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April Means Spring Into Focus and Action
By CYNTHIA SCOTT, PRESIDENT 

Spring is in the air! In my experience, when the weather starts to get warm, 
a lot of people show the signs of Spring Fever. Common “symptoms” of 
Spring Fever include not being able to focus at school or work, taking long 
walks, and falling in love. For your Broward LAAIA, Spring Fever means it’s 
time to have fun. We are seeking new members for our incoming board 
of directors, and we want you! If you like to have fun while promoting 
the insurance industry, then please consider joining the 2017-2018 board, 
which will be led by our incoming President, Luis Ortega. 

In February, many of our members sprang into ac-
tion and took part in our annual Fly-In to Tallahassee. 

Unfortunately, it doesn’t 
seem likely we will see 
passed that the Assign-
ment of Benefits (AOB) 
reform that we sought. 
But you can count on us 
to continue our efforts to 
put an end to this abuse 
of the system. 

I would like to thank our 
sponsor, Mercury Insur-
ance and our February 

speaker, Carlos Carmona Jr., who spoke to a sold out 
crowd about the negative impacts that AOB is having 
on insurance premiums, and how we can do our part to 
stop the abuse.  We ask that you continue to warn your 
customers, so they do not fall victim to this unscrupu-
lous practice. I have included some additional ways 
that we can act, individually and as an association. 

Learn more about how to stop scams on Flori-
da homeowners.
1. Visit FightFraud.Today
2. Like the Consumer Protection Coalition: Face-

book.com/ConsumerProtectionCoalition
3. Like us at Facebook.com/browardlaaia

We have lots of exciting 
items on our agenda, and 
because we don’t want to 
just ‘spring’ them on you, 
please take a look at our 
Upcoming Events section. 
As always, thank you to 
our members and spon-
sors. We could not do this 
without you!

Members take part in 2017 Fly-In 
to Tallahassee

Members with Rep. George 
Moraitis, 2017 Fly-In

March 2017 Member 
Meeting, speaker Carlos 

Carmona Jr., Bronstein & 
Carmona P.A.

http://www.FightFraud.Today
http://www.Facebook.com/ConsumerProtectionCoalition
http://www.Facebook.com/ConsumerProtectionCoalition
http://www.Facebook.com/browardlaaia


The Latin American Associ-
ation of Insurance Agencies 
Broward Chapter was found-
ed in September 2010.

The LAAIA strives to protect 
the rights of its members 
through education, informa-
tion, networking, and active 
participation in the political 
environment and communi-
ty service for the benefit of 
consumers.

Have you heard about our 
new Facebook group, avail-
able for members only?

It is fun, easy, and a great 
place for encouragement, 
enlightenment, and to cele-
brate successes and events 
with each other. You can also 
bring your questions and/or 
seek help with situations or 
struggles you may be having. 

It’s another privilege of 
membership!

If you are a Broward LAAIA 
member, then search for the 
Broward Chapter of LAAIA 
closed group in Facebook 
and click on JOIN.

***SAVE THE DATE***
On Wednesday, April 19, 2017, join your Broward LAAIA chap-
ter at the Plantation Preserve Golf Course & Club (7050 West 
Broward Blvd, Plantation, FL) from 6:30 to 8:30 pm for the Mem-
ber Connection Dinner/Meeting. Our guest speaker will be Dr. 
Margarita Gurri, PhD, CSP, Consulting Psychologist and Founder 
of the Red Shoe Institute. Dr. Gurri will speak about bringing out 
the best in your people, enhancing communication, and navigating 
ethical dilemmas with humor and grace.

On Friday, May 19, 2017, join us for the 2nd annual White Ha-
vana Nights Party, a fundraising event hosted by LAAIA and 
BLAAIA; an evening of salsa dancing and fun, with all net pro-
ceeds to benefit Holtz Children’s Hospital and LifeNet4Families. 
To register, visit www.LAAIA.com, on or before May 17, 2017.
Time: 7 p.m.—12 a.m.
Where: Las Vegas Cuban Cuisine (8550 NW 53rd Street, Doral, 
FL 33166)
Donation: $75 per person (includes dinner, drinks, and salsa 
dancing lessons)

CLARION CALL
Advertise With Us!

Share your message with a smart, influential, insider audience—
Broward LAAIA members! Your business, school, organization, 
event, or cause gets extra traction in Broward LAAIA Clarion, 
where the in-the-know get the low-down on all things related 
to Florida’s insurance industry.

For more information and advertising rates, email us at 
info@blaaia.com. We’ll help you get the word out!!

http://www.LAAIA.com
mailto:info@blaaia.com




THE INFORMED AGENT
8 P&C Companies Among Fortune’s 2017 “Most Admired Companies”

By JAYLEEN R. HEFT

A good reputation in the insurance industry is invaluable. Reputation permeates and influences all aspects 
of a company and a good reputation is a must for any insurance business that wants to survive and grow. 

Many organizations consider their good name or rep-
utation to be their greatest asset. It’s no surprise that 
the trust and confidence of peers, as well as the con-
sumer, can have a direct and profound effect on an 
organization’s bottom line. 

