MAY 6, 2013 | VOL. 91, NO.9

5NSUBANCE

/:eEGlO/\/A

WEST REGION
e,

<
-

IESHIME
ACAINFOIS
TERROKRISM
INSURANCE

,.'
A

~
M= C

~




R
In a constantly shifting market, Scottsdale Insurance Lt 4-}? . j
Company is here for you today and well into the future. e
Our consistently profitable results, A.M. Best rating of A+XV, and

financial stability give us the strength to succeed in all market
conditions. Add to that solid relationships and inspired leadership,
and you have an experience that is uniquely Scottsdale.
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When it comes to placing personal insurance for
high-net-worth clients, your success is our success.

Grow your business by partnering with Burns & Wilcox. By working with our
Elite Client Solutions team, you do not have to turn away clients: We have
the products to cover all their needs. Our high-net-worth specialists have
the expertise to create personalized solutions. Plus, our unrivaled access
to markets allows us to create solutions with speed and diligence. Making
personal insurance even more personal is what Burns & Wilcox does best
as the largest independent wholesale broker.
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Write your toughest stuff.

4 questions, 3 minutes, Personal Umbrella.com
$5 million persenal umbrella. Quote. Click. Order.
No paper reguired.

Family-owned and operated. Proudly dog-friendly. Available nationally.'Underwriting criteria varies by state. Visit us online for guidelines
California Insurance License 0D08438
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Apologies Necessary

octors do it. Kindergarteners do it. Should insurers do it?

Despite the prevalence of apologies in our society — think Lance

Armstrong, Tiger Woods, Mel Gibson and Bill Clinton — the idea of

offering an apology as a result of a claim is rarely considered in the
insurance industryA

“By and large, our industry never makes an apology,” said Christopher W.
Martin, founder partner of the Texas-based law firm of Martin, Disiere, Jefferson
& Wisdom, who spoke at a recent panel discussion on the subject at the PLRB
national conference held in Boston, Mass.

He said that's because, historically, insurers assess blame by examining the
actions of the insured and claimant, evaluating contributory negligence and
determining whether other parties are at fault.

If it's somebody else’s fault — like the builder or manufacturer — according
to Martin, the industry tends to stop the evaluation at that point.

Jeffrey A. Mills, director of claims
operations for Ameriprise, said

Insurers should consider
apologies as an option or
strategy during resolution
of a claim.

there are 37 states with statutes
that provide protection or act

as an “apology shield.” and that
many in the industry aren't aware
the apology protection statutes
exist.

Martin said insurers should
consider apologies as an option or strategy during resolution of a case, especially
in states considered “safe harbors for certain apologies”

“If someone following an accident makes certain kinds of apologies, it cannot
be used against them in a court of law,” Martin said. However, an apology that
includes a statement of negligence or conduct is admissible. Martin offered an
example, “T didn' see the red light, I'm sorry”

There are benefits to offering an apology, too, the experts
said. The emotion tied to a claim tends to drive an unrea-
sonable demand, Mills said. Consider an injury that results
in a life-changing event. An apology can potentially reduce
the likelihood of a lawsuit being filed and result in reduced
defense costs and damages. Plus, an apology can decrease the
chances of a bad faith claim being filed.

Maybe an apology for bad claim handling or bad agency
customer service would result in a retained customer and
happier outcome? Such manners may even lead to a better

reputation for the entire insurance industry.
Both Mills and Martin say the industry and carriers should
consider apologies in some claims situations and lawsuits, and that there is a
science behind the apology, especially during trial. And timing is important.
Think again before avoiding apologies to customers in your agency. The right
apology contains remorse, responsibility, repair and reform. A simple gesture of
empathy may save a lost customer, avoid a potential error and omissions claim

Andrea Wells

Editor-in-Chief

or just make someone feel better.
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News & Markets

U.S. P/C Industry Posts $33.5B 2012 Income Despite Huge

Catastrophe Losses of $32B

S. property/casualty insurers

absorbed net insured catastrophe
losses of more than $32 billion last year,
but still managed to post $33.5 billion in
net income in the aggregate — in part
because catastrophe losses were lower
than in 2011

Analysts commenting on the year-
end financial results published jointly
by ISO, the Property Casualty Insurers
Association of America and the
Insurance Information Institute, also
said the growth in net written premi-
ums (or 4.3 percent in 2012, compared
to 3.4 percent in 2011) and a lower level
of non-catastrophe losses in 2012 helped
boost the bottom line from the $19.5 bil-
lion total reported for 2011.

The overall rate of return was still
anemic compared to long-term histori-
cal averages, according to Michael R.
Murray, ISO assistant vice president for
financial analysis, who reported that the
results for 2012 represent a 5.9 percent
overall rate of return.

This is 3 points short of the 8.9 per-
cent average rate of return for the 54
years from the start of ISO's annual data
in 1959 to 2012, Murray said in a state-
ment.

Murray added that with given current
levels of investment yields, financial
leverage, and tax rates, ISO estimates
that the overall industry combined ratio
— which came in at 103.2 for 2012 —
would have to improve by an additional
4.6 points (to 98.6) for insurers to earn
their long-term average rate of return.”

According to the ISO/PCI report,
the P/C industry’s 5.9 percent rate of
return for 2012 was the net result of
negative rates of return for mortgage
and financial guaranty (M&FG) insurers
and single-digit rates of return for other
insurers.

ISO estimates that M&FG insur-
ers’ rate of return on average surplus
improved to negative 9.3 percent for 2012

from negative 48 percent
for 2011. Excluding M&FG
insurers, the industry’s
rate of return rose to 6.2
percent in 2012 from 4.7
percent in 2011

“Once again, mortgage
and financial guaranty
insurers suffered dispro-
portionate losses on under-
writing,” said Murray.

Losses Decline

The industry report noted that
for the industry overall a 2.8 percent
decline in net incurred losses and loss
adjustment expenses was a key contrib-
utor to a 4.9-point improvement in the
combined ratio — t0 103.2 in 2012 from
108.1 in 2011.

The loss and loss expense decline
was largely driven by a drop in catas-
trophe losses, with ISO estimating
that private insurers’ net losses from
catastrophes fell $5.9 billion — to $32.1
billion in 2012 from $38 billion in 2011.

Non-cat losses and loss adjustment
expenses also dropped, falling $3.7 bil-
lion, or 1.2 percent, to $302.9 billion in
2012 from $306.6 billion in 2011.

USS. insurers’ $32.1 billion in net
losses and loss expenses from catastro-
phes in 2012 is primarily attributable
to catastrophes that struck the United
States. The report notes that U.S. insur-
ers’ net losses from catastrophes over-
seas dropped to near nil in 2012 from
between $4.5 billion and $6.5 billion in
2011.

Within the United States, according
to ISO's Property Claim Services (PCS)
unit, based on the information available
as of April 23, 2012 catastrophes caused
$35 billion in direct insured property
losses (before reinsurance recoveries) for
all insurers (including residual market
insurers, foreign insurers, and reinsur-
ers, but excluding the National Flood

8 | INSURANCE JOURNAL-NATIONAL REGION May 6, 2013

Insurance Program and ocean marine

losses) — up $1.3 billion compared

with the $33.6 billion in direct insured
losses caused by catastrophes striking
the United States in 2011 and $11 billion
more than the $23.9 billion average for
direct catastrophe losses during the past
10 years.

Underwriting results for 2012 benefit-
ed from $10.2 billion in favorable prior-
year loss and loss expense reserve devel-
opment. The $10.2 billion in favorable
reserve development in 2012 follows $11
billion of favorable development in 2011.

In a written commentary released in
conjunction with the ISO/PCI report,
Robert Hartwig, president of the
Insurance Information Institute noted
that “stronger top line growth is also
now a consistent and meaningful con-
tributor to improved profitability.”

Noting that the jump in net written
premiums — 4.3 percent in 2012 — was
nearly a full point above the 3.4 percent
gain recorded in 2011, Hartwig noted
that the 2012 figure represents “the
strongest growth so far recorded in the
post-crisis era.” Net written premiums
in 2012 expanded at their fastest pace in
nearly a decade, he said.

“Persistently low interest rates, of
course, remain a challenge for the
industry, with net investment income
slipping by $2.3 billion or 4.1 percent in
2012, Hartwig added.

www.insurancejournal.com
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Hurricane Infographic

But you can outsmart it.

Lexington Insurance Company is continually looking

for innovative ways to educate and communicate

the dangers of impending storms. Our award-winning
infographic is just one way we're helping brokers

inform clients about how to prepare for, protect against,
and recover from catastrophic loss. We are the leading
U.S.-based surplus lines insurer and a property and casualty
market leader. Be prepared for hurricane season: visit our
CAT Info Center at www.lexingtoninsurance.com/CAT

LEXINGTON INSURANCE

Lexington Insurance Company, an AlIG company, is the leading U.S.-based surplus lines insurer. AIG is the marketing

name for the worldwide property-casualty, life and retirement, and general insurance operations of American
International Group, Inc. For additional information, please visit www.aig.com. Products and services are written or
provided by subsidiaries or affiliates of American International Group, Inc. Not all products and services are available in
every jurisdiction, and insurance coverage is governed by actual policy language. Certain products and services may be
provided by independent third parties. Insurance products may be distributed through affiliated or unaffiliated entities.
Surplus lines insurers do not generally participate in state guaranty funds and insureds are therefore not protected by such funds.
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Declarations

Home Maintenance

“Making sure things are in good working
order this spring can make a big difference
in home safety, as well as insurance mat-
ters”

— Pennsylvania Insurance Commissioner
Michael Consedine on home mdintenance.
Consedine said homeowners starting their spring
cleaning projects should also give a thought to
insurance. He recommends taking the time for
minor fixes now.

Available for Purchase

“I am not aware of any carriers that don'
offer terrorism coverage if the policyholder
wants to purchase it. It depends on wheth-
er the policyholder purchased some form
of terrorism coverage or whether they have
not opted for that coverage and left their
policy subject to the terrorism exclusion”

— Steven Nassi, a partner at the New York
City-based insurance law firm Nelson Levine de
Luca ¢ Hamilton, discusses terrorism insurance
coverage in the wake of the Boston Marathon
bombings. The definitions of terrorism under
vdrious insurdnce policies dare not uniform, and
if a business policy has a terrorism exclusion, it
most often applies to any causes of loss or any
claims under the multi-coverage policy.

Dinner and a Movie

“The average flood insurance policy costs
about $30 per month, so for roughly the
cost of dinner and a movie, consumers can
protect themselves against disaster.”

— Doug Whiteman, insurance analyst at
Bankrate.com, says most homeowners don't pur-
chase flood insurance even though they know that
a standard homeowner’s insurance policy doesn't
cover flood damage. The Insurance Information
Institute has found that only 13 percent of home-
owners have a separate flood insurance policy.
Whiteman calls it “a classic ‘do as I say, not as I
do’ situation.”

Dangerous Stuff

“We see it every day, people not paying
attention. ... That stuff is so dangerous. We
cannot emphasize enough just how impor-
tant it is that you just keep your eyes on the
roadway.”

— Oklahoma Democratic State Rep. Curtis
McDaniel, comments on the failure of legislation
that would ban texting while driving in his state
to advance in the Oklahoma House. McDaniel
vowed he would continue trying to get the pro-
posal passed this session, “and the next session,
and the next session.”

Comforting Words
Not Evidence

“The trial court had determined that Dr.
Smith was faced with a distressed patient
who was upset and made a statement that
was designed to comfort his patient. ... This
is precisely the type of evidence that (the
medical apology statute) was designed to
exclude as evidence of liability in a medical-
malpractice case.”

— Justice Judith Ann Lanzinger, writing for
the majority of the Ohio Supreme Court, which
ruled that sympathetic statements by a doctor over
a patient’s unexpected medical outcome can't be
admitted as evidence in medical malpractice cases.

XYZ

“We want to be out of the business of
determining gender at our DMVs.”

— Cdlifornia Division of Motor Vehicles
administrator Alan Frew said his agency now
agrees with the American Liberties Union, that
the agency went too far in requiring transgender
drivers wishing to change the sex designation on
their driver’s licenses to provide a note from a
surgeon signifying the individual “had undergone
a complete surgical change of gender.”

Hloures
@)

The number of small earthquakes

recorded in central Oklahoma over a

span of one week in mid-April. The

quakes, 10 of which occurred on one
day, ranged from magnitude 2.8 to 4.3 and were
more annoying than threatening. A magnitude
5.6 temblor on Nov. 5, 2011, was the strongest
ever recorded in the state and was preceded by a
4.7 magnitude foreshock and aftershocks of 4.0.
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$7.7 Million

The amount a California jury awarded -
to the parents of a woman diagnosed

with schizophrenia who died during a
scuffle with her caregivers. Lauren Arcady,
33, died in 2010 during a struggle with her care-

givers. Arcady had moved into her own house in Santa Maria
about 150 miles north of Los Angeles after living in a state-run
facility for people with developmental disabilities. Two care-
givers were hired to stay with her during the day.

N The amount that Zurich American Insurance has agreed to refund
i to policyholders of its New York statutory disability insurance poli-
cies because the insurer failed to spend at least 60 percent of total
premiums on claims — as required under law. The money is being

www.insurancejournal.com
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News & Markets

Most Carriers Provide Training on Selling Online: Survey

Atwo/thirds majority of independent
insurance agents say their carriers
are providing them with training and
consulting on how to use their agency
websites to increase sales, a new survey
reveals.

The annual survey of agents on their
attitudes regarding carriers — on a
wide range of issues —found that carri-
er-provided training on driv-
ing sales through the agency
website is now as common as
direct sales training for staff.

The new survey of more
than 1,200 agents is under way
by Channel Harvest Research
and is sponsored by Insurance Journal.

About 63 percent of agents report
training and consulting support on
using the web to drive sales, compared

Carrier Marketing Support

54% of agents report
that at least one
carrier provides their
agency with direct
mail support.

with 65 percent who report receiving
sales training for agents and producers
and 60 percent who report sales train-
ing for their CSRs. These training pro-
grams trail only carrier-specific systems
and product training among the types
of support agents were asked about.

But carriers also are investing in help-
ing agents generate
business both online
and offline, including
co-branded online
advertising, direct mail
and cold calling, radio
advertising, and even
co-branded cable television ads.

The most common form of direct
marketing spend appears to be direct
mail, with 54 percent of agents report-
ing that at
least one of
their carri-

Carrier-specific product training

Camer-specific systems training

Sales training for my agents and producers

Training on using agency wehsite 1o hring in business
Sales training for CSRs

Providing a direct mail program for me

Funds for outdoor signage

Funds for co-branded radio advertising

Funds for co-branded online advertising

Funds for co-branding cable television advertising

Providing lists of leads from some
Paying for agents to attend industry nctworking cvents IS | 8%
Funds to hire producers [ 16%

Conducting first round calls

0%

87% ers is pro-
4% 1
5% viding them
65’,} o with direct
(— 5%, mail support
T 4% k
— 397, that drives
—— u"n\ ! business to
—32% the agent.
About four
4 in 10 agents
50% 100%

report some
level of co-

"% of agents saying that one or more carriers provided this last year

branded radio and online advertising
support. One in three reports financial
support for co-branded cable TV adver-
tising. And about 14 percent of agents
say carriers are running programs to
generate agent leads from first-level cold
calling to prospects.

The study, “2013 Survey of Agent-
Carrier Relationships,” is the sixth in a
series examining independent agents’
views on marketplace issues. The sur-
vey is sponsored by Insurance Journal
and conducted by Channel Harvest
Research.

Information cited in this article is based on
preliminary data; final survey results could
differ slightly.

For information on obtaining the
survey, contact John Campbell at john@
channelharvest.com or 202-363-2069, or
visit www.channelharvest.com.

We Hate It When That Happens...
But We Know What to Do When It Does
United Contractors

r

¥ b SeeOurNewest Video at ICIAENCY.COM
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K2 Insurance, Aegis Security
San Diego, Calif.-based K2 Insurance
Services acquired Aegis Security Inc. in

Harrisburg, Penn. Terms of the acquisition
were not disclosed.

Aegis Security specializes in insurance
for manufactured homes, motorcycles, trav-
el trailers, select-value dwellings and other
specialty insurance products.

With the acquisition, K2 comprises a spe-
cialty insurance franchise that is expected
to generate approximately $165 million of
gross written premiums in 2013.

K2 Insurance Services was formed in 2011 in
partnership with investment firm Endeavour
Capital to acquire managing general agencies
and specialty underwriters to create a fran-
chise in the insurance program market.

Eastern Insurance Holdings

Eastern Insurance Holdings Inc. has
opened a Gulf South regional office in
support of subsidiary Eastern Alliance
Insurance Group (EAIG), a domestic casual-
ty insurance group specializing in workers’
compensation insurance.

EAIG’s Gulf South regional office will
provide workers’ comp insurance products
and services to policyholders in Mississippi,
Alabama, Arkansas, and Louisiana. The
office is located in Madison, Miss.

The office is fully staffed with underwrit-
ing, marketing, claims and risk management
professionals. Since July 2012, Steven Weeks
has served as regional business executive

for the Gulf South territory.

Founded in 1997, EAIG is a
specialty underwriter of work-
ers’ compensation products and
services for businesses and orga-
nizations in the Mid-Atlantic,
Southeast, Midwest and Gulf
South regions of the United
States. EAIG is a member of the
publicly-held Eastern Insurance
Holdings Inc. family of compa-
nies, with offices in Lancaster
and Wexford, Pa.; Charlotte,
N.C.: Carmel, Ind.; Franklin,
Tenn.; Richmond, Va.; and
Madison, Miss.

EIHI operates through its
subsidiaries a domestic casualty insurance
group specializing in workers’ compensa-
tion products and services and a segregated
portfolio cell reinsurance business.

McGowan, Governmental Underwriters

The McGowan Cos., based in Fairview
Park, Ohio, has purchased the assets of
Governmental Underwriters of America
Inc. (GUA). Effective immediately, GUA will
begin operating under the newly formed
McGowan Governmental Underwriters
(MGU) brand.

Founded in 2006, GUA provides public
entity insurance to municipalities and
school districts.

The formation of the McGowan
Governmental Underwriters brand con-
solidates all of McGowan's public entity
operations into one facility. This operation
will be headed by Terrence B. Phelan, as its
president. David Gosiewski has been named
senior vice president of the newly-formed
company.

All GUA brokers will receive automatic
appointments with McGowan and its full
range of products and capabilities.

MGU’s umbrella products are available
in all 50 states, while MGU’s package prod-
ucts initially will be available in Ohio and
Pennsylvania, with more states coming
online soon.

The Hilb Group, EPH
The Hilb Group announced the acqui-

14 [ INSURANCE JOURNAL-NATIONAL REGION May 6, 2013

sition of Engle, Paxson & Hawthorne
Insurance Services (EPH) of Leesburg, Va.
The transaction was effective April 1.
Founded more than a century ago,
EPH serves residents and middle-market
business owners in northern Virginia,
Washington, D.C., and Maryland. The firm
was one of six agencies in the country to
receive the “Top Performing Agencies”
award from the Independent Insurance
Agents and Brokers of America in 2010.
The Hilb Group said this deal comes
on the heels of its recent acquisition of
Pennoyer Group in nearby Crofton, Md.
The Hilb Group CEO Robert | Hilb said
his company is continuing to build a strong
agency presence in the D.C. metro area.
The Hilb Group was founded in 2009 by
Robert H. Hilb, the former founder, CEO
and chairman of Hilb, Rogal and Hobbs,
and Robert J. Hilb, a former corporate
vice president of Hilb, Rogal and Hobbs.
The Hilb Group seeks to grow through
targeted acquisitions in the middle mar-
ket insurance brokerage space. The com-
pany is headquartered in Richmond, Va.,
with offices in Virginia, North Carolina,
Tennessee, Georgia, Maryland and New
York.

Atlas General, South Bay Underwriters

Atlas General Insurance Services in
San Diego, Calif. has acquired South Bay
Underwriters from Bliss & Glennon, a
Redondo Beach-based national managing
general agency and surplus lines broker.

The firms said that upon closing of the
transaction on May 1, they will form a
new unit of Atlas under the name Atlas
Specialty Property Division. This new divi-
sion will be headed by industry veteran
John Coleman, who will be based in Atlas’
newly-opened Manhattan Beach office.

The Specialty Property Division will
focus on difference in conditions insurance,
which provides coverage designed to close
specific gaps in standard insurance poli-
cies for commercial risks. The division will
concentrate its efforts on commercial prop-
erty risks largely comprised of real estate
schedules, municipalities, and retail with
catastrophic exposed perils.

www.insurancejournal.com
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The Trademark Problem

It has always been surprising that
trademark issues receive so little
attention in the insurance community.
It's almost as if trademark claims are the
dirty little secret of casualty insurance,
both on the standard commercial and
specialty professional sides of the house.
There is no question that in the

E marketplace at large,
trademark claims are a
significant and grow-
ing problem. Both the
number of trademarks
in use and the number

!
8 of new trademark

By Leib Dodell

registrations continue
to increase year-over-
year. According to statistics maintained
by the U.S. Patent and Trademark
Office, in the first quarter of 2013 there
were 1,867,353 trademarks registered and
actively maintained in use, compared
with 1,752,599 in QI 2012. New trade-
mark registrations continue to climb

as well — 243459 in fiscal year 2012 up
from 221,090 in 2010.

