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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  7  •  N U M B E R  1

Welcome to a New Year. Your Broward LAAIA officers and 
board of directors want to wish you, your agencies, and your 
families a happy and healthy 2019. 

The start of a new year is a great time for your agency to hit 
the reset button and renew relationships with valued clients, 
carriers, and industry contacts, and for each of us to recommit 
ourselves to our agencies, our values, our communities, and 
our industry, which continues a long tradition of service 
dating to the earliest years of our Republic.

The first insurance company in the U.S. was formed in 
Charleston, South Carolina, in 1735 to underwrite fire 
insurance. In 1752, future Founding Father and kiting 
enthusiast Benjamin Franklin helped form a mutual insurance 
company, the Philadelphia Contributionship, the nation’s 
oldest carrier still in operation. Franklin would have made 
many a modern underwriter proud (and aggravated more 
than a few agents) by steadfastly refusing to insure certain 
buildings where he thought the risk of fire was too great, 
like wooden houses. But Franklin’s company was the first to 
make recommendations about fire prevention, establishing a 

tradition of cooperation and trust between agents and insureds 
that endures to the modern day.

As an organization, we strive to provide our members with 
excellent service and information to help you achieve success, 
and to this end, we have numerous resources available, 
including this journal, to help you and your agency make the 
most of your membership.

Our monthly meetings bring world-class speakers to you; 
their goal and ours is to provide you with tools for helping you 
to reach your professional and personal goals.

Leadership, fellowship—how can your Broward LAAIA serve 
you? 

A Strong Association and a Happy 2019
By CLIFF DUNN

Congratulations to our 2018 Mary B. Fernandez 
Insurance Woman of the Year Award recipient Gloria 

Alvarez, and our Fernando Gimenez Insurance Man of 
the Year Award recipient Luis De Gongora (Pictured), 
who were honored at our Holiday Gala in December.

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

Take time to 
enjoy your 

accomplishments, 
plan for your future 

success, and give 
yourself the credit you 

deserve.

http://
http://
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UPCOMING EVENTS

On Thursday, January 10, 2019 our sponsor, Enterprise 
Rent-A-Car invites you to take part in a complimentary 
two (2) credit hour Continuing Education Webinar 
covering Rental Reimbursement, including automotive 
claims statistics, current client challenges, impact on 
customer satisfaction and policy, and endorsement 
language provisions.

TIME: 10 a.m.—12 p.m. 
COST:
LAAIA Members: Free
Non-members: $20.00

To register and qualify for your CE credits, please
CLICK HERE: 

On Wednesday, January 16, 2019, 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 our monthly Member Connection Dinner and Meeting. Our 
guest speaker will be Tamika Bickham, an award-winning broadcast journalist. With over a decade of experience including 
ESPN Monday Night Football and covering events that included the death of Michael Jackson for CNN, Tamika will offer 
her advice as a communicator and storyteller to help you and your agency frame effective narratives to connect with your 
business aucience.

Meeting Sponsor: Nationwide Insurance
Cocktail Reception Sponsor: Agent’s Markets

COST:
First BLAAIA Member and Sponsors: Free with Coupon
Additional LAAIA & BLAAIA Members: $25
Non-Members: $35
Guests & Walk-Ins: $45

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://bit.ly/2FiGDj0
http://www.blaaia.com/events/upcoming-events/event/29/2019-Annual-Bowl-A-Thon
http://www.blaaia.com/events/upcoming-events/event/31/January-Monthly-Meeting
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It is not news that the effects of climate change have led 
to the increased severity and frequency of severe weather 
events in recent years, and data shows this trend is only 
likely to worsen.

2017 was the costliest year on record for insurers, caused 
by the triple threat of Hurricanes Irma, Maria and 
Harvey. And 2018 provided no relief.

Like the rest of the world, the insurance industry is 
being forced to deal with the real, costly effects of 
climate change. For residents, this means getting the 
right insurance, 
and taking better 
precautions to 
protect your 
property.

