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Times have 
changed

At Intact Insurance, we understand the 
new realities. Driving habits are changing 
and many people are working from home 
and spending more time online.

That’s why we have solutions to support 
your customers’ changing needs.

Contact your Intact Insurance 
representative for more information.

my Drive™ offers your customers the opportunity
to save by driving less and safely:

• An immediate 10% enrolment discount 
• A personalized discount every six months,

based on safe driving
• Power to control their discount with personalized 

feedback and tips

Enhanced protection includes:

• Property coverage with liability and content 
coverage for people working from home

• 50% savings on my Identity™ on renewal or new 
business

• One year of complementary access to mental 
health and wellness programs through LifeSpeak* 
for all current and new my Identity customers
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Stephen Halsall
BBA, FCIP, CCIB, CRM, CPIB
President, IBANB

That unlike the change of seasons, the 
“hard market” is here to stay.  It will be 
at some point in 2022, at the earliest, that 
we see any noticeable improvement for 
many commercial lines’ classes.   In per-
sonal lines there remains plenty of ca-
pacity, it is just a question of rating, and 
data analytics.   On the commercial side 
not only is it a matter of rate adequacy, 
but also market capacity, and new un-
derwriting guidelines for many classes 
such as realty, hospitality, and contrac-
tors to mention a few hardest hit.   It is 
now the time to renew your contacts with 
clients and discuss renewals and market 
conditions along with reviewing policies 
and coverages to determine necessity 
and limits.  Liability premiums driven by 
revenue for businesses such as restau-
rants, need new receipts fi gures that may 
justify a reduction in premium.

Underwriting capacity is just as import-
ant of a variable, as market capacity, with 
most markets stretched thin.  In some 
cases, reduced capacity when operating 
from homes, retirements, and the diffi  -
culty in hiring new when working from 
home.  Many markets no longer have the 
time to quote new when their focus, and 
rightly so is on renewals.   With every-
thing going on all at once it is only logical 
that our clients think this is all Covid-19 
related and when the war on Covid-19 is 

won (if ever) the problems will disap-
pear……… they will not.  

Now is the time for Brokers, as they have so 
many times in the past be a source of infor-
mation and value to our clients.  Commer-
cial lines coverages will no longer look the 
same between all markets and brokers will 
want to review changes in markets a little 
more carefully and not based on premium.

While all these factors are still at the fore-
front of our daily workfl ows, Covid-19 con-
tinues to infl ict havoc among the elderly, 
nursing homes, schools, sporting events, 
hospitality industries and businesses.   The 
constantly changing rules while in our best 
interest, make it diffi  cult to operate and 
plan.  There is no solution that is perfect for 
all, every improvement on one side of the 
equation has repercussions in other areas. 
To our health care providers, fi rst respond-
ers, Federal, Provincial and Municipal pol-
iticians and civil servants, thank you even 
our Covid-19 police whose job is to enforce 
diffi  cult and constantly moving guide-
lines.   Your work and sacrifi ce have been 
greatly appreciated and continues to be.

IBANB and its industry matters committee 
continues working behind the scenes on a 
number of issues including:  

Recent changes to commercial and long-
haul clients in Facility Association with de-
ductibles for certain classes moving to 25% 
of LPN when the policy will only pay on 
ACV, meaning a client could in theory have a 
50,000 DED on a vehicle only worth 80,000.

Something is very wrong here.   Credit scor-
ing for personal property auto policies has 
been approved for some companies in Nova 
Scotia and other parts of the country, our 
board wants to speak to our regulators to 
ensure an open market for all New Bruns-
wick drivers.   Credit scoring on personal 
property policies that was once or could 
only be used for discounting purposes in 
some regions of the country has now been 
approved for surcharges and declines.  And 
we continue to hear from some that more 
should be done for Covid-19 relief, while 
much has been done especially on the per-
sonal lines side, we must remember not all 

Message from the IBANB President 

companies entered the Covid-19 era in the 
same fi nancial position. 

Our Board has three new directors, thank 
you for your commitment:

• Kari MacDonald

• Erin Schryer

• Lori Thebeau

Thank you to our returning directors who 
are all actively at work on various commit-
tees with “value to our membership”, as our 
key driving force. 

IBANB continues to grow our Errors and 
Omissions portfolio, supporting members, 
and for those members not currently with 
our plan, please give Andrew or Becci a call 
to help, as this is another member benefi t 
for us all.  Education enrollment continues 
in record numbers with more classes than 
any time in the past, and proving that inter-
active immersion classes are a defi nite suc-
cess.  At IBANB, we are updating our policies 
and procedures to make our operations 
more effi  cient and transparent.   YBN are 
currently looking at ways to engage mem-
bers virtually, so be sure to follow IBANB on 
social media.

A fi nal note to our supporters, thank you to 
those companies that have confi rmed sup-
porting our association, and members in 
2021. Your support in our work as brokers 
throughout the year is appreciated!  To see 
who supports you, our members, check out 
the IBANB website; about us, and meet our 
partners. 

All the best in the coming months until our 
next issue.  Our membership being of hardy 
stock…. we must be in this industry to sur-
vive, will not be at the top of anyone’s vac-
cination priority list. Please keep your staff , 
your families, your clients, and yourselves, 
safe.

You may contact Stephen at 506-633-2121 or 
via email at Stephen@AllCoverage.ca
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Que contrairement au changement de 
saison, le «marché dur» est là pour rester. Ce 
sera à un moment donné en 2022, au plus 
tôt, que nous verrons une amélioration no-
table pour les classes de nombreuses lignes 
commerciales. Dans les lignes person-
nelles, il reste beaucoup de capacité, c’est 
juste une question de notation et d’analyse 
de données. Sur le plan commercial, c’est 
non seulement une question d’adéquation 
des tarifs, mais aussi de capacité du marché 
et de nouvelles directives de souscription 
pour de nombreuses catégories telles que 
l’immobilier, l’hôtellerie et les entrepre-
neurs, pour ne citer que quelques-uns des 
plus durement touchés. Il est maintenant 
temps de renouveler vos contacts avec les 
clients et de discuter des renouvellements 
et des conditions du marché tout en ex-
aminant les politiques et les couvertures 
pour déterminer la nécessité et les limites. 
Les primes de responsabilité liées au chif-
fre d’aff aires des entreprises telles que les 
restaurants nécessitent de nouveaux chif-
fres de recettes qui peuvent justifi er une 
réduction de la prime.

La capacité de souscription est tout aussi 
importante d’une variable que la capacité 
du marché, la plupart des marchés étant 
étirés. Dans certains cas, capacité réduite 
lors du fonctionnement à domicile, départs 
à la retraite et diffi  culté à embaucher du 
nouveau lorsque vous travaillez à domicile. 
De nombreux marchés n’ont plus le temps 
de citer de nouveaux lorsqu’ils se concen-
trent, et à juste titre, les renouvellements. 
Avec tout ce qui se passe en même temps, 
il est logique que nos clients pensent que 
tout cela est lié à Covid-19 et que lorsque 
la guerre contre Covid-19 sera gagnée (si 
jamais) les problèmes disparaîtront ……… 
ils ne le seront pas.

Le moment est venu pour les courtiers, 
car ils ont souvent été une source d’infor-
mation et de valeur pour nos clients. Les 
couvertures des lignes commerciales ne 
seront plus les mêmes sur tous les marchés 
et les courtiers voudront examiner les 
changements des marchés un peu plus at-
tentivement et non en fonction des primes.

Bien que tous ces facteurs soient toujo-
urs au premier plan de nos fl ux de travail 

quotidiens, Covid-19 continue de faire des 
ravages parmi les personnes âgées, les 
maisons de retraite, les écoles, les événe-
ments sportifs, les industries hôtelières 
et les entreprises. Les règles en constan-
te évolution, dans notre meilleur intérêt, 
rendent diffi  cile le fonctionnement et la 
planifi cation. Il n’y a pas de solution par-
faite pour tous, chaque amélioration d’un 
côté de l’équation a des répercussions dans 
d’autres domaines. À nos fournisseurs de 
soins de santé, premiers intervenants, 
politiciens et fonctionnaires fédéraux, pro-
vinciaux et municipaux, merci même à no-
tre police Covid-19 dont le travail consiste 
à appliquer des directives diffi  ciles et en 
constante évolution. Votre travail et votre 
sacrifi ce ont été grandement appréciés et 
continuent de l’être.

ACANB et son comité des aff aires indus-
trielles continuent de travailler dans les 
coulisses sur un certain nombre de ques-
tions, notamment:

Les changements récents apportés aux cli-
ents commerciaux et long-courriers dans 
Facility Association avec des franchises 
pour certaines classes passant à 25% du 
LPN lorsque la police ne paiera que sur 
ACV, ce qui signifi e qu’un client pourrait en 
théorie avoir 50000 DED sur un véhicule 
d’une valeur de 80000 seulement.

Quelque chose ne va pas ici. La cote de crédit 
pour les polices automobiles pour biens 
personnels a été approuvée pour certaines 
entreprises en Nouvelle-Écosse et dans 
d’autres régions du pays, notre conseil sou-
haite parler à nos organismes de réglemen-
tation pour assurer un marché ouvert pour 
tous les conducteurs du Nouveau-Bruns-
wick. La notation de crédit sur les polices de 
biens personnels qui était autrefois ou qui 
ne pouvait être utilisée qu’à des fi ns d’es-
compte dans certaines régions du pays a 
maintenant été approuvée pour les surtaxes 
et les baisses. Et nous continuons d’entendre 
certains dire que davantage devrait être fait 
pour le soulagement de Covid-19, alors que 
beaucoup a été fait, en particulier du côté 
des particuliers, nous devons nous rappeler 
que toutes les entreprises ne sont pas en-
trées dans l’ère de Covid-19 dans la même 
situation fi nancière.

Notre Conseil a trois nouveaux adminis-
trateurs, merci pour votre engagement:

• Kari MacDonald

• Erin Schryer

• Lori Thebeau

Merci à nos administrateurs de retour qui 
travaillent tous activement au sein de div-
ers comités ayant une «valeur pour nos 
membres», en tant que force motrice clé.

IBANB continue de développer notre por-
tefeuille d’erreurs et d’omissions, les mem-
bres de soutien, et pour les membres qui 
ne sont pas actuellement avec notre plan, 
veuillez appeler Andrew ou Becci pour aid-
er, car c’est un autre avantage de membre 
pour nous tous. Les inscriptions à l’éduca-
tion se poursuivent en nombre record avec 
plus de classes que jamais dans le passé, 
ce qui prouve que les cours d’immersion 
interactifs sont un succès certain. Chez 
IBANB, nous mettons à jour nos politiques 
et procédures pour rendre nos opéra-
tions plus effi  caces et transparentes. YBN 
cherche actuellement des moyens d’im-
pliquer virtuellement ses membres, alors 
assurez-vous de suivre ACANB sur les ré-
seaux sociaux.

Un dernier mot à nos supporters, merci aux 
entreprises qui ont confi rmé leur soutien à 
notre association, et aux membres en 2021. 
Votre soutien dans notre travail de courtier 
tout au long de l’année est apprécié! Pour 
voir qui vous soutient, nos membres, con-
sultez le site Web de ACANB; à propos de 
nous, et rencontrez nos partenaires.

Tout le meilleur dans les mois à venir 
jusqu’à notre prochain numéro. Notre 
adhésion étant de souche robuste…. nous 
devons être dans cette industrie pour sur-
vivre, nous ne serons pas en tête de la liste 
des priorités de vaccination de quiconque. 
Veuillez assurer la sécurité de votre per-
sonnel, de vos familles, de vos clients et de 
vous-même.



Atlantic Insurance Brokers Spring 2021~4~

 Message from the IBANS President

Aneill MacCaull, BA, CAIB, FCIP
President, IBANS

Happy 2021!

It’s diffi  cult to believe that we are heading 
into February as I write this article, and 
what a year it has been! Since taking over 
the role of President in September, the last 
few months have been fi lled with activity 
on all fronts it seems.  Some of the items 
we have been focusing on include:

Carrier Meetings - In Late 2020, the Asso-
ciation reached out to our membership to 
collect further detail on issues that were 
presented during our 2020 AGM. We re-
ceived a lot of great feedback and have 
begun meeting with individual carriers 
to discuss these concerns and provide a 
united voice to some of the challenges our 
members are facing. Our board of direc-
tors also took part in an IBC Commercial 
Roundtable discussion held earlier this 
year and voiced concerns along with our 
members on many of these issues. 

