward Weingarten 
sued Auto-Owners Insurance 
Company, their homeowner’s 
insurer, alleging that Auto-Owners 
had improperly denied their 
insurance claim, which sought 
coverage for property damage due to 
an illegal marijuana grow operation. 
The Weingartens asserted causes 
of action for breach of insurance 
contract, breach of the duty of good 
faith and fair dealing, and statutory 
unreasonable delay or denial.

Auto-Owners moved for summary 
judgment, contending that its policy 
did not cover the Weingartens’ 
claimed losses because the property 
was not being used “principally” as a 
private residence. The Weingartens 
conceded that “virtually the entire house” was being used to further 
a marijuana grow operation.

The Weingartens, however, also provided the court with pictures 
and video showing the property’s condition when law enforcement 
discovered the grow operation; these materials were part of the 
district attorney’s file for the prosecution of the individuals allegedly 
growing marijuana at the property.

In response, Auto-Owners contended that the video and photographs 
illustrated that the property was principally used as a marijuana 
grow operation, and not as a private residence.

The court denied the insurer’s summary judgment motion, 
concluding that, although a very close call, the video and pictures 
created a disputed issue of material fact as to whether the residence 
was used principally as a private residence — that is, whether the 
“chief; primary; [or] most important” use for the property was as a 
private residence.

In its decision, the court said that the pictures revealed that the 
individuals using the property paid for internet and received mail 

at the property. Moreover, the court added, the video showed that 
the house contained a dining room table, photographs and art on 
the walls, a couch, a television, a washing machine and a bottle of 
detergent with clothes hanging nearby, and a pool table.

In the court’s opinion, these 
aspects of the video demonstrated 
that individuals “may have used 
the house for entertainment, daily 
meals, and regular chores,” which 
was some indicia that the house 
was used principally as a private 
residence.

Additionally, the court observed, 
the video showed mattresses in 
two bedrooms; a desk, an office 
chair, and a night stand in one of 
the bedrooms; a bathroom with 
a toothbrush and mouthwash 
on the sink; clothes in one of the 
closets; and a coffee pot with coffee 
grounds in the kitchen.

Disputed Issue of Fact

The court ruled that this evidence, 
viewed in a light most favorable to 

the Weingartens, created a disputed issue of fact as to whether the 
individuals growing marijuana were principally using the house as 
their private residence.

The court concluded by pointing out that the video and photographs 
also contained “significant footage supporting the notion that the 
house was used principally as a marijuana grow operation.” Based 
on this footage and on the Weingartens’ admission that the growers 
used “virtually the entire house in this operation,” the court said that 
it was “doubtful” that the Weingartens would be able to prove the 
house was used principally as a private residence, but the court said 
that it would not substitute its judgment for that of a jury.

The case is Weingarten v. Auto Owners Ins. Co., No. 17-cv-01401-
MEH (D. Colo. April 17, 2018).

Steven A. Meyerowitz, Esq., is the director of FC&S Legal, the editor-
in-chief of the Insurance Coverage Law Report, and the founder and 
president of Meyerowitz Communications Inc. 

A version of this article originally appeared on April 24, 2018 at 
PropertyCasualty360.com. Reprinted with sincere thanks.
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AGENT OF CHANGE
Communicating with Customers

By ELANA ASHANTI JEFFERSON

I have found it concerning that many 
agents feel compelled to build walls 
around themselves when it comes to direct 
client interactions. This usually comes 
up in my interactions in the form of a 
question: “How do I stop my clients from 
requesting to speak to me, their agent, 
directly, about every minor question or 
policy concern?” 

At the heart of this “concern” is two things: 
1) your mindset, and 2) the way you have 
trained your customers to behave. 
 
Let’s first discuss mindset. 

A lot of agents came up in very competitive 
environments that fostered an attitude 
in them that equates their insureds with 
their own personal property; a lot of this 
grew out of fear that their leads would 
be hijacked or poached by unscrupulous 
co-workers, and there was some validity 
to that concern, certainly when I was 
starting out in the 1980s. Many of those 
agents brought that mindset into the new 
century. 

If you still think this way, you may have 
some control issues, but unless you let 

go of them you’ll never maximize your 
growth. Worse, these actions suggest to 
your team members that you do not trust 
them.
 