A newly-released 
study from 
S e r v i c e M a s t e r 
Restore revealed 
that more than 
half of Americans 
(52%) believe they 
are more at risk 
now for a severe 
storm than in past 
years. More than a 
third (36%) even admit they’ve considered increasing 
their homeowner’s insurance due to the threat of severe 
weather.

Homeowners and small business owners, especially those 
in coastal areas, should make sure they are prepared. 
Here are 6 tips to prepare for extreme weather.

1. Know Your Risk. Understand which emergencies 
and disasters can occur in your area, so that you 
can begin your preparedness plan. You can contact 
your local emergency management organization 
to determine if there are already community-wide 
preparedness materials you can have, including 
evacuation routes, shelters, and communication 
systems.
2. Assemble or Update Your Emergency Kit. Stock 
up on basic supplies you might need if you had to 

evacuate your home quickly. Items may include 
food, water, first aid supplies, medication, batteries, 
flashlights, blankets and pet supplies. Put these 
items in a lightweight, waterproof container and 
place it somewhere that can easily be accessed in an 
emergency.
3. Create a Communication Plan. Your family 
might not be together when disaster strikes. Have 
a discussion with your kids about emergency 
preparedness, including where you can meet and 
how everyone can get in contact if the unexpected 
happens.

4. Practice Your 
Plan. Mock 
scenarios with your 
family and even your 
entire community 
can help everyone 
understand how to 
prepare for, react 
to and recover 
from a disaster 
with confidence. 
That way, if an 
emergency were to 
strike, each member 
would know exactly 
which tasks they are 
responsible for to 

keep themselves and others safe.
5. Prepare Your Home. You can reduce the risk 
of injury to yourself and damage to your home by 
preparing your property for disaster. For example, in 
the case of a hurricane, it is recommended to board 
all windows and doors with hurricane shutters and 
turn refrigerators and freezers to the coldest setting 
in order to preserve food.
6. Document and Insure Your Property. Under 
certain circumstances, damage to your home may 
not be covered under a basic homeowners insurance 
policy. There may be additional coverage needed 
for the risks your area is particularly susceptible to, 
including hurricanes, tornadoes, and more. 

A version of this article was original published on November 
28, 2018 at PropertyCasualty360.com. Reprinted with 
sincere thanks.

THE INFORMED AGENT
6 Preparedness Tips For Severe Weather Events

By DANIELLE LING
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Nationwide Insurance is planning a two-year shift in how 
its insurance is sold, meaning about 2,000 agents will have 
to become independent to keep working with the company.

Nationwide announced last month that by July 2020 all 
agents who sell its products will be independent. Until now 
it has relied on a combination of exclusive and independent 
insurance agencies – one of the largest insurance companies 
to operate under this model.

Most of the agents who sell Nationwide products already 
are independent agencies; Nationwide said it works with 
about 10,000 independent agents across the U.S. The 
company also works with 2,000 agents operating under the 
Nationwide brand who will have to shift to an independent 
agency model.

Under that model, agents can sell products from more than 
one insurance company, and they also own their own book 
of business and earn renewal commissions as they maintain 
a contract with the company. The company’s exclusive, or 
captive, agents – those who sell only Nationwide products 
– will have a number of options to transition to an 
independent contract in the next two years, it said.

“We don’t anticipate any changes for members. Agents will 

continue to serve members as they have in 
the past and still have access to Nationwide’s 
broad range of insurance and financial 
services products,” Mark Berven, president 
of Nationwide Property & Casualty, said in 
a statement. “Nationwide is committed to 
offering members a distribution point that 
works best for them, while providing long-
term growth opportunities for our agents.” 

Agents who become independent will have 
a better chance of attracting commercial 
lines, which are more often served by 
independent agents. Independent agency 
will also allow them to access investment 
capital and give them more control in and 
responsibility for the long-term viability of 
their business.

