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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 !

D E C E M B E R  2 0 1 8  •  V O L U M E  6  •  N U M B E R  1 2

Warmest holiday wishes to you, your family, agency and colleagues for a 
wonderful season and a very happy new year, from your BLAAIA.com 
officers and directors, and from the staff of The Clarion. This has been a 
fantastic year, filled with new opportunities and a growing membership 
for both our Broward and National chapters. We look forward to a great 
2019 and to continuing to reach our goals together.

Our November Membership Meeting (pictured) was well attended, 
and special thanks goes to Meeting Sponsor SLB Insurance and 
Social Hour Sponsor Safeguard Document Destruction for helping to 
present it. We hope you’ll make plans to attend all our 2019 monthly 
meetings, filled with great opportunities to network your agency and 
make a difference in our industry. We also hope you’ll attend the 2018 Flannel & Frost Holiday Gala, 

presented by the National Chapter, on Friday, December 7, from 7 p.m. 
to Midnight. See our UPCOMING EVENTS page for information 
and to confirm your attendance.

For the past six years, it has been our pleasure to serve as your Broward 
Chapter’s newsletter and to provide a source of industry news and 
information, as well as expert advice and opinion that we hope has 
been helpful to you and your agency. Starting in January 2019, we will 
be combining our efforts with the National Chapter to bring you a 
single, unified information letter, to reflect the growing strength of 
your Latin American Association of Insurance Agencies. It has really 
been our pleasure and privilege to serve.

Each year, our organization works together to support initiatives in 
Florida to fight insurance fraud, and to promote policies that foster 
a strong insurance marketplace while protecting the insured public 
and policyholders. You can learn more about getting involved and 
contributing as much time and energy as you are able by visiting 
LAAIA.com.  

IN MEMORIAM
It is with great sadness that we announce the passing of Oscar J. 
Martin. A strong supporter of LAAIA, Oscar worked in the insurance 
industry for more than 40 years, nearly 25 of them at Gabor Insurance 
Services. Oscar is survived by his wife, Silvia, his daughters Jessica, 
Jennifer, Natalie, and Lauren, and his grandchildren, Christian and 
Kaylee. Please keep Oscar’s family in your thoughts in this difficult 
time.

Wishing You A Safe Holiday Season and A Happy New Year
By CLIFF DUNN

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

http://blaaia.com/
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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. 

BARRY’S 
INSPIRATIONAL CORNER

By BARRY SANDERS

In this holiday season, 
let’s each try to spend 

less time thinking 
about the presents 
we’ll give and get, 

and spend more time 
Being Present.

http://
http://
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UPCOMING EVENTS
On Friday, December 7, 2018, join LAAIA 
for Flannel & Frost, our Annual Holiday 
Gala, celebrating the most wonderful time of 
the year. Please bring a new, unwrapped toy 
for the toy drive to benefit Holtz Children’s 
Hospital.
7 p.m.-8 p.m. Cocktail Reception
8 p.m.-12 a.m. Dinner, dancing, awards for 
Man of the Year and Woman of the Year, 
Presentation to Holtz Children’s Hospital

DRESS: Black tie optional. 
WHERE: The Knights of Columbus (270 Catalonia Ave., Coral Gables, FL 33134)
COST:
LAAIA/BLAAIA Members - $90.00 per person
Non-Members - $105.00 per person
For a table of 10 or more, please contact Maribel at 305-477-1442

Silver Sponsors
Hull & Company, SafePoint Insurance, SeaCoast Underwriters

Bronze Sponsors
AmTrustNorthAmerica, Kemper Auto /Infinity, Risk Placement Services

Partner Sponsors
Selective, TypTap Insuranc

To register, please CLICK HERE: 

On Sunday, January 20, 2019, from 11 a.m. to 1 p.m., join your Broward LAAIA chapter and members 
for our Annual Strike Out Hunger Bowl-A-Thon to benefit LifeNet4Families.
WHERE: Sparez Davie (5235 South University Dr., Davie, FL 33328)
COST:
$175 per lane for each Team of 4
$50 per single player
Includes: Shoes, Pizza, Soda, and a morning of FUN!