Trademark-related litigation has con-
tinued to escalate as well. There were
18,118 initial claims
of trademark
infringement
over the five-year
period from 2003
to 2007 (the most
recent year for
which data are available), according
to the Mitchell Study on Trademark
Litigation. This compares with 12,905
claims over the same five-year period 10
years earlier — a 40 percent increase.

The nationwide median cost of tak-
ing a trademark case to trial is $300,000,
according to the American Intellectual
Property Law Association. And this is
not just a US. problem. In China, for
example, one of the fastest growing
economies in the world, the average
annual increase in trademark litigation
between 2002 and 2011 was 39.8 percent.

Insurers still haven’t
figured out how or where
to properly insure
trademark exposures.

Despite these numbers, and
despite the fact that trademarks
are one of the most important
pieces of intellectual property that
a company can own and one of the
key building blocks of commerce
generally, the insurance commu-
nity still hasn't figured out how or
where to properly and effectively
insure this exposure.

Trademark and CGL

The starting point in any analy-
sis of insurance coverage for trademark
claims is the commercial general liabil-
ity (CGL) policy, and more specifically
the “advertising injury” provisions con-
tained in the CGL. Given the promi-
nence of trademarks in our economy
and the volume of trademark claims
over the past few decades, one would
think there would be some clarity as to
whether and to what extent trademark
infringement claims are covered by the
CGL.

Indeed, since trademarks are essen-
tial to virtually all advertising — after
all, its difficult to advertise without any
way of identifying
the source of goods
Or services — one
might expect that
trademark infringe-
ment would be at
the core of an insur-
ance coverage expressly named “adver-
tising injury.” Unfortunately, this is not
the case. There has been and continues
to be tremendous confusion and uncer-
tainty on this issue.

“Advertising injury” was originally
introduced to the CGL policy in 1976,
and the language has been modified
multiple times since then. Many of the
published court cases involve the 1986
version of the standard ISO CGL form.

The definition of “advertising injury”
in the 1986 ISO form contains two cov-
ered offenses that are relevant to the
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discussion of potential coverage for

trademark infringement: “misappropria-
tion of advertising ideas and styles of
doing business;” and “infringement of
copyright, title or slogan.” This disas-
trous language is at the root of much of
the uncertainty and confusion regarding
trademark coverage.

“Misappropriation” is a recognizable
legal concept, but as far as I am aware
the phrases “advertising ideas” and
“styles of doing business” have no legal
meaning whatsoever and had never
appeared in any pertinent statutes or
court decisions when they were incor-
porated into the CGL. Similarly, while
“infringement of copyright” is a clear-cut
legal concept, neither “title” nor “slogan”
is a meaningful legal term.

While titles or slogans might be
trademarks, these terms have no legal
significance and are not helpful in
determining whether a particular cause
of action might be covered. The term
“trademark” itself does not appear any-
where in the 1986 form, leaving courts
and other analysts at a complete loss in
attempting to determine whether these
provisions were intended to provide
trademark infringement coverage. As
might be expected, this has resulted in
massive confusion, literally thousands of
coverage disputes, and millions of dol-
lars in wasted premium dollars. There
are many published opinions reaching
different conclusions on the scope of

continued on page 18
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also added what might have been a helpful
exclusion, stating that advertising injury
coverage does not extend to claims “arising
out of copyright, patent, trademark, trade
secret or other intellectual property rights.”
However, the form also provides that this
exclusion does not apply to “infringement,
in your advertisement, of copyright, trade
dress or slogan.”

To say that these amendments were not
terribly helpful would be an understate-
ment. We now have what appears to be a
straightforward trademark exclusion, but
with a puzzling carve-back for trade dress
and slogan in an advertisement. Does this
mean that trademark claims are excluded,
but trade dress claims (in an advertisement)
are covered?

Trade dress is a close cousin of trade-
mark — it refers to the distinctive design
of a product or its packaging, as opposed
to a name or logo that identifies the source
of that product to consumers (think of the
distinctive design of a Cola-Cola bottle). It
would be quite odd if trade dress claims
were covered by the CGL, but trademark
claims were not. And what are we to make
of the carve-back for “slogan™ Are we sup-
posed to conclude that trademark claims
arising out of “slogans™ are covered, but
similar claims arising out of words, logos,
etc., are excluded? Needless to say, coverage
disputes over trademark claims continue to
proliferate under the 2001 ISO form, with
no clarity over the scope of trademark cov-
erage and continued waste and inefficiency.

Domain Names

This problem is only going to get worse.
For several reasons, the growth of the
Internet will continue to drive an increase
in trademark claims.

First, domain names are an extremely
fertile ground for trademark disputes, since
there is no requirement to prove legal own-
ership of a particular domain before regis-
tering it. As we continue to add new “top
level domains.” such as .biz, etc., disputes
over domain name ownership will continue
to increase.

Second, the Internet makes it much more

continued on page 20

www.insurancejournal.com



« Sales & Service Best Practices
* Leadership Growth
« Cultural Development
« Agency Assessment & Consulting
« Cutting Edge Tools & Technology
» Agency Process &
Workflow Optimization
- Effective Phone Skills
» Employee Recruiting & Retention
« Defining Core Metrics to Manage,
Measure, and Improve
 Customized Training Packages
» And much more...

- Effective Sales & Marketing
Strategies

- Digital Marketing Best Practices

- Social Media Strategies & Toolkits

« Targeted Email Marketing

« Advanced Tools & Technology

+ Search Engine Optimization

« Search Engine Marketing

Effective Reporting

In-depth Knowledge Base

Call Recording Analysis

- Targeted Lead Generation Systems
- Effective Branding & Marketing

» And much more...

SELL - KEEP

 High Converting Websites

« Virtual Profit Center ™- CRM System

 Automated Email Marketing System

 Lead Assignment Engine

» Producer Mobile Text Alerts

- Automated Pipeline Management
» CSR/Producer Status Automation

» Renewal Manager

 Real Time Reporting

« 800 Tracking Numbers

* Fully Integrated with AMS 360

« Fully Integrated with QQ Solutions

* Fully Integrated with Applied TAM
« Fully Integrated with Sagitta

* And much more...

‘ ‘Astonish has been exactly what our “ Astonish’'s technology allowed me to

agency needed. They've challenged us

“Astonish has not only improved our
digital marketing strategy, but has helped reinvent my agency. It provides the multi-
to ‘think outside the box" and we've

experienced real growth. I lutely

LOVE Astonish! ??

change the culture of our agency through angle attack I need to guarantee success

training. The changes we have seen in jusb , in an ultra-competitive marketplace.

one year are nothing short of remarkable
Brooks A. Allen | President

Lisa Dickerson St. Johns Insurance Agency

Dickerson Agency

Chris D. Clausen | President
The Clausen Agency

~ TAKETHETOL

ASTONISH.COM 1-877-905-1999

(@stonish)




NATIONAL

Closer Look: Tiability

/

Liability, continued from page 18

. . . bobsbikeshop.com. This is a problem that

likely that two businesses using the same . A .

o o o cries out for a solution.

or confusingly similar marks in distinct L

) ) ) ) While it is true that there are some spe-
geographical regions will come into con-

tact with each other — Bob's Bike Shop in
Seattle, for example, might have peacefully

cialty professional liability insurance prod-

ucts that might provide the necessary cover-
articularl dia liability policies, thi

coexisted with Bob’s Bike Shop in Miami, age, particularly media liability policies, this

) is not currently an effective approach, for
but only one of them can own www.

(
Growth

Many agencies would like to purchase their
“competitor down the street.” Never having
purchased an agency before, how do you start?

Any proposed acquisition should enhance agency value.
Agency principals need to consider their agency’s financial
health, conduct proper due diligence on a viable target
agency and use knowledgeable consultants - including your
banker.There are many “moving parts” to even the most
“basic” acquisition.

Review your agency’s financing needs with InsurBanc —

the only financial institution dedicated to serving America’s
independent insurance agencies. We’re uniquely positioned
to provide agency principals with financial insights for
enhancing agency value.

(866) 467-2262
Visit InsurBanc.com

. I Your industry.
\h;ws @ Member n S u r } Your agency.
ng FD"C B a. n C Your Bank.

— LEnaER
A Division of Connecticut Community Bank, N.A.® J

20 | INSURANCE JOURNAL-NATIONAL REGION May 6, 2013

several reasons.

First, these specialty policies are geared
toward traditional media and technology
companies. They are rarely marketed to
or purchased by the standard commercial
Main Street businesses that need the cover-
age most.

Second, there is surprising uncertainty
over the scope of trademark coverage even
under specialty professional liability poli-
cies. For example, media liability policies
are designed to cover claims arising out
of “content.” The specific content that is
covered by the policy is usually scheduled
in the declarations page, typically with
language such as “all books and magazines
published by the Insured” If the schedule
is not written broadly enough, the insured’s
trademarks might not in fact be covered.

Moreover, many media liability policies
contain exclusions that, intentionally or
not, cast doubt on the scope of trademark
coverage. For example, one leading media
policy contains an exclusion for claims
arising from any “actual or alleged unfair
or deceptive trade practices with respect
to the advertising and sale of the insured’s
own goods, publications or services.” Since
trademark infringement is often considered
an unfair trade practice, this type of exclu-
sion could jeopardize coverage.

There are two potential avenues for
resolution of this problem — either clari-
fication of the CGL language (and perhaps
an optional coverage endorsement) that
would squarely address trademark cover-
age, or the development of a stand-alone
trademark coverage product along with an
effective distribution strategy to reach the
standard commercial marketplace.

Until one of these solutions is reached,
we will continue to see defeated policy-
holder expectations and massive waste of
premium dollars.

Dodell is currently working with ANV, a global spe-
cialty insurance group, to develop new specialty insur-
ance products in the United States. He is formerly
CEO of Media/Professional Insurance and ThinkRisk
Underwriting Agency, and is currently a member

of the Board of Trustees of the Professional Liability

Underwriting Society. Email: leibdodell@gmail.com.
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Frank Mastowski

SPOTLIGHT

Jimcor’s Mastowski on the Market and the Future of MGAs

he incoming president of the
American Association of Managing
General Agents (AAMGA) is no new-
comer to insurance. He has some 40
years of experience under his belt.
Frank Mastowsi founded his family-
run managing general agency — named
after his children James
and Coryn — in 1986
with his wife Ellen.
Today, his children
James Mastowski and
Coryn Thalmann serve
as Jimcor’s co-CEOs.
Mastowski continues
~ toserve as president of
Jimcor, and also serves
as president of Citation
Re LLC and their affili-
ates and as chairman of
the board of directors.
Mastowski under-

stands what it takes to be a successful
wholesale broker. Prior to opening
Jimcor, he spent 16 years as a vice presi-
dent at Western World Insurance Co.

In this interview with Insurance
Journal's Andrea Wells, Mastowski dis-

cusses his insurance beginnings, consoli-

dation in the industry, the marketplace
and what he expects to see in the com-
ing year.

What brought you to the wholesale
agency side of the business? Why
did you leave the company side?
Mastowski: Actually, the president of
Western World talked me into it. When
I decided it was time for me to move
on, he ended up suggesting I go into the
wholesale business. He gave me my first
contract.

Tell us about the beginning days of
Jimcor. What was that like?
Mastowski: I started out as a whole-
sale surplus lines broker with binding
authority contracts. I actually started
out with only one, which was Western
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World, and then I had the Admiral as a
brokerage. I had a couple of brokerage
facilities. That's the way we started. By
year two, [ had five binding contracts.
Once everybody realized that I was
serious about staying wholesale and not
going back to the company, I started
getting a lot of contracts.

Did you ever consider specializing?
Mastowski: Pretty much what [

knew best was, of course coming from
Western World, was the binding author-
ity business, so we capitalized on that
end and just continued to grow, and
grow, and grow.

Are you seeing continued consoli-
dation in the MGA space?
Mastowski: There are still a lot of
larger organizations looking for acquisi-
tions. ... It has slowed up a tiny bit,
because finally, the wholesale space is
starting to grow a little bit again. You
can grow organically — a bit — but
there are still a lot of people out there
looking for acquisitions and purchases.
There’s just a lot of capital coming into
the industry, both from the company
side and from the investment side.

only (are we seeing) the single-digit
increases in premium, we're seeing more
business come out of the admitted mar-
ket. T don' see it being done the way

it was done before, which was whole
classes of business, or entire books of
business or lines of business. It’s more
strategic. Admitted markets are get-
ting out of a certain group of risks as
opposed to the entire class. It's creating
more opportunities for the wholesaler.

How would you describe regulatory
environment for MGAs today?
Mastowski: As an industry we still
continue to struggle with regulation
and the cost of regulation, probably as
much as anything, It seems every state
has its own set of rules. They tried to
create some national simplicity to doing
business and licensing, It hasn't gotten
any simpler, and I don't think it’s going
to for a while yet.

What about the future of distribu-
tion? Are wholesalers still going to
be a big part of the industry?
Mastowski: I see, quite frankly, a
bright future for the wholesaler. Now,
that's a wholesaler who can adapt to

LKk o change and can react
Do you think AAMG A very quickly and do
acquisition x things correctly. [

activity will
continue in
the future?
Mastowski: I do believe that it will
continue ... I think they're going to be
more strategic in this coming year. It
has to fit the model. But I still think
that definitely you're going to see merg-
ers and acquisitions continue, especially
with the amount of capital that wants
to come into the business.

Do you think the rest of this year
and into 2014 is going to be better
for wholesale firms?

Mastowski: Yes, I actually do. Not

I American Association of
s Managing General Agents

think it’s going to be
different for a small
startup operation
because the cost to enter is very expen-
sive, especially on the automation side.
It's not cheap. It comes at a cost just

to open the doors up. Do I think the
independent wholesaler has a future?
Absolutely. Indicative of that fact is
the AAMGA, which just last week,
approved nine new members.

What do you hope to accomplish
this year as the AAMGA president?
Mastowski: My theme is, “Change is
inevitable. Let’s plan for it [

www.insurancejournal.com
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San Francisco Cable Car Accidents Costs Millions

Paul Elias
Associated Press

In this city of innumerable tourist
attractions, the clanging, hill-conquer-
ing cable cars stand out as a top draw.

The quaint conveyances also stand
out for the inordinate number of acci-
dents and the millions of dollars annu-
ally the city pays out to settle lawsuits
for broken bones, severed feet and bad
bruises caused when 19th-century tech-
nology runs headlong into 2Ist-century
city traffic and congestion.

Cable cars average about an accident
a month and routinely rank among the
most accident-prone mass transporta-
tion modes in the country per vehicle
mile traveled annually, according to
the U.S. Department of Transportation.
Over the last 10 years, city officials
have reported 126 accidents injuring 151
people.

After the latest serious accident —
when seven people were injured after
a cable car slammed to an unexpected
stop after hitting a small bolt in the
track — the Associated Press obtained
through a public records request a list-
ing of cable car-related legal settlements
over the last three years.

Those figures show the city paying
nearly $8 million to settle about four
dozen legal claims.

The city has paid on average $12 mil-
lion annually to settle all claims con-
nected to its mass transportation sys-
tem that in addition to cable cars con-
sists of electric street cars and buses,
which travel many more miles and carry
many more passengers.

City officials acknowledge that the
open air cable cars, which ply only eight
miles of track, produce a disproportion-
ate amount of accident-related costs.

But they say the cars are a much
beloved and valuable part of the city’s
life and character.

“The iconic cable cars of San

www.insurancejournal.com

Francisco are a National Historic
Landmark and we work every day to
make them safer,” San Francisco Mayor
Ed Lee said, adding, “While accidents
and injuries are down from just a few
years ago, we are always working to
improve the system as a whole”

Federal transportation figures show
19 injuries and 16 accidents last year, the
second highest amount reported in the
last 10 years. There were 36 accidents
reported in 2004.

Recently, five passengers and two
workers were injured after the bolt
caused their cable car to slam to a sud-
den stop. The conductor had facial and
tongue injuries and the driver suffered
internal injuries and cracked ribs, tran-
sit officials said. Legal claims are expect-
ed, as they always are after a cable car
accident.

The city has been settling lawsuits
almost since the cable cars began opera-
tion in 1893. One woman won a 1970
jury verdict of $50,000 after she claimed
that a minor accident on a cable car she
was riding turned her into a nympho-
maniac.

San Francisco remains the only place

on the planet with a true, manually
operated cable-car system serving the
public. First introduced in the late
1800s to save the strain on horses haul-
ing carts up the city’s steep inclines, the
15,500-pound cable-powered cars grip

a continuously moving underground
cable with pliers-like gear to travel the
streets of San Francisco.

They are a San Francisco icon vital to
the city’s booming tourism industry. An
estimated 7 million ride the cable cars
annually, the vast majority tourists.

The biggest single payout over the
last three years went to John Gainor,
who received $3 million in 2011 because
his foot had to be amputated after it got
caught between the cable car he was
standing on and a parked vehicle.

Another $4 million went to the four
victims of a runaway cable car that sped
down a steep San Francisco hill before
leaving the tracks and careening onto
the sidewalk.

Copyright 2013 Associated Press. All
rights reserved.
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Tool Identifies California’s Most Polluted Cities

By Tracie Cone

even of California’s 10 ZIP codes

most burdened by pollution are in
the San Joaquin Valley and three are in
Los Angeles, according to a new tool
developed by state environmental offi-
cials to target communities for cleanup.

“People tend to think of more urban
areas when they think of pollution
effects,” said Sam Delson, a spokes-
man for the California Environmental
Protection Agency. “That isn't necessar-
ily the case”

Delson said the most immediate
outcome for some of the communities
might be investments and grants from
the state’s cap-and-trade fund, where
25 percent of the money is supposed
to be earmarked to improve the worst
pockets of pollution.

The study of 1,769 ZIP code areas
by the Cal EPA looked at everything
from pesticide use to traffic density to
groundwater threats. It scored the envi-
ronmental hazards in each community
then added in human health factors
such as the number of children and
elderly in the area, the birth weights
of infants, asthma rates and poverty
levels.

The resulting CalEnviroScreen

‘This at least gives some
idea of what the impacts
are on the communities
that are overburdened.’

released on the Cal EPA’s Office
of Environmental Health Hazard
Assessment website is a tool that can
be used by planners to identify com-
munities most burdened by pollution
and to direct cleanup funding to them.
“This at least gives some idea of what
the impacts are on the communities
that are overburdened” said Caroline
Farrell, executive director of the
Delano-based Center on Race, Poverty
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& the Environment. “Once you identify
them you can make improvements”

While there have been previous
attempts to look at individual types of
pollution, Delson said this is believed
to be the first to consider cumulative
impacts on the vulnerable populations
of people who live there, especially
vulnerable populations of the very
young and the very old.

The top 10 cities include three ZIP
codes in Stockton, three in Fresno
and one in Bakersfield. In Southern
California, East Los Angeles, Vernon
and Baldwin Park are also in the
top 10.

Dozens of other cities in the San
Joaquin Valley, Inland Empire of
Southern California and pockets of
industrialized areas around the San
Francisco Bay were among the 10 per-
cent of the state ZIP codes that scored
highest in potential impacts on people
who live there.

The study looked at 11 types of pol-
lution in each ZIP code, including
pesticides, particulate pollution, ozone
and diesel emissions, and seven socio-
economics factors.

The study is the most compre-

hensive to date on pollution and its
impacts on vulnerable populations
and communities with high poverty.
It comes out of a 2004 mandate by Cal
EPA to consider environmental justice
when making cleanup and permitting
decisions.

“This is all data that is publicly avail-
able, but it has never been assembled
and combined in an analytical way,
Delson said.

The League of California Cities ini-
tially balked at the idea of the study,
thinking results would stymie develop-
ment in blighted areas. In response Cal
EPA stressed in the final version that
the study was not intended to substi-
tute for local environmental assess-
ments for development.

Also agriculture interests com-
plained that the presence of pesticides
in a community does not correlate to
exposure levels, a point Cal EPA con-
cedes. The agency said the assessments
of pesticides in communities will be
updated as more data becomes avail-
able in the coming years.

Copyright 2013 Associated Press. All
rights reserved.
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Fireman’s Fund Chief Tackles Sesquicentennial, Market

By Don Jergler

hoosing an historic icon that stood

after San Francisco's great earth-
quake and massive fire more than 100
years ago was a deft, almost poetic,
public relations concept to celebrate
Fireman's Fund Insurance Co.s sesqui-
centennial.

In April the company so many associ-
ate with those events and the city itself
invited media, politicians, firefighters
and insurance professionals to The Old
Mint, future home of the San Francisco
Museum at the Mint, to celebrate 150
years in existence and showcase its his-
toric ties with the city.

The event also kicked off a national
celebration, which included a traveling
exhibit of items from Fireman's Fund’s
history. The exhibit is making eight
stops around the country to showcase
items or particular interest to each area.
At the San Francisco event Fireman's
Fund President and CEO Lori Fouché
talked with Insurance Journal about that
history, trends in the industry and the
company’s future.

Fouché was named president and
CEO of Fireman's Fund in July 2011.

Insurance Journal: It's been nearly
two years since you took the helm at
Fireman's Fund.
Are you now, as a
company, where
you wanted to be
when you first took
over?