To create its annu-
al list of the World’s 
Most Admired Com-
panies, Fortune mag-
azine asked 3,800 
executives, directors 
and analysts to se-
lect the 10 companies 
they admired most 

across nearly 50 industries. A total of 680 companies 
in 28 countries where considered.

This is the 10th year Ethisphere has put together the 
list, and Aflac has been on it each year.

“Having the respect of your peers and your competi-
tors is absolutely crucial in business and almost every-
where else,” said Fortune’s Assistant Managing Editor 
Nicholas Varchaver in a video that accompanied the 
list. “Fortune’s World’s Most-Admired Company’s List 
is a list that embodies precisely that idea.”

Fortune lists overall top rankings (or All-Stars), as well 
as rankings by industry. Here are the eight property 
and casualty insurance most admired companies (by 
industry ranking), including two top-ranked All-Stars:

8. Allianz 
Location: Munich, Germany
Overall score: 5.44

7. Liberty Mutual Insurance Group
Location: Boston, Massachusetts
Overall score: 5.56

6. Travelers Cos.
Location: New York City
Overall score: 5.61

4. Nationwide (tie)
Location: Columbus, Ohio
Overall score: 5.74

4. Swiss Re (tie)
Location: Zurich, Switzerland
Overall score: 5.74

3. State Farm Insurance
Location:  Bloomington, Illinois
Overall score: 5.97

2. USAA (No. 25 overall)
Location: San Antonio, Texas
Overall score: 6.5

1. Berkshire Hathaway (No. 4 overall)
Location: Omaha, Nebraska
Overall score 6.86

A version of this article originally appeared on March 13, 2017 
at PropertyCasualty360.com. Reprinted with sincere thanks.

AGENT PROVOCATEUR
6 Useful YouTube Channels For Agents

By CATERINA PONTORIERO

YouTube is useful for a lot more than watching cute cat videos. In this digital age, videos are a great tool 
for insurance agents to educate employees and connect with customers.

No matter what customer you’re targeting, marketing on social media is essential for agents and brokers in 
2016. Sharing intriguing content with your customers is a great way to reach out to them, but in an age where 
attention spans are short, articles and other reading material might not appeal to every consumer.

Informational videos are also a great tool for educating agents and getting CONTINUED on PG. 5

http://beta.fortune.com/worlds-most-admired-companies/
http://beta.fortune.com/worlds-most-admired-companies/
http://beta.fortune.com/worlds-most-admired-companies/
http://fortune.com/video/2017/02/16/2017-worlds-most-admired/
http://fortune.com/video/2017/02/16/2017-worlds-most-admired/


tips on how to best run an agency. Some people 
learn by reading instructions; other people learn by 
seeing. We’ve searched YouTube for useful channels 
agents and agencies can subscribe to get the most 
out of their business:

Independent Agents & Brokers of 
America: The Independent Agents & 
Brokers of America YouTube channel 
features video interviews with agents 
and brokers on legislative issues af-
fecting the insurance industry. Stay 
informed on the latest legislative action and keep 
up with young agents’ perspectives by subscribing to 
this channel.

Agency Nation: Agency Nation’s channel is your 
home for agency sales and marketing strategies. 
Subscribe to this channel for videos on topics such 
as using social media, learning Google Analytics and 
how to attract customers without relying on leads.

Insurance Information Institute: The name says it all: 
The Insurance Information Institute’s YouTube chan-
nel is a great source for all the information you need 

about the ins and outs of the insurance industry.

Insurance Institute for Highway Safety: The Insur-
ance Institute for Highway Safety and the Highway 

Loss Data Institute partnered to 
make this informative channel agents 
can use to keep their auto clients in-
formed about auto safety.

National Insurance Crime Bureau: In-
surance crime such as theft and fraud 
are real, and staying on top of the latest 

schemes is wise for agents and brokers. Keep up with 
the latest insurance crime news by subscribing to the 
National Insurance Crime Bureau’s YouTube channel.

National Association of Insurance Commissioners: 
Keeping up with all facets of the insurance industry 
is important for agents and brokers. Subscribe to the 
National Association of Insurance Commissioners’ 
channel is perfect to follow how insurance commis-
sioners are working on the industry’s behalf.

This article originally appeared on May 2, 2016 at Property-
Casualty360.com. Reprinted with sincere thanks.

INDUSTRY INSIDER
Trump Wipes Out $5 Billion Of Muni Gains At Top U.S. Insurers

By LISA DU, ROMY VARGHESE, SONALI BASAK

(BLOOMBERG) — The disruption in the municipal bond market is punishing some of the most loyal 
buyers of the debt.

The insurance industry has seen more than $5 bil-
lion of gains erased on state and local bonds after 
Donald Trump’s victory in the presidential race, with 
American International Group Inc. and Travelers Cos. 
among the hardest-hit companies. While the yield on 
state and local debt is typically exempt from federal 
taxes, that advantage would be diminished if Trump 
follows through on plans to lower the levy on all cor-
porate profits. Beyond that, investors are concerned 
that an overhaul of federal laws could end the favor-
able treatment on munis.

There are “just crazy amounts of ‘What ifs?’ at this 
time,” said Peter Block, managing director for credit 
strategy at Ramirez & Co., a New York-based under-
writer. Beyond that, he said, the stock rally led to a 
shift in allocation as some traditional muni investors 
“saw that equities were just on a tear, and they want-
ed a part of that.”