Nationwide will continue to offer direct-to-consumer 
options for its products, it said.
“We’re sharing our plans with agents now, so they can 
have as much time as possible to review their options 
and plan for the transition,” Berven said in the statement. 
“Market dynamics, customer preferences and increased 
desire by exclusive agents for more flexibility make now 
the opportune time to move to a fully independent model. 
It will create a win-win for our distribution partners, and 
ultimately, our members.” 

Nationwide, the largest private company in Central Ohio, 
had $46.5 billion in revenue last year, according to its 
annual report.

Its life insurance business saw revenue jump 11.3 percent 
to $5.61 billion in 2017, with net income of $1.3 billion, 
helped by the tax cuts. Nationwide is the 8th largest auto 
insurer in the country, with $11.3 billion in direct written 
premiums, and the No. 1 small business insurer, with $7.6 
billion in direct written premiums.

A version of this article was originally published on December 
10, 2018 at LinkedIn.com/Fusion. Reprinted with sincere 
thanks.

AGENT PROVOCATEUR
Nationwide Insurance Shifting 

Distribution Model to Independent Agencies
By ROBERT AYALA
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AGENT OF CHANGE
Daily Questions for Success

Productivity. Even typing the word makes me 
want to be a little lazy. People who gain and 
maintain success don’t get there by living like 
everyone else does: We get there by working 
smarter, working the right way, never giving 
up, and keeping our priorities in order.

I do my best to start every morning with 
the conscious decision to make the most 
of the day. And, do you know what? That 
decision dramatically affects what I’m able to 
accomplish. 

I am not perfect, so I miss a morning here and 
there. BUT: I have been doing it so long it has 
become one of my better habits.

There are a few things I like to do every day 
that I am convinced help motivate me to 
put in my best work hour after hour, keep 
me productive, and make me accountable to 
myself.

1.  At the end of every day, I like to review. I go 

over all of the work I accomplished, 
along with my performance. I also 
take note of what slipped through 
the cracks. I find that doing this 
makes me feel accomplished on 
a great day and reminds me to 
always do better the next. A tool 
to help me with this practice is 
the free app … WinStreak. Go 
download it. Many of our BGI 
member clients are using it with 
great results.

2.  On the days that I fall short 
of my goals, I try to figure out 
why it happened. Sitting around 

stewing and complaining certainly won’t help 
but working out the reasons why helps me be 
more productive the next day. 

3.  This one is important. I like to write out a 
few questions and answers:

•Were there distractions that I could     
  have avoided? 
•What can I do differently tomorrow?
•What goals do I want to accomplish   
  tomorrow?

I find this exercise helps focus me for the next 
day; I put together a strategy for the following 
day and then act on it. My goal is to always 
improve my performance and make the most 
of the day. A simple review of my progress 
helps keep me focused and on target.

What are YOUR Success Questions?

By BRETT TABANO
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BLOOMBERG—Homes in wildfire-prone 
areas around the U.S. could be built to 
better withstand blazes without increasing 
the cost of construction, according to a new 
report.

The research released in November was 
sponsored in part by the insurance industry 
and marks the first attempt to quantify the 
expenses associated with building residences 
that meet stringent flame-resistant criteria. 
Few states have adopted such codes, often 
citing housing costs, but the new findings 
suggest fire-plagued communities could 
curb damage and save lives with minimal 
effect on home buyers.

“It’s a proven method,” Kelly Pohl, a 
research and policy analyst at the Montana-

based wildfire 
policy consulting 
firm Headwaters 
Economics, who 
co-authored the 
report with the 
Insurance Institute 
for Business & 
Home Safety on the 
report. “We now 
know that it’s also 
a cost-effective 
method.”

The findings 
come days after 

a sweeping report from scientists for 13 
federal agencies, who say that climate 
change will cause more devastating, costly 
and deadly fires, and that communities 
haven’t done enough to prepare. Insurers, 
safety advocates and disaster policy experts 
have urged state and local governments to 
toughen building codes — a move that’s 
often opposed by home builders over 
concerns it will increase housing costs, 
putting them out of reach of more potential 
buyers.

The new research suggests that at least 
when it comes to wildfires, those concerns 
may be overblown.