Going Paperless (GP) Team - This im-
portant initiative is being headed by the 
Insurance Brokers Association of Ontario 
(IBAO) to collect the perspective of bro-
kers on digitizing processes by insurers 
and what this will mean for customers. I 
look forward to seeing the results and also 
want to thank all of our members who 
took the time to participate.

Education - In December, the Association 

was approached by the Offi  ce of the Su-
perintendent to discuss the possibility of 
IBANS taking over their licensing exams 
(FOI). We are excited with the prospect 
of managing this exam, which would be 
made available online, and the opportu-
nity to help more individuals working in 
the industry become licensed. Feedback 
received so far about the CAIB online ex-
ams has been overwhelmingly positive 
and we expect fundamentals will see a 
similar level of success.  We are still fi nal-
izing details but hope to launch these over 
the coming weeks.

We are running CAIB modules via eve-
ning webinars throughout the winter and 
are also pleased to have two new facilita-
tors on board.  IBANS is also continuing to 
partner with IBAM to off er CSIP and I’m 
happy to say we have had 29 brokers suc-
cessfully complete this course.

Strategic Planning - Our board of direc-
tors and staff  will work with Brad Quinn 
and his team from TNG to refresh our 
Strategic Plan. This document will pro-
vide the framework for the Associations 
activities moving forward and we thank 
everyone who shared their comments ei-
ther during interviews or as part of our 
online survey. 

Transportation Network Company – NS- 
SPF No. 9 – In November the Superinten-
dent announced the devel-
opment of SPF No. 9 to deal 
with insurance gaps as they 
related to ridesharing and 
car sharing situations.

Talent Survey – In Decem-
ber, we administered a quick 
poll of our members related 
to their career satisfaction 
and roles. We received ex-
cellent feedback, over 130 
responses! The data showed 
an overwhelming level of 
positivity for their chosen 
careers and work, even over 
the past number of months. 

Aspire Awards & Gradua-

tion - The Association recently announced 
through a member update that this year’s 
graduation ceremony will be postponed 
until further notice. As for our industry 
award program, the Aspire Awards, it was 
decided that we cancel this year’s awards 
since IBANS is not in a position to fully 
recognize the nominees and recipients for 
their hard work and dedication. During 
the hiatus we will be tweaking the Aspire 
Awards program which will be back and 
better than ever in 2022!

I’m very pleased to say that we continue to 
have the ongoing support of our insurers; 
most of whom have renewed their com-
mitment to the Association through their 
varying levels of sponsorships. While 
COVID continues to challenge many of 
our traditional activities, our offi  ce, board 
of directors, and the YBN are hard at work 
looking at diff erent ways in which we can 
bring our members together in meaning-
ful ways. 

I want to thank everyone for their con-
tinued participation in our Association, 
including those who have volunteered to 
be a part of our many committees. We are 
looking forward to another great year in 
2021.

You may contact Aneill at 
902-864-6633 or via email at 
aneillmaccaull@aamunro.com



Darren Lipsett, Chairperson, Aneill MacCaull, President, 
Jennifer MacLeod, Vice President, Pam Hipson, Treasurer, 

Matt Davison, Director, Tara Blenus, Director, Rhonda Kelly, Director
Missing: Don Jacobi, Director

Need extra 
content to 
finish page

IBANS Presents 2020/2021 
Board of Directors
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Message from the NL President

Adam Nolan BA, CIP
COO and Vice President
President, IBAN

On January 15th, 2021 Premier Andrew 
Furey called a winter election to be held on 
February 14th, 2021. With less than 10 days 
to go before this historic election, a second 
wave of Covid-19 breached the shores of the 
island portion of Newfoundland and Labra-
dor. The second wave came in the form of a 
variant that has swept across the province, 
forcing us back into alert level 5 and a full 
lockdown of the province. 

In the short time I had to speak with our 
membership between the start of the sec-
ond wave in Newfoundland and Labrador 
and the submission of this article, it would 
appear our membership learned from the 
experience of the fi rst lockdown. What took 
some weeks to accomplish last March was 
done this time in hours. Member broker-
ages were able to have staff  up and running 
remotely without any disruption to their 
customers. It was just another example of the 
broker’s ability to adapt to the environment.  

In January IBAC held their fi rst board meet-
ings of 2021. The January board meeting is 
always a great experience to be a part of be-
cause IBAC invites the leadership teams of 
insurance company partners to meet with 
the IBAC board and present to a captive au-
dience. The insurer’s presentation is usually 
a full day of back to back meetings where 
company representatives shuff le in one af-
ter the other. This year’s board meeting like 

so many other meetings were held virtually. 
One positive of this year’s virtual meetings 
was the ability to spread out the insurer pre-
sentations over a couple of weeks. 

These sessions are always very engaging 
as insurer’s often share insight into their 
immediate goals as well as their strategic 
vision on where they are going. One very 
encouraging trend discussed by several in-
suring partner’s was a renewed appetite for 
new business. The hard insurance market 
combined with the soft economy because 
of the pandemic has been tough on brokers. 
It will be interesting to see how insurer’s 
treat both new business and renewals as the 
economy navigates out of the pandemic. 

A little closer to home, IBAN has renewed 
our service agreement with IBANS for ad-
ministrative and support services for an-
other three years. This service agreement 
initially started in January 2017. For IBAN, 
this relationship has helped solidify our 
administrative capabilities. The work done 
by Debbie, Keri and Corrine has brought a 
consistency to the operation of IBAN. As a 
volunteer board, the life cycle of the IBAN 

board will always see board members come 
and go. A knowledgeable and consistent op-
erating team will allow for this transition 
of succession among the board to remain 
seamless year after year. I commend current 
IBAC President, Kent Rowe, for having the 
vision to enter this relationship when Kent 
served as President of IBAN.

In closing, 2021 will continue to be an in-
teresting year for IBAN. The delays in the 
vaccine roll out still leaves a sense of uncer-
tainty as to what the immediate future holds 
for our province as well as the country. IBAN 
will continue to look for innovative ways to 
advocate for our members as the economy 
evolves and we enter the second year of the 
Covi-19 pandemic. Please remember to do 
your part in our fi ght against Covid-19, wash 
your hands, wear your mask, practice so-
cially distancing whenever possible and stay 
safe. 

You may contact Adam at 
adam.nolan@munninsurance.com
T:  709-570-5148  
M: 709-682-9445



Thank you to our broker partners for voting for us in all 
eight categories of the 5-Star Excellence Awards in Home 
Insurance from Insurance Business Canada Magazine. 
We’re all in this together.

Call our local Maritimes offi ce today: 
1-800-565-1000

Thank You!



FILLING THE KNOWLEDGE GAP

IBAPEI would like to congratulate our new CAIB graduates.  We 
would also like to provide best wishes to those that retired …
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As we say “good-bye” to 2020, we also say good-bye to several col-
leagues that were lucky enough to retire.  Lots of skill and talent 
has disappeared from the insurance industry, making it all that 
much more important for brokers to take advantage of learning 
opportunities and insurance studies to fi ll the knowledge gap.

IBAPEI would like to recognize the following individuals who 
have retired from the PEI insurance industry since 2017 and who 
are now enjoying the next chapter of their life.  Some have been 
described as “A staple in PEI insurance for decades!”  In no par-
ticular order:

• Marlene Robison, Commercial Broker started at Hynd-
man’s in 1989 and prior to that was with Bennett Carr 
Insurance  = 31+ years when she retired in May 2020.  
Co-workers said they would miss her knowledge, her laugh 
and yummy home baked treats, but wish her much happi-
ness in retirement.

• Marilyn Buchanan worked at Bennett Carr Insurance from  
July 4, 1983, retiring in  June 30, 2017

• Craig Willson, Commercial Broker worked at Hyndman & 
Co. from January 1976 and retired in 2017 after 34+ years

• Carol Bishop started with Hyndman & Co. in January 1978 
(previously working for Higgs Insurance) She worked for 
Hyndman & Co. in Charlottetown and their Cornwall offi  ce 
and then Gordon Full Insurance before returning to Hynd-
man & Co. in their Charlottetown offi  ce as a personal lines 
customer service representative.  Carol retired in April 2017 
after 39+ years in the insurance world.  Carol loves to travel 
and works as a part-time tour guide to support her habit.  
Covid-19 is really cramping her style as a free-spirit! 

• Joanne MacKay – Hired Oct 2008, worked in the Account-
ing Department with Cooke Insurance Group for just over 
12 years before retiring in 2020.  Joanne is hoping to one day 
return to the adventures of travel.

• Mary Lambe, Commercial Broker/Offi  ce Manager of 
Hickey & Hyndman retired in 2020 (after 44 years!).  She 
started her career in 1976 with R.E. Ellis & Sons Ltd. which 
became Hickey & Hyndman in 1992.  Mary plans to enjoy 
long walks on the beach (outside her doorstep in Noonan’s 
Shore).  She also looks forward to exploring all the culinary 
delights that PEI’s fi ne restaurants have to off er with her 
family and friends.
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• Darlene Stanley worked at Bennett Carr Insurance from  
May 29, 1978, retiring in June 30, 2017

• Kathy Dingle started working with Hyndman’s in 1989 as 
a personal lines Customer Service Representative.  Some-
where along the years, she transferred to Hickey & Hyndman 
in Summerside, PE.  She retired in July 2020 after 31 years.  
Kathy plans to spend time with family and friends as well 
as training her new German Shephard puppy – Ellie May.

• Barb Drake worked at Hyndman & Co. Ltd.  in Charlotte-
town from  June 28, 1999, retiring in April 21, 2017

• Marie Crane, started working at Concorde Insurance in 
Montague in 1989 as a personal lines Customer Service 
Representative.  Retired in October 2017 after 28+ years in 
the insurance industry.  Prior to Concorde Insurance, Ma-
rie worked for A.E. Underhay Insurance Ltd. which was ac-
quired by Hyndman & Co, Ltd and then merged to become 
Concorde Insurance.

• Carol Gass worked at Peake & McInnis Ltd. retiring after 25 
years of customer service in 2019

• Norman Stewart of Concorde Insurance in Montague, PE 
retired in September, 2020.  He started in 1996, but worked 
for Cooperator’s prior to that.  After 24+ years in the insur-
ance industry, I expect Norman will now have more time to 
concentrate on his music and enjoy the ceilidh circuit with 
his diverse Island folk-music group called ‘Treble with Girls.’

• Garth MacPhee, well known as a PEI Insurance Institute 
instructor for many years.  He started working with Gordon 
Full Insurance in 1981 as a broker and retired from the Un-
derwriting Department of Hyndman & Co. in Dec. 2020 after 
39 years in the insurance industry. 

• Lynne Smallman – Hired June 1991, worked in Accounting  
as the Controller for Cooke Insurance Group for just over 
29.5 years before retiring in 2020.

• Darke Carr retired in 2017 from Bennett Carr Insurance.  
The business was started by Darke’s father, Bennett Carr, in 
1977.  Darke essentially grew up in the insurance business 
taking over as President in 1995.  Bennett Carr Insurance 
was sold to Hyndman & Co. in 2015.  Darke stayed on to en-
sure a smooth transition before retiring in August , 2017.   
Darke was IBAPEI President in 1994 and again in 2011.
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• Pat Bernard worked in the under-
writing department of Hyndman 
& Co. from June 2013 to Dec. 2020.  
She moved back to West Prince PEI 
in 2013 where her and her hus-
band built their retirement home.  
Pat worked for many years in the 
insurance industry in NS before 
returning home.

• Bonnie MacDonald, Personal 
Lines Customer Service Represen-
tative at Concorde Insurance in 
Souris, PE where she worked from 
Oct 1995 to Sept 2018, prior to that 
she worked for S. A. Fraser which 
merged with Hyndman & Co. to 
become Concorde Insurance.