Travelers, the only property-casualty insurer in the 

Dow Jones Industrial Average, had unrealized gains 
on its $32 billion municipal portfolio narrow to $360 
million on Dec. 31 from $1.7 billion just three month 
earlier, according to regulatory filings. The gain at AIG 
was just $747 million at the end of 2016, about a third 
of the figure from Sept. 30. CNA Financial Corp., Pru-
dential Financial Inc., Cincinnati Financial Corp. and Al-
leghany Corp. also endured declines in their portfolios.

Many types of bonds lost value after the election, as in-
vestors bet on economic growth under Trump. In most 
cases, insurers welcomed the shift because yields climb 
when the securities lose value. That could help boost in-
vestment income on the trillions of dollars in corporate 
debt, Treasuries and mortgage-backed securities that 
the industry holds to back obligations to policyholders.

‘Less Attractive’
 
On munis, however, where insurers accepted lower 
yields in exchange CONTINUED on PG. 6



for tax benefits, the changing economics could leave 
more of a sting. If the corporate tax rate is lowered 
to 25 percent from 35 percent, the benefit of hold-
ing municipal debt versus AA-rated corporate debt 
would diminish substantially, said Matt Caggiano, 
who helps oversee more than $9 billion in insurer 
municipal holdings at Deutsche Bank AG.

“Now you have a Republican president and a Repub-
lican House and Senate,” he said. “They all would like 
to decrease the corporate tax rate. That could really 
make munis less attractive to insurance companies.”

Municipal debt has trailed a risk-matched basket of 
U.S. Treasuries by about 16 basis points since Elec-
tion Day in November, according to the Bank of 
America Merrill Lynch index data. 

Still, big insurers pride themselves on 
being able to hold securities through 
market fluctuations.

“We do not expect property-and-ca-
sualty insurers sell large portions of 
their municipal portfolio outright, 
but rather partially redirect proceeds 
away from tax-exempts as their 
municipal holdings mature,” Barclays PLC analyst 
Mikhail Foux said in a January note to investors.

The declines in unrealized gains don’t count against 
earnings, but do reduce book value, a measure of 
financial strength monitored by investors and ana-
lysts. P&C insurers account for about 10 percent of 
the $3.8 trillion municipal market.

‘Non-Trivial’
 
Investors are still waiting for clarity from Washington, 
as the Trump administration and Congressional Re-
publicans have sent mixed signals. If lawmakers reduce 

rates on corporations and individuals, they could seek 
to limit tax breaks to help replace the lost revenue.

Trump is unlikely to support the complete elimination 
of the muni exemption, given that the debt supports 
infrastructure projects, according to Municipal Mar-
kets Analytics. Still, the chance has increased for a 
“negative adjustment,” according to the research firm.

“Obviously, a lot is going to be determined by the 
shape of any tax legislation,” Travelers Chief Invest-
ment Officer William Heyman said in the New York-
based company’s fourth-quarter earnings call when 
discussing the outlook for as far off as 2019. “At the 
very extreme, if you needed a revenue-neutral bill, 
and the municipal exemption itself were affected, 
that would be non-trivial.”

Shares of Travelers and AIG both de-
clined this year through the end of 
February, even as the S&P 500 Finan-
cials Index is up about 5.3 percent 
since Dec. 31. To be sure, the insur-
ers have been hit by other surprises 
as well, including higher-than-ex-
pected claims costs.

Relative Value
 
At Chubb Ltd., another insurer with significant muni 
holdings, said at the end of February that it was too early 
to say whether the company would reduce its exposure.

“We’re running scenarios at different tax rates to de-
termine the impact of the portfolio,” Chief Financial 
Officer Phil Bancroft said on a conference call. “So 
we’re evaluating it. And we’ll look at it in light of the 
tax developments that emerge over the next months.”

A version of this article originally appeared on February 28, 
2017 at Bloomberg.com. Reprinted with sincere thanks.

KNOWLEDGEABLE CITIZENS
Opinion: Policyholders Pay for AOB Abuse

By CHRIS GARDNER

South Florida homeowners will pay higher premiums for years to come unless state lawmakers take steps to 
stop the tide of rising water loss claims, assignment of benefit abuse and increased litigation.

Left unchecked, these challenges will put home ownership out of reach for many Floridians.  
 
Following years of increases, Citizens Property Insurance Corporation in 2014 reduced rates for 86 percent of 
our policyholders. We did not set out intending to reach that goal. Rather, we relied upon standardized, accept-
ed actuarial principles and procedures that clearly indicated that premium decreases were warranted. It’s the 
same process we follow every year. CONTINUED on PG. 7



 Last year, those exact actuarial principles translated 
into hikes for 84 percent of our policyholders. Un-
less there are statutory reforms, that trend will con-
tinue.  In Broward, the owner of a $242,000 home 
would see Citizens rates jump from $3,099 this year 
to $4,991 in only five years. Private carriers may raise 
rates by even more.
 