Fouché: Two years ago, when I took
over as CEO, one of the things that I
and others worked on was really, ‘What
is the long-term plan? We decided, at
that point, that we were on a three- to
five-year situation in which that would
be the point in time where we would be
where we want to be. About 22 months
into it, we haven't realized where we
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‘For us to be celebrating
our 150th anniversary
as a company is
unbelievably special.’

should be and where we want to be,
but we are certainly on track for being
where we want to be, and that's really
been our focus. Over the course of the
next several months, we’ll continue to
push forward, and we're hopeful that
we'll continue to stay on track.

Insurance Journal: Can you talk
about your sesquicentennial and what
that means?

Fouché: For us to be celebrating

our 150th anniversary as a company is
unbelievably special. There aren't that
many companies who can claim to have
been around for 150 years, particularly
financial services firms. Certainly, it's a
testimony to our financial strength to
be able to be around, but it’s also a testi-
mony to being able to innovate and stay
current with the changes and trends
and history and things that come
about, because if you don't innovate, you
also may find yourself out of business.
Between our financial strength and
what we've been able to do as a com-
pany, keeping pace with changes over
150 years, the great agents and brokers
we've had and the great employees we
have, it's quite a celebration to be able
to say, ‘You've made it 150 years’

Insurance
Journal: Fireman's
Fund has ties to sev-
eral great catastro-
phes and notewor-
thy policyholders.
What do you feel is the most significant?

Fouché: Its really difficult to choose
any one really significant tie, because

all of them have really made us who

we are today and what we've become.
Certainly, we've had some noteworthy
moments. The San Francisco earthquake
is obviously something that was very
momentous for us, because it tested

Fireman’s Fund President and
CEO Lori Fouché

our financial stability very early in our
beginnings. There have been so many
other ones from there that have really
been moments in time where we've real-
ly grown up with America, from being
able to insure the Hoover Dam, insure
the making of the Golden Gate Bridge,
to being able to underwrite the Spirit

of St. Louis. There’s so many moments
in American history that we've been
right there. It's just made us who we are
today. They're all a composite. It is who
we are and what we're so proud of.

Insurance Journal: Where’s the top
growth area for yow? What will the
industry watchers be hearing about
most when they hear about Fireman's
Fund?

Fouché: About a year ago, we under-
took a process to really understand our
book of business and to really under-
stand where the opportunities were in
the insurance industry and where we
could potentially play. What we've really
focused on in the short run are those
opportunities that we have that we
believe we've got unique expertise, that
we believe we have coverages. For us,

www.insurancejournal.com



there are a number of different areas. One is
certainly in the personal insurance high net-
worth area. We have redoubled our efforts
in that space. Another one is the farm and
ranch business. Excess umbrella from an
admitted perspective is an area we've his-
torically had great strength in and continue
to look forward to growing in. Highly pro-
tected risks in the property area is another
one that we enjoy expertise, and we look
forward to growing more in that space as
well. Program business is another area that
we've been leaders in the industry for a

very long time, and we also look forward to
growing in that space.

Insurance Journal: According to
Wikipedia, you created the first green
products in the U.S. Where is this sort of
coverage headed? It seems to have gone by
the wayside when the economy went in the
dumps. How’s it looking now? Are you guys
putting resources into this?

Fouché: We were the first insurance car-
rier to provide green building coverage, in
2006. We were certainly well connected at
that point in time and continue to be today.
We still have individuals who are on the US.
Green Building Council, and certainly it's
something that we continue to push and
provide. It’s true that we've not been as pub-
lic in the media about it over the last several
years, as we had other priorities, but I think
over the next year, youll begin to hear us
talk more and more about that. Certainly, as
a company, beyond green building coverage,
sustainability and our role as a company and
our role in looking at climate change and
how it may affect the insurance industry are
all things that we have a lot of interest in
and making sure that we're connected to.
You'll continue to hear more about green-
building coverage. I think policyholders are
interested in that, particularly as sustain-
ability and environmental issues continue

to be at the forefront of our national dialog
and concerns.

See video with Lori Fuché at
Insurancefournal.tv

www.insurancejournal.com

Insurance Journal: Allianz employs near-
ly 155,000 people worldwide. Can you talk
about working in a structure like that?

Fouché: Allianz, based in Munich,
Germany, is certainly one of the world's
largest financial institutions and companies.
As Fireman's Fund, being part of it, we're a
proud member of the Allianz family. What's
unique about us is we are a subsidiary of
that company. We very much operate on our
own in many ways and have 2,500 employ-
ees of our own. We really have an opportuni-
ty to act like a much smaller company, but
we enjoy the financial backing of a parent,
and we enjoy the resources and expertise
that a company like Allianz has all around
the world.

Insurance Journal: Corporate structures

are always changing. Change is just essen-
tial in the industry. Can you talk about
change at Fireman's Fund?

Fouché: Certainly, from a Fireman's Fund
perspective, we've been through our fair
share of change. Certainly, some of it is a
reflection of changing times, and some of
it is a reflection of things that we needed
to do that were specific to Fireman's Fund.
About a year ago, we went through a cor-
porate restructuring ourselves, and I feel
pretty good about where we are right now.
As you rightly point out, change is the
nature of the game, and so we certainly
look for ways to constantly be more effec-
tive and more efficient than we are today.
I certainly expect that we'll tweak as we
need to tweak and we find those opportu-
continued on page W6

Fireman's Fund Fights for Firefighters

he name Fireman's Fund Insurance Co., founded in 1863 by ship captain William
Holdredge, celebrates the founder’s arrangement to pay 10 percent of company profits
to support the widows and orphans of firefighters.

To mark its 150th year anniversary the company kicked off a national celebration at The
Old Mint in San Francisco, which will be followed by a traveling exhibit of historic items
from the company’s history. The event in April drew several hundred industry profession-
als, politicians and members of the media.

During the event the company gave a $25,000 gift to the San Francisco Fire Department.
The funds will go to support community outreach programs and research on the high
rates of cancer found among firefighters. According to Fireman's Fund, the donation
brings the total funds the company has awarded to the fire department to $250,000 since
2004.

Through its Heritage Program, the company supports firefighters by providing grants
for vital equipment and training,

Since 2004, when the Heritage Program was launched, Fireman's Fund has donated
more than $29 million in grants to more than 1,800 fire departments across the U.S.,
according to the company.

Spealkers at the event talked about the company’s particular importance in the San
Francisco Bay Area, as well as in other locales where the insurer helped rebuild after
catastrophes.

“Your history is the history of the city of San Francisco, the Bay Area, the state of
California and our country;” said Congressman Jared Huffman, D-San Rafael, one of the
dignitaries at the event.

One of the highlights of the event were displays in the building paying tribute to the
James Bond films. Fireman's Fund has insured all 23 of the 007 films, and had posters of
the films, as well as and costumes worn by the Bond girls and the dapper agents them-
selves, including suits worn by some of the best known Bonds: Sean Connery, Roger
Moore, Pierce Brosnan and Daniel Craig,
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Fireman’s Fund, continued from page W5
nities. That's certainly my challenge to the
organization, that change is what you need
to do in order to continue to keep up, and
that's how we've become a company that's
150 years old. You've got to change. You cant
stay where you are and think that’s the best
place to be.

Insurance Journal: Speaking of
change, where do you see the industry

headed?

Fouché: From an industry perspective,

as we look at 2013 and beyond, I think the
insurance industry, when you look at where
rates are going, the industry will talk about
and publications will talk about rates being

up. The question becomes why, and is that
sustainable? Certainly, everyone, I think,
tries to price accounts for the right risk, for
the right rate, and that's always the goal,
but when you see the rates being up, you
wonder, is the hard market right behind

‘Certainly, from a Fireman’s Fund
perspective, we’ve been through
our fair share of change.’

i? I chink, certainly, there’s some economic
factors that cause all insurance companies
to look at their investment portfolios, that
cause insurance companies to look at how
they rate things, and certainly investment
yields are part of that economic reality and

Fireman’s Fund Historic Highlights

1863 - The first policy was one halfinterest in 1,000 kegs of Boston syrup. The premium
was $12 cash in advance.

1871 - Great Chicago Fire - Fireman's Fund paid all claims even though its losses exceed-
ed its assets. About half of the property destroyed in the fire was covered by insurance
— a liability of nearly $100 million, spread among 201 companies. Fireman's Fund’s
share of the losses was $529,000 — more than its assets of $500,000.

1872 - Boston Fire - Fifty acres in Boston's business district went up in flames, causing
$75 million dollars in losses. Fireman's Fund was able to fully pay all its policyholders
promptly for $190,000 in losses.

1906 - Fireman’s Fund wrote its first motorcar pohcy, covering a Pierce-Arrow against
fire, theft and collision.

1906 - San Francisco Earthquake - The company’s headquarters were destroyed, but
Fireman's Fund was able to pay the claims of all of its policyholders with a combination
of cash and stock.

1920's - Fireman's Fund insured the first movies with sound.

1927 - Charles Lindbergh - Fireman's Fund insured the construction of the Spirit of St.
Louis, which was flown non-stop from New York to Paris by aviator Charles Lindbergh.
1936 — Fireman’s Fund insures construction of Hoover Dam.

1937— Golden Gate bridge construction is completed, underwritten by a Fireman's Fund
surety bond.

19841986 - Fireman's Fund insured the Statue of Liberty when it underwent renovation
between 1984 and 1986. The company issued a $95 million all-risk policy that protected
the statue against fire, flood, earthquake, vandalism and other physical damage.

1989 - Loma Prieta Quake - Fireman's Fund
played a role in helping the Bay Area recover
from the earthquake, also known at the
“World Series Earthquake”

2001 - 9/11 - All of the company’s New York
employees survived the attacks on the World
Trade Center, where Fireman's Fund’s offices
were located. Fireman's Fund was quick to

pay claims resulting from the attack.
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financial reality that we live in. Certainly,
we all keep an eye on interest rates and
what that means. I think we're all tight-
ening our underwriting standards and
expectations, because we need to make an
underwriting profit on our books of busi-
ness, and that’s critical for us to be mak-
ing money. I think, as long as interest
rates remain low, we’ll continue to have
pressure on making sure that were all
getting the right rate for the right risk
and combined ratios that are sub-100, to

be able to make up for the difference. We
won't make up for the difference in the cur-
rent environment with the pricing the way
it is right now.

I think, certainly, looking out beyond
that, as the economy improves, that cer-
tainly means that the pie expands for all
of us as well. I think there’s always growth
opportunities. Certainly, the U.S. economy
is performing better than most economists
would have expected it to. Through that,
there's emerging industries, whether or not
it's the opportunities that health care may
provide, whether it's opportunities that
energy may provide in the United States as
well. T don't think that the outlook is really
that much different, in some ways, than
what it's been over a longer period of time,
but you need to be in tune with what's
going on in order to maximize your oppor-
tunities in that space.

Insurance Journal: You did mention hard
market. Is the market turning hard?

Fouché: I'm not a prognosticator, and

I dont have the crystal ball to be able to
answer that, but certainly, if you look at
what everybody’s putting forth in terms

of the rate that they've achieved on the
books of business, if hard market is defined
as rate increases above zero over a multi-
quarter period of time, then you can define
it that way. I look at it from a Fireman's
Fund perspective and say, ‘Get the right
rate for the account; and that’'s what we
mostly focus on. Some accounts may have
rate increases, some may be flat, some may
get rate decreases, but you've got to get the
right rate for the account. [
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Drought Costs Wyoming
County its No. 1 Hay Spot

Fremont County has lost its
spot as Wyoming’s No. 1 alfalfa-
producing county, growing only
two-thirds of the hay in 2012 than it
did in 2011

The Riverton Ranger reported
local farmers produced 157,000 tons
of the crop, topped only by Goshen
County’s 202,000 tons. Fremont
County had been the top alfalfa-
producing county since 1962, when
Park County grew 109,900 tons to
local farmers’ 104,500 tons.

Last year’s production marked a 38 percent drop from 2011.

University of Wyoming Extension educator Ron Cunningham
says drought caused the low production.

Fremont County placed 10th out of 16 in terms of yield,
with 2.7 tons of alfalfa produced per acre. Platte and Goshen
counties topped that list, both with 445 tons per acre.

Copyright 2013 Associated Press. All rights reserved.

Lawsuit Over Los Angeles
Lap-Band Ads Settled

company that promotes Lap-Band weight-loss surgery

has agreed to pay $1.3 million to settle a false-advertising
lawsuit in Southern California, with some of the money going
to billboards warning the public about the risks of weightloss
surgery.

The Los Angeles Times reported that
from 2009 to 2011 five patients died after
Lap/Band surgeries at
clinics affiliated with _-‘-.\: 3
the 1-800-GET-THIN
ad campaign.

Relatives of two

of the dead patients,
Ana Renteria and
Laura Faitro, filed
the lawsuit as a class action in 2011.

The proposed deal calls for $100,000 to be spent on advertis-
ing throughout Southern California explaining the risks of the
procedure.

Copyright 2013 Associated Press. All rights reserved.

Liability an Issue for
Colorado Ski Patrols

Colorado ski areas and sheriffs are becoming increasingly
concerned over liability for dangerous backcountry res-
cues outside ski area boundaries.

Steamboat ski patrollers have taken part in two dozen res-
cues this season. Vail is also participating.

Sheriffs and ski areas are listing ski patrollers as members
of volunteer search-and-rescue teams
who operate under county insurance
and workers’ compensation policies,
but those policies usually protect
only volunteers who are not being
paid.

According to the Denver Post, ski
areas want to continue to pay their
employees while they are out on the
search and rescue, but once they vol-
unteer, they need other protection.

Copyright 2013 Associated Press. All
rights reserved.
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Report: L.A. Tops List of Cities
with Worst Traffic

os Angeles has the

worst traffic in the
nation, according toa
new Ireport.

The Los Angeles Times
reported L.A. beat out
Honolulu for jam leader
in the 2012 scorecard :
from traffic information firm INRIX.

The scorecard says the average L.A. driver spent 59 hours sit-
ting in traffic last year, or about 2 1/2 days.

That’s nine hours more than drivers in Honolulu.

INRIX says traffic in L.A. got worse because the city has
added about 90,000 jobs, which means more people driving.
The worst time to drive home: Friday afternoon.

San Francisco was in third place for congestion, followed by
Austin; New York and Bridgeport, Conn. San Jose was in sev-
enth place, followed by Seattle, Washington D.C. and Boston.

Copyright 2013 Associated Press. All rights reserved.

www.insurancejournal.com



Y £

?’_:

Looking for VIP ?

Call the commercial auto
experts... We've got you covered.

Stretch/Super stretch/Vintage
limos, Church buses, School

buses, Day care center autos -
We can help!

PACIFIC GATEWAY INSURANCE AGENCY

Phone: (800) 354-4844 - Fax (661) 257-5988

27200 Tourney Rd Suite 360
www.pgiainsurance.com - License #: 0C04869

Valencia, CA 91355

We offer a wide variety of commercial auto, garage, property, package
and general liability products.

All backed by an A++ financial rating by AM Best.




WEST

Jim Odiorne

Dan Husges

A

Rick Mangum

Susan Groff

People

Washington Insurance Commissioner Mike Kreidler
named longtime staffer Jim Odiorne to chief deputy in the
Office of the Insurance Commissioner.

Odiorne has a long tenure at the office, having served as
the deputy commissioner for the company supervision divi-
sion since 1996. He came to the agency in 1989 from Texas,
where he served as the assistant state auditor, worked in
private practice as an attorney, and worked for the Texas
Department of Insurance in a number of positions, including
senior deputy commissioner.

Odiorne is an attorney as well as a certified public accoun-
tant.

Hub International Insurance Services named Mary
Castiglia senior vice president of its San Francisco commer-
cial division.

Castiglia will be responsible for producer recruitment,
business development and sales. Castiglia and her team will
be based at one of Hub International’s newest locations from
a recent acquisition in San Francisco.

Castiglia’s experience includes errors and omissions,
directors and officers, and renewable energy risk attenu-
ation programs for technology and energy companies and
enterprises.

Most recently Castiglia served as a practice leader with a
large regional insurance brokerage in the San Francisco Bay
area.

Chicago-based Hub is a provides an array of property/casu-
alty, risk management, employee benefits, investment and
wealth management products across North America.

BB&T Insurance Services named Dan Husges as
an account manager for its employee benefits group in
Pleasanton, Calif.

Raleigh, N.C.-based BB&T Insurance Services, a wholly
owned subsidiary of BB&T Corporation, operates more than
100 insurance agencies in North Carolina, Virginia, Georgia,
South Carolina, Maryland, West Virginia, Tennessee, Florida,
Kentucky and California.

Cottonwood, Ariz.-based Butler-Leavitt Insurance
Agency has tapped Rick Mangum for its operations.

Mangum will focus on providing property and casualty
insurance and life and health insurance to his clients.

Prior to joining the agency, Mangum was with New York
Life for nearly three years followed by an additional three
years as an independent agent.

Butler-Leavitt is part of the Leavitt Group.

Leavitt Pacific Insurance named Susan Groff as a com-
mercial lines producer in Northern California.
Groff has more than 16 years of experience in property/
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casualty insurance and workers’ compensation. She has
worked with many types of contractors including painting
and decorating contractors and their association, the Painting
and Decorating Contractors Association.

Leavitt Pacific is part of the Leavitt Group.

Scottsdale, Ariz.-based Scottsdale Insurance Co. named
Karen Davis vice president of agency management and busi-
ness development.

Davis will oversee the product management, research
and new business development areas, reporting to Gary
Tiepelman, senior vice president of contract underwriting,
Davis is replacing Steve Franke, who became vice president
of contract underwriting’s West Region in January.

Davis began her insurance career in underwriting with
Great Southwest Fire, and then moved to a retailer where she
sold insurance. Davis started working at Scottsdale in 1990
as a personal lines underwriter, and then moved into man-
agement. Most recently, she was senior director of contract
underwriting’s Southwest Region.

Scottsdale is a wholly owned subsidiary of Nationwide.

R-T Specialty LLC named Gloria Lam to its workers’
compensation specialty division. Lam joins as a senior vice
piresident in the Irvine, Calif. office.

Lam has worked in the wholesale industry for seven years,
with a focus on developing solutions in workers’ comp. She
also has 15 years of experience on the carrier side of workers’
comp, including underwriting, marketing and management.

At RT, Lam will continue to focus on open brokerage
placement.

RT's workers’ comp specialty division has offices nation-
wide and is managed by Viviane Woodcock.

Sullivan Brokers Wholesale Insurance Solutions
named Brian Janes to the firm's property practice group as
assistant vice president, and Suzann Murphy as broker
assistant.

Sullivan Brokers is a nationwide wholesale brokerage
specializing in healthcare, professional, management, and
transaction liability, property, casualty, environmental, and
alternative risk transfer. The firm has California offices in Los
Angeles and San Francisco.

Wholesale Trading Co-Op Insurance Services LLC
in Northern California named wholesale brokerage industry
veteran Sheryl Smith as the firm’s director.

Smith will be based in WTCI's San Francisco office.

Smith joins WTCI from AmWINS Group Inc. Prior to that
Smith held wholesale casualty positions at CRC | Crump and
Tri-City Brokerage. Her experience includes the handling of
complex liability claims for leading specialty carriers. [
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RIMS Conference in LA Risks No Loss of Subject Matter

By Don Jergler

enewal of the Terrorism and Risk

Insurance Act was a much talked
about topic at the annual Risk and
Insurance Management Society conference,
a four-day event in Los Angeles, Calif. in
late April that included panels focused on a
variety of risk-based matters.

More than 9,000 insurance industry pro-
fessionals and people involved with risk
management were at the conference, which
included 376 exhibitors, according to RIMS
Executive Director Mary Roth.

A hot topic at the conference was TRIA,
and its pending expiration date, which is
high on RIMS' legislative radar this year,
according to Carolyn Snow, board liaison to
RIMS External Affairs Committee.

“We are very concerned about the renew-

One Application. Multiple Quotes.
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issue all within a touch of a button.
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Simple to use, nothing to memorize, all at your fingertips

To get started, go to www.andersonmurison.com.

al of TRIA, which expires in 2014, said
Snow, who talked about the importance of
not waiting until next year to renew the act
to avoid potential coverage gaps.

RIMS lobbyists and
members have started
meeting to develop a
campaign to push for
a quick renewal of the
act, which will include polling members
this summer, according to Nathan Bacchus,
RIMS senior government affairs manager.

“That's our No. 1 national issue right now;’
he said.

Aside from networking and panels the
conference served as an occiasion to deliver
news and reports from RIMS and its sup-
porting organizations.

According to a report issued at the start
of conference, risk managers will play a

YOU > yQU

; YOU
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(800) 234-6977
or Fax: (323) 255-0957
800 W. Colorado Blvd.
Los Angeles, CA 90041

‘We are very concerned
about the renewal of TRIA, of CSuite execu-
which expires in 2014.

California License #0323106 j

W12 | INSURANCE JOURNAL-WEST REGION May 6, 2013

greater role in strategic planning in the
near future.

