











Our brains said to this idea, “How slow
and inefficient” Yet our principle pre-
vailed— listen and learn.

We try this at the association, and we
open any meeting with a friendly ex-
change. We ask open-ended questions
to gather more information about the
issue/concern raised. We learn new
things we did not know that changed
our understanding of the matter from
our professionals around the table.
We find the brokers more open to new
ideas than we expected. They were will-
ing to consider some new approaches
to find a better solution together.

Over the course of a few days of fol-
low-up conversations, the problem
was resolved in a way that was accept-
able to all parties. Listening and learn-
ing provided the path to a superior
outcome for all.

It’s not a natural instinct, but a Dare-
to-Serve Leader pauses— listens care-

fully and learns continuously— before
taking action. Invariably, this helps
the people reach alignment on the
next steps so that they can execute
them with excellence. This leads to a
better outcome than a leader’s unilat-
eral decision.

Excerpted from “Dare to Serve” by Cher-
yl Bachelder

From “Dare to Serve” copyright© 2015
by Cheryl Bachelder, Berrett-Koehler
Publishers, Inc., San Francisco, CA. All
rights reserved. bkconnection.com
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The property & casualty insurance industry
never stands still, and neither should you.
e r() g n OV\/ A true professional like Thea is always a step
3 '_‘ I ahead and equally prepared for today’s and
A Ly M) B tomorrow’s challenges.

Take your professionalism to a higher level
with leading-edge insurance education
from the industry’s most respected source:
the Insurance Institute.

With a curriculum that includes technical,

professional, and soft skills training, you can
acquire valuable expertise through a variety

THEA BAIRD, CIP
Assistant Vice President,
Commercial Risk Solutions

of flexible and modern learning formats.

PROGRAMS WE OFFER:
Virtual Licensing Education for Brokers
Licensing equivalencies levels 1 to 3
Additional exams available

Chartered Insurance Professional
designation with broker specialization | CIP

Virtual exam options now available

Risk Management & Commercial

Insurance Certificates
EMPOWERING INSURANCE CAREERS
Insurance Seminars and events

I n Stit ute insuranceinstitute.ca

RESTORATION
ENVIRONMENTAL
HVAC CLEANING

From structural security and total
reconstruction, to the recovery
and restoration of documents and
machinery, BELFOR Canada has
the in-house specialists, capabilities
and technologies to handle any
type of property damage or disaster.
Anytime - 24 hours a day -

We remain ready to
#RestoreWhatMattersMost.
#BELFORStrong

BELFOR (@)

24-HOUR EMERGENCY HOTLINE
866-366-0493 | BELFOR.com
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CHOOSE A |OB

YOU LOVE, AND

YOU WILL NEVER

HAVE TO WORK A
AY IN YOUR LIFE

~CONFUCIUS~

I have seen and read the quote above
many times, and it has always intrigued
me. Is such a thing truly possible? Isn’t
there something, albeit small for some,
that everyone dislikes about their work?
For some that could be the traditional of-
fice environment, which over the last 18
months has been switched up to include
kitchen tables, backyard patios, and cot-
tages. But with things starting to become
more normal than they have since early
2020, this means employees will be once
again commuting back to their employ-
er’s office environment.... or will they?

Earlier this summer, I read an interest-
ing article in Canadian Underwriter that
referenced the 1998 book, Who Moved
My Cheese, which is all about navigating,
adapting to and accepting change as a
way of life. The last 15 months have cer-
tainly shown us just how quickly change
can happen, and how nimble we must be
to confront it and adapt quickly, some-
thing [ believe our industry has done and
continues to do extremely well. The Ca-
nadian Underwriter article highlighted
an insurance brokerage in Ontario and
their decision to not demand staff to re-

turn to the office, but rather encouraged
staff to “continue their work from their
basement, their patio, or Thailand” This
is a bold move that will not doubt create
excitement with employees who do not
necessarily thrive in an office environ-
ment.

Working from home (or Thailand!) has
been something that a lot of people have
discovered they truly enjoy. The article
made me realize that the above quote
from Confucius could actually become
very possible for a lot of employees in
our “‘new normal” work environment.
The freedom of being able to choose the
best work environment for you is some-
thing very appealing to many. It was a
bold reminder that the key to a success-
ful business, regardless of the industry,
means ensuring that employees are well
taken care of.

Recognizing that working outside of the
traditional office space is not something
that would satisfy all staff, employers
have many easy options they can imple-
ment to keep staff happy and thriving,
Without breaking the bank, here are a

few ideas of simple ways to keep employ-
ees engaged that could be seen as perks
of the job.

Being receptive to employee preference
- this keeps staff involved and creates a
feeling a being valued. Simply asking a
member of your team their opinion cre-
ates an overall team environment and
tells employees that you value what they
have to say.

Respect staff time — while the needs of
our industry can shift gears from time
to time, it is important to recognize the
extra work that staff members provide
to help grow your business. Allowing
time off for appointments or shutting
down early on a Friday afternoon is an
easy way to reward employees. Over the
course of the pandemic, I noticed many
posts from brokerages across Canada,
advising of office closures to allow staff
some extra free time as a thanks for all
they do. This small act not only improved
morale for the staff but clearly showed
clients just how much the brokerage val-
ues their staff.

Celebrate both personal and team mile-
stones — celebrating goals is something
we all should embrace. This morning I
saw a photo on LinkedIn of an office fully
decorated with balloons, streamers and
a congratulations sign for an employee
who found out the day before that they
had passed their final CIP exam and
would be graduating. There is no doubt
that this gesture made the employee feel
special and most likely everyone in the
office helped with the office decorating to
recognize the accomplishments of their
co worker.

Get out of a routine (occasionally) — We
all have a tendency not to focus on the big
picture when we are flat out busy. How-
ever, being busy isn't an excuse to avoid
small perks. I once worked at a seasonal
local business who felt it more valuable
to treat employees on the busiest days.
Ordering lunch in on a deadline day, or
delivering afternoon snacks as a pick me
up were not uncommon. They tried to do
nice things for their employees, and in
the end, it improved the mood of every-
one in the office.
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Thoughtful actions equal a happy work Congratulations Katherine!
environment which results in higher
productivity and creates a culture that
might even make employees think they

don’t work a day in their lives!

The 2021 recipient of the pro-
vincial C.D. Fraser Memorial
Scholarship is Katherine Dorey,
daughter of Jane Dorey, Huestis
Insurance Group, Bridgewater,
NS.