• Wendy Younker, Commercial 
Lines Account Manager since 1992 
retired from Peake & McInnis Ltd. 
in November 2018 (after 26+ years 
in the insurance industry) to start 
a new adventure as co-owner of 
Dad’s Country Store, a small fam-
ily-run convenience store in Har-
rington, PEI (previously known as 
MacKenzie’s Grocery)

• Fred Hyndman joined the insur-
ance world in 1960 as a 4th gen-
eration Hyndman to be involved 
in the family business.  Retiring 
in December 2017 after 57 years!!  
An absolute wealth of knowledge 
with regards to the history of the 
insurance industry in PEI.  He 
was actively involved with the 
Insurance Brokers Association of 
PEI and was instrumental with 
shaping and guiding much of to-
day’s insurance legislation.  He 
was IBAPEI president in 1973 and 
again in 1977.

What do you call a person that is hap-
py on a Monday?  Retired!

Carol Biship

Garth MacPhee

Marlene Robison

Darke Carr

Joanne MacKay

Norman Stewart Wendy Younker

Carol Gass
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IBAC President Article

Ahead by a Century / 
Un siècle d’avance

100 years! It’s been 100 years since a handful of forward thinking, 
passionate and hardworking brokers, led by Jean Charles D’Auteuil 
met in Montreal, QC in 1921 and organized several small provincial 
brokers associations into a national body. Today, as a result of this 
visionary eff ort, the Insurance Brokers Association of Canada (IBAC) 
works with and represents 11 Member Associations and over 38,000 
brokers from coast to coast to coast.

Of course, insurance brokers in Canada have been engaged in help-
ing and advocating for clients for far longer than 100 years. Our his-
tory is well documented and rooted in compassion, community and 
professionalism.  

In the early days, our founders united to ensure that the fi nancial 
pillar of insurance stood on its own and was protected from banks. 
They realized the imminent danger and unfairness to consumers 
should banks be granted permission to sell insurance at the point 
of granting credit. They mobilized and advocated in the interest of 
consumer protection, an interest that remains at the centre of IBAC’s 
mandate today. 

We have worked hard and have been very successful in maintaining 
the separation of the pillars of banking and insurance through suc-
cessive governments and Bank Act reviews. We have received tre-
mendous support from all political parties, as they all understand and 
appreciate the potential risks of banks selling insurance during cred-
it-granting transactions. Despite this success, we must not get compla-
cent. We must remain vigilant and guard against new potential threats 
such as changing Fintech regulations and open banking, which could 
permit banks to do through the back door, what they are not permit-
ted to do through the front door. The fi ght will continue!

For decades, IBAC’s sole focus was on the Bank Act, and pre-
serving the protection of the pillar of insurance. Our advocacy 
mandate has expanded signifi cantly over recent years. Due to 
the great work of the IBAC team and many insightful volunteer 
board members, we’ve realized that there are many other areas 
of public policy and consumer interest where the collective voice 
of brokers can have an impact.   

Over the last few years IBAC has signifi cantly enhanced its profi le 
in the political world. Our quaint, yet eff ective means of advocating 
has proven to resonate with policy makers. Historically our message 
has always been delivered by pushing our message out, but today we 

fi nd ourselves in the enviable position of being a sought-after stake-
holder on a wide variety of topics. Our opinion has been solicited 
on such topics as cannabis legislation and open banking, and we’ve 
worked closely with Finance Canada to help develop the aforemen-
tioned Fintech regulations. In addition, we’ve broadened our mes-
sage to include many more insurance-related issues such as fl ood, 
earthquake and distracted driving.  

Our “Big If” campaign (Si jamais) drew the attention of politicians and 
started the conversation about the signifi cant coverage gap that exists 
for many Canadians as it relates to fl ood and quake. We continue to 
invest in this campaign because of the importance of the issue and 
the broad impact it has on many of our customers. We will continue 
to build our advocacy tool box and will strive to always include items 
that are important to consumers and to our broker members. There is 
work to be done!  Cyber security is another area where we see a gap in 
coverage, and we will be proactively developing plans to raise aware-
ness of the risks to Canadians and Canadian businesses. 

Over the past several weeks we have been meeting with our key 
Insurer Partners to update them on our activities and ask for their 
continued support for our Broker Identity Program (BIP).  We’ve re-
ceived overwhelmingly positive feedback from them on the strength 
of our advocacy eff orts and the great work we’re doing on natural 
disasters and distracted driving. While this feedback is nice to re-
ceive, it also reinforces that we’re doing the right things and that 
we’re creating our message to refl ect the needs of our customers and 
our members.  

By now, many of you will have seen our newest advertising campaign 
on social media and television.  “The Broker Advantage” strikes a 
nice balance between recognizing our past, while at the same time 
affi  rming that we’re modern, progressive and prepared for whatever 
the future brings. The fi rst phase of the campaign focuses on values 
like trust, longevity, local, advice and care.  It was developed to help 
us celebrate our Centennial, and also to demonstrate compassion 
and empathy for the many Canadians enduring hard times during 
the pandemic. Phase II of “The Broker Advantage” will be released 
later in the year, and will build on the success of our previous “Be-
fore the Quote” (On se calme) campaign.  Stay tuned!

We’re living in challenging times, and this will continue over the 
next few months as we get a grip on the COVID-19 pandemic. In the 
next 100 years, I’m confi dent that  brokers will continue to do what 
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we’ve done for the past century - provide great insurance advice, 
choice and advocacy in a caring and meaningful way.

Be safe everyone!
Kent Rowe, IBAC President

Kent may be contacted at 
(709) 753-3210 ext. 375 or via email at, 
krowe@wedgwoodinsurance.com.

100 ans! Cela fait 100 ans qu’une poignée de courtiers avant-gardistes, 
passionnés et travaillants, dirigés par Jean Charles D’Auteuil, se sont 
rencontrés à Montréal, QC en 1921 et ont organisé plusieurs petites as-
sociations provinciales de courtiers en un organisme national. Aujo-
urd’hui, grâce à cet eff ort visionnaire, l’Association des courtiers d’as-
surance du Canada (ACAC) travaille avec et représente 11 associations 
membres et plus de 38 000 courtiers d’un océan à l’autre.

Bien entendu, les courtiers d’assurance au Canada se sont engagés à 
aider et à défendre leurs clients depuis bien plus de 100 ans. Notre 
histoire est bien documentée et enracinée dans la compassion, la 
communauté et le professionnalisme.

Au début, nos fondateurs se sont unis pour faire en sorte que le pil-
ier fi nancier de l’assurance soit autonome et protégé des banques. 
Ils ont réalisé le danger imminent et l’injustice pour les consomma-
teurs si les banques étaient autorisées à vendre une assurance au 
moment de l’octroi du crédit. Ils se sont mobilisés et ont défendu 
l’intérêt de la protection des consommateurs, un intérêt qui reste au 
centre du mandat de ACAC aujourd’hui.

Nous avons travaillé d’arrache-pied et avons réussi à maintenir 
la séparation des piliers de la banque et de l’assurance grâce aux 
gouvernements successifs et aux examens de la Loi sur les banques. 
Nous avons reçu un soutien considérable de tous les partis poli-
tiques, car ils comprennent et apprécient tous les risques potentiels 
des banques qui vendent des assurances lors d’opérations d’octroi 
de crédit. Malgré ce succès, nous ne devons pas être complaisants. 
Nous devons rester vigilants et nous prémunir contre de nouvelles 
menaces potentielles telles que la modifi cation de la réglementation 
Fintech et l’ouverture bancaire, qui pourraient permettre aux ban-
ques de faire par la porte dérobée, ce qu’elles ne sont pas autorisées 
à faire par la porte d’entrée. Le combat continuera!

Pendant des décennies, ACAC s’est uniquement concentré sur la 
loi sur les banques et sur la préservation de la protection du pilier 
de l’assurance. Notre mandat de plaidoyer s’est considérablement 
élargi au cours des dernières années. Grâce à l’excellent travail de 
l’équipe de l’IBAC et de nombreux membres bénévoles perspicaces 
du conseil d’administration, nous avons réalisé qu’il existe de nom-
breux autres domaines de politique publique et d’intérêt des con-
sommateurs où la voix collective des courtiers peut avoir un impact.

Au cours des dernières années, ACAC a considérablement amélioré 
son profi l dans le monde politique. Nos moyens de plaidoyer à la fois 
originaux et effi  caces ont fait leurs preuves auprès des décideurs. 
Historiquement, notre message a toujours été transmis en diff usant 
notre message, mais aujourd’hui, nous nous trouvons dans la posi-

tion enviable d’être une partie prenante recherchée sur une grande 
variété de sujets. Notre opinion a été sollicitée sur des sujets tels que 
la législation sur le cannabis et le système bancaire ouvert, et nous 
avons travaillé en étroite collaboration avec Finances Canada pour 
aider à développer la réglementation Fintech susmentionnée. De 
plus, nous avons élargi notre message pour inclure de nombreux 
autres problèmes liés aux assurances tels que les inondations, les 
tremblements de terre et la distraction au volant.

Notre campagne «Big If» (Si jamais) a attiré l’attention des politiciens 
et a lancé la conversation sur l’écart de couverture important qui 
existe pour de nombreux Canadiens en ce qui concerne les inonda-
tions et les tremblements de terre. Nous continuons d’investir dans 
cette campagne en raison de l’importance du problème et de son 
large impact sur bon nombre de nos clients. Nous continuerons à 
construire notre boîte à outils de plaidoyer et nous nous eff orcero-
ns de toujours inclure les articles qui sont importants pour les con-
sommateurs et nos courtiers membres. Il y a du travail à faire! La 
cybersécurité est un autre domaine où nous constatons une lacune 
dans la couverture, et nous élaborerons de manière proactive des 
plans pour sensibiliser les Canadiens et les entreprises canadiennes 
aux risques.

Au cours des dernières semaines, nous avons rencontré nos princi-
paux partenaires assureurs pour les mettre à jour sur nos activités et 
leur demander leur soutien continu pour notre programme d’iden-
tité de courtier (BIP). Nous avons reçu des commentaires extrême-
ment positifs de leur part sur la force de nos eff orts de plaidoyer 
et de l’excellent travail que nous accomplissons sur les catastrophes 
naturelles et la distraction au volant. Bien que ces commentaires 
soient agréables à recevoir, ils renforcent également le fait que nous 
faisons les bonnes choses et que nous créons notre message pour 
refl éter les besoins de nos clients et de nos membres.

À l’heure actuelle, bon nombre d’entre vous ont vu notre dernière 
campagne publicitaire sur les médias sociaux et la télévision. «The 
Broker Advantage» établit un bon équilibre entre la reconnaissance 
de notre passé, tout en affi  rmant que nous sommes modernes, 
progressistes et préparés à tout ce que l’avenir nous réserve. La 
première phase de la campagne se concentre sur des valeurs com-
me la confi ance, la longévité, le local, le conseil et l’attention. Il a été 
élaboré pour nous aider à célébrer notre centenaire et aussi pour 
faire preuve de compassion et d’empathie envers les nombreux Ca-
nadiens qui traversent des moments diffi  ciles pendant la pandémie. 
La phase II de «The Broker Advantage» sera publiée plus tard dans 
l’année et s’appuiera sur le succès de notre précédente campagne 
«Before the Quote» (On se calme). Restez à l’écoute!

Nous vivons une période diffi  cile, et cela se poursuivra au cours 
des prochains mois à mesure que nous maîtriserons la pandémie 
du COVID-19. Au cours des 100 prochaines années, je suis convain-
cu que les courtiers continueront de faire ce que nous avons fait au 
cours du siècle dernier: fournir d’excellents conseils, choix et défense 
de l’assurance d’une manière attentionnée et signifi cative.

Soyez en sécurité tout le monde!
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Buy Local. Please!

Buying local has become a hot topic, 
especially during the pandemic. Some 
folks are true to their community and 
do all their shopping locally. Many, like 
me, shop local when they can but also 
shop online for items that are unique, 
or if the price is just too good. Unfor-
tunately, some folks do most of their 
shopping online. As you know, this is 
the same for insurance.

Think about your personal shopping 
habits and how it affects our local 
economy. For example, when you visit 
ANBL and buy Coors Light, Budweiser 
or any other mass-produced beer, does 
this really affect our local craft brew-
ers? A local craft brewer employs be-
tween 5-20 people and does business 
with about 30 local companies. Some 
of the suppliers are medium size and 
some are small, but even if they aver-
age five employees each, that means 
the livelihood of close to 200 people 
depends, in part, to the brewery com-
mitting to buying local. 