To register, please CLICK HERE: 

http://www.cvent.com/events/flannel-frost-holiday-gala/event-summary-dc2eaac562ef4ee1b93619df90429f79.aspx%3Ffqp%3Dtrue
http://www.blaaia.com/events/upcoming-events/event/29/2019-Annual-Bowl-A-Thon
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December is here. The holidays are a time of 
good cheer. You’ve had a good year. Your clients 
made this possible. You want to have a long-term 
relationship with all of them. What could you do 
over the holidays?

Greeting Cards

Sending holiday cards seems the obvious choice. 
You might think in the digital age, paper holiday 
cards have 
gone the way of 
cassette tapes and 
VHS recorders. 
You might 
be surprised. 
According to a 
December 2017 
CNBC report, 1.5 
billion seasonal 
holiday cards 
were sent the 
previous year. 
Here are three 
guidelines:

1. Thanksgiving. 
If you want to 
avoid being caught in the tsunami of holiday 
cards your client gets in December, try sending a 
Thanksgiving card instead.
2. Timing is everything. A successful Bay Area 
manager once explained: “People remember the 
first card they get each holiday season.” Get yours 
out shortly after Thanksgiving.
3. Personalization matters. If your card is sent 
by a service with your name printed inside, it 
screams “untouched by human hands.” Get all 

team members to sign each card. Hand address 
them. Use stamps.

What Else Can You Do?

Obviously you aren’t going to give cash to a 
client. It screams kickback. The financial industry 
has rules regarding the giving and receiving of 
gifts. Gifts should be nominal. FINRA rule 3220 
references $100 as a value. Your firm likely has 

rules. Here are 
some ideas:

1. Invite Some 
Clients To 
(Your) Holiday 
Party. Clients 
become friends 
and vice versa. If 
you entertain at 
home, invite a few 
clients to attend. 
Your professional 
relationship isn’t 
discussed during 
the event. They 
are friends.

This simple act of kindness can have enormous 
benefits. They may reciprocate by inviting you to 
their holiday party. You get to meet their friends. 
This is a good reason to hold your holiday party 
early in the season.

2. Holiday Open House. Here’s another at home 
event. It works if you are friends with lots of 
clients. Consider having a noon to 5 p.m. holiday 
open house at 

THE INFORMED AGENT
What to Do for Insurance Clients at The Holidays

By BRYCE SANDERS

Cont. on next page 5
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your home. 
People stop by 
as they run their 

errands or on their way to another event. They 
stay a short while and exchange holiday greetings.

3. Gift To Their Charity. They have a favorite 
cause. You are peripherally involved because 
they transfer gifts of securities. They’ve made the 
charity an IRA beneficiary. You make a modest 
charitable contribution in their name.

4. The Coffee Mugs. This requires some judgment, 
because it might be salesy. Your firm produces a 
tasteful line of logoed accessories that don’t look 
cheap. You but them a pair or foursome of mugs, 
wrapping them nicely. If they put them into use, 
they see the firm name daily.

5. Food Items. Let’s say one of your clients is a 
big coffee fan. You buy an unusual type of whole 
bean coffee. You present it as a gift.

6. Framed Photo. They attended a client 
recognition event earlier in the year. They sent 
you a photo from their vacation. Either way, 
they look great. Maybe you somehow get a 
photo of their pet. You get a high-quality copy 
made professionally, then find a good frame at 
Ikea or someplace similar. People love photos of 
themselves.

7. Tickets To The Holiday Concert. Most 
communities have one. Tickets are nominally 
priced. You are planning on going too. You 
present them with a pair, along with an article 
talking up the event.

You Are Invited To A Party At Their Home

What greater compliment can someone pay? You 
are an invited guest. You will meet their friends. 
You need to bring a house present. Being smart, 
you avoid the obvious blunders. You don’t bring 

wine to an alcoholic or sugar cookies to a diabetic.