Across the state, the frequency and 
severity of water loss claims has dou-
bled since 2011. Private insurance 
companies are experiencing the same 
thing. We have ruled out such factors 
as age of home, location, and type of 
construction. Instead, more claims 
are coming to Citizens not by the policyholder but by 
contractors and attorneys who take over control of the 
claim through an assignment of benefit 
 
These claims are more expensive and 
more likely to be accompanied by a 
lawsuit. Nonlitigated water claims 
costs between $5,000 and $9,000 to 
settle. Litigated claims cost $25,000 
to $30,000. As a nonprofit insurance 
provider, Citizens has no choice but to 
pass those costs on to policyholders.
 
Insurance Commissioner David Altmaier is spear-
heading legislation that provides meaningful benefit 
for consumers by protecting them from a small but 

growing group of unscrupulous contractors and mit-
igation companies that take advantage of a stressful 
situation for their personal gain. 
 
More importantly, the legislation would return a 
well-intended statute to its original purpose to pro-

tect ordinary homeowners who chal-
lenge “deep pocket” insurance com-
panies in court. Increasingly, that law 
is being used by businesses to sue in-
surance companies, a scenario never 
intended under the original law. 
 
Citizens is required by law to pro-
pose rates that are actuarially sound. 

Given recent trends and we do nothing, premiums 
will go up. Private insurance company premiums will 
likely rise at faster pace than Citizens, which is lim-

ited to 10 percent annual increases.
 
Equally troubling is that private com-
panies will stop writing policies in 
certain parts of the state and Citi-
zens’ policy count will grow.  As Cit-
izens grows, so does the risk that 
Floridians will be forced to pay a hur-
ricane tax if Florida is hit by a severe 
hurricane or series of storms. 

 
Chris Gardner is Chairman of the Citizens Board 
of Governors

AGENT OF CHANGE
Better Communication Leads to Better Business

By BILL GOUGH 

In 2008, when I founded BGI Marketing Systems, my goal was simple: I wanted to help insurance agency 
owners grow their businesses by using tested and proven marketing strategies that get results. Fast. 

The marketing techniques we teach 
are the same real world strategies I’ve 
used in my business for the past 27 
years, the same systems that put my 
agency in the coveted Allstate Hall of 
Fame, and that are used by some of 
the top agency owners in the country. 
Still, not everything has gone accord-
ing to plan. 

I tend to see the big picture, and not 
the nitty-gritty details. Several years 
ago, a business mentor told me that if I 
could develop better communication skills, I could get 

more done, and be more successful. “It 
will be hard at first,” he told me. But 
he knew from experience that if I kept 
working on it, I’d get better. And I did. 

Although I’ve always been a good in-
surance man, I’ve never had a natural 
talent for communicating. It’s never 
come easy for me. But I’ve worked 
hard at the fundamentals, and it’s paid 
off. My staff (especially my executive 
assistant) is pleased that my communi-
cation skills have vastly improved. And 

you and I know CONTINUED on PG. 8



the benefits of a happy staff, right? 

I’m constantly monitoring my progress, paying close 
attention to the way I deliver instructions. And, instead 
of assuming that my staff understands everything I’m 
thinking, I constantly ask them for more feedback.

Does this sound like you? If it does, I recommend 
making a cheat sheet and keeping it close by. Focus 
on the way you deliver information to your team un-
til it becomes second nature.

Every good marketer knows that the “special sauce” 
is in the details. It’s where good business plans start. 
Unfortunately, this is an area where many business 
owners drop the ball. They tell their staff something 
one time, and expect them to know exactly what to 
do and how to do it. That’s a recipe for disaster.

These days, when I meet with my staff or one of my 
team members, I always ask two simple questions:

1. Have I been clear in my instructions, and,
2. Do you have any questions about what is ex-

pected of you?

Today, business zips along at warp speed. In the good 
old days, we could sit down with our staff and kick 
around our long-term plans. That doesn’t work any-
more. Today, there are more short-term issues on 
our plate than ever before. We are probably working 
on things we need to get out the door this week. 

If you’re like most business owners, you’re probably 
spinning a lot of plates in the air. It requires you to 
be organized and keep everybody on the same page. 
Good organizational skills start with your ability to 
deliver clear, concise instructions. 

Good communication makes for better employees. It 
also lifts the spirits of your employees and elevates 
the vision of your company. Bottom line: Becoming a 
better communicator will make you more profitable.

INSURANCE MATTERS
Upscale Millennials More Likely To Adopt Usage-Based Insurance

By DEKE PHILLIPS

New research has found that nearly a third of Millennials — those born between 1982 and 2000 — qual-
ify as urban professionals earning in excess of $75,000 per year, according to Nielsen. That represents 
approximately 24 million U.S. consumers — a massive number by any stretch, and one that continues 
to grow rapidly.

The good news for auto insurance carriers offering us-
age-based insurance (UBI) is that this particular group 
of consumers has proven to be vastly more accepting 
of the telematics technology that makes UBI possible. 
In fact, a recent study by Nielsen points out that up-
scale Millennials are 79 percent more likely than the 
average consumer to use telematics programs.

So how do you as an insurer engage this rapidly grow-
ing demographic to increase participation in your UBI 
program? Here are a few ideas.

1.  Make It A Personal Experience: Millennials are 
drawn to products and services that are highly personal-
ized, and are becoming increasingly more sophisticated 
when it comes to doing business with companies that 
understand their preferences. To engage this group, 
your safe driving rewards and value-added services 
should appeal to their wildly varying tastes and needs.