Consider this: When buying produce 
at your local grocer, check where it’s 
from. If you have a choice between 
buying a bag of potatoes from New 
Brunswick or somewhere else, choose 
New Brunswick potatoes. If we all pur-
chased our produce supplied from 
Chile, Mexico or South Africa, what 
would happen to the local farms in and 
around our local area? If the farmer 
cannot sell their produce, they will be 
forced to shut down the farm. This not 
only impacts the farm employees, but 

it also trickles down to affect the lo-
cal farmers markets and all the other 
vendors who sell there – less selection 
equals less customers. Nobody wins. 

The trickle-down effect of not shop-
ping local not only hurts the local 
brewer/farmer/business, but also all 
of their suppliers and employees. 

Think about this in terms of your busi-
ness. How many local businesses buy 
from you? If they choose to purchase 
their insurance coverage through you, 
they are making a conscious decision 
to buy local. That is your strength. 
Now, how many local businesses do 
you buy from? I think if you added it 
all up, you’d discover that it would be a 
substantial number of businesses and 
a large number of employees at those 
businesses. Are you and your staff 
doing your part to support our local 
businesses?

Our family made a conscious effort to 
buy local this Christmas. I am happy 
to say that not one present was bought 
online. As a local business owner, I 
am aware of how important this is to 
a thriving economy. Sure, depending 
on the item, buying local can be a bit 
more expensive, but by buying local, 
you could be saving your next door 
neighbour’s job, without even know-
ing it.

I have a family member who works 
at the local Costco. I know Costco is 
not considered a “local” business but 

think about the number of people they 
employ and the good wages they pay, 
and you’ll realize they are contribut-
ing to the local economy. When you 
walk around the store, you’ll see that 
they do sell local products as well as 
some well known New Brunswick 
brands like Covered Bridge Chips, Ga-
nong, Crosby’s Molasses and much of 
their dairy is local. This is also the case 
in other big box stores. 

Shopping local includes shopping at 
independent retailers, farmers mar-
kets and big box stores. They all em-
ploy local people and contribute to the 
local economy. 

Please, buy local when you can. Every-
body wins, especially insurance bro-
kers.

Doug Daley
Vice President of Sales and Marketing, 
Kiers Marketing

Doug Daley is Vice President of Sales 
and Marketing with Kiers Marketing 
in Fredericton. Doug can be reached at 
ddaley@kiers.com or by visiting www.
kiers.com.
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IBANB CEO Report

Andrew McNair, CAIB, CAE
Chief Executive Officer, IBANB

One year!  

A lot can happen in a year…a lot of 
things that you planned on; and a lot of 
things you didn’t plan for.  You can also 
make a lot of things happen in a year if 
you start focused, stay focused, and ad-
just your focus along the way, if needed.  

Early last February (2020), I experi-
enced a personal health issue, a sei-
zure.  It was completely unexpected; 
wasn’t the first time but was the first 
time in nearly 30 years.  I didn’t plan 
for that, but I adjusted as required to 
maintain my focus.  My focus on work, 
home, life, and the things that were ‘my 
life’.  About a month later, we found 
ourselves locking things down due to 
COVID, and you all know how that sto-
ry goes…I don’t need to rehash it all 
here.  COVID has been a much larger, 
unplanned occurrence.  Early days of 
the pandemic, and still today, my first 
focus was on keeping humans, people, 
safe and healthy; always saying that 
without them, we have nothing to keep 
the rest of what matters on track and 
in focus.  

I am proud to say that one year into this, 
IBANB has kept our focus on our mem-
bers needs and, on the partnerships, 
we have with the many stakeholders 
we have in our world.  It wasn’t without 

significant refocusing along the way.  
Adapting our education course offer-
ings to online opportunities; pivoting 
quickly to online meetings, both Pro-
vincial and National; engaging mem-
bers with various online events; find-
ing ways to continue to promote the 
broker advantage to consumers; and 
simply focusing on our core values and 
foundation:  Member Relations; Gov-
ernment Relations; Broker Education; 
and Consumer Advocacy.  

There were times of refocusing over 
the past year; there were challenges; 
and there were obstacles… welcome to 
what we call ‘life’!  We all have our pri-
orities; we all have our passions; and 
we all have our opinions on what the 
focus needs to be on any given topic or 
any given day… but working with the 
team I have worked with over the past 
year has helped me focus even more on 
making sure the focus on humans and 
people is not lost.  

I have been very fortunate over the past 
number of months to have a great team 
at IBANB to keep us focused on our 
members needs; the day-to-day oper-
ations of IBANB; and the greater good 

of the Broker Distribution Channel in 
New Brunswick, and Canada.  Thank 
you to Becci Taylor, Tamara Bishop, and 
the Board of Directors of IBANB for 
keeping this great organization in focus 
over the past year.  

I’m going to close this article with a 
challenge to everyone who reads it.  If 
you read this far and accept the chal-
lenge, please pass this on to someone 
else to read.  Whether it’s in your of-
fice, at home, or simply on your own…
slow down, focus, get some exercise, 
and look after you!  If this sounds like a 
mental health ad…it is!  It’s also a phys-
ical health ad; a business continuity 
plan ad; a healthy workplace ad; and an 
ad for what I believe in!  

Thank you for reading, and in the words 
of my kid every time I leave the house 
for a bike ride, a ski, or a hike…Have 
fun and be safe! 

Andrew may be reached at 
(506) 450-2898 or via email at 
amcnair@nbinsurancebrokers.ca.

THANK YOU 2021 SPONSORS

MAGENTA 

SILVER

BRONZE
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IBANB YBN Report

Becci Taylor, BA, CAIB Hons

Dealing with difficult clients can be… 
well, difficult, but it doesn’t have to be. 
With the right attitude and action steps, 
you can effectively navigate these tricky 
customer situations and emerge (hope-
fully) unscathed.

This article offers tips and insights to help 
you do just that. Our hope is by the end of 
the article, you and your staff will be more 
prepared to handle difficult clients.

Let’s dive in.

1 Have the right mental attitude 

Take a few seconds to breathe and put your-
self in the right mindset before dealing with 
the customer. Remind yourself that the cli-
ent isn’t necessarily mad at you, but rather, 
they are miffed about the situation.

Having the right mental attitude will 
help prevent your buttons from getting 
pushed and enable you to respond in a 
calm and professional manner.

2 Develop thick skin.

Along with having the right mental atti-
tude is developing a thick skin and train-
ing yourself and your team to not shrink 
from difficult retail situations. Let go of 
fear. Start viewing difficult clients as a 
new challenge rather than a condemna-
tion. Start assuming that these clients are 
preparing you for a better future.

3 Hear the customer out and empa-
thize with them. 

People who are upset need to be heard, 
so let your clients talk, and do not inter-
rupt them.  Here are a few things to keep 
in mind when listening to clients:

Practice active listening:

•	 At this stage, it is important to en-
gage in active listening, which is the 
practice of consciously assimilat-
ing what the other party has to say, 
instead of just standing silently in 
front of them.

•	 This will help make a good impres-
sion and it will allow you to really 

take in what the clients is saying, so 
you can (if possible) resolve their is-
sue efficiently.

•	 Active listening also entails that you 
listen with your whole body. This 
means using positive body language 
such as having an open stance and 
nodding along to show the other per-
son that you are listening.

•	 Make them feel that they are taken 
seriously

	
Respond with empathy:

•	 When someone yells at us, our nat-
ural response is usually to respond 
with either anger or go into defense 
mode. Avoid these at all cost.

•	 Whether or not you think there is a 
real problem, it’s real from the cli-
ent’s perspective, so the appropri-
ate emotion for you to respond with 
is ‘empathy’. Say things like; ‘I can 
see why you’re disappointed’ or ‘Oh 
dear, that’s not what you would have 
expected’ or ‘I can understand why 
you’re upset.’”

4 Be mindful of your verbal and 
non-verbal cues. 

The things you say — and don’t say — 
can significantly affect the outcome of 
any client’s interaction. Signs of bore-
dom, impatience, or aggression will only 
escalate the situation. So, be very mind-
ful of your words and the body language 
you project.

Here are a few tips to help you do just 
that:

Verbal: Use “phrases of courtesy”. Clients 
appreciate being treated courteously, so 
when you interject words and phrases of 
courtesy appropriately throughout your 
conversations, you show your clients how 
you respect them.”

“I apologize. I didn’t hear/understand 
what you said.”

“Will you?” rather than “You will.”

“Yes,” rather than “Yeah.”

How to Deal with 
Difficult clients
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“I’ll check and be right back.”

“Will you hold for a moment while I check on that?”

“Thanks for waiting.”

Non-verbal: Be careful with the non-verbal cues that you give 
off .  Body language is an important tool for showing a customer 
you are serious about resolving the issue.  Nodding, eye contact, 
and note taking are all excellent modes of silent communication. 
Most importantly, keep quiet. If you interrupt, the person will 
assume you are not listening and often feel the need to start over 
again. 

5 Be discreet. 

Being tactful and discreet is crucial when dealing with diffi  cult 
clients.   And if possible, do not deal with the situation on the 
brokerage fl oor. Discreetly remove the client in question from 
an area where they can be seen/heard by other clients to mini-
mize disruption and the potential for the interaction to impact 
on brand perception.

6 Communicate what you can and can’t about their situation. 

Once you have heard what the client has to say, you’ll need to talk 
to them about what you can and can’t do. Once you have heard 
the information, ask questions to clarify where necessary. Then, 
apologize — tell the customer you are sorry they have had this 
experience, feel this way or whatever is appropriate.

Now, what happens when you cannot bend to your clients wish-
es?  The best thing is to be upfront. 

7 Act quickly. 

If you can resolve the client’s problem immediately, then, by all 
means, do so. Being able to quickly address a customer’s con-
cerns may just turn their negative experience into a positive one. 

8 Do not forget about your colleagues.

Make sure you have a solid team who can support your customer 
service eff orts. Part of doing this means rewarding your employ-
ees for the hard work that they have been doing. 

Dealing with diffi  cult clients is never easy. Deescalating a 
high-tension situation requires a lot of patience and empathy 
and can even take a toll on one’s job satisfaction or overall hap-
piness.

Drop IBANB an email pd@ibanb.ca, 
or call (506) 450-2898 for more information

HELPING YOU
DO WHAT 
YOU DO BEST

100% broker-distributed.
100% committed.

 wawanesa.com

Now more than ever, our top 
priority is supporting our 
broker partners – by investing 
in tools, technology and 
resources to help you deliver 
value to customers.



Leverage the Benefits 
of CSIO Membership
CSIO advocates for the needs of our members by collaboratively 
advancing insurance technology. CSIO provides members with 
resources, tools and solutions that leverage the insurance innovation 
and industry initiatives that are driving digital transformation in the 
broker channel.

CSIO SUPPORTS INDUSTRY GROWTH
CSIO facilitates change by building a foundation that ensures the whole industry has the 
opportunity to prosper in the years to come. We do this through thought leadership, providing 
industry education, delivering leading-edge standards and solutions, as well as through 
collaborative committees and working groups that benefit all our partners, including brokers, 
insurers and service providers in the Canadian P&C insurance industry.



MEMBERSHIP BENEFITS 
Insurance brokers who are members of their provincial association are members of CSIO. 
Benefits of your membership include:

Exploring Emerging Technology
CSIO researches and advises on technology 
industry trends and emerging technologies 

that can streamline data exchange in the broker channel. 
The INNOTECH Advisory Committee’s role is to move 
standards and solutions forward that improve workflows, 
free up brokers’ time, and provide an exceptional 
customer experience.

Resources
CSIO provides engaging, relevant education 
and resources for all our members, including 

articles, videos and free, accredited webinars on industry 
initiatives in insurance innovation. Members learn about 
the latest industry technology news through our monthly 
newsletters and social channels.

CSIO eLearning Program
CSIO offers interactive,accredited online 
courses that are flexible and meet brokers’ 

busy schedules, available at no additional cost. Broker 
members who complete six or more eLearning courses 
are recognized as CSIO Digital Brokers.

