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IBANB Professional 
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Becci Taylor, BA, CAIB Hons

One of the greatest challenges facing employers today is fi nding 
and keeping good employees. This article describes some eff ective 
employee retention strategies that will help you retain good staff  
and develop a stable workforce.

“They wouldn’t miss me if I were gone.” Many people don’t feel 
personally valued. When people don’t feel engaged or appreciated, 
all the money in the world can’t hold them.

“I don’t get the support I need to get my job done.” People want 
to do a good job; they want to excel. At the same time, most feel as 
though their boss will not let them do a good job. When frustra-
tions exceed the employee’s threshold, they leave.

Lack of opportunity for advancement. Advancement does not nec-
essarily mean promotion. More often, it means personal and pro-
fessional growth. People want to be better tomorrow than they are 
today.

Personal growth constitutes a very strong driver in today’s work-
force, particularly with the younger generation. People coming 
out of college often identify training as the primary criterion for 
choosing their fi rst company. Companies that gutted their training 
departments have a lot of catching up to do to attract good people.

Inadequate employee compensation. People want fair compen-
sation, but – contrary to most managers’ beliefs – money rarely 
comes fi rst when deciding whether to stay or go. A certain percent-
age of people will always chase more income, but most workers 
look at non-monetary reasons fi rst.

Many executives still cling to the outdated notion that people “go 
for the gold”, that salary dictates all their employment decisions. 
But for the most part, people want opportunities to grow and learn, 
to advance in their careers and to work on challenging and inter-
esting projects. They want to be recognized and appreciated for 
their eff orts. They want to feel a part of something that adds value 
to their community.

Five strategies for employee retention

1Working environment

The primary employee retention strategies have to do with creating 

and maintaining a workplace that attracts, retains, and nourishes 
good people. This covers a host of issues, ranging from developing 
a corporate mission, culture, and value system to insisting on a safe 
working environment and creating clear, logical and consistent op-
erating policies and procedures.

A sampling of environmental employee retention strategies in-
cludes the following:

•  Clarify your mission
•  Create a values statement
•  Communicate positive feelings
•  Stay focused on the customer
•  Be fair and honest
•  Cultivate a feeling of family
•  Promote integrity
•  Do not tolerate sub-par performance
•  Insist on workplace safety
•  Reduce the number of meetings
•  Make work fun!

More than ever, employees want a culture of openness and shared 
information. They want to know where the company is going and 
what it will look like in the future. How is the company doing fi nan-
cially? Where does it stand in the marketplace?

Above all, employees insist on knowing how their specifi c jobs fi t 
into the grand scheme of things and what they can do to help the 
organization get to where it wants to go. If you operate in an open 
environment where managers share information, you can expect 
reduced turnover rates.

To assess your culture’s level of openness, ask questions such as:

1. Do our employees know how the company is doing in key areas 
such as sales, fi nancials, strategy, and marketing?

2. Do we promote open-book management (or something ap-
proaching it), or do we keep the information a closely guarded 
secret among the top management team?

3. Do employees understand our vision, mission, and values?
4. Do we have a values statement that clarifi es and supports a 

culture of openness?
5. Do we give performance feedback on a regular basis or only at 

annual review time?
6. Do we encourage individuals and departments to share infor-

mation with each other?

Eff ective Employee 
Retention Strategies
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When people buy into your clearly stated corporate values and 
have the information, they need to get the job done, they tend to 
stick around.

2Employee relationship strategies

Employee relationship strategies have to do with how you treat 
your people and how they treat each other. Developing eff ective 
employee relationship strategies begins with three basic steps:

Give your senior staff  plenty of relationship training. If your su-
pervisors have the knowledge, training, and sensitivity to work ef-
fectively with people on an individual level, you’ll probably get the 
bonding you need to retain employees.