INDUSTRY INSIDER
Fire-Resistant Homes Don’t Have 
To Cost A Fortune, Report Says

By KAREN L. SORRELL, CPCU

Cont. on next page 7
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2% Less Expensive Than Traditional 
Construction

The report looked at a typical three-
bedroom, 2,500-square-foot, single-story 
home constructed last year in Park County, 
Montana, an area at risk for wildfires. The 
authors compared two ways of constructing 
that home: One using standard techniques 
and materials, and the other conforming to 
the International Wildland-Urban Interface 
Code, set by the nonprofit International 
Code Council in Washington.

They found that adding a fire-resistant 
roof, vents and gutters on the home would 
increase material costs by $6,000, or about 
27%. Fire-resistant doors and windows 
would also raise to the expenses by another 
$5,000.

But those additional costs would be offset 
by the use of fiber-cement siding, which is 
fire-resistant and less than half the price of 
more commonly used cedar-plank siding. 
Altogether, the authors found that building 
the home to comply with the model wildfire 
code would be 2% less expensive than 
traditional construction.

‘Accessible and Affordable’

State and local government officials across 
the American West may not realize that fire-
resistant building codes don’t raise housing 
prices, according to Stephen Quarles, chief 
wildfire scientist for the Insurance Institute 
for Business & Home Safety and the report’s 

co-author. He said he hopes the report 
persuades officials, as well as homeowners, 
to demand stricter construction practices.

Wildfire research “is still a very new science,” 
said Quarles. “This new report adds another 
layer of evidence that resilience is accessible 
and affordable.”

But he added the resistance to building 
codes in many rural communities is as 
much cultural as economic.

“There is, in some parts of the country, this 
desire not to be told how to build,” Quarles 
said. “It goes beyond how to build. It’s how 
to live your life.”

Already constructing homes more fire-
resistant in absence of codes
Steve Snezek, executive director of the 
Montana Building Industry Association, 
which represents home builders, said his 
members are constructing houses that 
are increasingly fire-resistant, even in the 
absence of codes requiring more stringent 
techniques.

“A lot of people that are building homes out 
in more rural areas are looking for a little 
bit more protection,” Snezek said in a phone 
interview. “The market is working.”

Still, Snezek agreed that people in Montana 
weren’t keen to have the government tell 
them what to do. “There’s certainly a live-
and-let-live culture.”

A version of this story was originally published 
on November 27, 2018 at Bloomberg.com. 
Reprinted with sincere thanks.

Cont. from page 6
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If you’re like most people, you probably think you don’t need 
life insurance until you provide for a family of your own. Even 
then, life insurance may not be on your radar when it comes to 
financial planning. According to the 2018 Insurance Barometer 
Study from Life Happens and the Life Insurance and Market 
Research Association (LIMRA), adults—especially millennials—
tend to overestimate the cost of life insurance and therefore don’t 
prioritize it among their other financial obligations.

Like other types of insurance, choosing the right life insurance 
policy and amount of coverage is critical to avoid overpaying in 
premiums. Before researching or purchasing a policy for yourself, 
it’s important to know what you want to accomplish with it. If 
you’re unfamiliar with the various ways life insurance can be used 
as a financial planning tool, the following four scenarios may help 
you decide whether you and those important to you can benefit 
from holding a policy.

1. You’ve Just Started a Family. Though not the only reason you 
might need life insurance, providing for your family in the event 
of your untimely death is one of the primary reasons people tend 
to purchase it. Life insurance can be used to replace the income 
that your family depends on to meet daily living expenses, such 
as mortgage or car payments. If you have young children, it can 
also be used to provide for their educational expenses, which can 
be quite costly.

2. You’re Part of a Blended Family. Family dynamics are often 
complicated, especially if your family isn’t considered “traditional.” 
If you’re remarried, you might consider life insurance to provide 
for your new spouse while allowing your children to inherit other 

assets. Or, if you have children 
from multiple marriages, you 
can use life insurance to ensure 
that all of your children are 
provided for equally when you 
die. Regardless of your family 
situation, life insurance can be an 
effective way to allow for wealth 
transfer equalization among 
different family members.