My Proof Of Insurance
Send digital policy documents for personal 
and commercial lines, including proof of 

auto insurance (eSlips) to consumers over secure email. 
Customers are able to view eSlips on their mobile wallet, 
without requiring a separate username or password. CSIO 
supports your implementation with training, user guides, 
consumer marketing material and other resources.

CSIOnet Industry Network
CSIOnet is the industry network that provides 
a fast and secure way to exchange policy 

information and documents between insurers and brokers. 
CSIOnet serves over 38,000 brokers across Canada.

Industry Forms
Exclusive online access to over 100 industry 
fillable forms: CSIO forms cover various lines 

of business, including regulated auto forms, personal and 
commercial automobile, personal and commercial property 
and liability, and farm.

Data Standards and Certification
CSIO works collaboratively through its 
working groups to develop and maintain P&C 

insurance standards for personal and commercial lines. 
CSIO Certification recognizes insurer and service provider 
members that have implemented the standards in accordance 
with industry best practices to provide efficient data 
exchange with their broker partners. 

CSIO is committed to leading industry 
collaboration and innovation to improve 
the competitiveness of the broker 
distribution channel for the benefit of 
the insurance customer.

Catherine Smola, 
CSIO President & CEO

Become a Member of CSIO!
Contact us at membership@csio.com to find out how.

If your company is already a CSIO member, you can take advantage 
of member resources by creating your account at CSIO.com.

Follow us to get the latest industry innovation news:
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 Nova Scotia YBN’s Plans for 2021

IBANS YBN Chair

Jen Jackson
B. Comm, MBA, CAIB

The Nova Scotia YBN (Young Broker 
Network) is a committee comprised 
of young brokers who work to bring 
awareness to the role of the insurance 
broker, promote the advantages of pur-
suing a career as a broker, and host net-
working events for young brokers and 
insurance company staff. 

Committee Members

As our Committee Chair, I am excit-
ed to introduce this year’s Committee, 
which includes three brand new faces:

• Zach Armstrong – AA Munro

• Britany Deal – Bauld Insurance 

• Dustin Hickey – MCT Insurance - a 
Division of BrokerLink

• Michele Megannety – Aon

• Lauren Nickerson – AA Munro

• Mark Townsend – Aon 

• Jordan White – Caldwell Roach

Welcome aboard Britany, Lauren & 
Mark; and welcome back Zach, Dustin, 
Michele & Jordan! I could not be more 

excited about this enthusiastic and tal-
ented group of young brokers, and I 
look forward to helping move the YBN 
Committee’s agenda forward alongside 
this amazing team.  

Committee Goals

For the 2021 year, the Committee’s main 
goals are:

• To host a variety of networking 
events for young brokers and in-
surance company reps

• To re-vamp the bursary program 
that strives to help educate young 
Nova Scotians about the amazing 
opportunities available in local 
insurance brokerages and provide 
funding toward their insurance ed-
ucation and licensing

Networking Events

Planning networking events in the 
midst of a global pandemic is tricky 
to say the least, but our team is up for 
the challenge! Our goal is to host four 
events throughout the year, whether 
in-person or virtual. 

Typically, the Nova Scotia YBN hosts 
an in-person event per quarter: a curl-
ing funspeil, a golf tournament, trivia 
nights, and an Office Olympics event. 
Last year, the only in-person event we 
were able to host was the curling fun-
speil, which took place in February 
2020 – the other in-person events were 
cancelled due to Covid-19. 

I am proud to say that while a num-
ber of our in-person events were can-
celled in 2020, Nova Scotia’s YBN led 
the charge when it came to hosting 
virtual events for members. We hosted 
two virtual events in 2020 – a virtual 
trivia night and a virtual escape room 
night – both of which were a hit with 
attendees. I wrote about these events in 
detail, along with some tips and tricks 
for hosting similar events, in my article 
in the Winter Edition of Atlantic Insur-
ance Broker Magazine if you’re inter-

ested in learning more. 

For 2021, our goal is to host an in per-
son event or two if and when it is safe 
to do so. Our Covid-19 cases are low 
in Nova Scotia and things are starting 
to open back up – so our fingers are 
crossed that this trend will continue. 
Both the curling and golf events we 
typically host each year involve small 
groups that are socially distanced – so 
we’re keeping an eye on things to see 
if these events will the feasible in 2021. 

We also plan to host a virtual event or 
two in 2021 – ideas we’re considering 
include another virtual trivia night, 
another virtual escape room night, a 
virtual Office Olympics event, and vir-
tual games nights inspired by popular 
games shows such as Family Feud, Min-
ute to Win it, and 1 vs. 100.

Bursary

This year we plan to make some big 
changes to the bursary program we 
help facilitate alongside IBANS each 
year. Our goal for this year is to engage 
and partner with local community col-
leges to inspire their students complet-
ing summer internships to consider 
local insurance brokerages for place-
ments. Students who accept place-
ments in brokerages and are interested 
in pursuing a career in a brokerage af-
ter graduation will have the opportuni-
ty to take advantage of a bursary that 
will cover the cost of their first CAIB.   

We are very excited to continue moving 
the YBN Committee forward with this 
year’s initiatives, and I’m confident we 
have the right team in place to make 
that happen! 

Jen may be reached at 
(902) 719-8128 or via email at 
jen@cheepinsurance.ca
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 Nova Scotia YBN’s Plans for 2021 Short Building the Ultimate Customer Journey

IBAPEI YBN Chair

Mary Beth McInnis, BBA, CAIB, CIP

As a young broker looking to the future of 
the broker channel, I think a lot about ways 
to improve our importance in the insurance 
industry and what we can off er. I think one 
of our most important jobs is improving 
our customers experiences. Our goal is to be 
more than just a representative of the insur-
ance company. We need to stay relevant and 
essential for consumers by implementing 
and considering the best business strategies 
to service our current customers and to pre-
pare for new generations to come. We need 
to be constantly thinking “What do our cus-
tomers want?”

It is no secret that in the past year we have 
seen major and fast-moving technology ad-
vances across all industries, especially when 
it comes to servicing consumers. Here in At-
lantic Canada consumers have traditionally 
wanted that face-to-face interaction when 
purchasing insurance. Being someone who 
has worked in a brokerage in both Ontario 
and Prince Edward Island, things are quite a 
bit more traditional here in Atlantic Canada. 
However, like many things that have come 
from 2020 this is changing. According to 
Aviva’s Consumer Insights Report from the 
Fall of 2020, in Atlantic Canada purchas-
ing insurance face to face is now only 14% 
of consumers. In my opinion this shows 
that with COVID-19, consumers have been 
forced to purchase in ways they normally 
would not.  Baby boomers are now being 
forced on the customer journey that a mil-

lennial would take. 

Although its likely many people will revert 
back to their preferred face-to-face interac-
tion post-pandemic, I think it’s important to 
note that having options is going to be a key 
to success. What is going to make or break a 
broker is their ability to provide omni-chan-
nel marketing for their customers. 

• Omnichannel marketing means being 
able to provide a customer experience 
that ranges from brick-and-motor, 
phone, texting, mobile applications, 
self-service, and everything in between.

One good thing that has come from 
COVID-19, is that it has created an easier 
path for many brokers to become an om-
nichannel brokerage by forcing the adop-
tion of many digital solutions quickly in 
order to continue business operations. But 
pandemic aside, we need to recognize that 
consumers want to be serviced in their 
preferred way and if you cannot provide 
that, they will fi nd someone who can. For 
brokers to excel we need to be constantly 
updating our customer personas to design 
the best user experience at all touchpoints 
on the customer path. It could be argued 
this is a tremendous opportunity for bro-

kers, being able to off er various channels 
of communications that align with cus-
tomer needs (segments). According to the 
Best Practices Report from 2020, relation-
ships will continue to drive business. The 
top brokers will be those who are able to 
develop stronger relationships with their 
clients on the path their clients want to 
take. Stronger relationships are what 
will lead you to increased loyalty and in-
creased referrals. 

The ability to communicate on various 
platforms allows us opportunities to show 
our expertise and build an emotional con-
nection that resonates with our clients. The 
technology and data available in our BMS 
will allow us to continually segment our 
customers so that our touch points can be 
specifi c to each customer journey. Mass 
Marketing is a futile endeavor in today’s In-
surance Brokerage business environment.

So, think about your brokerage. What does 
your customer journey look like? Can you 
do more to turn it into the ultimate custom-
er journey?  

Mary Beth may be reached at 
902-628-8545 or via email at
mbmcinnis@peake-mcinnis.com 

Sad News …

The Insurance Company of PEI were saddened with the loss of one of their own after a brief 
battle with cancer.

Anthony F “Tony” Kelly
May 23, 1943 – Jan 8, 2021

The death of Anthony F “Tony” Kelly occurred peacefully on Friday, January 
8, 2021 at the Provincial Palliative Care Centre, Charlottetown. He was born 
in Peacehaven, England on May 23, 1943. Our deepest condolences to Tony’s 
family - especially his wife, Margaret.  

IBAPEI would also like to pass along our thoughts to Tony’s “work family” at ICPEI.  Before 
joining ICPEI as a home inspector, Tony ran his own electrical business for years- Kelton 
Electric.

ICPEI staff  and friends described Tony as:

Tony was a wonderful man and great friend.  He had a big smile that was contagious; he was 
the type that could brighten up your day with just a quick “hello!”  A true gentleman, he was 
always generous with his time and willing to lend a helping hand.  We always enjoyed his 
laugh and his sense of humor, especially when we were relaxing at staff  parties.  He had a big 
personality.   We, along with many others, will miss him terribly - a diffi  cult loss.
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IBANS / IBAN Professional Develop-
ment Report

V irtual platform burnout is a 
very real thing that developed 
in 2020. In fact, the term Zoom 
fatigue describes the latest con-

dition referring to it as “tiredness, worry, 

Online Learning -
Elements for Success



or burnout associated with overusing 
virtual platforms of communication.” 
(psychiatrictimes.com) This burnout is 
commonly prevalent in our industry; 
especially for brokers who are taking 
any form of online professional de-
velopment from a weekly webinar to a 
full licensing course.

Adult learners are fundamentally dif-
ferent in their methods of learning in 
comparison with young adults, which 
is why understanding these differenc-
es and trying to figure out the best 
methods of delivery is something we 
are always investigating for our mem-
bers in Nova Scotia and Newfound-

land & Labrador. Adult learners have 
significant challenges to overcome es-
pecially now since a lot are still working 
from home, and in some cases, assisting 
their children with their studies as well 
as working full time.

A few of the most common ways to suc-
ceed with online learning are as follows:

1 Focus. 

This one is probably the most difficult. As 
I am writing this article, I am currently 
monitoring emails, answering calls and 
thinking about what else I must com-
plete by end of day today. When you are 
committing to an online class you need to 
give it your full attention. Brokers are ex-
cellent multitaskers, and although mul-
titasking is not a bad thing, it can cause 
you to lose your concentration on one 
specific task. When it comes to focusing 
on your studies, or on a learning plat-
form, the learning and understanding 
must be the most important, and only 
thing you do. Clearly, I need to follow my 
own advice on this one!

2Treat your studies like a job.  

Students need to consciously show up 
prepared and ready to learn. This means 
setting weekly goals, completing as-
signed practice questions, and keeping a 
study schedule that works with the stu-
dent’s lifestyle.

3 Manage your time. 

People generally do better in a structured 
environment, which hasn’t been an easy 
thing to maintain over the last year. Try to 
estimate how much time you can devote 
to your studies prior to your online class 
and advise anyone else in your home 
that it is imperative that you stick to this 
study time. The support of your broker-
age, family and friends is so important.

4 Eliminate distractions. 

This is a hard one for anyone who is 
glued to their phone, but it is neces-
sary to turn the phone off during your 
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study time. A distraction-free study 
space helps you feel more at ease be-
cause you are no longer concentrating 
on other things.

5 Take notes.

Just like a traditional classroom set-
ting, taking notes may help you to re-
member these important pieces of in-
formation that you need to retain. 

6 Take a break.

If you are finding that you are not fully 
retaining the information being pre-
sented, stepping aside for a brief mo-
ment can be helpful.

7 Make your online class enjoyable.

Perhaps you allow yourself an extra 
coffee during class or treat yourself to 
something special before or after class. 
Do something that will make sure you 
mood is happy and focused.