1. Champagne. Can you ever have enough over 
the holidays? You want true champagne, from 
that region in France. Stick with a recognizable 
brand name.

2. Large Format Bottles. Wine does come 
in bigger sizes than double bottles. Bottles 
containing three liters (four bottles) are often 
called Jeroboams. They make a statement. (These 
are not boxed wines or jug wine!) Ask your wine 
store to look out for them and tell you when they 
arrive. Look for something from Argentina, Chile 
or California. Ideally at $50 or less. On both of 
the above ideas, be sure to attach a gift tag.

3. Flowers. Send them in advance. It will help 
with their decorating. They will know they came 
from you.

4. Ornament. If they have a wonderfully 
decorated tree, bring along a fancy ornament 
that’s been elegantly wrapped. They should 
remember you for years afterward.

Gift giving over the holidays doesn’t need to be 
an extravagant expense. You are thankful these 
people are your clients. You want to show your 
appreciation.

Bryce Sanders (brycesanders@msn.com) is 
president of Perceptive Business Solutions Inc. 
He provides HNW client acquisition training 
for the financial services industry. His book, 
“Captivating the Wealthy Investor,” can be found 
on Amazon.

A version of this article was original published on 
November 21, 2018 at PropertyCasualty360.com. 
Reprinted with sincere thanks.

Cont. from page 4
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Over the past couple of years, there have been an 
abnormally larger number of natural disasters occurring 
that have resulted in the devastation of entire communities. 
Right now, California is still undergoing evacuations of 
areas in the paths of the Camp and Woolsey fires. Not 
only is the Camp fire now on record as being the most 
destructive and deadliest fire in California, to date 2018 
has been one of the most destructive wildfire seasons on 
record in the state.

These fires follow on the heels of Hurricanes Maria 
and Michael, which left devastating effects in Puerto 
Rico, Florida, Alabama, Georgia, North Carolina, South 
Carolina and Virginia.
Also in 2018, there was the Kilauea volcano eruption and 
earthquakes in Hawaii, tornados and flooding in many 
states, snowstorms in several states, and additional fire 
disasters in a number of states.

Employers generally take precautionary steps to maintain 
the safety and security of their operations and their 
employees, but the resulting aftermath of a disaster leaves 
many with inadequate or damaged resources to continue 
operations, reduced or excess staff needed for operations, 
and numerous questions from employees regarding their 
current pay situation and employment needs.

Will I Still Get Paid?

Some of the typical questions that arise following a 
disaster deal with employee pay, from exempt and 
nonexempt employees, if work is suspended or cut short. 
In addition, employers may see a surge in requests for 
time off, leaves of absence, or unusual accommodations. 
Some employees may be displaced or unable to work for 
an extended time due to injury, illness or family situations 
resulting from the disaster. Some employers may find that 
they are unable to continue operations in part or entirely, 
resulting in employee layoffs or terminations.

Employers themselves may be struggling as to where to 
start when it comes to seeking information for all the 
issues that may arise with regard to these situations. The 
employer’s insurance agent and insurance carriers can 
provide a wealth of information, support and direction to 
aid in this regard. With respect to workers’ compensation 
and employers liability insurance however, coverage is 
in large part governed by the respective state laws and 
regulations. In the situation of reduced or discontinuing 
operations, employees may be eligible for unemployment 
compensation by the applicable state law. This would 
depend on the actual circumstances and the terms of the 
federal disaster declaration.

The provisions of the current Workers Compensation and 
Employers Liability Policy WC 00 00 00 C require that 

the insured employer 
tell the insurer at once 
if an injury occurs that 
may be covered by the 
policy. In addition, the 
insured must provide for 
immediate medical and 
other services required 
by the state workers’ 
compensation law, and 
provide the insurer or 
its agent with the names 
and addresses of injured 
persons, witnesses 
and other information 

AGENT PROVOCATEUR
Employment Issues Following A Natural Disaster

By KAREN L. SORRELL, CPCU

Cont. on next page 7
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as required. 
The insured is 
also required to 

cooperate with and assist the insurer as requested in 
the investigation, settlement or defense of any claim, 
proceeding or suit; and to do nothing after an injury 
occurs that would interfere with the insurer’s right to 
recover from others. Of primary importance a disaster is 
that the insured may not voluntarily make any payments, 
assume obligations or incur any expenses, unless the 
insured bears those costs on its own.