Now let’s talk about teaching your clients 
how to best engage you and your team for 
their service needs. 

We find this is easily accomplished, 
especially with new clients. At our agency, 
we provide two Welcome Packages, one 
online and one in our automated email 
system, and offline via two-t0-three direct 
mail pieces sent within the first 30 days of 
them becoming new clients.
 
One of the key pieces of information 
we provide is a “Who To Contact” sheet 
with pictures and contact info for who 
to contact for anything they may need—
from policy changes and new quotes, to 
life and retirement, and even how to file 
a complaint. We also enclose this contact 
sheet in many of our outgoing mail pieces. 

Customers love this, along with other 
client features we created, including a 
customer referral rewards program, an 
agency newsletter, drip email marketing, 

voice broadcasts thanking them for their 
business, client appreciation events, and 
more.
 
Some additional points:

If a client asks to speak to you, you are 
NEVER at lunch or in a meeting; clients 
hate hearing that). You are always with 
another customer. Your client services 
team should find out who the caller is, 
what they need, and offer to help. 

Here is a simple script you can use 
to introduce your clients to key team 
members: “I want to introduce you to 
Sue. Sue is licensed to help you with any 
matters concerning your policy. Many 
clients just bypass me and talk with Sue 
about ____.”
 
Don’t fear making your clients angry 
because they don’t reach you every time 
they call your agency. Your team members 
are a direct reflection of you and your 
office culture, so make sure they are 
trained, coached, and practiced on the 
most efficient and profitable ways to serve 
your customers, prospects, and centers of 
influence.
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INDUSTRY INSIDER
Classic Cars and Claims Fraud

By RICK DREWRY 

Spending most of its life waiting for a turn on the open road, a 
classic car typically lives a pampered life in a structurally sound, 
climate-controlled garage equipped with a fire extinguisher, 
sprinkler system and alarm. When the weather turns warm or 
there is a chance to participate in a local car show, owners and 
their vehicles will hit the road looking to show off fancy rims, 
glossy paint jobs and lots of chrome. It is also when classic cars 
face the greatest risk of a loss or an accident.

While the majority of auto claims are legitimate, claims 
professionals should be aware of some red flags that could 
indicate insurance fraud.

Auto insurance fraud can have a major financial impact on all 
car owners. The billions of dollars lost to fraudulent claims each 
year tack on an extra $200 to $300 in premium costs to other 
drivers’ bills, according to a 2012 National Insurance Crime 
Bureau (NICB) report.

Knowing the markings of insurance fraud may help insure that 
other car owners aren’t paying higher premiums as the result of 
a few bad actors.

A Quasi Legitimate Claim

A valid loss can turn sour when a car owner claims the accident 
caused more damage than actually matches the facts. Known 
as soft fraud, these inflated claims are often an attempt to have 
the insurer restore the car rather than repair it to its pre-loss 
condition. For example, the body shop presents an estimate to 
have the entire car painted when the facts of the accident only 

support repairing one panel.

Car owners, unable to find parts or 
having run into unforeseen restoration 
costs, may consider slicing seats or 
pouring sugar into the gas tank, among 
other ploys, all with the intent of 
turning over the headache or cost of 
restoration to an insurer.

Vandalism can also be a red flag for 
fraud, especially when it involves 
keying. For instance, the car, left 
unattended, is keyed at random by a 
stranger. However, the claim may grow 
suspicious when multiple panels, the 
roof and hood are damaged.

When a classic car, stored in a locked garage, suddenly goes 
missing it’s difficult to give credence to a theft claim when there 
is no or conflicting evidence of forced entry. An intact garage 
with the lock undisturbed or broken window glass scattered on 
the outside of the garage may be signs that bring a theft claim 
into question.

Burnouts, doughnuts or power slides, among other ill-advised 
driving moves, are sometimes just too tempting to resist in many 
muscle cars of the ‘60s and ‘70s, but the resulting accident can be 
hard to acknowledge to an insurer. Some  drivers might decide 
to spin a fantastic tale, resulting in claims fraud, rather than 
admit to the facts. Their reluctance to stick to the truth only 
complicates an otherwise covered loss.

Fact or Fiction?