You may contact Keri at
(902) 876-0526 or via email at,
keri@ibans.com or keri@iban.ca.

Katherine is pursuing a Masters
of Science in Physiotherapy at
Dalhousie University.

Keri Foley, BTHM, CAIB
Professional Development Coordinator,
IBANS /IBAN

Broker Advantage

Working together to grow your business

Why Canadian brokers choose Cowan Broker Advantage

1. We're experts with over 40 years of program experience Our
. . . . : Programs
2. Our comprehensive solutions provide leading coverage with
flexible underwriting » Marine pleasure craft
3. We provide quotes for your clients quickly » High-risk residential
4. Our 24/7 claims service provides clients with the exceptional treatment » Self-storage

they deserve » Student housing

5. We offer competitive commissions of 15%

( g \\ Get a quote today!

E: brokeradvantage@cowangroup.ca | P: 1-866-912-6926 | cowangroup.ca/for-brokers

- BEST We care about what you care about
“MANAGED [/ y c
4ECOMPANIES e cowangroup.ca * owan
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Climate Change: One of Canada’s Most Dire and Costliest Issues

Daniel Filippi
Climate Change Program Manager

On June 28th, 2021 the Government
of Canada released the “Canada in
a Changing Climate: National Is-
sues Report”. The report provides a
national perspective on how climate
change is impacting our communi-
ties, environment and economy, and
how we are adapting. The report pro-
vides decision makers with an assess-
ment of current literature and knowl-
edge on climate change impacts and
adaptation, and includes case stories
that feature examples of adapta-
tion in practice. The chapters focus
on themes of national importance
and that benefit from an integrated
cross-Canada perspective. Chapters
discuss key vulnerabilities, risks and
challenges; new and innovative ap-
proaches to adaptation; Indigenous
knowledge and perspectives; and
knowledge gaps and emerging issues.
The report is a product of Canada in
a Changing Climate: Advancing our
Knowledge for Action, Canada’s na-
tional assessment of climate change
impacts and adaptation.

One of the prevailing themes across
all chapters and, more specifically
the chapter on Climate Disclosure,
Litigation and Finance, is the role of
the insurance industry in respond-
ing to climate change. The chapter
examines how companies, the finan-
cial community and governments
are increasingly considering and dis-
closing climate-related risks to their
business practices, supply chains
and operations. The chapter further
describes climate change risks and
opportunities for businesses, how
disclosures can drive climate action,
investments in climate risk reduction
and resilience building, and the rise
of climate litigation against govern-
ments in Canada (and potential cli-
mate litigation risks for the private
sector as well).

Climate change has resulted in devas-
tating impacts to the natural environ-
ment, public health, and the economy.
[t is estimated that the average future
cost of climate change could cost the
country $43 billion in insured dam-
ages annually by 2050 (Department
of Finance Canada, 2019). As average
temperatures rise, so too will the
likelihood for more catastrophic, cli-
mate-related events.

The Climate Disclosure, Litigation
and Finance chapter highlights that
Canadian Insurers are at the fore-
front in helping to reduce risks re-
lated to climate change across the
country. For instance, they offer pre-
mium discounts and grants for policy
holders who invest in climate change
adaptation measures in and around
their home, and have started offering
more extensive flood and fire cover-
age over the past few years. The insur-
ance industry in Canada has also pro-
vided funding and/or specialized risk
transfer solutions to help businesses
build financial resilience, incentiv-
ized the reduction of greenhouse gas
emissions, and encouraged the devel-
opment and adoption of green and
clean technologies (i.e, Alert Labs’
flood detection sensors for home-
owners and businesses).

Not only are insurance companies
providing financial grants and dis-
counts, but companies in Canada are
also:

Developing methods to improve
insurance coverage;

Offering insurance products
with incentives for reducing cli-
mate-related risk and carbon
footprints;

Launching centers of excellence
on climate change adaptation and
investing in bi- and multi-lat-
eral research on resilience and
adaptation, such as the Institute
for Catastrophic Loss Reduction
(ICLR), Intact Centre on Climate
Adaptation (ICCA), and Partners
for Action (P4A);

Sharing actionable guidelines on
climate risk reduction and pre-
vention for governments, busi-
nesses, communities and house-
holders based on their research;

Investing in, partnering with
experts, and developing free
and accessible training cours-
es and materials for insurance
professionals (i.e., IBAC Train-
ing Course - Helping Your Cli-



ents to Protect their Homes
from Flooding)

Investing in the latest technolo-
gies to enhance their capacities to
expedite assessments and claim
payouts after an extreme weather
event; and

On the asset management side,
Canadian life insurers are invest-
ing in bonds, which finance GHG
emissions reduction and climate
change adaptation projects.

The insurance industry is also ac-
tively working with all levels of gov-
ernment when it comes to improv-
ing community resilience to floods
and wildfires (the two most damag-
ing types of climate-related disaster
events), as well as developing further
public-private partnerships to better
increase insurability for climate-re-
silient and low-carbon infrastruc-
ture and communities across Canada.

To learn more visit us at
intactpublicentities.ca

Committees like the Financial Risk of
Flood Working Group include repre-
sentation from major insurers and
reinsurers, provincial governments,
the federal government, and other in-
dustry and academic representatives.
One of the major takeaways from a
recent report from the group released
in 2019, entitled “Options for Manag-
ing Flood Costs of Canada’s Highest
Risk Residential Properties” was to
“improve and align public-facing risk
maps that allow insurers, as well as
property owners and governments, to
collaborate on identifying, updating
and managing climate-related risk.”

Ultimately, the Climate Disclosure,
Litigation and Finance chapter of the
National Issues Report and its find-
ings are an important step in high-
lighting how Canadian businesses,
governments and homeowners are
reliant on open and honest conver-
sations with the country’s insurance
industry. Insurance companies’ ad-

We are excited to put our decades of expertise and innovative new capabilities to work for you. Let our specialized
insurance solutions, trusted experience and unsurpassed value added services help ensure the success of your clients.
As a proud member of the Intact family and a leading Canadian MGA, we can’t wait to show you what’s next.

vances in this field continue to help
Canadians protect and adapt their
properties, investments and assets
in the face of climate change. These
advances also highlight the various
avenues that private industry and
governments can take to finance im-
portant actions for reducing risks re-
lated to extreme weather events. As
the climate continues to change, we
need to better protect our assets and
prepare for future conditions.