WARN Act Issues

If the employer does implement a mass layoff or closure, 
advance notice may be required under the federal Worker 
Adjustment and Retraining Notification (WARN) Act. 
Some states, including California, have specific plant-
closing statutes modeled after the WARN Act, but most 
states don’t. However, employers operating in all states 
should be aware that they might be required to provide 
notice to the state unemployment agency for certain 
types of mass layoffs.

Of specific importance to employers affected by the 
wildfires is the California WARN Act, which expands 
the requirements of the federal WARN Act. As such, the 
state requires the employer to provide 60 days’ advance 
written notice of a mass layoff, relocation or termination 
at a covered establishment [Cal. Lab. Code 1401(a)].

FMLA Issues

If employees (or their family members) suffer serious 
injury or illness, the employee may be entitled to leave 
under the federal Family and Medical Leave Act (FMLA). 
There may also be state or local leave laws that apply to 
certain employees — for example, Miami-Dade County, 
Florida, has its own family and medical leave ordinance 
with specific eligibility requirements [Miami-Dade 
County Code of Ordinance, Part III. Code of Ordinances, 
§ 11A-61. Entitlement to domestic leave].

The state of Georgia has a Kin Care Law [Act 203] applying 
to employers with 25 or more employees that provide 
paid sick leave to employees, allowing employees with 
earned sick leave to use that leave to care for an injured 
family member, including children, spouses, parents, 
grandparents or tax-eligible dependents. North Carolina 
has a Healthy Families & Healthy Workplaces Act [SB 556 
(1st edition), NC General Statutes 95.31.1-9)] that allows 

employees to use earned sick leave to care for an injured 
family member, including children, spouses, parents, 
siblings, grandparents, or grandchildren, whether the 
relationship is biological, foster, adoptive, step, half or in-
law. These are just examples, so it’s important to check the 
specific state and local laws to determine whether there 
are additional leave laws that would benefit employees 
following a disaster.

California has several laws that give employees the right to 
take leave for family and health reasons, and the multiple 
protected leaves of absence available to employees in that 
state far exceed those mandated at the federal level. For 
specific information on California’s leave laws, contact the 
state Department of Fair Housing and Employment. The 
Temporary Disability and Paid Family Leave programs 
are administered by the Employment Development 
Department.

Special Rules for First Responders

Some states have laws protecting employees who miss 
work because of their service as volunteer first responders. 
For example, Alabama does not allow employers to 
terminate employees who are members of a volunteer fire 
department or emergency medical service who are late 
or absent while responding to an emergency call. This 
type of leave may be unpaid, and employers may ask for 
documentation of the need for the leave. [Alabama Code 
36-21-160].

The expansive California leave laws apply to volunteer 
firefighting, reserve peace officers, and emergency rescue 
personnel. In addition, any California employer with 
10 or more employees must provide no fewer than 10 
days per calendar year of unpaid leave for an employee 
responding to an emergency mission of the California 
Wing of the Civil Air Patrol unless it’s a single emergency. 
In that case, only three days’ leave is required.

In addition to consulting their insurance agents and 
insurance carriers, employers impacted by disasters 
with employment issues can find links to information 
on unemployment insurance, disaster unemployment 
assistance, dislocated worker grants, worker claims, 
wages, and other related topics in the U.S. Department of 
Labor’s website.

A version of this article was originally published on 
November 20, 2018 at PropertyCasualty360.com. Reprinted 
with sincere thanks.

Cont. from page 6
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KNOWLEDGEABLE CITIZENS

Help Citizens Fight Fraud

As Citizens Property Insurance Corporation 
continues its efforts to stamp out fraud, groups 
like the Latin American Association of Insurance 
Agents play a pivotal role in determining whether 
our efforts will be successful. That’s because a 
growing body of evidence suggests that a positive 
customer experience is a powerful deterrent in the 
fight against fraud.