8 Have a study team. 

Online classes are a great way to meet 
others in the industry. You could even 
form additional weekly study groups. 
Just like conventional in person class-
es, building relationships with your 
fellow classmates benefits the overall 
learning experience, and can prove to 
be vital to your success.

9 Participate.  

Last but certainly not least! I cannot 
stress this point enough. PLEASE ASK 
QUESTIONS!  Your instructor is there 
for your benefit, so please continue to 
use their expertise to your advantage. 
If you are not comfortable asking or 
using the chat feature, contact your 
instructor before or after class to clar-
ify something you do not understand. 
Your engagement can make or break 
your success with your online course.

For a full list of our spring online eve-
ning classes, please visit ibans.com, or 
reach out to me directly.\

IBANS / IBAN Professional 
Development Report

Keri Foley, BTHM, CAIB

You may contact Keri at 
(902) 876-0526 or via email at, 

keri@ibans.com or keri@iban.ca.



Economical Insurance includes the following companies: Economical Mutual Insurance Company, Family Insurance Solutions Inc., Sonnet Insurance Company, Petline Insurance Company. ©2021 Economical Insurance. Economical and 
Economical Insurance are registered trademarks of Economical Mutual Insurance Company. All Economical intellectual property belongs to Economical Mutual Insurance Company. 

property  |  auto  |  business

IT’S OUR BIG 1-5-0
We’re an insurance company with deep roots and big ambitions — a century and 
a half of helping our neighbours and a future bright with historic firsts to come. 
It’s the kind of innovation and service Canadians have come to expect from us. 

150 years? We’re just getting started.  

economical.com
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IBANB Professional 
Development Report

Questioning Compliance 
and Leading Others

Becci Taylor, BA, CAIB Hons

Here is a true story and lesson in leadership:

(Pre Covid…) “One morning I went to the supermarket to 
get some orange cranberry muffins...  no big deal, right? 
There is a big sign outside that says, ‘Please wait for a cus-
tomer to leave before you enter.’ 

There is a small queue around the side of the building. So, I 
join it. Five minutes pass.  No one comes out the shop. After 
another couple of minutes, a man comes out and the girl at 
the front of the queue goes in.  More people join the queue 
behind me.  

A minute or so passes and the girl 
that just went in comes out with a 
loaf of bread. The next person in 
the queue goes in. But no one new 
comes out, just more people join 
the queue.  

I begin to wonder if there are ac-
tually any people in the shop... so I 
peer through the window...
I can see one little old lady, a clean-
er, a member of staff stacking 
shelves and the person who just 
went in.  Really? 

Yes, there are THREE people in the shop and 26 people 
queuing outside... “

Human nature has always been that most people follow and 
do not question.  Leaders who question assumptions and 
situations that seem nonsensical take creative risks, and 
this tends to require bravery, especially if a big majority of 
people are unquestioningly compliant.

We are all born with bravery and creativity, but life and hu-
man systems persuade us that we should comply unques-
tioningly, and only follow.  

There is another way, to a positive new future.  We need 
more emerging leaders to rediscover their natural born 

bravery and creativity, to question and to lead others.

People will follow you, support you and look after you.  You 
will inspire others to be brave and to lead, to question, and 
to take risks.  Your example will cascade and become part 
of our emerging future better human world.

Here are a few tips and techniques I consider to be invalu-
able, especially today:

Appreciate and understand 

These are some of the most un-
certain times many of us will have 
faced. Team members will be wor-
ried – about their health, their 
jobs, and their futures – and it is 
important to display empathy and 
understand that priorities will 
change, and perhaps work will 
not be as fluid and successful as 
it would during the best of times.  

Lead by example 

People will be looking to a leader-
ship fi gure to drive progress for-
ward, have the answers, and re-

move any doubt hanging in the air about how to act. Make 
sure that this leadership fi gure is you. Be positive, still seek 
new opportunities to develop yourself and team members and 
embed new working practices through yourself as an example.

Emphasise communication, though make sure to listen too
Many of us take for granted the ease and regularity through 
which we communicate with one another when we are in 
the office together. Even if our in-person meetings are only 
on an occasional basis, the information which is conveyed 
through such interactions is much more efficient and sim-
pler than virtually. However, virtual leadership can be just 
as effective – we merely need to adapt to the new approach. 
Regular communication is vital – schedule calls often, vid-
eo if possible, stay in touch!

Leadershop 
is Infl uence 

John. C. Maxwell
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However, this does not mean you should neglect listening. Commu-
nication goes two ways. Make sure you take the time to listen fully 
to your team members’ concerns; look between the lines and see if 
there is any support you can off er them, even if they do not distinctly 
mention they need it.

Off er support 

Off er to support individuals. Ensure that their welfare is paramount, 
and work with them to reprioritise or reallocate tasks based on ad-
justments to strategy, working patterns and their needs. Direct them 
towards any company policies or learning resources regarding wel-
fare and resilience that may help them consolidate during this crisis.

Encourage and support fl exibility 

These are not normal circumstances. People no longer have their 
normal commute, or the feelings of clocking in at 8am and checking 
out at 5pm to head home for their dinner. Working hours will vary 
– people have their offi  ce on hand in their house and will fi nd them-
selves naturally being fl exible with their operational hours. Under-
stand and support this, and plan around it. Meetings will likely be 
at fi xed times, but that doesn’t mean the working in between has to 
be. However, make sure that your team members are switching off  
in between. When working from home, is easy for people to feel like 
they need to be at the computer all the time. Now especially it is cru-

BROKER SPOTLIGHT!
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cial that everyone is taking time to switch off  and relax – wellbeing 
is key over the long-term.

Fully appreciate the contributions 

Gratitude and appreciation can go a long way. Without the nor-
mality of an offi  ce and direct feedback from colleagues, clients or 
managers, people may feel like their productivity is down or their 
work is not up to standard. We cannot realistically expect everyone 
to maintain the same progress they would without these interrup-
tions, and with the comforts of regular, everyday life; however, that 
does not mean as a leader we should stop showing our gratitude and 
appreciation for the work that is being done. Make sure to thank 
team members and show that you have received their work and that 
you are grateful for it – this can go a long way to maintaining morale, 
motivation, and in turn, increasing productivity as people settle into 
new working methods.

These are just some of the ways that I believe leaders can support 
both their team members and the organisation. The likelihood is 
that this necessity to fi nd new ways of working will lead to signifi -
cant long-term changes to how we work – more fl exible hours, loca-
tions, remaining virtual!

Drop Becci an email pd@ibanb.ca, 
or call (506) 450-6083 for more information
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 Hindsight is 2020

IBAC CEO Article

Peter Braid
CEO, IBAC

Churchill once said we should never let 
a crisis go to waste. Looking back on the 
challenges of 2020, what opportunities 
emerged that will lead to a brighter and 
more prosperous future for insurance 
brokers? 

First and foremost, there is an enormous 
opportunity to further amplify the essen-
tial value of the insurance broker.

Consumers have always known how im-
portant it is to have a trusted profession-
al in their corner, working for their best 
interests. In the midst of the pandemic, 
when people needed help with insurer re-
lief programs or payment fl exibility, they 
turned to their trusted insurance broker. 
The care, compassion and customer ser-
vice that brokers provided for their clients 
won’t soon be forgotten. We must contin-
ue to build on that positive impression.

IBAC is highlighting the importance of 
the insurance broker in our new national 
advertising campaign, “The Broker Ad-
vantage”, which reminds Canadians of the 
core values that we all share: trust, sup-
port, innovation, custom advice, and the 
stability and peace of mind that brokers 
provide in a world of risk and uncertainty. 

We also must capitalize on the strong de-
mand and momentum for technology.  

One of the main lessons of the past year 
is the critical need to have a strong tech-
nical infrastructure. It is no longer a “nice 
to have” - it is now a key factor in deter-
mining which businesses will thrive and 
which will struggle. 

In the insurance industry, this means sys-
tems that talk to each other in the same 
language and in real time. IBAC has been 
leading the eff orts to achieve real-time 
connectivity for several years and the 
pandemic has only heightened the urgen-
cy. Now with the addition of a full time 
Broker Connectivity Lead, Tom Reid, we 
are making substantial progress. 
DX Connect is the next phase in the IBAC 
mission to implement real-time con-
nectivity in the broker channel. By using 
IBAC’s convening power, we are bringing 
together industry partners to form the DX 
Connect Alliance. DX Connect will pro-
vide a platform for carriers, vendors and 
brokers to implement select APIs that will 
reduce friction, streamline business pro-
cesses, lower costs, and improve the cus-
tomer experience. As Canadians demand 
more digital solutions, brokerages that 
embrace technological advancement will 
reap the benefi ts.

Another welcome byproduct of the pan-
demic has been the heightened level of 

communication and engagement between 
broker associations and their members. 

IBAC Member Associations have been dil-
igent in keeping their members informed 
through a number of channels including 
email newsletters and bulletins, social 
media, virtual meetings and conventions, 
and other online forums. The increased 
use of digital solutions has had the added 
benefi t of increasing engagement among 
members in smaller or more remote com-
munities. 

They have also found innovative ways to 
continue to work eff ectively to support 
and advocate for their members and pro-
vide valuable services. That is the advan-
tage of belonging to a broker association. 

The past year has been like no other. Ini-
tial challenges were overcome through 
hard work, collaboration, ingenuity and 
communication. A lot of credit goes to 
brokers who stood fi rm in their commit-
ment to putting the customer fi rst. With 
the clarity of hindsight, we must embrace 
the positive changes, and set a trajectory 
for continued success. 

Peter Braid CEO, Insurance Brokers Asso-
ciation of Canada (IBAC)
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Online Business Models and Media Liability  Hindsight is 2020

Kyla S. Russell

As the world continues to grapple with 
Covid-19 and the restrictions needed 
to keep people safe, we are coming to 
accept that online communications in 
all its various forms is (for now) a nor-
mal way of life. Businesses especially 
have had to embrace online models 
as social and physical distancing has 
made in-person sales and services dif-
ficult at best and non-existent at worst. 

Protection and Media 
Liability Exposure

For many businesses moving to an on-
line platform has been about surviving 
a challenging time. Survival, however, 
is not only about finding a way for 
businesses and organizations to con-
nect with their consumer base, but it 
is also about protecting the business 
or organization. Careful consideration 
has to be given to what content is post-
ed online, and whether that content is 
going to result in possible media liabil-
ity exposure. Media liability exposure 
may result from such things as breach 
of confidentiality, copyright and trade-
mark infringement, and defamation. 

An allegation by a person against the 
media or online actions of a business 
or organization could result in the 
person seeking the remedy of remov-

ing a post or commercial or requesting 
significant compensation for financial 
loss generated by the business’ or or-
ganization’s action. Even the seeming-
ly simple task of removing a post can 
be costly and time-consuming, given 
the global reach that online market-
ing can have. Global reach is one of 
the reasons why businesses and orga-
nizations often embrace social media 
marketing--because it is expansive. A 
social media post can reach a number 
of people quickly and efficiently. The 
same reach, however, can make it ex-
tremely difficult to shut down an in-
appropriate, incorrect, offensive, or 
misleading post. 

Who is at risk for media 
liability exposure?

Media liability exposure may be com-
mon for those in media-based pro-
fessions—publishers, television and 
radio stations, graphic designers, and 
film and production services, as ex-
amples. Media liability exposure is 
something, however, that any business 
or organization should consider as it 
moves onto more online and digital 
formats. This consideration should 
not only apply to insurance customers, 
but to brokers and insurers as well. 
Brokers and insurers have also had to 
adjust their business models in order 
to maintain a presence and to reach 
clients, which has included for some 
more media presence, such as adver-
tising. 

How can media liability exposure be 
managed? 

Media liability exposure can be man-
aged through risk management proce-
dures and policies within the business 
or organization that address what is 
acceptable for such things as social me-
dia sites, including the type of content 
that is posted, and what procedures 
are in place for removing content if 
an allegation against the content is 
raised. While a business and organiza-

tion may be able to control what con-
tent is posted on its own website and 
social media pages, it should also have 
a policy as to what individual employ-
ees can post with respect to the busi-
ness and organization. A business or 
organization may be vicariously liable 
for the posts of its employee. As well, 
a business or organization should be 
careful of where it sources its content. 
Something that is found on the inter-
net is not always free for the taking 
(and using). Posting original content is 
not always the cheapest way to furnish 
an online presence , however, it does 
help ensure that the business or orga-
nization retains control of its content 
and may help prevent an allegation of 
copyright infringement, for example. 
A business or organization must re-
member though that original content 
should also be free of defamation or 
slander. 