Daniel Filippi
Climate Change Program Manager
ICLEI Canada

You may reach Daniel at
daniel filippi@iclei.org
Website: http://icleicanada.org
Twitter: @ICLEI Canada

Insuring Our Municipal, Public Administration and Community Services

Frank Cowan Company has changed its name to Intact Public Entities and we’re stronger than ever.

public
entities

[intact |
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The Pitfalls of Changing Carriers

Tyler Johnston,
Head FinPro & Casualty Canada,
Swiss Re Corporate Solution

John’s client, Dave, called him with a
common concern. He was paying too
much for his automobile insurance
and his policies were coming up for
renewal. While Dave was concerned
with the price, he wanted to continue
keep his CAS1 Million umbrella policy
in force to protect him from any cata-
strophic accident. After some research,
John found a primary auto policy for
Dave with a different carrier and 25%
less expensive. Dave was happy and
eagerly switched carriers. Six months
later, he was in a very serious at-fault
accident where the other driver was
killed as a result of Dave’s negligence.
The claim was submitted, and to Dave’s
surprise, the new primary automobile
policy contained limits of CAS100,000/
CAS$300,000, unlike the previous policy
with limits of CAS500,000/CAS1 Mil-
lion. The umbrella policy had an at-
tachment point of CAS500,000, creating
a CAS400,000 gap. Dave had personal
exposure in the amount of CAS400,000
and his agent immediately put the EGO
carrier on notice.

Besides price point, there are other
reasons why the client might be inter-
ested in changing carriers. For exam-
ple, the current carrier no longer wish-
es to insure the customer, perhaps due
to loss history or lack of appetite for

a particular type of risk. The agent is
then tasked with finding a new carrier.
Whether economic or otherwise, fail-
ing to match the terms and conditions
of the old policy could result in cata-
strophic consequences for the client
and a big E&GO claim for the insurance
agent or broker.

The following two risk management
practices help reduce your EGO expo-
sure in this type of risk:

Mind the policy language. Obtain-
ing duplicate coverage from anoth-
er carrier is a challenging task. The
policy language usually varies from
carrier to carrier. The new carrier
could impose more restrictive pol-
icy language or endorsements, in
return for lower premium. Even
if the policies are quite similar,
there are often nuances and slight
differences in the policy language.
The broker should always careful-
ly read the new policy and all en-
dorsements and check it against
the old policy to make sure the new
policy covers the exposure the cli-
ent wanted covered. Refrain from
promising the same exact policy —
it is never apples to apples. Instead,
advise the client that you are shop-
ping the coverage and will provide
them with quotes for similar poli-
cies, while noting each carrier has
slight differences. If the client has
expressed an interest in a particu-
lar type or amount of coverage, the
broker should ensure that particu-
lar coverage is obtained or advise
the client, in writing, that it is not
obtained.

Always leave a paper trail. Always
have the client complete a new
application when moving cover-
age to a different carrier, rather
than copying from an old applica-
tion. This is especially important
with auto coverage, where you are
talking about vehicles, drivers,
number of employees, work loca-
tions. If the application is submit-
ted electronically, print off a copy

and make sure the client signs the
hard copy of the application with
the new carrier. If there are ques-
tions about whether the new policy
mirrors the old policy, get answers
from the underwriters, in writing.
If the discussion with the under-
writer takes place via phone, follow
up with an email confirmation. In-
sist that the policyholder carefully
reads the policy to make sure it
meets their needs.

In sum, when switching carriers, make
sure the client gets copies of all quotes.
Don’t over-promise what the policy will
provide. Complete a new application,
signed by the client. Carefully review
the new policy and all endorsements.
Make sure you understand what is in
the policy. Clear up any confusing areas
with the underwriters, taking care to
document their responses in an email
or letter to the underwriters and client.
Make sure the new policy is sent to the
insured with a cover letter, advising
them to read the policy and contact
you with any questions. Carefully doc-
ument your work. These simple steps
help cut down on the number of EGO
issues surrounding this common and
very important aspect of day-to-day
work.

This article is intended to be used for gen-
eral informational purposes only and is not
to be relied upon or used for any particular
purpose. Swiss Re shall not be held respon-
sible in any way for, and specifically dis-
claims any liability arising out of or in any
way connected to, reliance on or use of any
of the information contained or referenced
in this article. The information contained or
referenced in this article is not intended to
constitute and should not be considered le-
gal, accounting or professional advice, nor
shall it serve as a substitute for the recipient
obtaining such advice. The views expressed
in this article do not necessarily represent
the views of the Swiss Re Group (“Swiss Re”)
and/or its subsidiaries and/or management
and/or shareholders.

@ Swiss Re
Corporate Solutions
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Insurance in a post-pandemic world: New challenges and opportunities

After nearly two years of restrictions and
lockdowns due to the COVID-19 pandemic,
Atlantic Canada is finally starting to return
to normal or, at the very least, a new form
of normal. Like most industries, the pan-
demic has created new opportunities, and
some concerns, for property and casualty
(P&C) insurance providers.

Many people have taken the opportunity to
reflect on their lives, moving to new com-
munities, taking up new hobbies and re-
thinking their careers. An Angus Reid study
conducted in the spring of 2021 shows the
impact of the pandemic on driving habits
caused many people to rethink their insur-
ance needs, with 14% of consumers making
changes or strongly considered changes to
their policies in the last year.

After more than a year of virtual meet-
ings, virtual events and online shopping,
insurance consumers are growing more
comfortable with online transactions. In
fact, 22% say they are more comfortable
with online financial transactions and 19%
say they are more comfortable with on-
line insurance interactions because of the
pandemic. This provides a great opportu-
nity for brokers to review their business
websites to see if they meet the needs of
online consumers. More than half of sur-
vey respondents said they would go on-
line to research a new insurance policy,
yet 44% indicated not enough insurance
information is available on websites. The
good news is that, according to the Angus
Reid’s research, people still prefer to chat
with a representative over the phone (56%
for new policies and 60% for changing), yet
email, website portals and online conver-
sations are also becoming popular.

When it comes to commercial insurance,
many brokers may be hearing from clients
asking about communicable disease exclu-
sions and whether business owners are re-
sponsible if someone contracts COVID-19
on their property or through an employee.
Generally, pandemic risk is not insurable,
and the industry is unable to diversify this
risk due to it affecting the entire world at
the same time.

IBC has been advocating to provincial gov-
ernments the importance of liability im-
munity legislation to provide protection for
individuals, businesses, and organizations
as they resume operations. These reforms
are important for consumer protection
and for re-starting our economy. Business-
es that follow public health protocols may
be protected against the costs associated
with frivolous lawsuits where such liability
immunity legislation is in place.