When it comes to claims fraud, distinguishing fact from fiction 
can sometimes be tricky. Did the car accidentally slide down the 
hill into a ditch or did it have some help? Did someone really 
break into the garage to vandalize the car? Why didn’t anyone 
see the car being keyed on a busy street?

Most claims are just what they seem…legitimate. But an 
awareness of some red flags may help reduce insurance fraud 
and deliver the best possible service to policyholders.

This article originally appeared on May 16, 2018 at 
PropertyCasualty360.com. Reprinted with sincere thanks.
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The Florida Office of Insurance Regulation has approved a 1.8% 
rate decrease for workers compensation insurance in Florida 
related to U.S. corporate tax reform. The National Council on 
Compensation Insurance filed the decrease resulting from the 
effects of the Federal Tax Cuts and Jobs Act, the office said in 
a statement. The reduction applies to both new and renewing 
workers compensation insurance policies effective in Florida as 
of June 1.  

“NCCI has demonstrated through its rate filing that this 
decrease is an actuarially sound response to the savings workers 
compensation insurers have realized as a result of recent federal 
legislation,” Insurance Commissioner David Altmaier said. “The 
data indicates that passing the savings along through a rate 
decrease is an appropriate response at this time.”

This article originally appeared May 1, 2018 at BusinessInsurance.
com. Reprinted with sincere thanks.

OIR Says Check Your Flood Insurance
By NOAH HERTZ 

Hurricane season began June 1st and the Florida Office of 
Insurance Regulation is reminding consumers that flood 
insurance does not come with every insurance plan. With storms 
comes flooding and the OIR says if homeowners purchase the 
basic homeowners’ insurance policy, they must purchase flood 
insurance separately.

Flood insurance can be purchased from a private company or 
through the federal government’s National Flood Insurance 
Program. If consumers are planning to go through the NFIP to 
purchase insurance, they will likely experience a 30-day waiting 
period before it takes effect.

Florida Insurance Commissioner David Altmaier urges 
homeowners to remember, “Flooding can happen any time of 
year, but the chances increase significantly with hurricanes and 
tropical storms.”

This article originally appeared on May 25, 2018 at WFSU.org. 

Reprinted with sincere thanks.

Federal Judge: Insurers Obligated 
to Defend Auto Rental Lessors
By KAREN KIDD 

MIAMI — Even if an amendment to the federal transportation 
act provided a complete defense for auto rental lessors, insurance 
companies remain obligated to defend them and raise the 
amendment as an affirmative defense, a federal judge ruled in an 
order handed down in April. 

In a case with cross-motions for summary judgment, U.S. 
District Court Judge Federico A. Moreno, on the bench for 
Florida’s Southern District, Miami Division, granted summary 
judgment for defendants Infinity Insurance Company, Infinity 
Auto Insurance Company and J.P. Morgan Chase Bank. 

“lnfinity further maintains that the endorsement has been 
honored and it has defended lessors in such suits, but the court 
need not decide whether claims have been paid to determine that 
a duty to defend indeed exists,” Moreno said in his April 20 order. 
“In sum, the court finds that the endorsement imposes a duty 
upon lnfinity to defend a lessor.”

Moreno also denied the motion for summary judgment filed by 
plaintiffs Shelithea Hallums and Samuel Castillo.

At issue was how the Graves Amendment, a provision in the 
Safe, Accountable, Flexible, Efficient Transportation Equity 
Act, applies and whether a lessor’s liability endorsements in the 
plaintiffs’ automobile insurance policies provide insurance “or 
whether they are illusory,” the order said.

“The primary contention between the parties is whether Infinity’s 
obligation to indemnify plaintiffs’ lessors can ever arise in a 
scenario that is not foreclosed by the Graves Amendment,” 
Moreno said in his order. “The plaintiffs assert that under the 
endorsement, the damages that a lessor becomes legally obligated 
to pay post-Graves [and 
Infinity has an obligation Cont. on next page 12

Florida Approves 1.8% 
Workers Comp Rate Cut

By GLORIA GONZALEZ
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to indemnify], can 
only stem from an 
injury for which the 

insured is legally liable. Such liability, plaintiffs submit, falls 
squarely within the definition of ‘vicarious liability’ that Graves 
did away with.”

The defense argued that Hallums and Castillo could not be 
“injured” by the endorsement “that indemnifies a third party 
plaintiffs’ lessors not plaintiffs,” Moreno said in his order. 