Ask employees why they work for you. When you do, two things 
happen. One, employees reinforce to themselves why they work 
for you. Two, you gain a better understanding of what attracts peo-
ple to your company. You can then use that information to recruit 
new employees, saying: “Here’s why people work for us. If you value 
these things, perhaps you ought to work for us, too.”

Once you have the information about why people work for you, ask: 
“What can we do to make things even better around here?” Do it in 
a positive way so that it doesn’t become a gripe session, then listen 
closely to what your employees say. Out of these conversations will 
come many good ideas, not only for improving conditions for your 
employees but for all facets of your business.

3Employee support strategies

Employee support strategies involve giving people the tools and 
equipment to get the job done. When people feel they have what 
they need to perform, job satisfaction increases dramatically. All 
employee support strategies stem from three basic principles:

• People want to excel
• People need adequate resources to get the job done
• People need moral and mental support from you and your 

managers

Employee support strategies start with your and your managers’ 
attitudes. Do you see employees merely as cogs in a wheel or as 
valuable resources that make the company go? Do you expect high 
performance or mediocrity from them? Believing that people want 
to excel (they do!) rather than perform at minimum levels will lead 
you to treat them in a much more positive manner.

4Employee growth strategies

Employee growth strategies deal with personal and professional growth. 
Good employees want to develop new knowledge and skills to improve 
their value in the marketplace and enhance their own self-esteem.

However, do not just “throw” education and training at your people 
in a random fashion. Instead, organize and structure your training 
so that it makes sense for the company and the individuals who 
work for you.

Take time to explore your employees’ diff erent needs and the best 
way to meet those needs. There are many ways to help your people 
with personal growth that not only make a diff erence in their lives 
but bond them more closely to the organization.

5 Employee compensation strategies

Eff ective employee compensation strategies stem from one funda-
mental principle: money alone will not retain most employees. In 
the old days, companies essentially paid people for their time. To-
day, more and more companies pay for performance – in every po-
sition, not just sales. To retain employees, your compensation plan 
needs to incorporate this trend.

When people exceed expectations, give them a bonus. It helps to lay 
the plan out ahead of time so that employees understand your ex-
pectations and know what they must do to get the bonus. But make 
sure you base it on predefi ned profi t goals so that you don’t pay out 
if the company doesn’t make money.

Employers use a variety of hard (monetary) and soft (non-mone-
tary) employee compensation strategies to make it diffi  cult for oth-
er companies to steal their people away. These include:

• Discuss total employee compensation (salary, benefi ts, bonus-
es, training, etc.)

• Design reward systems to stimulate employee involvement
• Use fl exible employee benefi ts to respond to a changing work-

force
• Off er time off , sabbaticals and other forms of non-fi nancial 

employee compensation.
• Provide childcare and/or eldercare
• Provide employee assistance programmes
• Arrange for professional services
• Fund fi tness club memberships

Keep in mind that employee compensation constitutes only one 
piece of the puzzle. If all the other pieces – the environmental, re-
lationship, support and growth strategies – don’t fi t together into 
one interlocking whole, you won’t be able to pay people enough to 
work for you.

In today’s market, employees have control. They say: “You’re lucky 
to have me working for you.” If you don’t believe that and treat 
them accordingly, they will quickly fi nd another employer who will. 
That’s why you need to have all fi ve of these employee retention 
strategies in place.

Data gathered from https://www.mondaq.com/ 
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IBANS April Broker Month

Virtually Celebrating 
Nova Scotia Brokers 
Keri Foley, BTHM, CAIB

This was officially the second Broker 
Month we have spent in lockdown in 
Nova Scotia, and although the world 
outside our makeshift home offices 
was not the greatest, we all stepped 
up and celebrated our industry and 
members with several different on-
line events; mixing up education we-
binars, with contest and fun activities 
and a relaunch of our newly designed 
website!