By understanding various sub-segments of this group, 
you can begin to customize the UBI experience for 

dozens or even hundreds of sub groups. A 19-year-
old college student in a small town in Ohio may have 
significantly different needs and expectations than a 
24-year-old urban professional.

To execute on this level of personalization easily and 
effectively, you’ll need access to rewards providers 
that can seamlessly integrate with your program, al-
lowing you to configure and manage your safe driving 
rewards and incentives across multiple sub-segments 
in numerous locations. An open telematics platform 
that is fully integrated with rewards providers and al-
lows you to customize and configure programs via a 
non-technical, user-friendly web-based interface can 
put your UBI program ahead of the market.

2. Appeal To Their Senses: Millennials are adept when 
it comes to socio-economic issues. Let’s not forget, 
these consumers were significantly impacted by the 
Great Recession. This group also views themselves as 
smart consumers, feeling empowered by information. 
So when it comes CONTINUED on PG. 9



to insurance, they’ve likely done their homework, 
and will want to know that the price they’re paying is 
relative to their risk profile.

When you also consider that the average upscale 
millennial lives within a 10-mile radius of a major 
city, it’s safe to bet they’ve questioned the need for 
even owning a car. Anyone who has ever lived in or 
near a major city has pondered this question: If I’m 
commuting to work on foot or via mass transit every 
day, and only using my car on the weekends, should 
I pay the same for insurance as those who drive a lot 
more miles?

Integrating a “pay per mile” option into your UBI 
program could address these concerns, enabling you 
to attract this coveted audience segment. As we’ve 
seen recently with several insurers offering this as an 
alternative product, “pay as you drive” insurance is 
growing exponentially and will only continue to do 
so.

Remember, you’re playing a long-term strategic 
game here; one that benefits those willing to be 
boldly different when it comes to taking market 
share. Don’t be afraid to meet your prospects where 
they are, and get them passionate about a more cus-
tom policy.  

3.  Offer Incentives For Referrals and Encourage 
Your Customers to Become “Ambassadors” For UBI: 
If we’ve learned anything from the high-flying suc-
cess of social media, it’s that customer referrals are 
the lifeblood of success for many companies, and the 
viral network effect can, and does, contribute to the 

growth and positive perception of products and ser-
vices deemed to be “share-worthy.”

Millennials make up the vast majority of social net-
work users, and they are willing to share their knowl-
edge and experience with their networks. Up until 
recently, talking about insurance was at the bottom 
of that list, if on the list at all. UBI is changing that.

To get in on this dynamic, consider creating a pro-
gram that incentivizes referrals, offering impactful 
rewards. You already know how much it costs for 
you to acquire a new customer, and in all likelihood, 
most insurers are willing to pay a lot more for one 
who is statistically likely to have a much higher re-
tention rate. Don’t be afraid to get aggressive here 
and offer something meaningful.

Ultimately, as you think through your UBI strategy, 
you’ll need to consider all of the audiences for your 
programs and the technology that will be scalable 
enough to support near- and long-term initiatives.

These ideas can help companies engage with a seg-
ment that is open to what telematics may offer, but 
delivering on consumer expectations for this group 
or others will be largely reliant upon an insurer’s abil-
ity to employ a flexible, configurable approach.

This article originally appeared on March 17, 2017 at Proper-
tyCasualty360.com. Reprinted with sincere thanks.

TIME MANAGEMENT
7 Maxims For Better Managing Your Time

By CHRISTOPHER W. COOK

Let’s talk about time management, shall we? We all want to effectively manage our time, but where do we learn 
the concept of time management? Bill Wilson, CPCU, ARM, AIM, AAM, discovered the concept in college.

Retiring from the Independent Insurance Agents & 
Brokers of America (Big “I”) as the associate vice presi-
dent of education and research last year, Bill currently 
blogs on his InsuranceCommentary.com website, and 
speaks publicly through The BrightPath Company.

Like most college students, Bill had difficulty adapting 
from high school study techniques to those required 
at the university level. He picked up study habits: wak-
ing up in the morning to study, and scheduling classes 

every other hour, in order to spend the hour in be-
tween reviewing what was just learned—these hours 
were spent using the PQRST (Preview, Question, Read, 
Self-Recitation, and Test) method. Learning how to 
study successfully helped Bill to learn the concept of 
time management.

Two-Part Process

The concept of CONTINUED on PG. 10



time management can be broken down into two 
parts. Micro time management focuses on the tac-
tical uses of time, or how to spend your time most 
efficiently. Macro time management addresses ef-
fectiveness and the strategic use of time.

The Institute for the Future claims that over 50% of 
employees feel overwhelmed and over two-thirds 
are stressed. Research from the Mayo Clinic adds 
that 80% of illness involves mental stress. Aside from 
adding stress, attempting to tackle too much can 
lead to poor productivity and high turnover. Time 
management is all about priorities and structure.

Seven Maxims

Wilson recommends following these seven maxims 
to better manage your time:

Simplify: A way of keeping things simple was sug-
gested by fashion designer Geoffrey Beene when he 
said, “Own less, do less, and say no.”