“Thus, because the plaintiffs contend that an insurance policy that 
protects their lessors is illusory, lnfinity submits that the plaintiffs 
lack standing,” the order continued. “In support, lnfinity relies 
on a bevy of cases that hold that an insured lacks standing to 
challenge the enforceability of an insurance policy, unless and 
until the insured actually makes a claim, and the insurer denies 
the claim.”

Hallums and Castillo argued that the Graves Amendment 
“forecloses the possibility of lessor liability, and therefore, the 
endorsement constitutes no insurance coverage,” the order said.

However, the Graves Amendment trumps state or common law 
that hold auto rental or leasing agencies vicariously liable for 
driver negligence.

Arguments in the defense’s motion for summary judgment 
included allegations that the plaintiffs lacked standing, coverage 
exists under Florida law, even for accidents in other states, and 
that Infinity must defend lessors “even against claims barred by 
the Graves Amendment”. The plaintiffs asked the court to rule on 
whether insurance was provided by the endorsement.

“For the following reasons, the court finds that the endorsement is 
not illusory because plaintiffs’ interpretation of the endorsement 
would render the Graves Amendment’s savings clause a nullity,” 
Moreno said in his order. “Moreover, the court finds that the 
endorsement imposes a duty to defend. Therefore, summary 
judgment is granted in lnfinity’s favor because there is no genuine 
dispute of a material fact and lnfinity is entitled to judgment as a 
matter of law.”

This story originally appeared on May 16, 2018 at FlaRecord.com. 
Reprinted with sincere thanks.

Who Is Lobbying Citizens? Insurer 
Asked to Provide More Details
By JOHN HAUGHEY

Florida voters will see a proposed Constitutional amendment in 
November that would ban former legislators and government 
officials from lobbying local and state agencies and lawmakers for 
six years after they leave office.

But the proposition – Proposal 6007 – on the Nov. 6 ballot is 
a pared-back version of its original iteration, which also would 
have prohibited governmental agencies from using lobbyists to 
influence the Legislature’s annual appropriations process.

Proposal 6007 is among eight proposed constitutional 
amendments added in April to the five that were already on the 
November ballot by the Constitutional Review Commission 
(CRC), a 37-member panel that meets every 20 years to review 
the state’s constitution and place proposed amendments directly 
before voters.

The original proposal was amended to remove the prohibition 
against government agencies using lobbyists to represent them 
during budget deliberations because, CRC commissioners said, 
its inclusion would imperil passage of the broader ethics package 
in Proposal 6007.

While lobbying by state and local government agencies continues 
to be scrutinized in Tallahassee, of equal importance, yet often 
overlooked, is a full accounting of who and what are lobbying 
those same state and local government agencies

Florida Chief Financial Officer Jimmy Patronis this month 
directed an open letter to Citizens Property Insurance Corporation 
President and CEO Barry Gilway announcing he would request 
that the state-backed insurer be required to disclose who is 
lobbying them and what they are lobbying for.

“I believe that transparency should be a key component to any 
organization,” he writes. “Currently, lobbyists are not statutorily 
required to disclose their efforts on behalf of clients and private 
interests they represent before Citizens Property Insurance 
Corporation.”

Patronis, a former state legislator appointed state CFO by Gov. 
Rick Scott in July 2017, is seeking re-election in November. 
Among his priorities: “To ensure transparency is a priority at 
state-backed organizations.”

Patronis said Citizens should be required to meet the same 
lobbying regulations and disclosures that the state’s five water 
management districts must adhere to.

“Transparency is one of the best ways we can ensure accountability. 
It should be crystal clear who is interested in influencing Citizens 
policy changes or securing contracts with the Corporation,” he 
writes.

Citizens Property Insurance Corporation was created by the 
Florida Legislature in 2002 as a non-profit insurance provider 
because private insurers were unwilling or unable to provide 
affordable property insurance coverage for homeowners in 
many areas of the state. 
It provides insurance to 

Cont. from page 11
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more than 444,000 
homeowners in 
Florida.

Patronis said “considering the lack of a statutory requirement” 
defining lobbying disclosure requirements, the state-backed 
insurer “should examine its internal Code of Ethics and consider 
options such as publicly documenting entities that lobby Citizens. 
These options would be a proactive approach while awaiting the 
next legislative session to address this statutorily.”