The pandemic did impact driving habits in
parts of the country, leaving some consum-
ers to question why there hasn't been a sig-
nificant reduction in auto premiums. Data
shows Atlantic Canada didn’t experience
reduced driving as other parts of the coun-
try, which coincides with our region not
experiencing the same duration of provin-
cially mandated lockdowns. Nova Scotians’
driving dipped by 15 billion kilometres
(kms) in 2020 and in New Brunswick, driv-
ers reduced their trips by 1.3 billion kms.
In comparison, in the same timeframe On-
tario’s driving habits plunged from 266.81
billion kms to 203.61 billion kms—a differ-
ence of 63.2 billion kms.

From 2014 to 2020, insurers lost money
in underwriting in Atlantic Canada, with
combined loss ratios averaging an unsus-
tainable 115% in both New Brunswick and
Nova Scotia, driven mainly by personal
auto insurance. That means for every dol-
lar that insurers collect in premiums, they
are paying more than a dollar in claims
and expenses. Both provinces’ insurance
systems need serious reform that would
benefit both drivers and insurers.

The 2020 financial year data from Gen-
eral Insurance Statistical Agency (GISA)
reflects a continuation of those troubling
trends. Though the accident year data
shows that fewer costs were associated
with claims in 2020, the financial year
data shows that the combined ratios
(the percentage an insurance company
spends on losses and expenses divided
by its earned premiums) did not paint
a positive picture: 110% in New Bruns-
wick; 979% in Newfoundland and Labra-
dor; 107.7% in Nova Scotia; and 97.2% in
Prince Edward Island.

GISA’s 2020 data also may not reflect the
true costs of accidents, due to COVID-19.
For example, many physiotherapists and
chiropractors were closed for blocks of
time due to the pandemic. Additionally,
some people with relatively minor injuries
were cautious about seeking non-urgent
medical care until they were fully vaccinat-
ed. As a result, the true cost of claims for
2020 will be more accurately calculated in
GISA’s future reports once claims are paid.

Even with the uncertainty of the past year
and the change in driving habits during
the pandemic, Canada’s property and ca-
sualty insurers have shown an unwavering
commitment to their customers and have
offered customers more in relief than any
other financial services industry in Cana-
da. Across the country, insurers have pro-
vided $3 billion in relief to consumers and
returned close to $73 million to drivers in
Atlantic Canada.

As the vice president for IBC’s Atlantic re-
gion, I'm proud to see how well insurance
professionals have risen to the challenges
brought on by the pandemic. While there
is no doubt our industry, and most others,
will have much work to do to fully recover
from the disruption over the past years, we
can look forward to finding new and better
ways to serve consumers.

Amanda Dean
BPR, MBA,
Vice President of IBC
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Work from Home, Cyber Risks and Cyber Insurance

Kyla Russell
C3 Legal

With the recent move of many employ-
ees to a work from home or remote
work situation, the issues of cyber risk
and cyber insurance once again come
to the forefront. Not only has it created
an awareness of the need for cyber in-
surance, but it has also brought forward
some of the problems cyber insurance is
currently facing.

New Situations, New Threats, and New
Exposures

Working from home or remote work
is inevitably going to be a change that
remains for many employees. While not
ideal in every situation, companies have
found that having their employees work
from home can have benefits such as
decreased overhead costs, greater pro-
ductivity, less commute time for em-
ployees, and for some, greater job satis-
faction. Working from home or remote
working, however, requires employees
to be “plugged” in with more work being
done online and transmitted digitally.
The increased use of technology equals
increased cyber threats. Ransomware in
particular is a large possible threat with
large financial consequences.

Ransomware threatens to publish or
expose a victim’s personal data or block
access to such data unless a ransom is
paid. Such a threat can have devastating

effects on a business and the ransom
demands can be for millions of dol-
lars. The “at a glance” solution for many
businesses is to purchase and put cyber
insurance policies in place; however,
as the demand increases for cyber pro-
tection, the insurance industry is now
realizing that cyber insurance is facing
challenges. Therefore, it is not sufficient
enough for businesses simply to pur-
chase cyber insurance but they need an
overall plan on how to protect their cy-
ber interests as a whole to help defend
and protect against cyber threats.

Cyber Insurance Challenges

Cyber insurance is still in its infancy,
meaning it is a relatively new product
on the insurance market. Basic cyber in-
surance policies, which addressed online
media content, were first introduced in
the 1990s. By comparison, the first au-
tomobile insurance policy was issued in
1897 and home insurance gained initial
popularity in the 1950s. Because of cyber
insurance’s newness, there is limited his-
torical loss data that helps calculate the
risks, the losses, and the costs of cyber
policies, which leads to questions about
its financial viability.

CTTTTTTRReAT
LT

For the insurance industry, the unpre-
dictability of cyber insurance’s financial
viability is further complicated because
it insures an area that is changing fast-
er than most other insurable interests.

Technology can move at breakneck
speeds. It is often outdated before it even
emerges on the market. New threats fol-
low new technology. The cost of those
threats is unknown. How expensive the
payout of any losses can be uncertain
and not align with what is assumed to
be reasonable policy limits.

In 2009, Heartland Payment Systems, a
US-based payment processing and tech-
nology provider, suffered a data breach
that cost an estimated loss of $145 mil-
lion. The loss was significantly higher
than Heartland’s cyber insurance pol-
icy limits of $30 million. Undoubtedly,
Heartland thought when purchasing the
policy that $30 million would be suffi-
cient enough to cover any cyber threats;
however, reality showed that $30 mil-
lion was not nearly enough. Of course,
because cyber insurance is a new in-
surance and with significant payout on
losses, there has been insufficient time
for the financial reservoirs to be filled by
the premiums. Premiums are not neces-
sarily keeping pace with policy payouts.
It logically follows then that premiums
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will increase for all cyber insurance consumers in order to meet
the demand. Unfortunately, increased premiums often discour-
age consumers to purchase an insurance policy, especially those
policies that consumers may see as an unnecessary or a luxury
expense—one that they convince themselves they don't need.

Wawanesa

[t is also difficult for insurers to understand consumers’ demand
for cyber insurance when it is hard for clients’ to know and un-
derstand the exposures against them. The risks of yesterday are
not the risks of tomorrow. This makes it difficult for insurers to
keep up with policies that are comprehensive enough to cover
clients’ needs. It is also challenging for insurers to balance the
underwriting risks of these cyber policies against the protective
steps consumers take against the risk exposures. The risks and
protection often don’'t balance out. Protective steps can widely 1896 2021
vary and still remain ineffective.