The Coalition Against Insurance Fraud, in a recent 
study, found more than half of U.S. consumers say 
poor service from an insurance company is more 
likely to cause a person to defraud that insurer. 
That is a staggering statistic that truly points to 
the value of timely, courteous and professional 
customer service!

Because many of you work with Citizens, you know 
insurance fraud is a serious crime. It costs insurers 
millions of dollars each year, affects premium 
rates and threatens Citizens’ ability to remain an 
effective residual market for Floridians unable to 
get private-market insurance.

Customer service has to be a focal point for us to 
stay ahead of statistics like the one above. Under 
the banner of Citizens’ campaign, “Fraud: Identify 
It. Report It. Help Stop It.,” Citizens is continuing 
efforts to stem the tide of fraud. In the last few 
years, insurance fraud increasingly has been 

related to nonweather water loss cases and 
fueled by assignment of benefits (AOB) 
contracts used by questionable water 
mitigators, contractors, attorneys and 
others. Third parties often ask unaware 
policyholders to sign AOBs – assigning 
all the policyholder’s rights under their 
Citizens policy to the third party – and 
use the AOBs to drive up costs of claims.

Citizens’ Communications, Legislative and 
External Affairs (CLEA) Division has been on 
the forefront of seeking legal cures in the Florida 
Legislature. Our Special Investigations Unit (SIU) 
steadily has increased both the number of its 
investigations and its rate of referrals to the state 
for prosecution over the last several years.

Citizens’ collaboration with the Department of 
Financial Services’ insurance fraud agency has 
resulted in 61 arrests of individuals for fraud-
related crimes since January 2016. Earlier this year, 
a Miami man was sentenced to 20 years in prison 
and ordered to pay $1.9 million in restitution.

But it takes more than these specialized units to 
stamp out fraud. It takes a total team effort. As 
agents, you are often the first point of contact, 
whether it’s purchasing a policy or filing a claim. 
Your professionalism and experience are therefore 
key components of any fraud prevention package.

I’m asking each of you to join me in Citizens’ 
efforts to stop fraud by educating your customers 
and making its detection a priority every day.

Barry Gilway is President, CEO and Executive 
Director of Citizens Property Insurance Corporation

By MICHAEL PELTIER, Citizens Property Insurance Company
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INDUSTRY INSIDER
Converting Lost Prospects Into 

Revenue-Generating Leads

Thanks in large part to companies like Google, Amazon 
and Kayak, consumers are accustomed to seeking multiple 

quotes for products and services before buying. Insurance 
is no exception, and the close rates online are well under 
10%. This leaves a significant volume of non-converting 
consumers who seek alternatives elsewhere without 
providing any benefit to the insurer that initially paid to 
acquire the visitor.

Digital Business Demands

For most, the majority of marketing dollars spent to drive 
prospects to an insurer’s website are lost. However, it 
doesn’t have to be this way. There are a growing number 
of companies turning applicants with a low likelihood of 
conversion into comparison shoppers for other carriers. 
This generates a new line of revenue to subsidize broader 
marketing efforts, or fatten the bottom line, while also 
improving customer experience.

While it might seem counter-intuitive to sell a competitor 
high-intent customer leads, companies like Esurance and 
The General have been doing it for years, and generate 
substantial revenue that would have otherwise been lost.

The key is recognizing when a customer, who has provided 
some level of information into a quote engine, is not likely to 
buy from you. When the prospect is outside of your coverage 
area, or they are in a risk class you avoid, the decision 

about whether or not you are willing to sell that lead to 
another insurer better equipped to close the sale should be 

reasonably straightforward. In both 
of these situations, the benefits of 
selling the lead are purely accretive. 
If you are not going to capture the 
customer’s business, it is sensible 
to recoup at least some of the 
advertising dollars spent to lure the 
customer to your site.

Marketplace Smarts

The sale of these leads can take 
multiple forms, one of the most 
effective is the placement of 
integrated listings for other carriers 
directly on your site.