At a joint press conference held by Marsh
and RIMS the two entities delivered a
study that showed

more than half

tives and nearly
half of all risk
professionals responding to the 10th annual
Excellence in Risk Management survey
agreed that the top reason why risk man-
agement is included in strategic planning
and executive activities is to identify and
assess risks arising from the strategic plan.

However, only 15 percent of the risk
professionals and onefifth of the C-Suite
respondents said the risk manager is a full
member of the strategic planning or execu-
tive teams.

The authors of the report say there is
a move toward risk managers doing more
within organizations, a trend Carol Fox,
director of the strategic and enterprise risk
practice at RIMS, said she'd like to see
more of.

The opportunity is growing for risk man-
agers to play a role beyond just assessing
risk, but for them to seek out more enter-
prise, serve as problem solvers and offer
support.

Those who can do that, “there’s no ques-
tion you will be thought of as strategic,” she
said.

Fox added, “I think these are positive
trends”

The report also revealed the top risks for
2013, which include business disruption,
economic conditions, cash flow, regulatory
compliance, destruction and loss of physical
resources, litigation or claims and natural
disaster.

Superstorm Sandy may be behind the rise
in concern over business disruption, which
moved from being the No. 6 ranked concern
in 2012 to the No. 1 ranked concern this
year, according to authors.

While they may be playing a more impor-
continued on page W14
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RIMS, continued from page W12

tant role in organizations, chief risk officers
are also earning more, according to another
report issued during the conference.

That report shows the average base sal-
ary for CRO’s rose from $170,683 in 2008
to $183,572 in 2013, nearly a 7.5 percent
increase over the five year period. The sur-
vey is released every other year by RIMS
and, this year’s survey comprised data from
2,246 completed surveys.

Panels at the conference included focuses
on energy, the restaurant industry, technol-
ogy, transportation, workers’ compensation,
sustainable buildings, real estate, construc-
tion risk, intellectual property, lessons
learned from the 2011 earthquake in Japan,
enterprise risk management, supply chain
risk, doing business in China and selecting
and working with brokers.

Aviation
During an avi-
ation industry
session, speak-
ers addressed
current risk and
challenges faced

by companies in

News & Markets

that industry.

Panelist Steven Whitlock, senior vice
president of AirSure Ltd. in Plano, Texas,
talked about general aviation issues, and
noted that not including military and com-
mercial aircraft, there are more
than 360,000 aircraft in that cate-
gory. Those aircraft conduct more
than 35 million flights annually
and that category alone accounts
for more than 1.2 million employ-
ees, according to Whitlock, who
noted the category includes fixed-
wing and rotary aircraft, hangars,
parts supphers, maintenance operations.

Whitlock said he sees this general aviation
category growing as major airlines consoli-
date and cutback air service to air hubs, and
that the number of insurers in this space
have doubled recently.

However, despite the increased competi-
tion, many insurers are reluctant to take
on a wide variety of risks, he said, adding,
“They don't all have an appetite for all of the
risk”

Japan Earthquake
In a session on business continuity plans,
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two risk experts from Japan came to discuss
the lessons learned from the Japan earth-
quake in 2011.

Shinichi Beppu, a risk manager with
Fukuoka Chuo Accounting, and Hitoshi
Ueno, a risk
management
consultant with
RM Net Office,
noted the impact
of the earthquake
and tsunami is
still unfolding
for that country
— nearly 60 percent of private business
sales were impacted following the event,
according to their studies — but that the
impact and visual evidence of the disaster is
on its way in bits and pieces to the shores
of the Western USS.

‘March of next year the
entire West Coast of the
u.s. will see the debris.’

Several boats, a dock and even marine life
have made their way to the Western U.S.,
mainly Washington and Oregon, but Ueno
said a large rubble pile that is now visible
from the Big Island in Hawaii should arrive
in the Western U.S. about this time next
year.

“March of next year the entire West Coast
of the U.S. will see the debris” Ueno said.

The men talked about preparedness,
but said the tsunami that followed the 9.0
megaquake was larger than risk managers
believed could be possible.

Risk managers at Toykyo Electric
Power estimated that no tsunami over 19
feet could be generated in the area if its
Fukushima nuclear power plant, which
unleashed a potential worst-nightmare
nuclear crisis after the tsunami overran the
facility.

“They were wrong,” said Ueno, pointing
to images of devastation wrought by tsuna-
mis waves that peaked 50 to 70 feet in some
areas.

Casinos
Risk in the casino industry must be

www.insurancejournal.com



weighed against the odds that whatever
enterprise is being undertaken by the casino
operator will prove worth it.

That was according to experts on a panel
focused on the casino industry, which
included Christian Ryan, senior vice presi-
dent of Willis, Joy Sinberg, deputy director
of risk management for the Seminole Tribes
of Florida, and Doug Wyrsch, executive
director of insurance for MGM Resorts
! . International.

Sinberg out-
lined the areas
of exposures
with which
casino operators
are concerned,

including enter-
tainment, pyrotechnics, environmental
exposures, product liability and security.

Entertainment is a risk, she said, because
a casino operator can go out and book a big
act that might draw droves of ticket payers
and would-be gamblers, but it’s crucial to
weigh whether that act was worth it.

“What are they bringing to the table, is
an essential question to ask, she said. Acts
that draw rowdy crowds, or entertainers
demanding to be paid too much are not
worth it, she added.

Conversely, one added feature brought to
her attention recently was a “Dinner in the
Sky” event in which dignitaries, VIPs and
big spenders were hoisted on a platform via
crane high in the air for a dinner and a view
of the casino and surrounding area.

It was a risk consideration, but the mar-
keting value was worth it, she said.

Real Estate

In a real estate panel speaker Jeff
Alpaugh, managing director of the global

BN SR ne real estate prac-
tice for Marsh &
McLennan Cos.,
talked about the
lessons learned
from Superstorm
Sandy, which
have racked up
$20 billion in insured losses and counting,

Among the struggles amid the recovery

www.insurancejournal.com

from the massive storm that slammed
into the Eastern Seaboard in 2012 has been
a struggle to understand what was and
was not covered under the National Flood
Insurance Program, he said.

“There’s a lot of confusion about
NFIP and what it covers,” Alpaugh
said.

Among the other impacts are
new flood maps in which new
assets are becoming part of a new
flood hazard zone, and increased
pricing, he said.

Green Construction

In a panel on green construction Stephen
Grossmark, a partner in Tressler LLP, said
interest in obtaining LEED certification is
picking up, and that green standards should
be considered dynamic, although achieving
the minimal level of LEED is not difficult.

“It's not whether you're going to get a
LEED certification, it's how green you're

going to be;” he said.

The next version of LEED standards are
due out by the end of the year, he noted.
James McLnerney, a vice presi-
dent at Leopardo Cos. Inc., sees
the green trend as just at the
beginning,

“What’s interest-
ing about the sustain-
able movement is it's
unknown,” he said. “It’s
still in its infancy”

He also said he sees
more interest in LEED as costs
to build sustainably continue to
come down.

According to his figures, it adds roughly
between 5 percent and 8 percent to a
building’s cost to achieve platinum certi-
fication, the highest level of LEED. To get
to gold it adds 3 percent to 5 percent and
silver adds 1 percent to 3 percent. To get

continued on page W16
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RIMS, continued from page W15
a basic LEED certification the cost is mini-
mal, he said.

Selecting Brokers

In a panel on selecting and working with
a broker Michael McDonald, vice president
of enterprise risk management
for Quality Distribution Inc.,

a transportation company in
Tampa, Fla., said risk manag-
ers like him may be out shop-
ping for agents more often as the insurance
market continues to change.

“As you all know the insurance market-
place is rapidly hardening;” he added.

McDonald has a detailed process with
which he measures whether his incumbent
brokers are giving him the best value and
products.

McDonald, who said he conducts a com-
petition for his business about every three
years, described the method he uses to
choose competitors, and conduct a competi-

‘As you all know the
inSLI rance marketplace ker service issues
is rapidly hardening.’

tion between brokers.

He uses referrals, industry associations,
publications and ongoing working relation-
ships to help choose a list of brokers to
consider bringing in to evaluate.

Among the top reasons he goes out to bid
with a request for
proposals are bro-

and assurance of
competitive prod-
ucts and pricing, he said.

McDonald said he likes to dwindle down
the competition to two brokers and then
assign markets during the RFP process
in which brokers get product pricing and
information, a method he feels is a more
competitive process that will lead to the
best prices and the best products for his
company.

McDonald said he gives the broker com-
peting for his business against the incum-
bent all necessary information, such as

0Oty Ausiivens

access to the policies and loss runs, except
for premiums paid so as not to set a target
price, but instead encourage the broker to

go out and find him the best price.

His selection criteria also includes: indus-
try expertise, size and type of organization,
technical competence, market access, finan-
cial condition, marketing philosophy and
location. Other factors include knowledge,
personality, philosophy and reputation.

Also on the panel was Todd Marumoto,
director of risk management for toymak-
er Mattel Inc., and Tim Carlson, senior vice
president of Willis Group North America.

Marumoto talked about the importance
of ethics in the process of choosing a bro-
ker, emphasizing there needs to be a “code
of mutual appropriate conduct.”

“I think full and total disclosure is abso-
lutely necessary;” he said.

Marumoto also prefers to include in RFPs
“exactly what is expected from the relation-
ship with the broker,” he said.
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2013 Super Regional Insurers

Demotech Inc. Reveals Leading Multi-State Property/Casualty Insurers

By Barry J. Koestler Il

he original criteria and objective defini-
tion for Super Regional P/C Insurers™
was established in the Feb. 12, 2007, issue of
Insurance Journal. Prior to the establishment
of an industry-wide definition, a number of
property/casualty insurers had referred to
themselves as Super Regionals. Demotech
Inc., the official research partner of Insurance
Journal, has compared the data to the crite-
ria and updated the list of Super Regionals.
To continue the discussion regarding

what constitutes a Super Regional and to

www.insurancejournal.com

give definition to this important group of
insurers, Demotech, a financial analysis firm
based in Columbus, Ohio, analyzed year-
end 2012 data. This data was utilized to
classify and stratify insurers reporting data
to the National Association of Insurance
Commissioners (NAIC).

Company Classification System

The experts at Demotech have refined
their classification system for prop-
erty/casualty insurance companies. The
Demotech Company Classification System
categorizes property/casualty insurers into

one of 11 categories based on an analysis of
the data reported by the companies.

The 11 categories that comprise the sys-
tem are Nationals, Near Nationals, Super
Regionals, Regionals, State Specialists,
Coverage Specialists, Strategic Subsidiaries,
Risk Retention Groups, Surplus Lines
Carriers, Reinsurers and companies with
less than $1 million in direct premium
written. A company cannot be assigned to
more than one category. Therefore, a com-
pany not designated as a Super Regional is
given another classification, perhaps Near
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Company
American Family Mutual Insurance Co

Erie Insurance Exchange
Farmers Insurance Exchange

Mid-Century Insurance Co
Auto-Owners Insurance Co.

Owners Insurance Co.

Nationwide Mutual Fire Insurance Co.
COUNTRY Mutual Insurance Co.
Safeco Insurance Co. of Illinois

Fire Insurance Exchange
Progressive Northern Insurance Co.

Westfield Insurance Co.
American Home Assurance Co.

Shelter Mutual Insurance Co.
Peerless Insurance Co.

Farm Bureau Property & Casualty
Insurance Co.

ACUITY, a Mutual Insurance Co.

Citizens Insurance Co. of America
Progressive Casualty Insurance Co.
MemberSelect Insurance Co

West Bend Mutual Insurance Co.

State Auto Property & Casualty Insurance
Co.

Farmers Mutual Hail Insurance Co. of lowa
Companion Property and Casualty
Insurance Co.

Netherlands Insurance Co.

Automobile Insurance Co. of Hartford, CT
Tower Insurance Co. of New York

Grange Mutual Casualty Co.

Mercury Casualty Co.
Hudson Insurance Co.

United Financial Casualty Co.

Erie Insurance Co.
Selective Insurance Co. of America

Frankenmuth Mutual Insurance Co.
Technology Insurance Co. Inc.
Pennsylvania National Mutual Casualty
Insurance Co.

Progressive Northwestern Insurance Co
Central Mutual Insurance Co.

State Automobile Mutual Insurance Co
Bankers Standard Insurance Co.
Selective Way Insurance Co.

Motorists Mutual Insurance Co.
NGM Insurance Co.

Insurance Co. of the West
Farm Family Casualty Insurance Co.

United Fire & Casualty Co.

12/31/2012

DPW

000s omitted

4,986,514

3,744,220
3,003,936

2,802,099

2,089,637

1,677 917

1,630,418

1,436,962

1,425,588

1,355,100
1,270,295

1,242,714

1,192,441

1,159,448
1,004,680

997,019

082,923
913,459

877,938

828 874

794,868
701,758

661,758

634,778

614,663

588,116

574,338

563,178

561,687
548,325

520,975

498,226
496,383

492217

489,295

489,148

471,202
469,281

438,724

426,073

407 135

406,917
400,029

387,252
378,635

370,959

Group Name

American Family
Insurance Group

Erie Insurance Group
Zurich Insurance Group

Zurich Insurance Group
Auto Owners Group
Auto Owners Group
Nationwide Corp Group

Country Insurance &
Financial Services Group
Liberty Mutual Group

Zurich Insurance Group
Progressive Group

Westfield Group

American International
Group

Shelter Insurance Group
Liberty Mutual Group

Towa Farm Bureau Group

N/A

The Hanover Insurance
Group

Progressive Group

Automobile Club MI
Group

N/A

State Auto Mutual Group

Farmers Mutual Hail
Insurance Group
BCBS of SC Group

Liberty Mutual Group
Travelers Group
Tower Group

Grange Mutual Casualty
Group

Mercury General Group
Fairfax Financial Group

Progressive Group

Erie Insurance Group
Selective Insurance
Group

Frankenmuth Mutual
Group

Amtrust Group

Pennsylvania National
Insurance Group
Progressive Group
Central Mutual
Insurance Co. Group
State Auto Mutual Group

Ace Ltd Group

Selective Insurance
Group

Motorists Mutual Group
Main Street America
Group

ICW Group

American National
Financial Group

United Fire & Casualty
Group

Domicile

WI

PA
CA

MI
OH

OH

CA
WI

OH
NY

MO
NH

WI
MI

OH

MI

SC
NH
CT
NY
OH

CA
DE

OH

PA
NJ

MI
NH
PA

OH
OH

OH
PA
NJ

OH
FL

CA
NY

1A

ed by Demotech Inc. for Insurance Journal. Ranked by Direct Premium Written as of 12/31

Number/States with Greater than $1 Million DPW 12/31/2012

18 - AZ CO,ID,IL,IN,IA KS MN,MO,NE,NV ND,OH,OR,SD,UT,WA ,WI

11 - DC,IL,IN,MD,NC,OH,PA, TN,VA, WV WI
34 - AL AZ,AR CA CO,GA,ID,IL,IN,JA KS,LA ME MI,MN,MS MO,MT,NE,NV,NH,NM,
ND,0H,0K,OR,SD, TN, TX,UT,VA,WA WI,WY

31- AL AZ AR CA CO,ID,IL IN 1A, KS MIMN, MO MT,NE,NV,NJ NM,ND,OH,OK,OR,
PA SD, TN, TX,UT,VA,WA WLWY

26 - AL, AZ AR CO,FL GA ID,IL IN,IA,KS KY,MIMN MO,NE,NC,ND,OH,PA SC,SD,
TN,UT, VA WI

25- AL AZ AR CO,FL,GA IDIL IN IA KS KY, MN,MO,NE NC ND,OH,PA SC SD,TN,
UT,VA,WI

31- AL AZ AR CA CT,DE,DC FL ,GA IL IN,KY,ME MD,MI,MS NH,NY NC,OH,OK OR,
PARLSC, TN, TX,VT, VA WA WV

17 - AL AK,AZ,CO,GA IL A, KS,MN,MO,NV,ND,0K,OR TN,WA WI

29 - AL AK,AR CA CT,FL,GA ID,IL IN,KY MD,MI,MN,MS MO MT NE,NV,0H,0R,
PATN,TX,UT VA WA WLWY

16 - AL,CA,CO,MI,MN,MO MT NE,NV,ND,SD, TX,UT,WA WL,WY

24 - CT,DE,IL IN,IA KY ME MN,NE,NV,NH,NM,NY OK OR ,PA RI.SC,SD,UT VT,
VA WLWY

26 - AL AZ AR CO,DE FL GA IL IN JA KY,MD MI,MN MO NM,NC,OH,OK PA SC,
TN, TX,VAWV,WI

17 - AR CA FL HLIL,IN,MA MN MT,NJ.NY,OR PA RLVT WA WY

14 - AR,CO,IL,IN,IA KS KY,LA MS MO,NE,NV,0K, TN
29 - AR, CA CT,DE,GA IL IN,KS KY,LA ME MD,MA MN MO,NE,NH,NY ,NC,OH 0K,
PARLSC, TN, TX,VT,VA WI

8- AZIA KS,MN,NE,NM,SD,UT

20 - AZ,CO,ID,IL IN,IA KS KY,MI,MN,MO,NE,NM ND,OH,PA SD, TN,UT,WI

23- AZ,CA,CO,CT GA ILIN,KS ME,MA MI,MN,MO,NH,NJ NY,OH,PA RL,VT,VA,
WA,WI

23 - AZ AR, CA CO,CT,DC,HLIL KY ME,MD,MA MN,MO,NV,NY OH,PA RI,TX,VT,
VA WA

8 - IL,IN,IA, MI,MN,NE,ND,0OH

11 - IL,IN,TA KS,KY ML, MN,MO,NE,OH,WI
27 - ALLAZ AR CT,GA IL IN IA KS KY,MD,MI,MN ,MS MO,NC,ND,OH,OK ,PA SC,

15 - AR,CO,IL,IN,IA KS MIL,MN,MO,NE ND,OH,0K SD,WI

28- AL AZ AR, CA CO,DC.FL GA IL IN,KS LA, MD,MS MO,NV,NJ NC,OK, OR ,PA SC,
TN, TX,UT,VA,WV,WI

32 - AR,CA CT,DE,GA IL IN,IA KS KY,LA ME MD,MA MIMN,MO NE,NH,NJ NY,NC,
OH,OK,PA RI,SC,TN,TX,VT,VA,WI

34 - AL, AZ AR, CO,CT,DC,GA ID,IL IN,KS KY ME MD MIMN,MS MOMT NV,NH,N]J,
NY,NC,0H,0K,0OR PA SC,TN,UT,VA, WA WI

27 - AL AZ AR CA,CO,CT GA ID,IL KY,LA MD,MA MS MO,NV,NJ NY,NC OH,OK,
PA SC, TN, TX,VA,WA

9-GAILIN KY,OH PA SCTN,VA

5-AZCANV,.NY,VA

34- AL AZ,CA CO,CT,DC FL,GA HLID IL,IN,JA, LA MD,MA MI,MN,MO,NV NJ,NY,
NC,0H,0K,OR,PA SC, TN, TX,UT,VA WA ,WI

27 - AK,AZ AR CA,CO,DE,ID,KS KY,ME,MD,MA MN MT ,NV,NH,NM,ND,OH,PA RI,
SD,UT,VT VA WA,WV

11 - IL,IN,MD,NY,NC,OH ,PA TN,VA WV, WI

25- CA,CT,DE,DC,GA HLIL,IN,JA MD MIMN,MO,NE,NJ NY,NC,OH, PA RI.SC, TN,
VA WA WI

14 - AL,GA IL,IN,KY,ME MI,NH,NC,0H.SC, TN,VT,WI

34 - AL AZ AR CA CO,CT,DE FL,GA,IL,IN IA KS,KY,LA MD,MA, ML MN MS,MO,NV,
NH.NJ,NY,NC,OK,PARISC,TN, TX,VT,VA
10 - AL, DE,MD,NJ,NC,PA SC, TN, TX,VA

—
o]

5- AK,AZ AR CT,ID,IN,KS ME MO,MT,NV,NY ,ND,VA, WA
- AZ CO,CT,GA IL IN,MA MI,NH,NM,NY ,NC,OH,OK,SC, TN, TX,VA

—
@

26 - AL, AZ AR CO,CT,GA IL IN,IA KS KY MD,MI,MN,MS MO NC,OH,OK PA SC,
TN, TX,VAWV,WI

30 - AZ,CA,CO,CT . DE,DC FL GA IL.KS KY,LAMD,MA MIMN, MO NV, NJ.NY,NC,
OH,PA SC,TN,TX,VT,VA, WA WI

10 - DE,DC,GA MD,MI,NJ NY,PA SC,VA

6 - IN,KY ,MI,OH,PA WV
22 - AZ,CT DE FL,GA IL ME MD,MA MINV,NH NJ,NY ,NC,PA RLSC TN,UT,VT,VA

10 - AK,CA FLILMO,NV,OR, TN,UT,WA
11- CT,DE,ME,MA NH,NJNY RILVT,VA WV

25- AL, AZ AR CO,FLID,IL IN,IA KS,LA MN ,MS MO MT,NE,NM,ND,0K,SD,TN,
TX,UT,WLWY
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47
48

49

50

58
59
60
61
62
63
64
66
67
68

69

70
71

72

73
74

76
7
78
79
80
81

85
86
87
88
89
90
o1

92
93

94

95

96

o7

98

99

100

101

Company

Hastings Mutual Insurance Co.
General Casualty Co. of Wisconsin

Westfield National Insurance Co.
Amerisure Mutual Insurance Co.