Despite the measures that Heartland took after its massive data
breach in 2009, it had another data breach in 2015 when 11 com- .
puters were physically stolen. The steps that Heartland took be- LOOkIng after one anOther
tween 2009 and 2015 concentrated on their software and online
security, while the 2015 breach was the result of theft of their for 125 years°

hardware. The theft compromised the personal data of 2,200 In 1896, twenty farmers got together to
people. Although significantly fewer people were affected than look after each other and their communities.
the 2009 breach, it still remained another loss. 125 years later, this still holds true.

Risk Management

With all these considerations, it is important to recognize that
cyber insurance is really a supplement to the risk management
of cyber threats. The basic start of risk management is password
protection. Passwords should be diverse and should frequently
be re-set. Digital data should be encrypted. Devices should be
company issued. Businesses should also create a digital recovery
and business continuity plan that will help should there be a data
breach of any sort, especially one at a remote workstation.

A Final Word

Overall cyber risk management helps to defend against the actu-
al risks of cyber threats, but it also helps defend against any legal
liability. Cyber risk continues to evolve as technology evolves.
Consumers should not be complacent with their approach to
protecting themselves against risk and neither should insurers.
With cyber risks, everyone should not only be looking to the
present, but also to the future to protect themselves.

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 ad-
vice by contacting members of C3 Legal (or their own legal counsel) re-
garding any specific legal issues. The article was current as of its original

date of publication, but should not be relied upon as accurate, timely or
fit for any particular purpose. IB awa”esa
Insurance

wawanesa.com
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Managing Cyber Risks In An Interconnected World

Debbie Coull-Cicchini,
Executive Vice President
Intact Insurance

As multi-million dollar ransomware
cyberattacks grab the headlines, most
Canadian small and medium-sized
businesses remain both unprotected
and unaware of their digital vulnera-
bilities. It is our joint responsibility to
change this.

Fewer than 20 per cent of Canadian
businesses have written cyber security
policies in place. Not insurance poli-
cies—just simple, written protocols or
safety procedures on how to manage
their exposure to cyber risks.

Only 17 per cent have some form of cy-
ber insurance, and while this is a sig-
nificant increase from 2017, when that
number was nine per cent, these Statis-
tics Canada numbers should worry us.
In a knowledge economy characterized
by a “work anywhere” workforce and
digital interconnectivity, they mean
that more than 80 per cent of Canada’s
entrepreneurs have neither protection
against nor a plan for dealing with a cy-
ber attack.

And in the digital business environment
in which we’ve all spent the past year and
half, cyber attacks are a daily reality.

Entrepreneurs are not unaware of
these threats. They're smart, and they

Figure A

Businesses in Canada: Small, plentiful, and unprotected in cyber space
Size of business Number of businesses Percentage of market
Small businesses 1.2 million 979%
(1-99 paid employees)
Medium-sized businesses 22,095 19%
(100-499 paid employees)
Large businesses 2,978 0.2%
(500+ paid employees)

Source: Government of Canada

track the trends that affect their suc-
cess in their markets and industries.

They know the COVID-19 pandemic ac-
celerated trends started by the Inter-
net, mobile devices, and technologies
that plug into our desire for greater
connectivity and faster access to every-
thing.

They see the headlines about privacy
breaches, malware, phishing scams and
ransomware.

They might not know that the cost of
the average ransomware demand has
risen from $450,000 in the first half of
2020 to $1.2 million in 2021, but they’re
aware ransomware is a growing prob-
lem. They’ve likely read that Canadian
businesses spend billions of dollars
on prevention, detection and recovery
from cyber security incidents (a to-
tal of S7 billion in 2019; likely signifi-
cantly more in 2020). They’ve probably
heard some of the alarming statistics
the Canadian Centre for Cyber Security
releases annually.

They know the problem is huge.
And that’s precisely the problem.

Canada, our Big Business success sto-
ries notwithstanding, is a small-to-me-
dium sized enterprise (SME) economy.
Only 0.2 per cent of Canada’s businesses
employ 500 or more employees, while
979 per cent employer fewer than 100
people.

See Figure A

Small is beautiful: businesses with few-
er than 500 staff employ 88.5 per cent
of Canada’s private labour force.

Unfortunately, these businesses—in a
very typical, humble way—think that
they’re too small, too unimportant to
be at risk.

They’re not.

If they have a website, if they have a
mailing list—if they have employees
who use email and computers—they
are at risk, and increasingly so. Coa-
lition Inc’s H1 2021 Cyber Insurance
Claims Report reveals that the first half
of 2021 saw a 57 per cent increase in cy-
ber attacks against organizations with
fewer than 250 employees.

Most of these organizations are un-
protected. A 2020 Cyberscout research
study reports that more than 69 per
cent of these smaller businesses do not
have cyber liability coverage—worse,
as per the Statistics Canada data above,
they don’t even have any cyber risk
mitigation policies in place.

Of the two—-cyber liability insurance
and cyber risk mitigation procedures—
risk mitigation practices are the more
critical piece of cyber security for SMEs.

The insurance industry was built in a
tangible world, and most of what we
continue to insure today are things that
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we can touch. The ongoing shift to a
knowledge economy and the resulting
dominance of intangible assets means
insurers must shift the paradigm so
that solutions are responsive and pro-
tect what’s important to customers
right now, whether that asset exists
physically or in cyber space.

As we work to shift that paradigm, the
most important tool to protect Cana-
dian business against cyber threats is
education.

The UK’s Information Commissioner’s
Office recently reported that nine out
of 10 cyber breaches in that country are
caused by human error.

Canadian statistics are likely similar.
This means that we all must increase
cyber security education among em-
ployees, business partners and cus-
tomers.

The role of brokers in this initiative
cannot be overstated. As Cyberscout’s
CMO Jeremy Barnett said in a 2020
Insurance Bureau of America’s white
paper on cyber insurance, “Brokers

are key to helping small businesses get
proactive about managing their cyber
risk”

Insurers can provide all the wordings,
tip sheets, and best practice guidelines
they like. None of these resources will
help unless customers understand
them, embrace them and implement
them.

If you're not sharing best cyber risk
mitigation practices with customers,
start today. In a threat landscape that’s
evolving daily, you're their best protec-
tion.

For co-branded resources to help with
your conversations with customers
about cyber security, talk with your In-
tact Insurance representative.

Debbie Coull-Cicchini is the Executive
Vice President, Intact Insurance Cana-
dian Operations, excluding Quebec.