Organize: “Once you simplify and 
identify the important things, orga-
nize your priorities,” says Wilson. 
According to an Esselte survey pub-
lished in the Boston Globe, 43% of 
people say they are unorganized, 
and 21% have missed vital work deadlines. Nearly 
half say disorganization causes them to work late at 
least twice each week.

Create a filing system that works for you. Practice the 
“Four Ds” when handling paperwork, electronic doc-
uments, or tasks: Destroy, Delegate, Delay, or Do.

Balance: While organizing, don’t forget about keep-
ing your life—career and family—in balance. Re-
member that what’s important to you today may 
not be tomorrow. When focusing on work-life bal-
ance, it can be beneficial to create a chart, labeling 
the tops of the columns as the things important to 
you—work, family, community, health, etc. Jot down 

what you’d like to accomplish in each category—
both short- and long-term. Pencil in a schedule for 
accomplishing them.

Prioritize: Author and educator Steven Covey illus-
trates the concept of prioritizing in his book First 
Things First. Imagine you have a bucket. To fill the 
bucket, you have big rocks, pea gravel, sand and wa-
ter. Your most important things are your big rocks, 
so you place them in the bucket first. This can be 
followed by the pea gravel, sand and water (your 
smaller, everyday less-important things), which fill 
the spaces around the rocks. Now try putting the big 
rocks in last. With the less important things already 
in place, there is less room to put your important 
things. Prioritize.

Aim: According to the Roman statesman Seneca the 
Younger, “Our plans miscarry if they have no aim. 
When a man does not know what harbor he is mak-
ing for, no wind is the right wind.”

Structure: Structure facilitates ef-
ficiency and effectiveness, or as 
management behaviorist Bill Red-
den said, “Efficiency is doing things 
right. Effectiveness is doing the 
right things.”

When creating a structure, “it’s best to plan month-
ly, schedule weekly and prioritize daily,” according to 
Wilson. “Make to-do lists.”

Habituate: “The main reason people attend semi-
nars on time management and then don’t implement 
what they learned is their unwillingness to turn the 
approaches into habit,” says Wilson. Take the infor-
mation from all the previous steps and make them 
part of your routine.

When in doubt about an activity, ask yourself: Is this 
the best use of my time right now? 

A version of this article originally appeared on February 28, 
2017 at RoughNotes.com. Reprinted with sincere thanks.

ARMCHAIR AGENT
6 Ways Employers Can Lower Auto Expenses

By DENNY JACOB

Employers depend on their employees to help their business thrive, but many employees can’t do that 
without a car to get them to work. With auto accidents on the rise, employers should consider how they 
keep their drivers safe. In turn, they’ll notice that their bottom line gets a boost.  

Focusing on driver safety will protect employers from potentially avoidable 
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claims, promote unity in the workplace, and lower 
costs. Travelers has analyzed which measures will be 
in the best interest of both employers and drivers. 
Keep reading to check out which steps Travelers sug-
gests employers keep in mind.

The Cost of Car Repair: Practicing safe driving is the 
easiest way to avoid auto accidents and costly car re-
pairs. Employers can teach their employees the best 
practices for driving in poor weather, using car safety 
technologies and regularly checking your tires. Many 
insurers also offer safe drivers discounts, a simple way 
to lower costs. 

According to Popular Mechanics, employers should 
shop around in case car repair is required. Different 
mechanics have different prices. Online auto shops 
offer less expensive parts than others and remanufac-
tured or used parts can often do the job. Replacing 
parts at recommended intervals can also reduce the 
brunt of costs in the long-run. 

More Cars on the Road: Using telematics to monitor 
and correct driver behavior can prove useful as roads 
become more congested.

Vehicle telematics systems can provide fleet managers 
valuable data to help improve operational efficiencies 
and fleet safety, including data about driving behav-
iors, such as speeding, braking, abrupt lane changes 
and idling. Using this data as part of an ongoing safe 
driving feedback and coaching program can help re-
duce the potential for accidents and help keep your 
drivers, customers and the public safe.

Distracted Drivers: Implement distracted driver pol-
icies to establish an organization’s position on mo-
bile device use and other distracting while driving. 
These safety policies must be communicated on a 
regular basis and employers should lead by exam-
ple. Established policies can greatly reduce the like-
lihood of an accident. 

Employers should identify all drivers, including those 
who use their personal vehicles, and have manage-
ment to commit to the program. It’s also important to 
screen and select drivers carefully. Drivers and acci-
dents should be managed on an ongoing basis. 

Drivers In Poor Health: Studies show that 94 percent 
of accidents are caused by driver factors. With this 
in mind, Travelers advises employers to consider a 
drivers’ health and wellness when they are on the 
road. Training about proper rest and the risks of 
driving while fatigued will remind drivers not to push 
on when they are fatigued. Sleep apnea awareness 
resources and comfortable sleeping accommoda-
tions for shift workers operating remote areas will 
promote safer driver.

Exercise, healthy food options, considering medica-
tion side effects and identifying medical conditions, 
such as diabetes, will increase the number of healthy, 
aware drivers on the road.

Younger, Less Experienced Drivers: Anyone who 
drives a vehicle on behalf of your company, whether 
it is owned by the company, rented, or is a personal 
vehicle, should be considered a driver.