The risk of media liability exposure 
can also be transferred through the 
purchase of appropriate insurance. 
While traditional commercial gen-
eral liability (CGL) policies often in-
clude coverage for torts arising from 
personal and advertising torts, these 
CGL policies may not extend sufficient 
coverage to the broad range of media 
presence some businesses and organi-
zations have. A business or organiza-
tion may require a specialized media 
liability policy. 

When purchasing media liability in-
surance, insurance customers and 
their brokers should discuss whether 
the coverage available is suitable for 
their needs, including whether the 
business or organization is excluded 
from the policy, whether the policy 
covers all aspects of online and digital 
presence the business or organization 
has, including social media, and what 
material information has to be provid-
ed to the insurance underwriters; for 
example, does the business or organi-
zation have to advise their insurer ev-
ery time they move on to a new media 
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platform? Insurance customers should 
also be made aware of what the policy 
doesn’t coverage, which may include 
criminal acts, violations of securities 
law, patent infringement, and breach 
of contract. 

A Final Word 

Businesses and organizations face 
enough challenges in staying afloat 
and surviving, especially in the diffi-

cult circumstances brought about by 
Covid-19. The right insurance coverage 
helps to ease the burden by providing 
insurance customers with peace of 
mind. Media liability insurance is one 
of those insurances and another tool 
that eases the stress of moving into a 
new, more digitally-involved business 
model. 

Disclaimer: The content on this article 
is provided for general information 

purposes only and does not constitute 
legal or other professional advice or 
an opinion of any kind. Readers are 
advised to seek specific legal advice 
by contacting members of C3 Legal (or 
their own legal counsel) regarding any 
specific legal issues. The article was 
current as of its original date of publi-
cation, but should not be relied upon as 
accurate, timely or fit for any particu-
lar purpose.

IBAPEI is pleased to 
congratulate these four 
individuals who have 
recently attained their 
CAIB designation:

Emma Lund,  Cooke Insurance GroupKathleen Simpson, H.L. Sear Insurance (a member of Huestis Group)

Kali Bernard, Hickey & Hyndman Insurance

Lola Inman, H. L. Sear Insurance (a member of Huestis Group)
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Marketing Strategy 
Starts with 
Business Strategy

By Andy Buyting – Founder & CEO of Tulip Media Group

I often consult with businesses that want to crack the code for 
eff ective marketing strategies. When I speak to them about what 
an eff ective marketing strategy might look like, we don’t even 
talk about marketing for the fi rst half of the conversation. What 
we focus on fi rst is their business strategy.

Marketing can be daunting. It’s overwhelming and can be diffi  -
cult to fi gure out where to start when the world of digital mar-
keting is so complicated. Everyone just wants to uncover the 
right strategy for their business.

Businesses often respond to this challenge by simply attempt-
ing to mimic market leaders, but this doesn’t get them anywhere 
because their business strategies aren’t the same as the market 
leaders. Industry leaders are running a completely diff erent 
business than you are, so you won’t succeed at using a market-
ing strategy identical to the one they have in place. You need 
to develop a unique marketing solution that fi ts your business.

To come up with an eff ective marketing strategy, the fi rst thing 
you need to do is fully understand your business strategy. That’s 
why I always start the conversation here.

Not only do I want to understand the usual details of your busi-
ness, like industry, product and service lines, target markets, 
and sales force. More importantly, I want to understand where 
it is you want to take your company. What’s the company’s pur-
pose and reason for being? What is your mission and vision? 

I want to understand what your fi ve-year growth plan looks like 
and what it means in true dollar terms. This is important be-
cause it tells me and my associates at Tulip Media Group what 
kind of growth you’re looking for. We also look at your past 
growth trajectory to identify the gap we are trying to fi ll with 
an eff ective marketing strategy. There are so many questions we 
need to ask about your business before we can even begin to 
formulate a marketing strategy that will work for you.

We learned this lesson well in the early stages of Tulip Media 
Group. We were working with a Client-Partner in the consult-
ing industry that had initially hired us to help roll out a new 
assessment program. We came in, got to fully know and under-

stand their strategic initiative, and got to work moving things 
forward.

The challenges started appearing very quickly when we were 
not able to get the support we needed from them to build this 
part of their business. When we tabled the discussion, we dis-
covered that the initiative was actually less of a priority for the 
Client-Partner than we had originally thought. Instead, they 
wanted to focus on growing the consulting aspect of their busi-
ness. 

So, we started from ground zero and developed a new strategy 
for their revised initiative. The same challenge arose again: we 
didn’t receive the support we needed, and it appeared that they 
simply weren’t motivated to grow their consulting business. As 
a consequence, we weren’t able to build any traction because 
we were not in sync with our Client-Partner’s business strategy. 

We went back to the drawing board again and again, and each 
time they changed their mind and wanted to focus on yet anoth-
er initiative. It became apparent to us then that their business 
strategy was unclear, and because of this, it wasn’t possible to 
develop an eff ective marketing strategy for them. 

Now when we agree to bring on a new Client-Partner, we re-
quire that the business has a clear strategy for growth and some 
proven success. In this case, we can simply add fuel to the fi re. 
We cannot create something out of nothing, but we can achieve 
positive outcomes for companies that understand their busi-
ness strategy and have a good sense of where they want to go.

Our Client-Partner Metalfab Fire Trucks exemplifi es success in 
this process. When Metalfab came to us, they knew exactly what 
they wanted to achieve. They knew the markets they wanted 
to expand in and they knew what they needed to accomplish, 
which was to secure more opportunities to reach potential cus-
tomers for their $500,000 custom fi re trucks. They’d been in 
business for a long time with a proven record of success; they 
just needed help fueling their marketing and growth. 

We were quickly and easily able to align with their business 
strategy and come up with an insightful marketing strategy that 
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targeted fi re chiefs in a very specifi c way. Because we were 
clear on where we wanted to go and what was going to take 
us there, we were able to develop and execute on a market-
ing strategy that has delivered incredible results. In fact, in 
2020, despite not having access to trade shows as their prima-
ry marketing channel, Metalfab managed to engage with as 
many prospects as they had in previous years without skip-
ping a beat. Not to mention accomplishing this without hav-
ing to step foot in a single trade show or conference has saved 
them an enormous amount of time and money.

Consider these contrasting examples whenever you’re look-
ing at your marketing. Without a clear understanding of your 
business strategy, you’ll be left to run in circles when it comes 
to developing your marketing strategy. Only when you have 
achieved that full understanding should you begin to develop 
a marketing strategy that supports growth in that direction.

If you have a clear business strategy and you’re interested in 
working with us to develop your marketing strategy, I invite 
you to book a consultation with one of our digital marketing 
specialists at TulipMediaGroup.com. Our growing team would 
be happy to speak with you and determine if our programs 
would be a good fi t for achieving your growth goals.

Andy Buyting is a leader in thought leadership and content 
marketing. His “integrated content” strategy has served, both 
himself and his clients exceedingly well.

Andy has delivered countless keynote presentations and 
workshops to entrepreneurs, business leaders and marketers 
all over North America. His audiences leave his keynote ad-
dresses with a better understanding of their true brand and 
the value they hold in the eye of their customers. They also 
leave with easy to execute content marketing strategies that 
can be immediately integrated into their marketing.

Andy’s thought leadership journey started when he published 
his fi rst business book in 2007 and started publishing his fi rst 
magazines in 2009. Since that time, he has leveraged his inte-
grated approach to print, digital and interactive marketing 
strategies to establish himself as a thought leader in content 
marketing and brand positioning. Andy’s 2nd book,  How to 
Win Clients & Infl uence People, is now in its 2nd edition and 
is an International Bestseller on Amazon. Through his compa-
ny; Tulip Media Group, his team empowers others so they can 
achieve greater business results through an Easy and Eff ective 
content marketing strategy. Andy is also a TEDx speaker.
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Kathryn Sinclair, Vice President, Strat-
egy & Operations, CSIO

CSIO has recently kicked off its 2021 stra-
tegic plan to support its mission of deliv-
ering leading-edge technology standards 
and solutions to continuously improve the 
consumer’s ease of doing business within 
the broker distribution channel. CSIO 
leads collaboration between insurers, 
service providers and broker partners to 
advance technology in the P&C insurance 
industry. All provincial broker associa-
tion members automatically receive CSIO 
membership as part of their association 
benefits. 

The 2021 strategic plan builds on the 
strength of CSIO’s 2018-2021 strategic 
roadmap that has guided the organiza-
tion through the rapid changes over the 
past three years. CSIO’s Board of Direc-
tors approved the 2021 plan at its January 
meeting. 

Building on CSIO’s Three Strategic Pillars

Since 2018, the industry has seen many 
impressive milestones in insurance in-
novation, including the launch of the 
My Proof of Insurance solution, the 
formation of the Commercial Lines 
Working Group to advance the existing 
Commercial Lines (CL) Data Standards, 
and the establishment of the Innova-
tion and Emerging Technology (INNO-
TECH) Advisory Committee. 

With the many changes brought on by the 
pandemic, the plan narrows CSIO’s focus 
to strategic initiatives for the 2021 year, 
continuing with the three pillars estab-
lished in 2018:

1.	 Position CSIO as Technology Champi-
on of Brokers

2.	 Deliver Leading Edge Technology 
Standards and Solutions

3.	 Deliver Reliable and Secure Services 

“The 2021 strategic plan supports CSIO 
in setting out a path to enable new inno-
vative solutions that solve industry pain 
points,” says Catherine Smola, President 

and CEO, CSIO. “Our focus is to look at 
ways we can build on the foundation de-
veloped over recent years to continue to 
work collaboratively to find better ways of 
doing things.” 

CSIO developed its 2021 priorities in con-
sultation with the industry through mem-
ber feedback provided through working 
group meetings, conversation with mem-
bers and survey responses, including the 
CSIO 2020 Member Survey. 

The key priorities of the 2021 roadmap 
will focus on the three strategic pillars:

Technology Champion of Brokers 

•	 In 2021, the INNOTECH Advisory 
Committee and its working groups 
will continue to evaluate the applica-
tion of new and emerging technology 
innovations in the P&C insurance in-
dustry, and to identify potential im-
plementation opportunities believed 
to have the highest likelihood of suc-
cess and the broadest benefits to the 
industry. Ultimately, this will help 
brokers make more productive use 
of technology and automate manual 
work, allowing them to spend more 
time focusing on client relationships.

CSIO 2021 Strategy Focuses 
on Three Key Pillars
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•	 CSIO will continue to lead the devel-
opment of data standards and cer-
tification programs to help promote 
and leverage trusted technologies 
and solutions. ​

•	 CSIO will continue to expand its 
professional development curricu-
lum, providing accredited education 
through free webinars and on-de-
mand courses to increase members’ 
knowledge of digital transformation 
best practices and insurance technol-
ogies. CSIO helps brokers progress in 
their paperless journey by delivering 
digital tools and solutions that en-
hance workflows and the client expe-
rience.

Deliver Leading Edge Technology Stan-
dards and Solutions

•	 While CL Data Standards are robust 
and ready to implement, the work 
of the CL Working Group continues 
to result in significant gains toward 
industry-wide implementation. Cer-
tifying additional insurers and ser-
vice providers on their adherence to 
programming CL Data Standards in 
three certification phases will lead to 
real-time quoting functionality.

•	 As part of its work to solve industry 
pain points, the INNOTECH Advisory 
Committee identified three solutions 
to present to the CSIO Board of Di-
rectors. The board has green-light-
ed three solutions to move forward 
to proof of concept: Billing eDocs, 
Claims eDocs and API standardiza-
tion. CSIO will work with industry 
partners to support the successful 
implementation of these solutions, 
including through the INNOTECH 
Working Groups, certification, and 
educating the industry on how to 
leverage the benefits of the solutions. 