He is requesting that Citizens attend the June 13 governor and 
cabinet meeting “to discuss the corporation’s plan of action and 
timeline to correct this shortcoming.”

In a statement on behalf of Citizens’ board, Chairman Chris 
Gardner said “Citizens is looking forward to working with CFO 

Patronis and Cabinet on this issue and will come with specific 
proposals on how to accomplish the goals outlined in his letter to 
ensure transparency.”

Citizens spokesman Michael Peltier said “we will certainly be 
there” on June 13, noting the entity’s “staff legislative officials” 
are all properly listed in the state’s lobbyist registry with full 
disclosure regarding their activities.

Peltier said Citizens will present the cabinet with redefined rules 
and regulations identifying “third party folks who deal with 
Citizens” in securing contracts and lobbying to influence its 
policies.

This article originally appeared on May 15, 2018 at Watchdog.
org. Reprinted with sincere thanks.

Cont. from page 11

LEWIS ON LEADERSHIP
The Four Agreements for Leaders

It’s not easy to rise to a position of leadership. 
Only those who are best equipped for the task 
acquire and hold on to leadership positions. 
Through the years, leadership studies have 
identified more than 50 qualities that leaders 
possess or develop over time. A few of these 
qualities seem to be present in almost every 
leader who accomplishes great things. It’s really 
important for those who want to embrace 
leadership as more than a strategic façade to 
aspire to a higher standard. 

I call these the Four Agreements for Leaders, 
and they’re based on the writings of author 
Don Miguel Ruiz, whose work focuses on 
using ancient teachings as a means to achieve 
wisdom and understanding.

Ruiz’s most famous book, The Four Agreements 
(1997), has been translated into 40 languages, 
and advocates freedom from beliefs that are 
creating limitations and unhappiness. The U.S. 
Air Force created a Challenge Coin engraved 

By ROBIN LEWIS

Cont. on next page 14
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with The Four 
A g r e e m e n t s , 
and Ruiz has 

been hailed as a “National Heirloom of Mexico.” 
The Four Agreements are a simple but strong 
declaration of personal guiding principles. They 
are:

•	 Be	Impeccable	with	Your	Word.
•	 Don’t	Take	Anything	Personally.
•	 Don’t	Make	Assumptions.
•	 Always	Do	Your	Best.

With these in mind, I offer you the Four 
Agreements for Leaders.

I. Foster a Vision. A leader must develop absolute 
clarity about what you wish to accomplish and 
what it will look like if you’re successful. Try 
to imagine you have no limitations of time, 
resources or talent. Imagine that everything is 
possible. In the same way you would design your 
Dream House, take time to design your “Dream 
Future” as if you had unlimited resources and 
abilities. The greater clarity you have regarding 
your long-term vision, the easier it will be for 
you to motivate yourself and inspire others to 
work with you to make that vision a reality.

II. Be Better at What You Do. Identify 
something that’s important to your customers 
and focus your team’s energy and creativity 

toward achieving superior performance in that 
area. Thinking in terms of making your business 
the best in your industry is an essential quality of 
being a visionary leader.

III. Be Courageous. Great leaders dare to go 
forward. Although lots of folks have wonderful 
hopes and dreams for the future, only a few 
possess the courage to take the risks needed to 
turn those dreams into realities. The greatest 
element of courage is a willingness to work 
towards your goals and dreams with no guarantee 
of success. Courage requires risking valuable 
resources, including time, money, and emotions. 
It also requires that you accept the possibility of 
obstacles, difficulties, setbacks, losses, and even 
failure. We only learn to succeed by failing and 
then evaluating the reasons for our failures. The 
faster we fail in a forward direction, the faster we 
succeed.

IV. Overcome Your Fears. The 20th century 
actor Glenn Ford once said, “If you do not do the 
thing you fear, the fear controls your life.” We can 
develop the habit of courage by moving toward 
the things we fear. Each time we face a fear and 
overcome it, not only does our courage increase, 
but so does our self-respect and self-esteem. As 
our fears diminish, we become more powerful 
and persuasive. If we make it a habit to do the 
things we fear, the death of fear is a certainty.

Cont. from page 13
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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