Congratulations

NORA TAYLOR - RUS RICE BUSARY RECIPIENT 2021!

WEDGWOOD INSURANCE IN ST. JOHN’S, NL.

Connected and Safe
Basic Best Practices from Intact’s IT Team

Use business devices only to store and ex-
change business data.

Keep password protected screen savers for
the laptop, smartphone and tablet devices.
Use the timeout (five minutes maxi-
mum) feature to lock the device screen
when on idle.

Choose not-easy-to-guess passwords to
protect your devices and accounts.

Change passwords frequently.

Educate yourself on social engineering and
characteristics of phishing scams.
Regularly reinforce best practices among
your employees.

When in doubt, don'’t click on it.

How to talk to customers about cyber risk
These five questions may help your customers
assess their cyber exposure.

1. What are your intangible assets? How do
you protect them?

2. Who controls and protects your website?

3. What would you do if you lost control of
your website or social media accounts?

4. How do you collect and store your clients’
information? What would you do if you
lost access to this data?

5. What training do your employees get on
cyber security?
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Building Advanced Digital Solutions
with Standardized APIs

What if brokers could serve their clients
much faster, easier and more efficiently? It
is entirely possible. CSIO and its Innovation
and Emerging Technology INNOTECH) Ad-
visory Commiittee are working to advance
digital experiences for brokers and their
clients by moving information faster - with
policy data available in real-time. By the end
of this article, CSIO will have outlined how
it will support the broker channel with dig-
ital solutions to streamline how brokers do
business.

Inception of a solution
CSIO’'s INNOTECH Committee is engaged

in the development of an industry API stan-
dard to address the pain points that brokers

¥

face in supporting clients through the pol-
icy lifecycle. The INNOTECH Committee,
launched in 2019 to drive digjtal innovation
and improve customer experiences within
the broker channel, identifies major oper-
ational issues and then develops solutions
accordingly.

Currently, a solution is underway that will
standardize APIs to reduce the friction of
data exchange among brokers, insurers
and vendors. If insurer and vendor mem-
bers structure their data in an agreed upon
format, then faster, more efficient transac-
tion times will improve the digital custom-
er experience.

APIs are everywhere... what are they?

An “Application Programming Interface’,
AP, is a digital window into another digital
system. An API connects different devices
and allows transactions to occur between
them. Think of it as a software go-between
that enables two different applications to
talk to one another. It takes a request, tells
the system what needs to be done, then re-
turns a response to you — instantaneously
(in real time) and securely.

We encounter APIs in our everyday lives.
They access data from third parties. A
good example would be a Google search
of the weather. The forecast is obtained
instantly through an API, yet all of the
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complexity of collecting the data is hidden
behind the scenes.

Current broker process

Today, information isn’t readily available in
a broker’s BMS to support new prospects
and to manage existing clients. Brokers
must:

deal with different processes across in-
surers;

use third-party systems for quotes;

complete the sales process in insurer
portals;

access client policy information via
log in to an insurer’s portal or, call the
insurer, wait in the queue, wait for the
insurer to search for information, then
call the client back.

This takes time and results in a less than
stellar client experience. To support clients
through the policy lifecycle, the process is
typically slow and cumbersome — and it
takes a certain amount of time for brokers
to respond. A gap exists in real-time pol-
icy data exchange between insurers and
brokers’ systems to provide a more fluid
information delivery and an optimal user
experience.

CSIO’s INNOTECH Committee will close
that gap.

CSIO’s INNOTECH Committee drives
solutions

To fast-forward this API initiative, the IN-
NOTECH Committee formed three API
Working Groups comprised of industry
subject matter experts to ensure that all as-
pects of the digital solution are considered
and tested. The three Working Groups are:

1. API Business Requirements: insurers,
vendors and brokers collaborate to
capture brokers’ operational require-
ments to foster a solution, and translate
them into business requirements to
drive digital advancement in the bro-
ker channel. This leads to improved
customer experiences (the group ex-
amines the current broker workflow
process to identify the data require-
ments for a real-time process).

2. API Technical Standards: create an in-
dustry API standard in JSON format
for personal and commercial lines
of business. Publish APIs using CSIO
Data Standards to support members’
requested use cases in JSON and XML
format (the group focuses on how to
build and package the business re-
quirements).

3. API Security: standardize authenti-
cation/authorization and/or define
requirements for a security solution
(how to provide access and exchange
information) to facilitate data exchange
among insurers, brokers and vendors
using standardized APIs.

Build it; they will come — the API solution

CSIO and the INNOTECH Committee un-
derstand the issues that brokers face to ac-
cess real-time policy information in their
BMS. That's why through the collaboration
of industry experts on the INNOTECH API
Working Groups, they will leverage digital
advancements in day-to-day transactions.
This means that brokers will be able to ob-
tain information in real-time to handle cus-
tomer inquiries and transactions. That’s not
all — the Working Groups are developing a
framework so that all APIs will be built the
same way.

With the digital solutions and API stan-
dardization in place, brokers will benefit
by starting and ending their transactions
in their BMS. They will also have accurate,
up-to-date (real-time) data with which to
support their customers. CSIO’s INNOTECH
Comumittee is advancing digital experiences,
for brokers and their customers, by moving
information faster and having policy data
available in real-time.

“As an INNOTECH Advisory Committee
member, it's exciting to see the progress
weve made addressing industry pain
points,” said Dennis Dalmas, Senior Vice
President, Solutions Delivery at North-
bridge Financial. “Standardizing APIs will
facilitate data exchange and enable brokers
to improve the overall digital experience for
customers while also improving their own
brokerage efficiencies.”

Next steps

With a solution on the horizon, watch for
more information about API standardiza-
tion in the coming weeks and months. CSIO
plans to host a webinar and issue more
communications on the roll out of this ex-
citing new digital solution.

Catherine Smola,
President & CEO at CSIO
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What Is Your Obnoxious Offer?

Andy Buyting,
Founder & CEO of Tulip Media Group

If you want to compete in this hyper-
competitive world, you need to stand
out. We all know this because it’s some-
thing we've heard for many years. How-
ever, particularly if youre in a highly
competitive industry, the question be-
comes: How do you stand out?

A few years ago, | had the opportunity
to listen to and work with Carl Gould,
a highly sought-after keynote speaker
and a leading authority on business
entrepreneurship. He introduced me to
the concept of the “obnoxious offer”

Carl, when he was in school, started a
landscaping company as a way to make
money in the summertime. After win-
ning two offers right off the bat, Carl’s
father advised him to ask his custom-
ers why they chose to buy from him.
This way, he could understand what he
was doing right.