Old Republic General Insurance Corp.
Loya Insurance Co.

American Strategic Insurance Corp.
Amerisure Insurance Co.

Pekin Insurance Co.
General Insurance Co. of America

Farmington Casualty Co.

SECURA Insurance, a Mutual Co.
North Star Mutual Insurance Co.
Progressive Gulf Insurance Co.
Brotherhood Mutual Insurance Co.

Mutual of Enumclaw Insurance Co.
Courtesy Insurance Co.

New York Marine and General
Insurance Co.

Vermont Mutual Insurance Co.
Merrimack Mutual Fire Insurance Co.
Protective Insurance Co

Motors Insurance Corp.

Bituminous Casualty Corp.

Preferred Mutual Insurance Co.
Harleysville Preferred Insurance Co.

American Commerce Insurance Co.

Farmers Mutual Insurance Co. of Nebraska

Auto Club Insurance Association

Middlesex Mutual Assurance Co.

Western National Mutual Insurance Co.

Farmers Automobile Insurance Association

FCCI Insurance Co.

Donegal Mutual Insurance Co.
Harleysville Worcester Insurance Co.
American Road Insurance Co.

National Liability & Fire Insurance Co
California Casualty Indemnity Exchange
American Economy Insurance Co.

Alaska National Insurance Co.
Horace Mann Insurance Co.

Quincy Mutual Fire Insurance Co.
Indiana Insurance Co.

Unigard Insurance Co.
CastlePoint Insurance Co.

Utica Mutual Insurance Co

CastlePoint National Insurance Co..

Mitsui Sumitomo Insurance Co. of America

Berkshire Hathaway Homestate
Insurance Co.

Horace Mann Property & Casualty
Insurance Co.

Pacific Specialty Insurance Co.
Canal Insurance Co.

ProAssurance Casualty Co

Society Insurance, a Mutual Co.

North River Insurance Co.

Merchants Mutual Insurance Co.

www.insurancejournal.com

12/31/2012

DPW

000s omitted

366,460
329,939

308,146

306,139

304,011

295,423

205022

201,208
290,879

290,850
288 415
287,854
287,449
287277
284,573

282764
282,140

281,689
272725
268,618
264,460

261,601

260,758
257,557

256,981
252,694
248,821
245174
240,429
240,208
239743
236,797
233,831

233,830
231,271

227,285
226,152

212,930
209,408

205211
201,005
199,380
198,826
186,189

178 467
177,967

173,505

168,675

167,600

167,495

166,157

165,967

163,254

160,525

Group Name

N/A
QBE Insurance Group

Westfield Group
Amerisure Co. Group
Old Republic Group
Loya Group

ARX Holding Corp,
Group
Amerisure Co. Group

Pekin Insurance Group
Liberty Mutual Group

Travelers Group

Secura Insurance Group
North Star Co. Group
Progressive Group

N/A

Mutual of Enumclaw
Group

JM Family Group
New York Marine &
General Group
Vermont Mutual Group
Andover Group
Protective Insurance
Group

GMAC Insurance
Holding Group

Old Republic Group

N/A
Nationwide Corp. Group

Mapfre Insurance Group
N/A

Automobile Club MI
Group

Country Insurance &
Financial Services Group
Western National Mutual
Pekin Insurance Group
FCCI Mutual Insurance
Group

Donegal Group
Nationwide Corp. Group
American Road Group

Berkshire Hathaway
Group

California Casualty
Management Group
Liberty Mutual Group

N/A
Horace Mann Group

Quincy Mutual Group
Liberty Mutual Group
QBE Insurance Group
Tower Group

Utica Group

Tower Group

MS & AD Insurance
Group

Berkshire Hathaway
Group

Horace Mann Group

Western Service
Contract Group
Canal Group

Proassurance Corp
Group
N/A

Fairfax Financial Group

Merchants Mutual
Group

Domicile

MI
WI

OH

MI

D¢
FL

MI

NH
CT
WI
MN
OH
WA

FL
NY

VT
MA

NY
PA

OH
NE
MI
CT
MN
FL
PA

PA
MI

CA
SC
MI
WI
NJ

NY

Number/States with Greater than $1 Million DPW 12/31/2012

6 - ILIN,IA, MI,OH,WI
25 AL AR,CA,CO.CT,GA ILIN,IA KS MA,MI,MN,MS, MO,NE,NY,NC,ND,OH PA,
SD,TX,UT,WI

10 - CO,ILINIA KY,MN,OH,PA, TN,WV

24 - AL AZ AR CA FL GA IL IN,IA KS KY,LA MIMN,MS MO,NC,OK,PA SC,TN,
TX,VAWI

27 - AL AZ CA CO.CT FL,GA HLIL IN,LA MD,MA MI,MS MO,NV,NJ,NY,NC,OK PA,
TN, TX,UT,VA WA

6- CO,GAIL,NV,NM TX

12 - AL, AZ CO,FL,GA MD,NV,NJ,NC,PA SC,VA

23 - AL, AZ AR FL,GA,IL,IN,IA KS,KY,LA MIL,MN,MS MO,NC,0K,PA SC, TN, TX,
VA,WI

6 - AZIL,IN,JA,OH,WI

27 - AZ,CA,CO.CT FL GA ID,IL,IN KY,LA ML MN, MO, MT,NJ,NY,NC,OR ,PA SC, TN,
TX,VT,VA,WA WV

30 - AL, AZ AR CO,CT DE,DC,GA IL IN KS KY, LA MD,MI,MN MS MO,NH,NM,NY,
NC,0K,OR ,PA SC,SD, TN, TX,VT

12 - AZ CO,IL IN A KS KY MI,MN MO ND,WI

6 - A MN,NE,ND,0K,SD

2-MS,VA

31- AZ AR CA CO,GA IL IN A KS KY MD,MI,MN,MS MO MT NE,NM,NY NC,OH,
OK,OR,PA SC, TN, TX,VA,WA WV, WI

4-ID,OR,UT,WA

22 - AL,AZ,AR CA CO,FL,GA IL,MD,MS,MO,NJ,NM,NC,0H,0K PA SC, TN, TX,VA,WI
32- AL AZ AR,CA CO,CT.FLGA ILIN,JA KS KY,LA MA MI,MN,MS MO,NV,NJ,NM,
NY,NC,0H,0K,0R PA SC,TN,TX,VA

7 - CT,MEMA NH,NY RLVT

8- CT,ILME,MA NH,NJ NY,RI

34 - AL AZ AR CA CO,CT FL GA IL IN JA KS KY,LA ME,MD MA MI,MN,MS MO MT,
NJ,NY,NC,OH,OR PA TN, TX,UT,VA,WA WI

28 - AL AR CA CO FL GA IL IN A KS,LA MIMN MS MO,NE NJ,NY,NC,ND,OH OK,
PA,SC,SD, TN, TX,WI

31 - AZ, AR, CO,FL GA,IL,IN,IA KS,KY,LA MI,MN,MS MO MT NE,NM,NC,0K,OR PA,
SC,SD, TN, TX,VA,WA WV, WL, WY

4-MA NH,NJ,NY

23- AL AR CT,DE,DC,GA IL IN,MD,MA MI,MN, NE,NH,NJ,NY,NC,ND,PA RI,5C,
TN,VA

16 - AZ, CT ID,ILIN,KY, LA NJ NY,OH,OR PA RI TN, TX,WA

2-NESD

6 - IL MI,MN,NE,ND,WI

16 - CT DE,IL IN,ME,MD,MA MI,NH,NY,OH PA TN,VT,VA WI

6 - ILIA MN,ND,SD,WI
4 ILINJJA WI
15 - AL, FL,GA,IL,IN,KY,MI,MS MO,NC,OH,SC, TN, TX,VA

9 - DE,GA,IN MD,NE,OH,PA, TN,VA

17 - AL AR CT,GA MD MA MN,NE,NH,NJ NY ND,OH,PA RI, TN, VA

29- ALCA,CO,FL,GA,IL IN,IA,KS,KY,LA MD,MA MI,MN,MS MO,NE,NJ NY,NC,OH,
OK,PA SC, TN, TX, VA WI

25- AL AZ AR CA CT.DC FL,GA IL LA MI,MN,MS MO,NJ NY,NC,OH OK,OR PA,
TN, TX,WV,WI

19 - AL AZ,CA,CO,CT,DE,GA IN,KS LA MD,MN,NV,NM,OK,PA TN, TX,VA

32 - AL AZ,CA,CO,CT,FL,GA ID,IL IN,KS LA MI,MN,MS MO,MT,NV,NM,NY,0H,0K,
OR,PA,SC,SD,TN,TX,UT,VA WA WY

7 - AK,CAIDMT,OR UT,WA

34 - AK,AZ,CA CO,CT,DE,FL GA IL IN,LA ME MD,MA MI,MN MO MT NV,NH,NM,
NC,ND,OR PA SC,SD, TN, TX,UT,VT,VA WA WV

4-CTMANY RI

7 -ILIN KY,MI,NJ,OH TN

8- AZ,CAIDMT NV,0R,UT,WA

2-NJNY

22 - CT,DE,GA,IL IN,MD,MA MI,MN,MO,NH,NJ,NY,NC,OH,PA SC. TN, TX,VA,

WA WI

13- AZCA,CO,FLGA ILLA MINJ,NY,PA SC, TX

26 - AL, AZ CA CT FL.GA HLIL IN,KY, LA MD,MA MI,MO NV, NJ NY NC,OH,OR,
PATN,TX,VA WA

34 - AL AK,AZ AR ,CO,FL GA HLID,IL IN,IA KS,LA MD,MI,MN MS MO,NE,NV,NJ,
NM,NY,NC,OK,PA SC, TN, TX,VA,WA WV, WI

34 - AL AK,AZ CA CO,DE,FL GA ID,IL IN,IA, LA MD MN MO,NE,NV,NH,NC,ND,
OH,OK,0R PA SC, TN, TX,UT,VT,VA WA WV WI

7- AZ,CA CO,CT,FL NJTX

33- AL AZ AR CO,CT,DE FL GA IL IN JA KS KY ME MD,MI,MN,MS MO NV,NC,OH,
OK,PA RI,SC.TN,TX,UT VA WA WV WI

14 - CA DE FL GA ILIA KY ML MN,NE NV NJ OH,WI

4 TLINIA WI

28 - AL AR CA CT,FL GA HLIL IN,KY,L A MD,MA MI,MN,MS MO,NJ,NY,NCOH,

OK,PA SC,TN,TX,VA,WI
9- MA MI,NH,NJ NY,OH,PA RLVT
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Company

12/31/2012
DPW
000s omitted

Number/States with Greater than $1 Million DPW 12/31/2012
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112
13
114
115
116

17
118
119
120

12
122
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123
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129
130

131
132
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134
135

136
137
138

139

140
14
142
14
144

=

v

145
146
147
148
149
150
151
152
153
154
155

156
157
158
159
160

16

2

Mountain West Farm Bureau Mutual
Insurance Co.

Federated Rural Electric Insurance
Exchange

Cherokee Insurance Co.

Atlantic States Insurance Co.

Seneca Insurance Co. Inc.

Columbia Mutual Insurance Co.

Jewelers Mutual Insurance Co.

Markel American Insurance Co.

Old United Casualty Co.
Farmland Mutual Insurance Co.

Republic Underwriters Insurance Co.
Century-National Insurance Co.
Builders Mutual Insurance Co.

Concord General Mutual Insurance Co..
Mid-Continent Casualty Co..

Federated Service Insurance Co.

Grange Insurance Association
Public Service Insurance Co.
American Hallmark Insurance Co. of Texas

Brethren Mutual Insurance Co.
First Colonial Insurance Co.

Lyndon Property Insurance Co.
Farmers Alliance Mutual Insurance Co.

Cambridge Mutual Fire Insurance Co.
Vanliner Insurance Co..

Utica First Insurance Co.
Preferred Professional Insurance Co.

American Mercury Insurance Co.
Hartford Insurance Co. of Illinois

Insurance Co. of North America
Cumberland Mutual Fire Insurance Co
National Indemnity Co.

Triton Insurance Co.
IMT Insurance Co.

Trinity Universal Insurance Co.
Fidelity National Insurance Co.
Berkley Regional Insurance Co.

Penn National Security Insurance Co.

Harford Mutual Insurance Co.
Milbank Insurance Co.

Goodyville Mutual Casualty Co.
Lightning Rod Mutual Insurance Co.
Physicians Insurance, a Mutual Co.

TransGuard Insurance Co. of America Inc.
Middlesex Insurance Co.

MHA Insurance Co.

Capitol Indemnity Corp.

Gray Insurance Co.

Endurance American Insurance Co..
Bituminous Fire and Marine Insurance Co.
Dentists Insurance Co.

Lititz Mutual Insurance Co.

Toyota Motor Insurance Co

Civil Service Employees Insurance Co.

Yosemite Insurance Co.
OneBeacon Insurance Co.
Harco National Insurance Co.
Bay State Insurance Co.

All America Insurance Co

Motorists Commercial Mutual
Insurance Co.

155,029

154,412

148,357
145,324
143,564

142,393

141,488

140,741

139,990
139,010

138,678
138,641
138351
138,278
136,867

129,913

129,702
127,040
125,146

123,807
121,041

116,221

114,172

113,439
109,121

108 447
105,973

105,101
104,541

102,468
101,914
99,572

98,569
95,156

92,700
oL117
90,910

89,275

89,045
86,684
86,451
84,248
83,616

79.711
73,683
72,231
66,008
65783
64,720
59,934
55,096
54.644
51,032
48,659

47 351
47 014
41349
39,031
31,418

30,976

State
of

Group Name Domicile
Mountain West Farm WY
Group
N/A KS
N/A MI
Donegal Group PA
Fairfax Financial Group NY
Columbia Insurance MO
Group
N/A WI
Markel Corp. Group VA
Van Enterprises Group KS
Nationwide Corp. Group 1A
Delek Group TX
N/A CA
Builders Group NC
Concord Group NH
American Financial OH
Group
Federated Mutual Group MN
Grange Insurance Group WA
Public Service Group L
Hallmark Financial TX
Services Group
N/A MD
Allstate Insurance Group FL
Protective Life Insurance MO
Group
Alliance Insurance KS
Group
Andover Group MA
American Financial MO
Group
N/A NY
Christus Health Group NE
Mercury General Group OK
Hartford Fire & Casualty IL
Group
Ace Ltd Group PA
Cumberland Group NJ
Berkshire Hathaway NE
Group
Citigroup Group X
IMT Mutual Holding 1A
Group
Unitrin Group D¢
WBL Group CA
WR Berkley Corp. Group DE
Pennsylvania National PA
Insurance Group
Harford Group MD
State Auto Mutual Group 1A
N/A PA
Western Reserve OH
Physicianb Insurance, a WA
Mutual Group
IAT Reins Co. Group 1L
Sentry Insurance Group WI
Promutual Group MI
Alleghany Group WI
Gray Insurance Group LA
Endurance Group DE
Old Republic Group iy
N/A CA
Lititz Mutual Group PA
N/A 1A
Civil Service Employee CA
Group
Fortress Group IN
White Mountains Group PA
IAT Reins Co Group IL
Andover Group MA
Central Mutual OH
Insurance Co Group
Motorists Mutual Group OH

2-MT,WY

34 - AL AZ AR CO,FL GA ID,IL IN JA KS KY.LA MIMN MS MO MT,NE NM,NC,ND,
OH,OK,OR PA SC,SD, TN, TX,VA, WA WL, WY

13 - AR IN,KS,MI,MS,MO,NE,NC,0K,PA SC, TN, TX

6 - DE,GA,MD,OH,PA VA

24- AL AZ CA CO.CT FL GA ILIN KY,LA MD,MA MI,NV,NJ,NY,NC,OH PA TN,
TX,VAWY

12 - AR GA IL IA KSMS MO,NE,OK SD, TN, TX

31- AL, AZ, AR CA CO,CT FL,GA HLILIN,KS,LA MD,MA MIL,MN MO,NV,NJ NY,NC,
OH,OK,PA SC,TN,TX, VA, WA WI

34 - AL AK,AZ AR ,CA CO,DE FL GA IL,IN KY,LA MD MA MIMN MS MO,NJ.NY,NC,
OH,OK OR PA RI.SC, TN, TX,UT,VA WA WI

6 - AZ,CA,FL KSMITX

28 - AL, AR,CA,CO,GA ID IL INIA KS KY MIMN MS MO,MT,NE,NC,ND,OH,OK,

PA SD, TN, TX,UT,WA WI

7- AR ,CA, LA MSNM,OK, TX

4-AZCAJILNV

6 - MD,MS,NC,SC,TN,VA

3~ ME,NH,VT

10 - AR FL KS MO,MT,ND,OK, TX,UT,WY

34 - AL AZ AR CA ,CO,CT FL GA IL INJA KS KY,LA MD MI,MN MO,NENV,NY NC,
ND,OH 0K, OR,,PA SC,SD, TN, TX,VA WA WI

6 - CA,CO.ID,OR WA WY

10 - CA CT,IL MA NJNY,PA RI, TX, WA

19 - AR CO,GA HIID,IN.MO MT NM,OH,0K OR PA SC, TN, TX,UT,WA WY

3~ MD,PA VA

24- AZ AR, CO,FL.GA ILIN KS,KY,MD,MA MO,NV,NJ NC,OH,0K OR PA TN, TX,
UT,VA,WA

23 - AZ,CA,CO,FL GA IL,IN KY,ME MI,MN,MO,NE NV,NC,0H,0K,PA TN, TX,VA,
WA,WI

8 - CO,ID,KS MT NE,ND,0K.SD

8- CT,IL ME,MA NH,NJ NY RI
22 - AK,AZ,CA CT FL,GA IL,IN,MD,MA MI,MN, MO, NJ,NY,NC OH,PA SC TN, TX,VA

4-CT NJ,NY,PA

23- AR,CA CO,ILIN,JA KS,KY,LA ME,MD,MT,NENH,NJ,NM,NY OH,PA TX,VA,
WA,WI

9- AK,AZ,CA FL,GA MS,0OK,TX,VA

4-CTILNY,PA

4-CAFLMANY

4-DE,MD,NJ,PA

32 - AK,AZ AR CA ,CO,CT,DE FL,GA,ID,IL,IN,KS,KY ME,MD ML, MO,MT ,NE,NV,NM,
NC,ND,OH,PA, TX,UT,VA, WA WLWY

18- AL CA DE FL GA HIIA LA NJ,NY,NC,OH,PA SC. TN,TX VA WA

5 - IL,IA,NE,SD,WI

7- AL AR IDMTOK,TX,UT

14 - AZ.CA FLMO,NE,NV,NY,0OH,PA SC,TN,TX,VA,WA

31- AL AZ AR CA CO,CT,DC FL,GA ILIN,LA ME MD MA MIMS NH,NJ NM,NY,NC,
OH,OK,PA,SC, TN, TX,VA, WA WI

8- AL,DE,MD,NC,PA SC,TN,VA

- DE,DC,MD,NJ,NC,PA TN,VA
- AZ,CO,IN,MN ND,SD,UT

- DE,IL,IN,KS,0H,OK, PA VA

- IN,OH

- ID,OR, WA

W N ® N

10 - AZ,CA FL GA IL,NJ,NY,NC,PA TX

7- CACTFLNJ TX, WA WI

7 - 1A MI,MN,ND,OH.SD,WI

19 - AZ,CO,FL GA IL IN,MI,MN,MO,MT,NV,NY,ND,OH, 0K, ,PA, VA, WA WI
8- AL CA FL IL LA MSOK TX

14 - AZ,CO,GA,IL LA MA MIMO,NJ NY,OH,PA TX,WI

15 - AR FL,IL JA, LA MO,NE,NC ,OK,OR PA SC, TX,VA WI
5- CAHLILMN,PA

8 - DE,KS,MD,MO,NC,PA SC.VA

11 - AZCA DE,FL MD,NV,NJ OR PA VA WA
3-AZCANV

14 - AL CA CO FL GA IL IN KY,NC,0H,PA SC TX,VA
13- CA CO,FL GA IL MA MN,NJ NY,PA TX VA WI

14 - CA GA ILIN,LA MIL,NV,NJ NY,NC,OH,PA TX, WA
3- MANJNY

12 - AZ CT,GA,IN,MA MI,NY,NC,0OH SC,TN, VA

10 - IL,IA,KY MA MI,MN,NH,OH,PA WI

Data Source: The National Association of Insurance Commissioners, Kansas City, Mo., by permission. Information derived from an SNL product.

The NAIC and SNL do not endorse any analysis or conclusion based upon the use of its data.
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AMmbpulance
INSUTONCE  ovessommomonesamere

'I'O and Zurich in North America are working together
frOI I I to provide you with a multiline package program
for emergency and non-emergency for-profit

ambulance operations and hospital fleets.