Travelers reminds employers to keep these seven tips 
in mind: 
• Create consistent standards for all drivers.
• Verify past work history and safety records.
• Conduct background checks.
• Evaluate motor vehicle records (MVRs).
• Conduct written and road tests.
• Verify any certifications.
• Adhere to applicable commercial vehicle driver 

qualification rules.

Injury Costs From Accidents: Offering continuous 
training/onboarding, employee safety orientation and 
on-the-job safety training and orientation are three 
ways Travelers predicts injury costs can stay down.

While some employers think of onboarding only 
for new employees, the process is also important 
for retaining and engaging employees over the full 
term of their employment. Employee safety orienta-
tion should include an overview of the general facility, 
job-related roles and the overall culture of safety. On-
the-job safety training and orientation should include 
both skill-based and awareness-based training. This 
gives employees tactical knowledge and cultural 
awareness of why safety practices are important.

This article originally appeared on March 21, 2017 at Property-
Casualty.com. Reprinted with sincere thanks.



NEWSLINE
Florida Insurance Agency Employee Accused of Stealing $1M From Employer

A Florida insurance agency employee was arrested following an alleged scheme that officials claim bilked 
her Ft. Lauderdale-based employer out of more than $1 million, according to a statement from Chief 
Financial Officer Jeff Atwater.

Jennifer Summerlott, a former customer service repre-
sentative at Fairway Insurance Group, LLC, is accused 
of orchestrating an elaborate scheme to defraud the 
agency through the use of fake insurance invoices to 
reroute funds for her personal financial benefit, ac-
cording to the Department of Financial Services.

Summerlott served as the accounts payable and com-
mercial lines manager for Fairway, an independent agen-
cy, from 2006-2015. In 2015,Fairway staff members  no-
ticed account irregularities and reported their findings to 
the Fort Lauderdale Police Department, DFS said. 

The case was referred to insurance fraud investigators 
within the Department of Financial Services’ Division 
of Investigative and Forensic Services (DIFS).

The subsequent investigation revealed that between 
2010 and 2015, Summerlott allegedly created and 
submitted dozens of fake electronic invoices that 
were supposedly from various insurance companies 
that regularly conducted business with Fairway. Sum-
merlott would then prepare company checks tied to 
Fairway’s company account to pay these fabricated 
invoices. The DIFS investigation found that this en-
abled Summerlott to retrieve the fake payments and 
divert them to a personal bank account.

In addition, DIFS’ investigation found that Summer-
lott refinanced 40 insurance policies that Fairway cli-
ents had previously paid in full. As a result, Fairway 
received checks from third-party financing agencies 
to cover the cost of the insurance premiums. Sum-
merlott used those payments to cover up the massive 
company losses that accrued as a result of her fake 
invoice scheme, DFS said.

Summerlott was arrested Feb. 27, 2017, and trans-
ported to the Broward County Jail. She was charged 
with four first-degree felonies, including organized 
scheme to defraud, grand theft, criminal use personal 
ID and diverting insurance trust funds.

This case will be prosecuted by the Broward State 
Attorney’s Office, 17th Judicial Circuit. If convicted, 
Summerlott faces up to 30 years in prison.

A version of this article originally appeared on March 15, 2017 
at InsuranceJournal.com. Reprinted with sincere thanks.

Jacksonville Woman Accused in Hus-
band’s Insurance Killing Gets 12 Years
A woman accused of orchestrating her husband’s mur-
der to collect insurance money has been sentenced to 
12 years in prison.

The Florida Times-Union reports that Yolinda Hunter Doss 
was sentenced after pleading guilty to manslaughter.

Authorities say Navy Cmdr. Alphonso Mortimer Doss 
was found strangled in an Orange Park motel room in 
February 2014.

Another defendant, Anthony Delane Washington, re-
ceived a life sentence last fall after being convicted 
of first-degree murder. A third defendant, Ronnie Wil-
son II, has yet to stand trial in the case.

State Farm Profit Plunges On $7 Bil-
lion Auto Underwriting Loss
By LISA DU

(BLOOMBERG) — State Farm Mutual Automobile In-
surance Co., the largest U.S. property-casualty insur-
er, said annual profit fell 94 percent on car insurance 
claims costs.

Net income dropped to $400 million from $6.2 bil-
lion in 2015, when results included one-time gains in 
the stock portfolio tied to pharmaceutical deals, the 
Bloomington, Illinois-based company said in a state-
ment. The underwriting loss from auto insurance wid-
ened to $7 billion from $4.4 billion.

State Farm is among property-casualty insurers pres-
sured by rising costs on auto policies as smartphones 
distract drivers and repair costs climb. Travelers Cos. 
said last month it had begun to increase auto premi-
ums because of higher expenses, following Allstate 
Corp. and Berkshire Hathaway Inc.’s GEICO.

“Loss costs throughout the auto-insurance industry 
have been increasing at an unexpected pace,” Berk-
shire Chairman Warren Buffett said in his annual letter 
to shareholders Saturday.
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State Farm’s net worth, a measure of assets minus 
liabilities, climbed to $87.6 billion on Dec. 31 from 
$82.7 billion a year earlier. The boost includes a $4.2 
billion increase in the property-casualty units’ stock 
portfolio. State Farm is among the largest holders 
in companies including Walt Disney Co., Johnson & 
Johnson and International Business Machines Corp., 
and counts on investments to help cushion under-
writing losses.