Initially, Carl had thought he was cho-
sen for his confidence, quality of de-
sign, and competitive pricing. However,
as it turned out, his clients had chosen
him because, out of all the landscapers
they had called, he was the only one
who had showed up. This gave Carl an
idea for his marketing strategy.

Because landscaping is an industry
with notoriously poor customer ser-

vice, Carl decided that instead of fo-
cusing on his professionalism and the
quality of his work, he would market a
promise to always live up to his word
and to always show up. He later extend-
ed his offer to include a guarantee that
work would be completed on time and
on budget. Lo and behold, his phone
rang off the hook.

These promises were what Carl coined
his “obnoxious offer, something he
could offer his clients that his com-
petitors just couldn’t. His competition
couldn’t stand it because they weren’t
prepared to match what he was offer-
ing. Meanwhile, Carl’s business flour-
ished.

When I learned about this concept, I
immediately brought it into Tulip Me-
dia Group. Now that we specialize in
digital marketing, our obnoxious offer
centers around results. Unlike so many
digital marketing agencies, which guar-
antee likes and clicks but no real sales,
we guarantee conversions. We still
monitor traffic and social media en-
gagement, but the success of our cam-
paigns is measured by how many pros-

pects actually reach out to you to learn
more about your business.

To guarantee this, we extend our ob-
noxious offer and put our money where
our mouth is. If after 90 days you are
not fully satisfied with the results that
were providing you, we will let you out
of the contract early or we’ll fulfill the
contract and you can pay us what you
want. Our competition can’t stand that
we do this, but we do it because we can.

Today, I challenge you to design your
own obnoxious offer. What can you
offer that no one else in your industry
can? What can you offer that will drive
your competition crazy but that your
clients and customers will love you for?
I'd love to hear what you come up with.

If you want to take it a step further and
turn your obnoxious offer into a digi-
tal marketing strategy, our team would
love to help you stand out and provide
real results. Book a demonstration by
visiting our website at TulipMedia-
Group.com.
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Learn the

Sounds

of Fire Safety.

| W I firepreventionweek.org

e (]
NFPA ®2021 National Fire Protection Association®. Sparky® is a trademark of NFPA®.

Smoke alarms are your first line of defense against a house fire. They provide
your family with an early alert, allowing time to safely escape. Smoke
alarms should be installed in every sleeping room, outside each

separate sleeping area, and on every level of the home, includ-

ing the basement. Smoke rises, so smoke alarms should be

placed high on walls or ceilings. Smoke alarms should -
not be placed too close to vents, ceiling fans, or win-

dows for them to properly work. Test smoke alarms

at least once a month using the test button and re-

place batteries at least once a year.

Parents! Show young ones where your smoke

alarms are located, and how to test them

safely. Ensure everyone knows how to get

out, and where to meet when they hear the

smoke alarm. ( ,

The Office of the Fire Marshal along with
our Fire Departments are dedicated to the
safety of New Brunswickers. This year’s
Fire Prevention Week will be held be-
tween Sunday, October 3rd,2021 and Sat-
urday, October 9th, 2021. This important
week is a partnership with the Insurance
Brokers Association of New Brunswick;
our major sponsor of the Fire Chief for a
Day draw.

REMEMBER, fire safety begins at home with
working, properly installed smoke alarms.
Learn the sounds of fire safety and know what todo!

L 3 -
T

NFPA



Cheryl Evans,

Director, Flood and Wildfire Resilience,
Intact Centre on Climate Adaptation,
University of Waterloo

Help Clients to Protect their Homes from
the Growing Threat of Wildfire

Canadians treasure living next to our
sun-dappled forests and swaying grass-
lands. In fact, 1/3 of all residents have chosen
to live within a few km of wilderness areas.
The zone where wilderness meets com-
munities is known as the wildland urban
interface or WUL Although these locations
are considered highly desirable for many
reasons, special precautions must be taken
to co-exist safely with the “wild neighbours.”

Actions such as safely storing garbage to
reduce the likelihood of nuisance bear be-
haviour, for example, are heavily promoted
by local governments and carefully prac-
ticed by residents. Unfortunately practical
actions that address a far greater danger to
public safety, the growing threat of wildfires,
are not as widely promoted or practiced.

The Growing Threat of Wildfires

Roughly half of all wildfires are caused by
human activity in the WUL As we expand
our communities into these areas, the num-
ber of human-caused wildfires and their as-
sociated financial, social and environmental
impacts continue to rise. Coupled with lon-
ger wildfire seasons brought about by cli-
mate change-induced hotter, drier weather,

itis estimated the current average of 2.5 mil-
lion hectares burned per year could double
by the end of the century.

In May, 2016, Canada experienced its cost-
liest natural disaster when a large WUI
wildfire burned almost 600,000 hectares
in northern Alberta, resulting in the evacu-
ation of 80,000 residents from Fort McMur-
ray and halting production of the Oil Sands.
Insured losses totaled $3.5 Billion, while un-
insured losses, covered by residents, busi-
nesses and governments, were estimated to
have totaled an additional $6 Billion.

Climate scientists and wildfire experts alike
warn that the catastrophic negative impacts
associated with WUI wildfires are certain to
continue to rise if immediate action is not
taken to help communities safely co-exist
with wildfire.

The Bad News and the Good News

The bad news is that burning embers from
wildfires can float through the air for an es-
timated 2km and that 90% of all homes de-
stroyed by wildfires are ignited when these
embers land on the home or on flammable
materials within 100m of the home (known
as the home ignition zone). The good news is
that installing fire-rated roofing and remov-
ing combustible materials from within 10m
of the home enables 90% to survive a major
wildfire.

FireSmart Resources to Help Clients Pro-
tect Homes

Since 2012 FireSmart Canada, a national
not-for-profit organization, has maintained
a mandate to help communities co-exist
with wildfire, recognizing the need to bal-
ance its natural ecosystem benefits with the
need to minimize damage and disruption to
populated areas. A variety of free home pro-
tection resources, hazard self-assessment
tools, best practice manuals and self-help
videos, may be shared with clients to help
them apply FireSmart best practices when
they are re-building after wildfire damage,
building a home in a new location, renovat-
ing or doing seasonal maintenance chores.

Educational resources focus on helping
people reduce the likelihood that embers
will ignite the home and materials within
the 100m “home ignition zone.” Since many
homes are built closely together, neighbours
are encouraged to work together to reduce
their shared risks.