3. You’re Likely to Have Estate 
Tax Liabilities. Depending on 
its size, your estate may owe 
federal—and in some cases, 
state—taxes when it’s transferred 
to your heirs. Many people 
purchase life insurance policies to 
fund this liability. Alternatively, 

life insurance can be used to create a reserve of liquidity that can 
be accessed to pay various expenses and potential taxes upon 
your death, especially if most of the assets you’re transferring 
are difficult to convert to cash quickly, like property and other 
valuables.

4. You Own a Business. Finally, if you own a business, life 
insurance can be used in several ways to provide for the ongoing 
survival of the company. From a succession planning perspective, 
life insurance can be used to fund purchase or sale arrangements, 
or it can provide an inheritance to your heirs who won’t receive a 
share of the family business when you hand over the reins. From 
a personnel perspective, key person insurance is often purchased 
to replace income needed by the business due to the untimely 
death of one of the primary revenue generators. Life insurance 
can also be offered as part of your overall benefits package to 
attract and retain talented employees.

Your life insurance needs can change over the course of your life 
as your financial circumstances and family dynamics evolve, so 
it’s important to check in regularly with your financial advisor to 
make sure you’re properly covered. Of course, it’s typically less 
expensive to purchase life insurance the younger and healthier 
you are, so the earlier you’re able to start planning, the better.

Catherine Schnaubelt is a managing director and senior 
wealth strategist in the Houston office of CIBC Private Wealth 
Management with over 35 years of industry experience.

A version of this article was original published on November 26, 
2018 at Forbes.com. Reprinted with sincere thanks.

INSURANCE MATTERS
4 Reasons You Should Consider 

Life Insurance As A Planning Tool
By CATHERINE SCHNAUBELT
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By ROBIN LEWIS

LEWIS ON LEADERSHIP

Leadership Resolutions for 2019

Resolving to 
lose weight, be 
a better spouse, 
and everything 
else you have 
t h o u g h t f u l l y 
added to your 
2019 New Year’s 
resolutions aside, 
let’s agree that 
for 2019 we will 
be resolute about 
becoming better 
leaders. Here are 
five things we can 

do to make it happen.

1. Remember Your Strengths. It’s all right to 
think about making improvements in terms of 
correcting weaknesses but remember that the 
best leaders stand out by presenting their greatest 
strengths. The best leaders you have worked with 
were excellent because of something they did 
especially well. Leverage your strong points and 
learn how to build on them. If you don’t know 
what they are, ask a trusted colleague.

2. Communicate Better. In business, our 
primary tool is language. This means that if you 
have a point to make, think outside the box to 
make it. Start by learning new words that add 
power to your statements. Integrate new phrases 
and see how much more interesting and even 
exciting you are to listen to. Remember your 
tone, and non-verbal communication as well. It 
all plays a part in how well and how powerfully 
you are received.

3. Be A Role Model. You are being watched. 
All the time. This is the reality of being a leader. 

People pay close attention to your behaviors. 
Team members will do what you do, not what the 
company manual says. Be on your best behavior 
and lead by example.

4. Be A Leader For Change. Nothing says Great 
Leader better than being a force for positive, 
intentional change that results in some kind 
of tangible improvement. The phrase Agent of 
Change is overused for a reason: That’s because 
there’s not a lot of leadership required to maintain 
the status quo. Taking a significant leadership 
role in a change effort will give you a platform 
to do your best work and to get important things 
done.

5. Show That You Care About Others. In the 
end, leadership is a relational skill that depends 
entirely on how others perceive and interact 
with you. Look for opportunities to show that 
you care about your team, both as a group and 
on an individual basis. The rewards are endless.

Resolving to become a better leader will yield 
results in both the short and long term. Your 
team members look to you to set the tone and 
stay the course. You have it in you to do both 
well. 
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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