P ;rrowkeaD @) ZURICH

| - |l e s

» 20+ YEARS OF EXPERIENCE
* RISK MANAGEMENT SERVICES
» DEDICATED CLAIMS SPECIALISTS

Learn more at ArrowheadGrp.com/Ambulance

Thirty
A years
growing

GROW with us® | CA Licence #0699809

* Insurance coverages are underwritten by individual member companies of Zurich in North America, including Universal Underwriters Insurance Company. Certain
coverages are not available in all states. Arowhead General Insurance Agency, Inc. is an independent, program administrator managing policy processing for
certain policies issued by Universal Underwriters Insurance Company.



continued from page 23

National, Regional, or State Specialist.

Super Regional Criteria and Thresholds
To select the companies for the Super

Regional Property/Casualty Insurer™ list,

Demotech used these specific, objective quali-

fying criteria and thresholds:

« Active, individual companies not under

regulatory supervision at Dec. 31, 2012;

« Reporting data using the property/casualty

annual statement format;

« At least $1 million of direct premium writ-

ten (DPW) in each of two to 34 states at Dec.

31, 2012;

« Less than 90 percent of Dec. 31, 2012, DPW

in any one state;

« Less than 90 percent of Dec. 31, 2012, DPW
in any one line of business;

« Policyholders surplus of at least $100 mil-
lion at Dec. 31, 2012;

« Net premium written of at least $50 mil-
lion at Dec. 31, 2012;

« DPW of at least $25 million at Dec. 31,
2012.

2013 Super Regional P/C Insurers™

In general, a Super Regional Property/
Casualty Insurer™ is an individual company
writing multiple lines of insurance in mul-
tiple states. Risk retention groups, surplus
lines insurers and reinsurers are not eligible
for the Super Regional category.

2013 Super Regional Property/Casualty Insurers™

Demotech identified 161 Super Regional
Property/Casualty Insurers™ for 2013. They
are presented in this exclusive Insurance
Journal special report both alphabetically
and by size as ranked by direct premium
written as of Dec. 31, 2012.

Also included are the 15 companies that
are new to the Super Regional classifica-
tion, as well as nine insurers that have
been reclassified into another category
based on year-end 2012 information.

“Super Regional insurers are critically
important to the insurance industry, and of
particular importance to their agents, pro-
ducers and insureds;” said Joseph Petrelli,
president, Demotech. “These companies

Alphabetical Listing

ACUITY, a Mutual Insurance Co.

Alaska National Insurance Co.

All America Insurance Co.

American Commerce [nsurance Co.
American Economy Insurance Co.
American Family Mutual Insurance Co.
American Hallmark Insurance Co. of Texas
American Home Assurance Co.

American Mercury Insurance Co.
American Road Insurance Co.

American Strategic Insurance Corp.
Amerisure Insurance Co.

Amerisure Mutual Insurance Co.

Atlantic States Insurance Co.

Auto Club Insurance Association
Automobile Insurance Co. of Hartford, CT
Auto-Owners Insurance Co.

Bankers Standard Insurance Co.

Bay State Insurance Co.

Berkley Regional Insurance Co.

Berkshire Hathaway Homestate Insurance Co.
Bituminous Casualty Corp.

Bituminous Fire and Marine Insurance Co.
Brethren Mutual Insurance Co.
Brotherhood Mutual Insurance Co.
Builders Mutual Insurance Co.

California Casualty Indemnity Exchange
Cambridge Mutual Fire Insurance Co.
Canal Insurance Co.

Capitol Indemnity Corp.

CastlePoint Insurance Co.

CastlePoint National Insurance Co.
Central Mutual Insurance Co.
Century-National Insurance Co.

Cherokee Insurance Co.

Citizens Insurance Co. of America

Civil Service Employees Insurance Co.
Columbia Mutual Insurance Co.
Companion Property and Casualty Insurance Co.
Concord General Mutual Insurance Co.
COUNTRY Mutual Insurance Co.
Courtesy Insurance Co.

Cumberland Mutual Fire Insurance Co.
Dentists Insurance Co.

Donegal Mutual Insurance Co.

Endurance American Insurance Co.

Erie Insurance Co.

Erie Insurance Exchange

Farm Bureau Property & Casualty Insurance Co.
Farm Family Casualty Insurance Co.
Farmers Alliance Mutual Insurance Co.
Farmers Automobile Insurance Association
Farmers Insurance Exchange

Farmers Mutual Hail Insurance Co. of lowa

Farmers Mutual Insurance Co. of Nebraska
Farmington Casualty Co.

Farmland Mutual Insurance Co.

FCCI Insurance Co.

Federated Rural Electric Insurance Exchange
Federated Service Insurance Co.

Fidelity National Insurance Co.

Fire Insurance Exchange

First Colonial Insurance Co.

Frankenmuth Mutual Insurance Co.
General Casualty Co. of Wisconsin
General Insurance Co. of America
Goodville Mutual Casualty Co.

Grange Insurance Association

Grange Mutual Casualty Co.

Gray Insurance Co.

Harco National Insurance Co.

Harford Mutual Insurance Co.

Harleysville Preferred Insurance Co.
Harleysville Worcester Insurance Co.
Hartford Insurance Co. of Illinois

Hastings Mutual Insurance Co.

Horace Mann Insurance Co.

Horace Mann Property & Casualty Insurance Co.
Hudson Insurance Co.

IMT Insurance Co.

Indiana Insurance Co.

Insurance Co. of North America

Insurance Co. of the West

Jewelers Mutual Insurance Co.

Lightning Rod Mutual Insurance Co.

Lititz Mutual Insurance Co.

Loya Insurance Co.

Lyndon Property Insurance Co.

Markel American Insurance Co.
MemberSelect Insurance Co.

Merchants Mutual Insurance Co.

Mercury Casualty Co.

Merrimack Mutual Fire Insurance Co.
MHA Insurance Co.

Mid‘Century Insurance Co.

Mid-Continent Casualty Co.

Middlesex Insurance Co.

Middlesex Mutual Assurance Co.

Milbank Insurance Co.

Mitsui Sumitomo Insurance Co. of America
Motorists Commercial Mutual Insurance Co.
Motorists Mutual Insurance Co.

Motors Insurance Corp.

Mountain West Farm Bureau Mutual Insurance Co.
Mutual of Enumclaw Insurance Co.
National Indemnity Co.

National Liability & Fire Insurance Co.
Nationwide Mutual Fire Insurance Co.

28 | INSURANCE JOURNAL-NATIONAL REGION May 6, 2013

Netherlands Insurance Co.

New York Marine and General Insurance Co.
NGM Insurance Co.

North River Insurance Co.

North Star Mutual Insurance Co.

Old Republic General Insurance Corp.
Old United Casualty Co.

OneBeacon Insurance Co.

Owners Insurance Co.

Pacific Specialty Insurance Co.

Peerless Insurance Co.

Pekin Insurance Co.

Penn National Security Insurance Co.
Pennsylvania National Mutual Casualty Insurance Co.
Physicians Insurance, a Mutual Co.
Preferred Mutual Insurance Co.
Preferred Professional Insurance Co.
ProAssurance Casualty Co.

Progressive Casualty Insurance Co
Progressive Gulf Insurance Co.
Progressive Northern Insurance Co.
Progressive Northwestern Insurance Co.
Protective Insurance Co.

Public Service Insurance Co.

Quincy Mutual Fire Insurance Co.
Republic Underwriters Insurance Co.
Safeco Insurance Co. of Illinois
SECURA Insurance, a Mutual Co.
Selective Insurance Co. of America
Selective Way Insurance Co.

Seneca Insurance Co. Inc.

Shelter Mutual Insurance Co.

Society Insurance, a Mutual Co.

State Auto Property & Casualty Insurance Co.
State Automobile Mutual Insurance Co.
Technology Insurance Co. Inc.

Tower Insurance Co. of New York
Toyota Motor Insurance Co.
TransGuard Insurance Co. of America Inc.
Trinity Universal Insurance Co.

Triton Insurance Co.

Unigard Insurance Co.

United Financial Casualty Co.

United Fire & Casualty Co.

Utica First Insurance Co.

Utica Mutual Insurance Co.

Vanliner Insurance Co.

Vermont Mutual Insurance Co.

West Bend Mutual Insurance Co.
Western National Mutual Insurance Co.
Westfield Insurance Co.

Westfield National Insurance Co.
Yosemite Insurance Co.

www.insurancejournal.com



are strong, stable markets that work hard for
their agents, insureds and their reinsurers.

This is why Insurance Journal expressed interest

in having us quantify and identify the criteria
used to define an insurer as a Super Regional”

Insurance Journal and Demotech expect this
year’s report to advance the discussion on the
role of Super Regionals, as well as the defini-
tion and criteria used in determining the
classification, so that future reports can con-
tinue an industry dialogue on Super Regional
Property/Casualty Insurers™.

Insurers and interested readers are encour-
aged to review the selection criteria and
thresholds used to determine the 2013 Super
Regionals. Selection criteria remain quantita-
tive and transparent. We are focused on set-
ting benchmarks at levels that accurately cat-
egorize the industry. The relative consistency
of the company type distribution over time
suggests that the categorizations that we have
established are valid and effective in classify-

This is an objective
stratification of the com-
panies that comprise the
industry based on their
business models, not
ratings of the individual
insurers. Inclusion on the
list of Super Regionals
does not imply that a
company is superior to
companies not eligible
for that classification.

Future issues of
Insurance Journal will
report on the other
categories within the
Demotech Company
Classification System.

2013 Property/Casualty Insurance Cos. -

Demotech Company Classifications

Direct Premium
Written Less than
$1 million 4.3%

Nationals 2.0%

Rei 2.5% Near Nationals 2.0%
einsurers 2.5%

Super Regionals 5.9%
Surplus Lines Carriers 6.3%

Risk Retention Groups 9.5%

Regionals
9.5%

Strategic
Subsidiaries

. State Specialists
16.1%

28.2%

Coverage
Specialists
13.7%

Send comments or suggestions to Barry
Koestler at bkoestler@demotech.com or
Andrew Simpson, vice president of content,
Insurance ]ournal, at asimpson@

Koestler IT is the chief ratings officer of Demotech Inc., a
financial analysis firm specializing in evaluating the finan-

cial stability of regional and specialty insurers. Website:

ing the industry.

NEW 2013 Super Regionals

insurancejournal.com. [

www.demotech.com.

2013 Demotech
Company
Classification
Super Regional

Company Name

American Hallmark Insurance Co. of Texas
Berkshire Hathaway Homestate Insurance Co.
Goodville Mutual Casualty Co.

Harco National Insurance Co.

Super Regional
Super Regional
Super Regional
Super Regional
Super Regional

Horace Mann Property & Casualty Insurance Co.
Middlesex Mutual Assurance Co.

Motorists Commercial Mutual Insurance Co Super Regional
ProAssurance Casualty Co. Super Regional
Progressive Northwestern Insurance Co. Super Regional

Society Insurance, A Mutual Co. Super Regimml

Toyota Motor Insurance Co. Super Regional
TransGuard Insurance Co. of America Inc. Super Regional
United Financial Casualty Co. Super Regional

Utica First Insurance Co. Super Regional

Yosemite Insurance Co. Super Regional

2012 Demotech

Company
Classification

Regional
Strategic Subsidiary
Regional
Regional
Regional
Regional
Strategic Subsidiary
Coverage Specialist
Coverage Specialist
Regional
Regional
Regional
Coverage Specialist
Regional
Strategic Subsidiary

RECLASSIFIED 2012 Super Regionals

2011 Demotech

Company
Classification
Super Regional
Strategic Subsidiary
Regional
Super Regional
Regional
Regional
Super Regional
Super Regional
Coverage Specialist
Regional
Regional
Regional
Coverage Specialist
Regional
Strategic Subsidiary

2010 Demotech 2009 Demotech

Company Company
Classification Classification
Super Regional Regional

Super Regional Super Regional

Regional Regional
Super Regional Super Regional
Regional Regional
Regional Regional
Super Regional Super Regional

Coverage Specialist Coverage Specialist

Coverage Specialist Super Regional

Regional Regional
Regional Super Regional
Regional Regional

Coverage Specialist Coverage Specialist
Regional

Super Regional

Regional
Super Regional

2013
Demotech

Company Name

Lancer Insurance Co.

Virginia Surety Co. Inc.

Darwin National Assurance Co.

Occidental Fire and Casualty Co. of North Carolina
Pennsylvania Lumbermens Mutual Insurance Co.

Pennsylvania Manufacturers’ Association Insurance Co.

Sompo Japan Insurance Co. of America
Imperium Insurance Co.
Harleysville Mutual Insurance Co.

LOB = Line of Business; NPW = Net Premium Written
www.insurancejournal.com

Company
Classification

Coverage Specialist
Coverage Specialist
Near National
Near National
Near National
Near National
Near National
Regional
Not Applicable

2012
Demotech
Company

Classification Classification

Super Regional
Super Regional
Super Regional
Super Regional
Super Regional
Super Regional
Super Regional
Super Regional
Super Regional

2011 2010 2009 Why Company
Demotech Demotech Demotech Does Not
C C C Qualify as a

ompany Ompan'y Ompan'y 2013 Super
Classification  Classification Regional
Coverage Specialist Coverage Specialist Near National LOB = 90%
Super Regional Super Regional Super Regional LOB > 90%
Super Regional Super Regional Super Regional States > 34
Super Regional Super Regional Super Regional States > 34
Super Regional Super Regional Regional States > 34
Super Regional Super Regional Super Regional States > 34
Super Regional Super Regional Super Regional States > 34
Super Regional Super Regional Super Regional NPW

Super Regional

Super Regional

Super Regional

Merged 5/1/2012
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Workers’ Comp / Excess

Market Detail: Meadowbrook Insurance Group’s (www.
meadowbrook.com) offers workers’ comp and excess work-
ers’ comp for specialty/niche programs. Phone inquiries and
submissions are accepted as is brokered business (varies by
program). The minimum premium and limits also vary by
program.

Limits: Varies by Program

Carriers: Star Insurance Co., Williamsburg National Insurance
Co., Ameritrust Insurance Corp., Savers Property & Casualty,
Century Surety Co., ProCentury Insurance Co.

Available limits: As needed

States: All states except Calif. and D.C.

Contact: Customer service at 800-482-2726

Pet Care Professionals

Market Detail: NIP Group LLC's (www.nipgroup.com)
PetPro program is an all-lines insurance program for virtually
all pet care professionals, from medical to services to retail to
pet welfare. Coverages include: professional liability; workers’
comp; GL; property; auto, inland marine/equipment; E&O; vol-
unteers; animals under your care, and others.

Available limits: As needed

carrier: Unable to disclose, admitted

States: All states except Alaska, Fla., Hawaii, La., Mass. N.Y,,
and Va.

Contact: Customer service at 800-446-7647

Professional Healthcare Services

Market Detail: Prime Insurance Co.s (www.primeis.com)
provides coverage for adult day care, assisted living centers,
home healthcare, cosmetic medicine and beautician risks, and
nursing homes.

Available limits: As needed

Carrier: Prime Insurance

States: All states

Contact: Barbara Malkowski at 800-456-4576 or email:
barbaram@primeis.com

0il & Gas Risks

Market Detail: Empire Pacific Sovereign LLC (www.
SovereignBrokers.com) covers the energy industry, includ-
ing: oil and gas extraction; petroleum refining and related
products; transportation services; pipelines, except natural
gas; mining; wholesale: petroleum and petroleum products;
industrial contractors. Coverage is also available for related/
supporting industries and entities, such as: metal ores mining;
iron, copper, lead, zinc, metal mining services; coal mining;
mining non-metals: limestone, granite, sand and gravel, clay,
potash; heavy construction: water, sewer and NOC (min-
ing, utility, oil and petroleum, etc.); mining machinery and
equipment; oil and gas field machinery; pumps and pumping
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equipment; transportation (trucking) and pipeline terminals;
chemicals: alkalies, chlorine and industrial gases; nonferrous
foundries (except aluminum); fuel dealers — retail; fuel oil deal-
ers — retail; gasoline service stations; pipeline and power line
inspection services; geophysical equipment repair; oilfield ser-
vice contractors. Coverages include: property; general liability;
commercial auto; workers’ compensation; workers’ compensa-
tion USL&H; umbrella; excess and marine

Available limits: As needed

Carrier: Unable to disclose, admitted

States: All states

Contact: Gary Hargis at 503-968-6300 or email: gary.hargis@
empirepac.com

This section brought to you by
Insurance Journal’s sister website,
www.mynewmarkets.com

Need a Market? Find it. FAST.

Beauty Salons

Market Detail: American Team Managers Insurance Services
Inc. (www.atminsurance.com) has a packaged business policy
for beauty/hair salons. In addition to representing 15 top car-
riers in the industry, American Team Managers has access to
exclusive markets for work comp, contractors, and transporta-
tion coverage.

Available limits: As needed

Carrier: Unable to disclose, admitted

States: Ariz., Calif., Colo., Idaho, Mont. Nev., N.M., Ore.,
Texas, Utah, and Wyo.

Contact: Marty Martino at 714-414-1213 or e-mail mmartino@
atminsurance.com

Corn, Soybean, Cotton, Peanuts, Row Crop

Market Detail: Crop Insurance of America (www.cropinsure.
com) offers coverage for most all row crops, many levels, first
levels, first time or experienced farm producers.

Available limits: As nceded

Carrier: Unable to disclose, admitted

States: Ala., Alaska, Ga., Ind., Ky., La., Miss., N.C., Ohio,
Okla., S.C., Tenn., Texas, and Va., and W.V.

Contact: Customer Service at 838-898-4236

Social Clubs

Market Detail: RCA Insurance Group (www.rca-insurance.
com) is an managing general agency with admitted and non-
admitted markets available for most hospitality risks. Fine
restaurants to 100 percent alcohol sales bars, including caterers
and social/fraternal clubs can be covered. Available coverage
includes: package policy, property, GL and liquor liability, with
A&B available.
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Available limits: As needed

carrier: Unable to disclose, non-admitted and admitted avail-
able

States: Ariz., Calif., Colo., Conn., D.C, Dela., Fla., Ga., 111,
Ind., Ky, La., Maine, Mass., Md., Mich., Minn., N.C., Neb.,
N.H, NJ, N.Y,, Ohio, Pa, RI,S.C, Tenn., W.V. and Vt.
Contact: Michael Maher at 800-526-0147 or email: mmaher@
rca-insurance.com

Environmental Liability Insurance

Market Detail: Environmental Risk Managers Inc. (www.
environmentalriskmanagers.com) has eRMI coverage includ-
ing: environmental impairment liability coverage - site specific
(EIL); products pollution; contractors pollution coverage (CPL);
professional liability coverage (E&O); property transfer cover-
age; secured creditor coverage; surety; transportation pollution
liability (TPL); umbrella/excess coverage including pollution;
underground and above ground storage tanks (UST or AST);
cleanup cost cap coverage; closure and post closure care insur-
ance; and workers’ compensation. Additional services include:
risk management; education and insurance strategies/consult-
ing; environmental risk assessments; current coverage analysis
with proper coverage recommendations; strategy sessions with
agents and insured’s; and education via webinars, live semi-

+ Beauty, Barber » Restaurants
and Tanning

o Child Care Facilities

« Golf Courses

o Martial Arts Studios

¢ Private Investigators

» Special Events
o Sports Leagues & Activities
» Taverns

e Vacant Buildings...
and many more!

nars, and email environmental news updates.
Available Limits: As needed

carriers: Unable to disclose

States: All states except Calif. and D.C.
Contact: Customer service at 231-256-2122

Security Guards

Market Detail: The Harry W. Gorst Co. (www.gorst.com)
covers security guard and patrol agencies (including off-duty
police officers) providing armed or unarmed security person-
nel. Coverage also available for canine security providers
(except bomb and weapons detection); fire arms training or
certification schools; and detective and private investigator
services providing armed and unarmed services. A sublimit of
$100,000/$300,000 for assault & battery is included. CGL can
be extended to include $10,000 lost key coverage; $25,000 for
PD to personal property of others in your C,C,C., and errors
& omissions liability.

Available limits: Minimum $300,000

carrier: Unable to disclose, non-admitted

States: Calif. only

Contact: Firik Fulton at 800-437-661, ext. 156 or

email: efulton@gorst.com M

Claims happen. .«

~ Be prepared.

Whether you’re looking for commercial property
& casualty or surety, Capitol is here to help.

We provide strong protection for unique markets!

%)CAPITOL

( INSURANCE COMPANIES,

Call 800.475.4450 or visit us at www.capitol.net
Insurance coverage offered through Capitol Indemnity Corporation,
Capitol Specialty Insurance Corporation and/or Platte River Insurance Company.
1600 Aspen Commons, Middleton W1 53562

www.insurancejournal.com
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The Competitive Advantage

Cutting Corners

Some inside knowledge and a lot of
experience strongly suggests that many
agencies and brokers are cutting processing
corners. I am not writing about immaterial
corners. I am writing about them cutting
large, material corners.
Some have cropped the
corners so significantly,
their procedural manual
is now an octagon.
Examples of the seri-
ous and grossly mistaken

shortcuts include:
« Not checking renewals

By Chris Burand

in part or in whole.

« Not completing certificates of insurance
properly.
« Assigning policy checking to people who
do not know what they are checking,
« Assigning processors that do not know
the applicable coverages to do a CSR’s job.
+ Moving accounts from one company to
another without truly comparing coverages
and then not advising clients of any loss of
coverage.