Sharing Three Steps to Cost-Effective Home
Wildfire Protection with clients is a great
way to help them begin their home wildfire
protection journey. This document high-
lights low cost maintenance tips that clients
can apply today and medium to high cost
tips they can integrate into their renovation
plans.

FireSmart best practices include:

Regularly removing debris from eaves
troughs, roof surfaces, decks and vents

Keeping grass mowed to 10cm or less

Removing all combustible ground cov-
er (mulch and plants) within 1.5 m of
the home

Removing flammable vegetation (e.g,
evergreen trees and shrubs) from with-
in 10m of the home

Storing combustible items such as fire-
wood at least 10m away from the home

Using fire-rated roofing (e.g, composite
shingles, metal roofs) and non-com-
bustible siding (e.g. cement fireboard,
stucco) when building and renovating
homes

Helping Clients to Become FireSmart

Sharing FireSmart educational resources
and highlighting available municipal incen-
tives and insurance discounts for making
homes FireSmart, will encourage clients to
take action to protect their homes and fam-
ilies from the growing threat of wildfires.
Encouraging clients to share educational
resources with neighbours and to take pre-
ventative action at the neighbourhood scale
will empower communities to co-exist safe-
ly with their “wild neighbours.
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FireSmart

Canada

THREE STEPS TO COST-EFFECTIVE WILDFIRE HOME PROTECTION

Complete these 3 steps to reduce the risk of a wildfire spreading to your home. For items listed under step 3 check
with your municipality about any permit requirements and the availahility of subsidies. Give decks, sheds and
outhuildings within 10 m of your home the same FireSmart consideration as you do your home.

STEP 1: MAINTAIN WHAT YOU'VE GOT AT LEAST TWICE PER YEAR

&

&

— |

Remove needles, leaves Remove combustible Remove all combustible Mow the lawn to Prune evergreen
and other debris from materials (firewood ground cover (mulch <10 e¢m and plant trees to create a2 m
gutters, roof surfaces, and lumber) stored and plants) within low-growing, well- clearance from the
decks and balconies. within 10 m of the 1.5 m of the house spaced shrubs and ground to the lowest
Regularly clean vents. house perimeter perimeter. other vegetation. tree branches.

and under decks.

STEP 2: COMPLETE SIMPLE UPGRADES

A ;-_-:u:'q'a
i

Install non-combustible Install non-combustible Create a 15 ¢cm Add a non-combustible Replace worn or
fencing within 1.5m ground surfaces within ground-to-siding 3 mm screen to all missing weather
of the house (cement 1.5 m of the house non-combustible external vents, except stripping on all doors,
fibre, metal, chain {mineral soil, rock, clearance (e.g., install dryer vents. including garage doors.
link or stone). concrete or stone). cement board or metal
skirting).

STEP 3: COMPLETE MORE COMPLEX UPGRADES

Install Class A Install non-combustible Install multi-pane Remove evergreen Retrofit all deck
fire-resistant roof siding (stucco, or tempered glass trees that are components to be
covering (e.g., cement metal, stone, cement windows and exterior within 10 m fire-rated, with a
fibre, metal or fibre board). fire-rated doors. of the house. continuous surface.
asphalt shingles).

$3,000 - $30,000

NOTE: Not all actions will be gpplicable to each home. Completing these steps does not guarantee the prevention of fire.
= Cost estimates are based on g 2,500 sg ft home.

For additional resources visit: UNIVERSITY OF
!)ECTLIAME.ITIIE EDEMTE)E FireSmartCanada.ca WATERLOO



CALENDAR OF EVENTS 2020-2021

6SEPTEMBER

IBANB: CAIB 1 French exam preparation sessions 4 Week Webinar
IBANB: CAIB 1 English exam preparation sessions 4 Week Webinar
IBANB: CAIB 2 English exam preparation sessions 4 Week Webinar
BANB: FCNB compliance, portals, licenses and more Webinar
IBANB: CAIB 3 English exam preparation sessions 4 Week Webinar
Commercial Disaster Planning (register at IBANB) Atlantic offering Webinar
IBANS: CSIP Module 1 - The role of the Broker Webinar
IBANS hosts 15th Annual IBANS Golf Tournament, Oakfield Golf & Country Club
A Risk Managed & Holistic Approach to Insurance (register at IBANB) Atlantic offering Webinar

Ethics for the Insurance Professional (register at IBANB) Atlantic offering Webinar
IBANS: The Intact Advantage Webinar
IBANB CAIB 1 Interactive Immersion Class
Phishing for Answers: The Ins and Outs of Cyber Insurance (register at IBANB) Atlantic offering Webinar
IBANS Hosts CAIB Graduate Lunch The Prince George Hotel, Halifax, NS
IBANB CAIB 2 Interactive Immersion Class
IBANS: CSIP Module 2 — Adding Value to your Brokerage Webinar
IBANB CAIB 3 Interactive Immersion Class
Managing Mental Health as an - Insurance Professional (register at IBANB) Atlantic offering Webinar
IBANB CAIB 4 Interactive Immersion Class

NOVEMBER

18 Ice Damming (register at IBANB) Atlantic offering Webinar
23 IBANS: CSIP Module 3 — Brokerage Operations Webinar
25 Dealing with Workplace Negativity (register at IBANB) Atlantic offering Webinar

DECEMBER
14 IBANS Webinar: CSIP Module 4 — Industry Issues

JANUARY
11 E & 0 Loss Control Webinar by Swiss Re (register at IBANB) Atlantic offering Webinar

; \\‘-.

"Our team prides itself in
tulfilling financing needs
across the full broker
lifecycle ’

Colin Clahane, North American
Director, Head of BMO Insurance

Initiatives
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BMO [ speartheaded by seasoned individuals who have worked direclly in the Pioperly & Casualty
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equity recapitalization needs
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At BMO, we remain firmly committed to supporting the independent broker




STILL
MAKING
HISTORY

15

FUTURE FORWARD
HERITAGE PROUD

In our 150 years, we've experienced so many proud moments. But through all
the progress, victories, and challenges, being there for Canadians when they
need us most has been the greatest privilege of all. We’re honoured to
continue to earn the trust of our customers and broker partners through
truly innovative insurance solutions.

economical.com

PROPERTY | AUTO | BUSINESS economical

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.




The savvy broker’s solution.
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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.

Vacant Dwellings

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

e 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

Anderson

McTague
& ASSOCIATES

Seasonal Dwellings

¢ Includes cottages, camps,
and other secondary homes

e 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

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