Deliver Reliable and Secure Services

•	 Since 2018, insurance providers have 
been able to use the My Proof of In-
surance solution to send digital poli-
cy documents including proof of auto 
insurance to their customers.  While 
Nova Scotia was the first province to 
allow eSlips, PEI became the eighth 
and most recent jurisdiction to ap-
prove in December 2020. CSIO will 
continue to support brokers in imple-
menting the My Proof of Insurance 
solution over the course of 2021, and 
will identify priority enhancements to 
continuously improve the experience 
for members and their customers.

 

CSIO 2020 Member Survey

Insurers, service providers and broker 
members across Canada were surveyed 
late in 2020 to understand their aware-
ness of digital trends in insurance, and 
attitudes toward the work of CSIO. The 
survey was conducted by an external 
research firm, and saw high participa-
tion from the East Coast.

The results show that 84 per cent of 
total respondents believe their orga-
nizations are digital businesses. This 
is up seven per cent from 77 per cent 
of national respondents in 2019, point-
ing to an acceleration in digitization 
forced by the pandemic.  Overall, 87 
per cent of all respondents rated their 
own awareness of digital trends in in-
surance as good or excellent, which is a 
slight increase from 85 per cent in 2019. 

Virtually all respondents agreed that 
CSIO provides good value, and were 
confident that CSIO solutions, services 
and resources would help their orga-
nizations be successful in the future. 
Ninety-eight per cent of respondents 
reported that overall, they were satis-
fied with the work that CSIO is doing. 

Industry Supports CSIO’s 
Current Direction

The survey asked members to comment 
on key areas that CSIO should focus 
on in order to achieve its mandate of 
advancing technology in the broker 
channel. The feedback showed that the 
industry supports CSIO’s current path 
of: advancing data standards includ-
ing Commercial Lines, enabling more 
broker access to data, educating the 
industry on digital trends and topics, 
and supporting the digitization of in-
surance operations. CSIO thanks mem-
bers for their time and effort in pro-
viding valuable feedback that we use 
to determine not only how well we are 
delivering value to our members, but 
also to support our strategic direction 
in the coming years.

Visit CSIO.com for the latest 
news on these initiatives.
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Written by: 

Cheryl Evans, Director of Home Flood 
Protection, Intact Centre on Climate 
Adaptation, University of Waterloo

The COVID-19 pandemic has imposed 
unprecedented financial and emotion-
al stresses on Canadian families. Many 
of your clients now find themselves un-
employed or working from home and 
serving double duty as home-schoolers 
and full time caregivers. During this 
challenging time, when clients are re-
lying on their homes to keep them safe, 
you, as a trusted advisor, have a criti-
cal role to play in helping them to pro-
tect their families from Canada’s num-
ber #1 threat to home safety - flooding. 

A variety of free training programs and 
shareable resources designed to help 
brokers assist their clients, have been 
developed by the Intact Centre on Cli-
mate Adaptation, an applied research 
centre at the University of Waterloo. 
The Centre helps residents, businesses 
and governments understand and lim-
it their risks related to climate change 
and extreme weather events. 

Options for Sharing Flood 
Protection Tips 

Sharing practical and cost-effective 
flood protection tips with clients can 
be as easy as including “Three Steps to 
Cost-Effective Home Flood Protection,” 
an action-focused infographic, and 
the link to the “Home Flood Protec-
tion Check-Up,” an online self-assess-
ment tool, in renewal notices and cli-
ent newsletters. A social media toolkit 
developed by the Intact Centre, helps 
brokers share flood protection tips 
with existing clients and to build their 
client base through social networks. 
Sharing resources in any format not 
only helps clients to help themselves, it 
also creates openings to have produc-
tive conversations with clients about 
matching their risks with flood insur-
ance coverages.

Home Flood Protection Starts with 
Simple Actions

Although flooding is complex and res-
idents can’t be guaranteed that taking 
preventative steps will eliminate fu-
ture floods, all courses and resource 
materials reinforce the empowering 
concept that home flood protection 
starts by completing simple, low cost 
actions. Basic maintenance activities 
like cleaning out eaves troughs, testing 
sump pumps and cleaning out back-
water valves can make the difference 
between having and not having a flood. 
Removing boxes and carpets that sit 
over top of floor drains, and safely stor-
ing valuables and hazardous materials 
can help minimize damage if flooding 
occurs. 

Free, Self-Directed Online Training 
Courses Available

Developed by the Intact Centre in col-
laboration with the Insurance Brokers 
Association of Canada, ‘Helping your 
Clients to Protect their Homes from 
Flooding’ is a free, 1.5-hour, self-di-
rected broker training program that 
builds broker home flood protection 
literacy and provides links to share-
able resources for clients. A certificate 
of completion qualifies for continuing 
education credits at participating bro-
ker associations across Canada. 

‘Protecting PEI Homes from Flooding 
and Erosion’ is a free, 3-hour, self-di-
rected professional training program 
developed by the Intact Centre in col-
laboration with the Province of Prince 
Edward Island. With its focus on flood 
risks and resources unique to the At-
lantic Region, including reducing risks 
associated with coastal flooding and 
erosion, this course will be helpful to 
any broker serving clients in the east-
ern provinces. The course launches this 
spring and graduates will receive a 
certificate of completion from the Cli-
mateSense- Training Climate Leaders 
Program.

Helping Your Clients Prepare for the 
Spring Flooding Season

As the weather warms, snow turns to 
rain and river ice begins to break up, 
the risk of flood damage for your cli-
ents rises sharply. Providing home 
flood protection self-help resources to 
clients and touching base to determine 
if their risks match their flood insur-
ance needs, can help your clients feel 
better prepared and more optimistic 
as they face the compounding stresses 
imposed by COVID-19 and the spring 
flooding season.

Help Clients Prepare for Spring Floods with 
Free Training and Shareable Resources
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Insurance brokers in Atlantic Canada face a major challenge in 2021: Helping their 
clients navigate a difficult commercial insurance market exacerbated by a pandemic

To help tackle this challenge, Insur-
ance Bureau of Canada (IBC) has tak-
en swift action to support commercial 
insurance stakeholders during this 
ongoing period of uncertainty. But we 
know there is more to do.

Problems were brewing in the commer-
cial market even before the COVID-19 
pandemic affected businesses. The 
commercial insurance market was 
experiencing pressure as a result of 
an increase in frequency and severity 
of weather-related claims and per-
sistent weak investment returns from 
record-low interest rates. As a result, 
over the last five years, commercial in-
surance claims have become more fre-
quent and costly causing insurers to 
reevaluate how much risk they could 
support and to reconsider supply in 
some lines of business in certain parts 
of the country. 

According to a 2020 report by De-
loitte, the Canadian commercial in-
surance market started to “harden” 
in 2019, meaning that rates rose at 
the same time as the market experi-
enced reduced underwriting capacity. 
The pandemic has compounded these 
pre-existing conditions, particularly 
in the hospitality, food services, trav-
el and transportation sectors, which 
have been hardest hit by the pandemic.

Global uncertainty presents an un-
precedented challenge for the prop-
erty and casualty insurance industry, 
and it makes it difficult to predict how 
long the current commercial hard 
market will last.    

IBC’s members, who live and work in 
the same communities as many bro-
kers, know that the economic down-
turn has affected people in many dif-
ferent ways. The insurance industry is 
making every effort to help businesses 
during this difficult economic period.   
In 2020, the industry provided more 
than $2.4 billion in personal and com-
mercial insurance relief to help Cana-
dians impacted by the pandemic. Of 
that total, $805 million in relief and 

deferred premiums has been provided 
to commercial insurance customers.

The hardening market has already 
affected commercial clients. Brokers 
have heard from those clients, and so 
have we.

Across the Atlantic provinces, some 
condominium corporations now face 
challenges securing insurance, as 
have condominium corporations in 
British Columbia and Alberta for the 
past couple of years. The hard market 
has exposed regulatory gaps specific 
to governance of condominium corpo-
rations, including education require-
ments for condominium managers 
and board members.

In late 2019, IBC assembled the Nation-
al Commercial Insurance Task Force 
to examine the hardening commercial 
market, listen to affected sectors, and 
develop industry and policy solutions. 
At the time, no one knew just how im-
portant the task force’s work would 
become as COVID-19 spread around 
the globe, affecting every industry in 
one way or another. The task force 
held roundtables throughout 2020 
and has already provided a range of 
potential solutions for commercial cli-
ents. It will publish recommendations 
for governments, stakeholders and the 
industry this spring.

IBC hosted a virtual roundtable spe-
cifically for Atlantic brokers. The main 
topic of discussion was the importance 
of risk management. Participants also 
raised points about the timing of re-
newal terms to clients, the use of tech-
nology in the underwriting process 
and capacity issues in the commercial 
insurance market. 

Brokers in Atlantic Canada contin-
ue to encourage their clients to work 
through the current situation by fo-
cusing on risk management strategies 
to prevent or reduce claims. This ap-
proach has been effective in BC and 
Alberta where insurers and brokers 
have been helping condo corporations 

manage their premiums by adopting 
these strategies. 

Brokers can also point clients toward 
new resources developed specifically 
for the challenging commercial mar-
ket. IBC has invested in a roster of risk 
managers who can help any business 
working through their broker of re-
cord in securing a pathway to afford-
able insurance.

Any Canadian business can be con-
nected with a risk manager through 
IBC’s toll-free helpline at 1-844-2ask-
IBC (1-844-227-5422). The trained 
professionals who staff the line can 
answer pressing questions and dis-
cuss options that are tailored to a 
caller’s specific needs and situation. 
IBC’s business insurance web page at 
https://businessinsurancehelp.ca/ also 
offers tips and advice. 

Moving forward, it is crucial to contin-
ue this important conversation with 
brokers and all commercial insurance 
stakeholders. We share the common 
goal of providing answers and solu-
tions to our commercial insurance 
consumers.

Amanda Dean

Vice President 

Atlantic Insurance 
Bureau of Canada



MARCH
31-May 26  IBANS CAIB 2  Evening Webinars

APRIL
1 IBANB The Role of the Restoration Contractor  Webinar
12-June 7 IBANS CAIB 1  Evening Webinars
15  IBANB Insurance to Value  Webinar
19-23  IBANB CAIB 1  Spring Immersion
26-30  IBANB CAIB 2  Spring Immersion
29  IBANB Successfully Coaching and Developing Staff  Webinar
TBD IBANB Insurer Forum TBD

MAY
3-8 IBANB CAIB 4  Spring Immersion
4-June 15  IBANS CAIB 3  Evening Webinars
6- June 24  IBANS CAIB 4  Evening Webinars
10-14  IBANB CAIB 3 Spring Immersion
26 IBANB Coping with Change Webinar
TBD IBANB Convocation TBD

CALENDAR OF EVENTS 2020



Need to finance personal or 
commercial lines accounts?

Premium Finance Services Ltd. 
Providing four decades of financing 
solutions to Atlantic Canadian brokers

154 Prince William Street  
Saint John, NB E2L 4K3
1-800-561-1930 • Fax: 1-506-632-5044

Premium Finance Services is the best option for brokers who want competitive 
rates, flexible monthly payment plans and exceptional customer service in 
both official languages. We’ve always been family owned and operated,  
and we’re proud to stay true to our time-honored philosophy of great service 
at a great price. Brokers and customers here in Atlantic Canada deserve the best, 
and we’re happy to arrange that.



NB/NF 1 800 222 9777 • NS/PEI 1 800 561 9052 
MGA@AndersonMcTague.com • AndersonMcTague.com

Vacant Dwellings

• Includes properties under 
renovation, estates, condos, 
risks held for sale and more

• First class risks eligible for 
Broad Form coverage and 
Replacement Cost coverage

• Policy term options of 3 or  
6 months with the option  
to renew

Seasonal Dwellings

• Includes cottages, camps, 
and other secondary homes

• First class risks eligible for 
Broad Form coverage and 
Replacement Cost coverage

• Unprotected risks will not be 
denied coverage

Rented Dwellings

• Includes single family  
and multi-family homes  
(up to 6 units), condos,  
and student housing

• First class risks eligible for 
Broad Form coverage and 
Replacement Cost coverage

The savvy broker’s solution.
Anderson McTague’s Team 24 is a focused group of underwriters 

specializing in writing policies for Vacant Dwellings, Seasonal 

Dwellings, and Rented Dwellings – in under 24 hours.