The results are the first for a full year under Chief Ex-
ecutive Officer Michael Tipsord, who was promoted 
in 2015 to replace Edward Rust. His compensation 
was $8.16 million for 2016, Dave Phillips, a spokes-
man for the company, said in an email.
 
Other units did better than auto insurance. There 
was a $1.6 billion underwriting gain from the seg-
ment that includes residential coverage. Life insur-
ance, the banking unit and a mutual fund operation 
were also profitable.

The annual results compare with a 14 percent de-
crease at Allstate, which posted 2016 net income 
of $1.88 billion. State Farm, which is owned by pol-
icyholders and has no publicly traded debt, reports 
results once a year and uses state accounting rules 

LEWIS ON LEADERSHIP
Setting ‘SMART’ Goals

By ROBIN LEWIS

In many ways, all human endeavors are geared, to one degree or another, towards setting and achieving goals. 
From the way we conduct our relationships, to how we use our spare time, to what we hope to achieve at work, 
goals are part of every aspect of our lives. 

In the late 19th Centu-
ry, the philosopher El-
bert Hubbard suggest-
ed that many people 
fail in their endeavors 
not because they lack 
courage or intellect, 
but because they fail to 
organize their efforts 
around a goal. Orga-
nizing our efforts and 
energies naturally im-
proves our chances of 
succeeded.

In the November 1981 issue of Management Re-
view, George T. Doran, a consultant and execu-
tive with the Washington [State] Water Power 
Company, submitted an article titled, There’s a 
S.M.A.R.T. Way to Write Management’s Goals 
and Objectives, which discussed both the impor-
tance and the difficulty of setting objectives. 

In the piece, Doran wrote that, “When it comes 
to writing effective objectives…each corporate, 
department, and section objective should be 
SMART.”

What Doran had in mind was an acronym and 
mnemonic tool 

for insurers. Publicly traded insurers must use U.S. 
generally accepted accounting principles, making 
comparisons inexact.

A version of this article originally appeared on February 28, 
2017 at Bloomberg.com. Reprinted with sincere thanks.

Judge: Homeowner Can Sue Insurer 
USAA On Fraud Claim
By JOEL STASHENKO

A western New York man may sue for fraud for al-
legedly being told by a claims representative that his 
homeowner’s insurance policy would not cover prop-
erty damage that was caused by the 5- to 7-foot snow-
fall in a November 2013 storm, a federal judge ruled.

Nicholas Kraatz did not file a claim based on the 
conversation he said he had with the USAA Casual-
ty Insurance Co. claims representative 12 days after 
the record-setting storm in the Buffalo area. Kraatz 
maintained that the representative told him that be-
cause of his high deductible — $8,040 — it was prob-
ably not in his best interests to file a claim.

This article was originally published on March 16, 2017 in the 
New York Law Journal. Reprinted with sincere thanks.
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to guide people in setting objectives. Although 
subsequent authors have tweaked the meanings 
of the various letters in the “SMART” acronym, 
for Doran they stood for: 
• Specific (Target a specific area for improvement.)
• Measurable (Quantify or suggest an indicator 

of progress.)
• Assignable (Specify who will do it.)
• Realistic (State the results that can realisti-

cally be achieved.)
• Time-Related (Specify when the results can 

be achieved.)

Specific: What precisely do you want to achieve? 
The more specific your description, the greater 
is the chance that’s what you’ll get. SMART goal 
setting clarifies the difference between “I want 
to be rich” and “I want to make $20,000 a month 
for the next twenty years.”

Measurable: This means breaking down your 
goal into measurable parts. Measurable goals 
can help you elaborate exactly what it is that you 
want. Defining your goal or objective makes it 
clearer, and easier to reach.

Attainable: Is the goal attainable? If you don’t 
have the time, resources, or skills to reach a cer-
tain goal, you’ll fail. That doesn’t mean you can’t 
take something that seems impossible and make 
it happen by planning intelligently for it. 

Realistic: Is reaching your goal realistic? Is it possible 
to be CEO of a multinational corporation, be married 
to a famous star, have five children, and commute to 
work from Rome to Rio? Sure, but do you have the 

personality, energy, and bandwidth to achieve this? 
Most importantly, what is the objective behind the 
goal, and will the goal actually achieve it?

Time-Related: Set deadlines, for yourself and 
your team. Keep the timeline realistic and flex-
ible. Being too stringent on the time constraints 
of goal setting can have the perverse effect of 
turning the learning part of achieving your ob-
jectives into a painful race against time.

SMART goal setting brings structure and a means 
of tracking your goals and objectives. SMART 
goal setting creates trajectories that are verifi-
able in achieving a certain objective, with clear 
signposts and measurements of the goal’s at-
tainability. Every goal or objective can be made 
SMART and as such, brought closer to reality.

Remember that not everything you hope to 
achieve is measurable. As Doran noted, “It 
should also be understood that [not] every ob-
jective…will have all five criteria.”

BARRY’S INSPIRATIONAL
CORNER

By BARRY SANDERS

Start your week off with love, 
compassion, and an attitude 
of gratitude.