The risks these firms are taking are sig-
nificant. They are risking their reputations.

They are significantly increasing the risk of
errors and omissions (E&O) claims. They
are belittling customer service.

Given the obvious dangers, why is corner
cutting so rampant?

Corners are most often cut for three
main reasons: using inapplicable bench-
marks, cost cutting without performing
quality cost analysis and desperation to
write new business.

Benchmarking

The inherent problems with benchmarks
in this industry leads many firms to cut
corners. A key factor is the benchmarks
available for CSR productivity are, by neces-
sity of the compilation process, generic to
the extreme. Some benchmarks are adjust-
ed for very general geographic variance and
some adjust for agency size variance. The
result is still excessively generic for specific
use.

An additional factor is the misuse of CSR
productivity benchmarks. Far too often
the decision maker simply compares the
commissions in the benchmark to the com-
missions the CSR is servicing. Some do not

Agency ldeas

SALES & MARKETING IDEAS FOR P&C PROFESSIONALS

WOULD YOU BUY IDEAS FROM THIS GUY?

The answer is yes for thousands of agencies. They
benefit from Alan Shulman’s creativity to sell more
P&C by subscribing to Agency Ideas® newsletter.
It's packed with imaginative ideas and tools.

Enjoy both print and digital editions plus valuable
subscriber-only benefits. Download a free sample

issue at www.agencyideas.com.

(As for the hair, it's a lot shorter and grayer now.
But hey, 30 years ago, it seemed like a good idea.)

WWW.AGENCYIDEAS.COM - 1-800-724-1435

32 | INSURANCE JOURNAL-NATIONAL REGION May 6, 2013

I~
@

\

even look at the true benchmarks but go by
hearsay. I have visited hundreds of agencies
and no two are the same.

The amount of work any given CSR can
competently service depends on many fac-
tors, including their job description. CSR
job descriptions vary significantly from one
agency to another and their responsibilities
determine how much in commissions they
can service.

Another crucial factor is how coopera-
tive the agency’s producers are in providing
the correct information to the CSRs. In an
agency where producer compliance is high,
CSRs can service much more than in those
where instructions are still provided on
cockrail napkins.

Other factors include the size of accounts
and the markets in which accounts are
placed. A $1,000 account takes just as much
time as a $3,000 account, so in one agency
a CSR could competently service $300,000
and another $600,000 with little more effort
simply based on account size.

Another important factor is the hit ratio
on new business. If a CSR’s job description
includes quoting new business and the hit
ratio is poor, that CSR cannot service as
many commissions as the benchmarks indi-
cate.

A slightly different aspect is that some of
the benchmarks are just wrong. The people
that have compiled the data did not com-
pile the data correctly resulting in bench-
marks that are far higher than reality. High
quality benchmarking in a service industry
like this is quite difficult to do well, so

www.insurancejournal.com



most use excessively
over simplistic tech-
niques resulting,
at best, in better
temporary results for a

high future price.

So when a manager sets
certain commissions
per CSR bench-

marks,

even if
those
bench-
marks truly
most CSRs will
get the job done but only by cutting cor-

do not apply,

ners. Sometimes management knows this
and sometimes they do not know anything
about it, until something really goes wrong.

If you do not know about corner cutting
and you are using industry benchmarks, you
might want to examine your actual process-
ing.

Cost Cutting

Cost cutting is sometimes directly tied to
benchmarking. Sometimes though, agencies
are just struggling to survive so they are
cutting expenses in every possible way. One
must survive tomorrow to experience the
long run, but in the long run, this strategy
will fail.

When management concludes the agency
can only survive with 20 percent fewer
CSRs regardless of the workload and simply
tells the remaining CSRs to work hard and
all will be alright, eventually this house of
cards will fail. T have seen this happen with

New episode this week!

Tune in to the e-Marketing Minute this week for a brand new episode!

This video series is made to help
insurance agents learn how to serve
the modern consumer and grow
their agency online. This is not an
episode you want to miss!

Check us out online at

www.insurancejournal.tv/emm @i &

www.insurancejournal.com

eMARKETING

MINUTE ¥

management expressly telling the CSRs
what corners to cut. Eventually damage is
done. Even if the agency is not sued, good
CSRs often begin leaving for better jobs and
jobs where they feel they are doing right by

the customer.

Desperation to Write New Business
Growing sales has been very tough for
many, many years now. The temptation to
cut corners has grown too large to resist for
many, and there really is
nothing more to it.

Solution

For those readers that
pride themselves on their
professionalism and great execution, com-
peting with corner cutters can be trying.
Sometimes competitors do win by cutting
corners. How can the true professionals
take advantage of their sloppier brethren?

L. Have a script for your people so that
when they come across competition cheat-
ing on certificates. I have seen several
such scripts. They are impressive and they
generally work. At the very least, these
scripts plant an appropriate seed of doubt
in clients’ minds so that when something
goes wrong, they will remember who was
honest.

2. Explain why renewal reviews are so
important. A key reason corner cutters get
away with not doing renewal reviews is that
customers do not know renewal reviews, or
even policy checking, should occur. Clients’
lack of knowledge is an important reason

why they shop price and buy direct because

v

Sponsored by:

Cost cutting is
sometimes directly
tied to benchmarking.

they do not know what the agency is
actually doing for them. Let the customer
know what you do for them, why it is
important, and if it is a prospect, recom-
mend they confirm in writing the incum-
bent agency provides these services.

3. Explain why you spend the extra
money, time, and training to compare
coverages thoroughly when moving clients
from one company to another so customers
can experience your professionalism and
appreciate you for more
than a price.

Some readers might
worry these suggestions
create E&O exposures by
Increasing expectations.
Personally, I would take this chance rather
than cutting corners, which still increases
E&O exposures.

In the former, no additional E&O expo-
sures are created if the agency sets and
meets these higher standards. Why not
strive for higher goals of quality, profession-
alism, and success?

In the latter, the strategy is simply play-
ing to the lowest common denominator
and someone is always going to be willing
to go lower than you.

The opportunity now to rise to the occa-
sion is great. Time, patience, and some
humbleness may be required. For those
with fortitude, the ultimate return on
investment will be great.

Burand is the founder and owner of Burand & Associates
LLC based in Pueblo, Colo. Phone: 719-485-3868. E-mail:

chris@burand-associates.com.
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Minding Your Business

Business Disaster Planning

Each year businesses and individuals

are impacted by disasters. However, a
disaster does not have to be widespread to
paralyze an agency. Every
business (including your
clients) should have a
Disaster Preparation and
Recovery Plan. The better
the plan, the better the
chance the business will

By Catherine Oak quickly recover.
Unfortunately, many
businesses are not pre-
pared in the face of a
disaster. Besides creating
their own disaster plan,
insurance agents and
. brokers that educate their

clients in this matter will

gain the competitive edge.

The survival of a business depends upon
having a written customized plan with
documented procedures developed and
reviewed with all of the staff. Part of the
plan needs to include regular scheduled
tasks and drills. Finally, the business needs
to have the proper insurance. When the
plan is complete it should have:

« Employee and catastrophe team duties
and responsihilities;

« Emergency response and operation pro-
cedures:

« List of suppliers and vendors for backup
equipment, repair services, insurance com-
panies and organizations to be contacted,;

« Maps of alternate routes to office, emer-
gency office or rally point and offsite stor-
age location.

There are a lot of things to consider
when developing a plan.

First, what are assets and resources that
the agency must have to continue to func-
tion? Human resources are on the top of the
list.

Second, is the information that is col-
lected, stored in various media?

Third in the list is the actual equipment,

Join us for the Inaugural

ANNANDALE GOLF CLUB

NATIONAL
INSURANCE INDUSTRY
COUNCIL

Industry Challenge

The Life/Health Insurance vs. The Property and Casualty Insurance
Sponsored by Crump Life Insurance Services and Marsh

MONDAY, JULY 15, 2013
Event starts at 10 a.m.
This first-time golf tournament will benefit City of Hope
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One North San Rafael Ave.
Pasadena, Calif. 91105

To register, contact Ken Birkett at
909-528-4206, or email insurance@coh.org
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Hope. DISCOVERY
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furniture and facilities.

Next, a general assessment
must be made of the most like-
ly disaster scenarios. Situations
such as floods, earthquakes,
fires and storms are what usu-
ally come to mind. We are now
faced with terrorist attacks,
power outages and computer
viruses. A disaster could also
be the sudden death of key
employees.

The impact on the agency’s
resources and assets by each of
the probable disaster scenarios
must be analyzed. A flood or a
fire can destroy equipment and
information assets, but less likely causes the

loss of employees. An earthquake or storm
can impact employees, equipment, facilities
and possibly the information assets.

Problems such as blackouts and computer
viruses have relatively high probability and
should have the most comprehensive plan.
An carthquake or a fire is a lower probable
risk and the problems they create are highly
variable. Plans for these disasters need to be
flexible and should contain less detail.

There are various sources that a busi-
ness owner can tap to develop an effective
disaster plan. A good place to start is with
government organizations such as the web-
site Ready.gov. There are also many private
firms that offer advice and support. Some
of the insurance associations have planning
guides as well. Keep in mind that assisting
clients with their own disaster plan (after
the agency completes its own) will give the
firm a “value added service” it can advertise.

Even if a formal written plan is not draft-
ed, each business owner should still take
the time to review and think about disaster
preparation and recovery. For the typical
agency a disaster plan often starts with one
main thing — backing up data. Next, deter-
mine how the staff, clients and carriers can
contact the agency after the disaster.

It is also important that management dis-
cuss with the employees what they should
do during major disasters such as storms
and earthquakes.

Management should also consider keep-
ing a list of backup or temporary employees

www.insurancejournal.com

to recover from a possible disaster.

that could be available to help handle the

workload during a large local disaster.

Oak is the founder, and Schoeffler is an independent
Finally, the business must have the prop- k15 e Toundet, and Seioctlier 18 an mdepencen

. . contractor, of Oak & Associates. The firm specializes in
er insurance in place.

L. financial and management consulting for independent
Agency owners spend much of their lives # 8 P

building up their business; it only makes
sense to spend some time developing a plan

insurance agencies. Phone: 707-936-6565. Email: catoak@

gmail.com. Website: www.oakandassociates.com.

EPIC-PREMIER Y

Solutions for the Insurance Enterprise

MGAs | Wholesale Brokers | Program Managers | Specialty Carriers
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systems working together.

We make
that happen.
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Our ConceptOne™ software is highly configurable which allows your business
to drive the way our software works, not the other way around.
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related components of an integrated, enterprise-level solution to accomplish
your business automation strategy.
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epic-premier.com
888.999.7736
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Emerging Risks

The New Age of Technology: 3D Printing

arlier this year, scientists from Cornell
University successfully created an
artificial human ear by printing it on a 3D
printer. Created by squirting living cells
into an injection mold, the
ears could replace those of
individuals who have lost

S all or part of their ear in

o an accident or due to can-
cer, or for children with
e > ) ]
\ N congenital defects. It is
' thought the technology
By Graeme Newman
could pave the way for
purpose-built replacement organs eliminat-
ing the need for organ donation or the pos-
sibility of transplant rejection.
3D printing technology is not new. For
the past 20 years, designers and manufac-
turers have been using it to produce proto-

types before undergoing the lengthy and

expensive process of mass market produc-
tion. Until recently, though, the prospect
that 3D printing could be used by scientists
to create body parts or by consumers to
clone car parts from metal “inks” seemed
like a fantasy from a science fiction movie.
This is changing. Over time, 3D printers
have dramatically dropped in price, mak-
ing it an accessible technology for small
businesses and individual consumers as
well. Machines that once cost more than
$1 million, now cost as little as $400. A
quick search on Amazon generates several
options and business is starting to boom for
3D printer manufacturers.

Obvious Benefits

Because 3D printing is additive manufac-
turing, virtually no materials are wasted
— a stark contrast to traditional methods

MIDLANDS

Beyond Coverage.

Providing Excess Workers’
Compensation Since 1990

For Single Entities, Groups & Public Entities

« Aggregate Coverage Available
« Installment Schedule Available
e Minimum Premiums:

« Individual: $50,000

« Groups: $100,000
« SIRs starting at $300,000
« Claims Management Available

Beyond
Coverage..

» Webinars
« Technical Safety Documentation
+ Ergonomic Evaluation & Training
- Disaster Protection & Recovery
Planning Toolkit
« Safety Training
« Industrial Hygiene Services
« Loss History Analysis /
Accident Investigation
« Program Evaluation

* Risk Improvement

ExcessWorkersComp@midman.com
800.800.4007
midlandsmgt.com
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where waste in the production process can
be as high as 90 percent.

In addition, the process is entirely flex-
ible. There are now a variety of “inks” for
3D printers on the market, which include
everything from fiberglass and aluminum
to fabric and living tissue, and the design
can be amended with limited impact on the
production process.

Finally, economies of scale do not matter.
It will no longer be necessary to produce
10,000 units to feel a financial or time-sav-
ings benefit, allowing for greater customiza-
tion as well as driving innovation.

3D printing is already having a profound
effect on many industries. After the indus-
trial revolution, manufacturing gradually
shifted to the East. 3D printing is bringing
it back to the factories, small businesses,
and home offices of the West. Already,
everything from lightweight aircraft parts
to buckles for snowboard bindings are
being produced using 3D printers. The
healthcare industry is seeing the first print-
ed medical implants and prosthetics and
working blood vessels have been printed
using special tissue.

As we enter a period of manufacturing
revolution, it is clear that the traditional
product development process will be mas-
sively disrupted. As “manufacturing” in its
traditional sense is devolved to consumers
and physical products become “virtualized.”
the shift in the risk landscape is likely to be
equally profound.

Insurance Implications
The use of mass-market 3D printing tech-
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nology will create an army of back bedroom
manufacturers. Much of the process will be
devoid of the usual rigorous testing found in
the traditional manufacturing process with

product safety likely to rapidly decline as

aresult. As new techniques and ink tech-

nologies are introduced, latent defects will

appear in products that were previously

unimaginable and many will not emerge for
years, if not decades, after this process has

become mainstream.

The world of intellectual property rights

management will also be disrupted in the

same way that Napster disrupted the music

industry at the turn of the century. Peer

to peer networks sharing exact replicas

of physical goods will emerge and prove

almost impossible to control or police in the

same way that file sharing networks have

destroyed the traditional models for music
and film publishers. And with this lack of

control will come enormous risk as bootleg

car parts, medical implants and domestic

appliances flood the market.

Advertisers Index

But how will all this affect the insurance

industry?

Product liability insurers will need to
react quickly to the shifting manufactur-
ing landscape. Those that fail to react in
time will be left with potentially long-tail
liabilities arising from flaws in 3D printing

techniques or deficiencies in the new mate-

rials. This will require careful research and
analysis coupled with a completely revised

question set on product liability application

forms.

Professional liability insurance for design-

ers will become critical as their digital 3D

models are distributed across the globe and

interpreted by a wide variety of printers,
all configured and calibrated differently.
Product related lawsuits will become com-
plicated by arguments over contribution

between designers, printing machine manu-

facturers and end users.
General liability insurers will need to

adapt to a world in which intellectual prop-

erty rights infringement is the rule rather

than the exception. Inadvertent
infringement will rise as employ-
ees are able to download
component parts from
the Internet and
integrate them into

new products,
bypassing tradi-

tional procurement and contracting routes.

Technical innovation rarely comes with-
out risk. With 3D printing at the heart of
a quickly-advancing manufacturing revolu-
tion, we will see the creation of products
that were unimaginable as little as five
years ago.

In the insurance industry, we have a
major part to play in order to ensure this
new world can survive and ultimately
thrive. Understanding and embracing
these risks is the first step in creating
insurance products that will support the
modern world.

Newman is the director at CFC Underwriting Limited.

Readers, browse, contact, or do product searches on any of our full page advertisers at: http://www.insurancejournal.com/adshowcase/
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Premium Finance
Directory

‘ x Jelcome to Insurance Journal’s 2013 Premium Finance Directory, a comprehensive listing of premium finance companies able to assist agents and

brokers with their clients’ financing needs.

All company information listed in this directory was directly submitted to Insurance Journal. To be listed in future editions of Insurance
Journal's Premium Finance Directory, or any other directory, contact Kristine Honey at: khoney@insurancejournal.com.

We hope you find this directory to be a valuable resource when searching for financing options for your clients. Feel free to send us
comments and suggestions on how we might improve this directory, or for additional help, e-mail: editorial@insurancejournal.com.

AFCO

14 Wall St., Ste. 8a-19, New York, NY 10005
Phone: (212) 401-4491

Email: promptservice@afco.com

www.afco.com N \V\V\\'.myZ{ECO.COHl

- Premium financing across the spectrum with sister
company Prime Rate PFC

- Company reputation for capacity, reliability,
expertise, flexibility

- Chapter 11 financing offers great value-added for

your clients

Financial Services, Inc.

AFS/IBEX Financial Services, Inc.
750 N. St. Paul, Ste. 1500, Dallas, TX 75201
Phone: (800) 299-5626, Fax: (214) 9540537
Email: service@afsibex.com

www afsibex.com

- High tech, high touch approach to premium
financing

- Professional, knowledgeable, and friendly customer
service personnel located in Dallas, TX and Newport
Beach, CA

- Offering creative solutions and flexibility for all your
commercial financing needs
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All Island Credit Corp.

80 Skyline Dr., Ste. 100, Plainview, NY 11803
Phone: (516) 6052835, Fax: (516) 6052841
Email: info@allislandcredit.com

www allislandcredit.com

- Outstanding Customer Service
- Flexibility
- Multiple Options for Quoting

Arizona Premium Finance Co.

12406 N. 32nd St., Phoenix, AZ 85032
Phone: (800) 873-2732, Fax: (800) 273-9979
Email: allan@apfcinc.com

www.apfcinc.com
- Finance Personal and Commercial Lines

Paperless Submissions and Online Account Access
- We Accept Credit Cards for Monthly Payments

www.insurancejournal.com
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Automated Installment Systems, Inc.

955 Executive Pkwy, Ste. 106, St. Louis, MO 63141
Phone: (800) 6246308, Fax: (314) 8787843

Email: rbriggs@automatedinstallment.com

www .automatedinstallment.com

- Help our clients start and operate their own
premium finance companies so they earn interest on
their loan portfolios, instead of the outside finance
companies they have been using.

- AIS is a turnkey operation for establishing and
managing client-owned (‘Own Your Own™)
premium finance companies.

- AIS's proprietary “EPITOME” system has robust
premium finance, accounting, B2B & business-to-
consumer e-commerce capabilities that automate the

entire process.

Aviation Premium Finance, LLC

621 NE Rushbrook Dr., Lee’s Summit, MO 64064
Phone: (816) 8328150, Fax: (816) 3531048

Email: am@aviationpremiumfinance.com

www.aviationpremiumfinance.com

- APF pm\’ides aviation insurance buyers with payment
options for their annual insurance premiums.

- Customers traditionally put 20% down and then
make 9 monthly payments.

- Our goal is to make aviation affordable for everyone!

BankDirect Capital Finance

150 N. Field Dr., Ste. 190, Lake Forest, IL 60045
Phone: (877) 226-5456, Fax: (877) 226-5297
Email: info@bankdirectcapital.com
www.bankdirectcapital.com

- Unparalleled customer service

- Creative financing solutions, competitive rates and
multiple payment options

- User friendly web quoting system with real time
access and on line reports

Birch Financial, Inc.

20946 Devonshire St., Ste. 200, Chatsworth, CA 91311
Phone: (818) 772-4244, Fax: (818) 772-2221

Email: info@birchfinancial net

www.birchfinancial net

- Finance Commercial Lines for the Landscape Industry

- Serving California, Arizona and Nevada

- Interactive website allows for confirmation of
payments, cancellation status, renewal dates, etc.

www.insurancejournal.com

Bulldog Premium Finance

6971 W. Sunrise Blvd., Ste. 206, Plantation, FL 33313
Phone: (877) 537-8454, Fax: (877) 537-8455

Email: customerservice@financebulldog.com

www.financebulldog.com

- World Class Customer Service
- Highly competitive rates
- Ability to finance contracts with any MGA

CAC Acceptance Corporation

3673 Westcenter Dr., Houston, TX 77042
Phone: (888) 4227755, Fax: (800) 4861049
Elﬂ}lil: inFO@C‘JC‘ACCQPI‘JHCCCOTP.CO]TI

WWWw.cacacceptancecorp.com

- We are a Family Company with no obligations to
Wall Street or “Big Banking”

* More customer service centric to your insured’s &
you, the agent, than a wholesaler’s finance company

- More liberal payment terms than many insurer plans

Capital Premium Financing
12235 S. 800 E, Draper, UT 84020
Phone: (800) 767-0705, Fax: (800) 700-3170
Email: info@capitalpremium.net

www.capitalprcmium.ncr

- Industry leading Agency Revenue Programs

- Highest level of Agent/Client service available in the
industry

- Local presence, multiple payment options, and

online access

CAPITOL

PAYMENT PLAN

Capitol Payment Plan

52 Corporate Circle, Albany, NY 12203
Phone: (866) 6391333, Fax: (518) 862-7522
Email: sternj@cappay.com
WWW.cappay.com

- Committed to helping insurance agents maintain
their competitive edge through premium financing
solutions since 1979

- Leading local experts to address the unique needs of
the personal lines business

- State-of-the-art products and programs that
maximize efficiency in quoting, leaving more time to

focus on your customers

ClassicPlan Insurance Premium Financing
13750 Pipeline Ave., Chino, CA 91710

Phone: (800) 347-6481, Fax: (909) 6285490

Email: info@classicplan.com

www.classicplan.com

- Commercial & Personal Lines Premium Financing
- Internet based point of sale and inquiry system with
electronic loan submission

- Superior service and technology for our producers

COST Financial Group, Inc.
784 Wall St., Ste. 110, O'Fallon, I 62269
Phone: (800) 844-2678, Fax: (618) 2063223
Email: daveg@costfinancial.com

www.costfinancial.com

- COST makes it easy for YOU TO OWN your own
Premium Finance Company

- COST does the set-up, COST runs the back room,
YOU EARN ALL THE PROFIT

- Let COST's 24 years experience put the PROFIT
from YOUR premium financing IN YOUR POCKET!