According to a September 2018 
commissioned study conducted 
by Forrester Consulting on behalf 
of MediaAlpha, nearly a third 

of insurance shoppers have a favorable impression of 
comparison features on insurance companies’ websites and 
39% report that they are more likely to purchase from a site 
offering comparison shopping information. Not only does 
this information help consumers make better and more 
informed decisions, but it vastly improves the customer 
experience and builds brand affinity.

Considering that it takes hundreds of dollars to secure a 
new customer online, anything that can help subsidize the 
cost deserves consideration. As a fraction of the consumers 
who reach a page go on to purchase insurance, providers are 
missing a valuable opportunity to monetize this customer 
base and leverage advertising dollars to reach consumers 
who will actually convert.

Failing to do so, leaves money on the table and seeds an 
advantage to your competitors.

Brett Tabano is the senior vice president of marketing at 
MediaAlpha and is responsible for leading and executing 
all of the company’s marketing and communication 
efforts. These opinions are his own.

This article was originally published on November 16, 
2018 at PropertyCasualty360.com. Reprinted with sincere 
thanks.

By BRETT TABANO
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INSURANCE MATTERS
Technology Shapes Insurance Companies’ 

Response To Wildfires

As wildfires raged last month in California, insurance 
claims experts at Travelers sat in a command center 3,000 
miles (4,828 kilometers) away in Connecticut, monitoring 
screens showing satellite images, photos from airplane 
flyovers and social media posts describing what was 
happening on the ground.

Real-time data and technology that were unavailable to 
property-casualty companies even a few years ago have 
shaped the industry’s response to the Camp Fire, which has 
burned nearly 240 square miles (622 square kilometers) in 
northern California and the 151-square-mile (391-square-
kilometer) Woolsey Fire in the Los Angeles area.

By overlaying the data on maps marking its customers’ 
locations, the company can quickly identify those who 
are likely to have been affected, said Jim Wucherpfennig, 
Travelers vice president of claims.

“That allows us to deploy people and resources where they 
are needed most,” he said.

The same data also can be used to determine risk and pricing 
for insurance in any given area, said Peter Kochenburger, 
the deputy director of the University of Connecticut’s 
insurance law center. Insurers, for example, can use the 
telemetry to identify local vegetation, wind patterns and 
fire history. In some cases, it can determine that the owner 
of one home is more likely to suffer damage than the owner 

of a neighboring home, he said.

“Does it seem intrusive? It can be,” he said. “They 
have a lot more information on all of us, on our 
properties than they had two, five, 10 years ago. 
That’s a major issue and that’s something regulators 
are going to have to talk about.”

During the wildfires, Travelers said the information 
has been used to expedite claims, even in areas that 
are still inaccessible to inspectors.

Workers were able to see what roads were open 
and map out spots in Chico and Thousand Oaks 
to park the RVs that serve as mobile claim centers, 
the company said. The tools also indicated where 

customers who evacuated were going to be, Wucherpfennig 
said.

The glassed-in Travelers National Catastrophe Center is 
located in Windsor, Connecticut. Modeled after military 
war rooms, it includes a conference table behind 19 high-
definition screens, which display maps, graphs, television 
images and social media sites, all providing real-time data 
on the fires.

In some cases, even before adjusters arrive on scene, 
claims experts can assess damage from the fires and cut 
checks by using before-and-after images taken by drones, 
aircraft or satellites as well as videos or photos uploaded 
by customers from their phones. Employees have tools 
and smart phone apps that can convert those photos into 
instant measurements, to help quantify the damage.

“We’re able to virtually interact with customers much more 
easily than we could even in the recent past,” Wucherpfennig 
said. “We’re also able to monitor all forms of social media 
in real time. That helps us create an event footprint, which 
helps us understand how the event is tracking and what 
type of damages we’re seeing.”

A version of this article was originally published on November 
22, 2018 at Phys.org. Reprinted with sincere thanks.

By PATRICIA L. HARMAN, SHAWN MOYNIHAN
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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