Cypress Premium Funding, Inc.
30448 Rancho Viejo Rd., Ste. 100

San Juan Capistrano, CA 92675

Phone: (949) 487-0602, Fax: (949) 487-0640
Email: info@cypressfunding.com

www.cypressfunding.com

- Internet Account Viewing, Quoting, Reporting and
On-Line Payments

- Immediate Funding

- Cancellation Prevention Programs

Elite Premium Finance

395 Alhambra Cir., Coral Gables, FL 33134
Phone: (305) 442 7227, Fax: (305) 461 0131
Email: info@elitepremium.com

www.elitepremium .com

- Financing Commercial & Personal Lines since 1990 -
Latin Agent Premium Finance of Choice

- Low and High Premiums at Convenient APR Rates

- Web Based Software - Excellence in Customer

Service
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ETI Premium Finance

2825 N. University Dr., Coral Springs, FL 33065
Phone: (800) 995-7001, Fax: (800) 995-7002
Email: info@etifinance.com

www.etifinance.com

- All Accounts Called Prior To Cancellation
- ETI-AutoPay — Automatic Monthly Payments from
Customer’s Checking Account

- Free Acord Form Software for Our Customers

Express Premium Finance Company, LLC
21 E. Main St., Ste. 103, Oklahoma City, OK73104
Phone: (800) 728-2902, Fax: (888) 413-8898

Email: quote@expresspremium.com

WWW. CXPI‘CSSPI’CITHUIH.COIH

- Premium Service
- Premium Solutions

- Premium People

INSURANCE
FUNDING CORP

FIRST Insurance Funding Corp.

450 Skokie Blvd, Ste. 1000, Northbrook, IL 60062
Phone: (800) 837-3707, Fax: (800) 837-3709

Email: marketing@firstinsurancefunding.com

www firstinsurancefunding.com

- Competitive rates, flexible payment terms, multiple
funding and payment options with the only written
service guarantee in the industry.

- Onrline quoting with secure paperless loan acceptance
and funding and on-line, real-time access to accounts.

- Professional agency lending program for agency
acquisitions, buildings and equipment, lines of

credit, perpetuation and producer development.

Focus Finance, LLC

P.O. Box 451899, Sunrise, FL 33345-1899
Phone: (800) 432-3072 Ext. 4825

Email: info@focusfinance net

www.focusfinance net

- Quick quotes prepared and ready for signatures via
e-mail or fax...We do the work for you

- We will never cancel a policy without calling your
office first...Payment email reminders sent to insured’s
& extended courtesy holds per agent’s request.

- Payments can be made by phone or online using
check or credit card.

General Agents Acceptance COI‘DOI'atiOI'l
P.O. Box 1177, Lake Forest, CA 92609

Phone: (800) 470-9647, Fax: (800) 568-5462
Email: james@mygaac.com

WWWw.mygaac.com

- We give your insureds more time to pay
- We call the insured before cancelling the policy

- We offer very competitive rates

gotoPremiumFinance.com

21820 Burbank Blvd., Ste. 300, Woodland Hills, CA 91367
Phone: (888) 8754000 Ext. 2135, Fax: (818) 610-2066
Email: information@gotopremiumfinance.com

WWW. gO[OpI‘CHﬂuH’lﬁl‘l}lDCC .com

- Products and services uniquely designed to help
agents grow their insurance business and increase
their income.

- Nationwide premium finance provider for agents,
MGAs & insurance companies.

- Online quoting, e-submission of finance agreements,
online payment options, real time account status,
customized notice delivery & more.

IMPERIAL

PES

Imperial PFS

1035 Broadway, 11th Fl, Kansas City, MO 64105
Phone: (800) 838-2350, Fax: (816) 627-0502
Email: marketing@ipfs.com

WWW. 1pfs .com

- Enabled by flexibility to handle any size account

- Powered by teamwork to offer the highest standards
in service

- Driven by growth, making us the natural choice in
premium financing for policy holders, insurance
agents & brokers in the United States & Puerto Rico

Insurance Finance Corp.

P.O. Box 315, Des Moines, IA 50306-1315
Phone: (800) 247-4190, Fax: (515) 223-0226
Email: Brian@ifcorp.biz

www.ifcorp.biz

- IFC is independently owned with no ties to
insurance companies, agencies or other financial
institutions. That gives us flexibility!

- We've been providing innovative premium finance
solutions to agents and insured’s since 1969. We're
experienced)!

- Outstanding customer service that truly separates us

from the big boys. We're different!
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Insurance Financing, Inc.
P.O. Box 968, Edmonds, WA 98020
Phone: (425) 670-3999, Fax: (425) 771-9165

Email: sandy@insurancefinancing.com

- Legendary service creating “raving fans”
- Family-owned business for 25 years
- Flexible plans, immediate funding and web-based

account management

Johnson & Johnson Preferred Financing, Inc.
200 Wingo Way, Ste. 200, Mt. Pleasant, SC 27464
Phone: (800) 868-5573, Fax: (843) 724-7085

Email: finance@ijjpf.com

WWW. jjpf .com

- Finance most lines of coverage both Commercial and
Personal lines

- Online software for 24/7 access to quoting, account
management and reporting

- Multiple funding options for Money in & Money out!

LG Premium Finance

16438 Vanowen St., Ste. 207, Van Nuys, CA 91406
Phone: (800) 452-8505, Fax: (800) 209-0120

Email: info@lgpf.net

www.lgpf.net

- Complete Premium Financing - Specialized service of
your insureds will result in lower cancellation rates.

- No Minimum Premiums - Smaller accounts are one
of our specialties.

- LG Premium Finance can customize a fee program

that works for your agency.

Liberty Premium Finance, Inc.
12641 E. 166th St., Cerritos, CA 90703
Phone: (800) 229-8793, Fax: (562) 6850215
Email: sporter@libertypf.com

www . libertypf.com

- Flexible monthly payment options for commercial
insurance pohcies

- Quote, bind and archive your contracts with our
easy-to-use online quoting center

- Pay by mail, phone, online or in person with credit
card, check or check by fax

www.insurancejournal.com
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Monarch Premium Resources, Inc.
30448 Rancho Viejo Rd., Ste. 100

San Juan Capistrano, CA 92675

Phone: (800) 731.7890

Email: info@MonarchPremium.com

www.monarchpremium.com

- Exclusive financing arrangements for brokers of
Monarch E&S

- Interactive Web site for account viewing, reports and
On-line payments

- Financing Commercial and Personal Lines Insurance
Premiums

Mountain West Premium Finance Group of
Companies

550 Fesler St., Ste. G, El Cajon, CA 92020

Phone: (883) 280-0235, Fax: (619) 697-0326

Email: info@financepremium.com

www.finan cepremium.com

- We look for ways to say “yes” to financing any
commercial account.

- Aggressive Cancellation Prevention Program with
ALL forms of payment accepted.

- Premium Finance Licensing and Third Party

Administration available (www.pfcaptive.com).

NCMIC Finance Corporation
14001 University Ave., Clive, IA 50325
Phone: 14(800) 600-9250, Fax: 1-(800) 630-9250

Email: LLogan@ncmic.com

www.nfcfinance.com

- Custom solutions — even for smaller insureds or
niche markets.

- Flexible plans that can include reduced down
payments and extended terms.

- State-ofthe-art software, immediate funding and

web-based account management.

PREMCO Financial Corporation
2453 Union Blvd., Ste. 20B, Islip, NY 11751
Phone: (516) 6681234, Fax: (269) 3756913
Email: dhofmann@go-premco.com

WWW.Z0-Premco.com

- We finance all Commercial & Personal lines with
same day funding

- Offer Profit Sharing and Stock Dividends to
investor agents

- FREE Online payments and the option to pay with
Credit/Debit cards

www.insurancejournal.com

Premium Assignment Corporation
3522 Thomasville Rd., Ste. 400

Tallahassee, FL 32309

Phone: (800) 342-0991, Fax: (800) 286-8999
Email: marketing@premiumassignment.com

WWW.premiumassignment.com

- Superior and Experienced Service
- Competitive Rates

- Custom Quoting System — Online

Premium Finance Associates

7603 First Place Dr., B-12, Cleveland, OH 44146
Phone: (866) 3743630, Fax: (866) 839-3000
Email: info@PremFinAssociates.com

www.PremiumFinanceAssociates.com

- Licensed in all 50 states

- 24/7 Access to Online Quoting and Viewing system
— same day payment posting

- Automatic ACH monthly installment withdrawal

from insured checking or savings account

Premium Finance Brokerage, LLC

P.O. Box 623, Jarrettsville, MD 21084

Phone: (866) 3816501, Fax: (366) 3816502

Email: tlarsen@premiumfinancebrokerage.com

www.premiumfinancebrokerage.com

- Guaranteed Lowest Interest Rates

- Access to several national premium finance
companies through one point of contact

- Flexible payment options, cutting edge technology

and a service pledge that's put in writing

Premium Finance Corporation
P.O. Box 1827, Eau Claire, WI 54702-1827
Phone: (800) 843-7788, Fax: (715) 836-9196
Email: info@pfcins.com
www.pfcins.com

- Experienced premium financing with friendly,
quality service

- Minimal paperwork, agent online access in real time

- Flexible payment plans and payment options for
insureds

Prime Rate Premium Finance Corp.
2141 Enterprise Dr., Florence, SC 29501
Phone: (866) 669-0937, Fax: (800) 677-9850
Email: info@primeratepfc.com

www,primeratepfe .com

- Financing Commercial & Personal Lines Nationwide
- 24/7 Web based access
- Pre-approval of loans up to $100,000 & no minimum

premium.

Pro Premium Finance Co., Inc.
P.O. Box 817099, Hollywood, FL 33081
Phone: (800) 491-8937, Fax: (866) 6329776
Email: marketing@pro-premium.com

\\‘V\W\r‘.pro/prcmium .com

- Achieving excellence in the premium finance
industry

- Interactive web application providing turnkey
agency management system

- Competitive agent marketing incentives with

flexible rate structures

Royal Premium

30833 Northwestern Hwy, Ste. 220
Farmington Hills, MI 48334

Phone: (800) 477-7889, Fax: (248) 932-9043
Email: financing@royalpremium.com

www,myal premi um.com

- Online Payments & Account Status — make
payments or review insureds’ accounts, including
payment history, 24/7.

- Same-day turnaround on finance quote requests and
quote revisions.

- Online Quotes system gives agents the option of
producing finance quotes and finance contracts

anytime.

SIUPREM, Inc.

P.O. Box 105611, Atlanta, GA 30348

Phone: 1(800) 925-2546, Fax: (678) 498-4747
Email: info@siuprem.com

WV\W\Ksiuprcm.com

- Independently owned, full service online premium
finance company servicing independent agents for
over 40 years.

- Industry leading technologies providing real-time
data for online policy service by the insured or the
agent.

- Stuprem Cares. Each time a commercial policy
is financed with Siuprem in 2013, $5 of the proceeds
will be committed toward the new goal of $55,000

for Breast Cancer Awareness and Research.

May 6, 2013 INSURANCE JOURNAL-NATIONAL REGION | 41



Premium Finance Directory

Skipjack Premium Finance Company
10150 York Rd, 5th Fl, Hunt Valley, MD 21030
Phone: (800) 6110055, Fax: (410) 630-1132
Email: info@skipjackpfc.com

www.skipjackpfc.com

- TECHNOLOGY: Our full service online platform
allows your agency to easily manage accounts, create
quotes, process Credit Card Down Payments & more!

- PRICING/RATES: Competitive rates & terms that
can be specifically designed to fit your agency’s book
of business.

- SERVICE: We deliver the service you deservel Our
dedicated customer service staff goes the extra mile

to insure your experience is “smooth sailing".

SBAC

SOUTH BAY
ACCEPTANCE
CORPORATION

www.sbac-finance.com

0 Forlegra Company

South Bay Acceptance Corp.

435 N. Pacific Coast Hwy, Ste. 120
Redondo Beach, CA 90277

Phone: (800) 393-2012, Fax: (888) 328-6747
Email: contact@sbac-finance.com

www.sbac-finance.com

- Flexible premium financing programs with multiple
benefits for your agency and their insured’s!

- 24/7 Online Quoting access, account status
verification, activate your own quotes immediately!

- Creative Producer compensation options ready to

provide you additional income!

Specialty Risk Premium Finance

7600 Fern Ave., Bldg. 600, Shreveport, LA 71105
Phone: (318) 6836206 or (318) 6836222

Email: frances.lee@specialty-risk.com or
afulco@specialty-risk.com

www.specialty-risk.com

- In house financing for accounts written with
Specialty Risk Associates!

- 24 hour web access to accounts for you and your
clients

- Payment methods like check by phone and AUTO
PAY are available

/N SUPERIOR

&=== PAYMENT PLAN, LLC

Superior Payment Plan, LLC
6450 Transit Rd., Depew, NY 14043
Phone: 1 (866) 8561112, Fax: (716) 206-8237
Email: inFo@superiorpayment.com

WWW. SU‘PCl‘iOl‘payH’lCl‘lt. com

- Fully functional website that allows Brokers and
Insureds to easily manage accounts - quoting,
inquiry, payments, and reporting.

- First class customer service team that will personally
assist you, as well as an automated response phone
system to meet all your customer service needs.

- Ability to integrate with several agency management
systems to alleviate duplicate work.

- Competitive rates and flexible options for down

payments, installments and funding - JUST ASK.

Tepco Premium Finance

1333 S. Rustle Rd., Spokane, WA 99224
Phone: (800) 571-0843, Fax: (509) 622-4702
Email: info@tepcofinance.com

WWW. tcpcoﬁnance .com

- Easy to use online system for quoting & account
management

- Free online payments

- Licensed in 9 western states plus CO, FL, IL, GA,
Ml & TX

Thrifty Financial Services, Inc.
1695 Main St., Springfield, MA 01103
Phone: (800) 987-1011, Fax: (800) 7365177
Email: thriftyfin@aol.com

www.thriftyfinancial.com

- The premium finance solution for Massachusetts
insurance agents for 25 years.

- State of the Art online technology.

- Customer service that's the best in the business and

a full time local marketing manager.
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Top Premium Finance Company

A Division of Premier America Credit Union
19867 Prairie St., Chatsworth, CA 91311

Phone: (800) 4582228, Fax: (818) 7213840

Email: TopMarketing@toppremiumfinance.com

www.TopPremiumFinance.com

- FINANCE BROKER FEES
- Down payments as low as 12%

- Commercial and Personal Lines

Universal Bank Premium Finance
3455 Nogales St., West Covina, CA 91792
Phone: (626) 854-2818, Fax: (626) 8549898
Email: csr-ins@universalbank.com

www.universalbank.com

- Bank-direct rates
- No Middleman
- 24/7 Weblink , pay by phone, credit card or ACH

@PremiumFinance

US Premium Finance

3169 Holcomb Bridge Rd., Ste. 105, Norcross, GA 30071
Phone: 1 (866) 246-9691, Fax: 1 (866) 246-9692

Email: Customerscr\’ice@uspremiumfinance.com

www.USPremiumFinance.com

- SERVICE: Creatively Structured Premium Finance
Loans

- TECHNOLOGY: User-riendly software, easy access
to your customer database any where in the world
24/7

- PRICING / RATES: Flexible, Fair Market Pricing

www.insurancejournal.com



Insurance Journal’s Academy of Insurance Presents:

Business Income
Insurance Demystified

Boggs has done an excellent job
of taking a complex subject and
explaining it in a conversational

way that even someone new to the
subject can easily understand.”
-Bill Wilson, CPCU, ARM, AIM, AAM
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* Learn the Four Key Business Income Concepts
» Understand the Business Income Worksheet
» Master Business Income’s “Period of Restoration”

* Become an Expert in Calculating Coinsurance
e ...and much more!

About the Author

Christopher J. Boggs, CPCU, ARM, ALCM, LPCS, AAI, APA, CWCA, CRIS, AINS
is the Director of Education with Insurance Journal's Academy of Insurance. With

more than 21 years insurance and risk management experience, Boggs’ background
includes loss control, insurance production, consulting, and teaching.

For more information, please visit

www.ijacademy.com/books




Time to Press Again for Terrorism Risk
Insurance Act Reauthorization

Congress faces a packed agenda this year. Deficit reduc-
tion, immigration reform and gun control will domi-
nate the agenda. But another issue must be added to the
docket — reauthorization of the Terrorism Risk Insurance
Act because of its importance to the nation’s economic secu-
rity. The bombing in Boston — and the tragic loss of life

and damage to property there — only reinforces that need.

Leigh Ann Pusey

Policyholders, insurers, brokers and agents must make
clear to members of Congress that continuation of terror-
ism insurance is essential for businesses of all sizes.

The program was created with the Terrorism Risk
Insurance Act in November 2002. It was reauthorized in
2005 and 2007, providing stability to an uncertain insurance
marketplace in the wake of the horrific
attacks of Sept. 11, 2001. If Congress does

‘For the sake of

ously been unavailable or severely limited. This coverage has
become an unfortunate necessity in the modern world. While
terrorism is usually thought of as a problem only for metro-
politan areas, the ever-changing nature of the threat — and
the increasing terrorist interest in military and infrastructure
targets — has meant that Middle America must also be vigi-
lant.

National security intelligence rightly remains in the hands
of the government which means that terrorism does not meet
the core characteristics of a privately insurable peril. For this
reason, the terrorism risk insurance program has become
fundamental to the long-term viability of businesses large and
small. Without it, these enterprises would simply be unable
to adequately protect their assets and investments against the
threat of a major terrorist attack.

When the program was first established, Congress insisted
on limiting the exposure of taxpayers to losses. The insurance
industry agrees with that premise and over the years has
assumed significant increased financial exposure, as its share
of losses has risen and the program has shed insurance lines
that could be effectively managed without federal govern-
ment participation.

Currently, the program has an event trigger of $100 million
in aggregate industry insured losses that must be met before
federal funds can be used to cover losses — an amount that
has grown substantially since the law was enacted. Beyond
the trigger, each insurance company has a significant deduct-
ible of 20 percent of its program covered commercial lines
premiums, as well as responsibility for 15 cents for every
dollar of its insured losses above that deductible (up to the
program's $100 billion annual cap).

The industry aggregate retention is nearly $40 billion —

a dramatic increase from the progrants initial retention.
Additionally, if total insured losses do not add up to at least
$27.5 billion, the federal government would be required to
recoup the difference through a surcharge on covered com-
mercial policies. While these details may seem arcane, they
are important because they demonstrate the evolution of the
terrorism risk insurance program, what the industry has
learned, and the many taxpayer protections it now contains.

For the sake of our national economic
security, the terrorism risk insurance pro-

not act by the end of next year, the pro- our national gram must be continued. Through the efforts
gram will expire. While it may seem early economic secu rity, of the Coalition to Insure Against Terrorism
to be talking about this deadline, time is the terrorism I‘iSk and other grassroots organizations, we

of the essence. Insurance policies written
as early as next January will be impacted

insurance program

look forward to working with members
of Congress from both sides of the aisle to

if no resolution is in sight. Such uncer- must be co ntin u Ed J secure the extension of this successful pro-

tainty would be harmful to policyholders,
the insurance market and the broader economy.

The program has worked. Over the past decade it has
made it possible for brokers to sell — and for businesses
to purchase — terrorism risk coverage which had previ-
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gram. The voice of policyholders, insurers,
brokers and agents will be essential to these efforts. [

Pusey is president and CEO of the American Insurance Association. Phone: 202-

828-7100. Email: lpusey@aiadc.org,

www.insurancejournal.com



ARE YOU AN INSURANCE COMPANY EXECUTIVE?
WE'VE BUILT SOMETHING AMAZING JUST FOR YOU.

Carrier
Management

Critical Info for P/C Insurance Company Executives & Directors

VISIT US TODAY:
WWW.CARRIERMANAGEMENT.COM

N/l TNMNaNkQ 71 M)/
oo lial Uil il /

@ Demotech, Inc. 5_:7 QUADRANT




“

EXPECT BIG THI

FROM APPLIED UNE

Expect big things in workers’ compensation. Expect to save a third of your clients 30% or more. Expect broad acceptance and few

class limitations nationwide. Expect competitive commissions. For information call (877) 234-4450 or visit auw.com/us.
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