We kicked off the month with COVID 
-19 and Business Interruption Insur-
ance as our first webinar, which was 
opened for registrations for brokers 
in all Atlantic provinces. This session 
was presented by Kamila B. Polus, 
Legal Consultant, Legal Research and 
Practice Group, Aon and Trevor Cluett, 
Claims Consultant, Claims Group, Aon 
in Toronto. The session provided in-
sights into the state of COVID-19 re-
lated business interruption claims, 
including litigation trends in Canada, 
the U.S., and the U.K. as well as what 
has been happening from a claims 
perspective. Special thanks to John 
Woodrow, Aon who sits on the Profes-
sional Development Committee for ar-
ranging this informative session!

Our second webinar was a State of 
the Market, with Amanda Dean, Vice 
President Atlantic, Insurance Bureau 
of Canada. This session was geared 
around the IBC’s pandemic response, 
commercial insurance, Atlantic auto, 
and climate change and the need for 
adaptation.

We hosted a lunchtime virtual yoga 
session via Zoom to give our mem-
bers a well-deserved break to sync 
their mind & body. We also had weekly 
email contests for members that drove 
traffic to our new site and asked ques-
tions about upcoming events. During 
the month IBANS was able to give 
away eight gift cards to IBANS brokers.

Our YBN also helped us celebrate 
April Broker Month, hosting a virtu-
al trivia night and a cooking event! 
For anyone who has participated, you 
already know what an amazing job 
our YBN do with their trivia nights! 
We had over 80 brokers and insurer 
partners register for a great night. To 
close out Broker Month, our YBN host-
ed a Cooking Event with local Nova 
Scotia Chef Andy Hay. Chef Andy has 
previously competed on MasterChef 
Canada Season 5 and is currently on 
MasterChef All Stars! Chef Andy’s fa-
ther, Stewart Hay is a Past President of 
IBANS, which goes to show that every-
one has an insurance connection on 
the East Coast! Our brokers and insur-
er partners cooked black bean burg-
ers with a chipotle mayo, and lemon 
potato wedges. Judging by the photos 
and comments, the finished product 
looked and tasted delicious, and has 
made its way into household meal ro-
tations!

We would like to say a big thank you to 
our sponsors, who not only help sup-
port IBANS events financially, but also 
take part in these events and join in on 
the fun! Your participation means a lot 
to IBANS and our members.

IBANS and our Public Relations Com-
mittee worked on an article for our 
provincial newspaper, The Chronicle 
Herald in a recruitment effort to at-
tract talent to our field. The headline 
“Fall into Something Great, and NOT 
by Accident! “was also used in a pro-
motional video we have used on social 
media to advertise the many opportu-
nities there are in a brokerage. Prior 
to launching both members were en-
couraged to post any positions on our 
career page so that we could help di-
rect anyone interested in changing or 
starting a new career path. 

Next up for IBANS was our annual 
Education Day on May 27. IBANS has 
switched this in person day to   an on-

Sarah MacVanel 

Canada’s Recognition Expert
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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.

line format. Our Platinum Sponsor, 
Economical Insurance is the sole spon-
sor for this special event. Our goal was 
to provide members a motivational 
day that included expert advice, tips 
on improvement, and heartwarming 
stories and judging by feedback, we 
accomplished it.

The day began with concurrent ses-
sions. A recruitment focussed session 
by Canada’s recognition expert, Sarah 
MacVanel geared for management/HR 
and an upbeat session on how to bring 
the joy back to your job for front line 
staff/CSR’s which was presented by 
keynote speaker, Jody Urquhart.

Our afternoon session, presented by 
best selling author Hamza Khan gave 
us tips on ways we can achieve success 
without burnout – working smarter, 
not harder. Many great lessons were 
learned in Hamza’s session.

Jody Urquhart

Motivational Keynote speaker

Hamza Khan 

Award Winning Marketer
Best Selling Author

Tareq Hadhad 

Founder & CEO Peace by Chocolate

you feeling inspired and resolved to 
make your own impact on the world. 
The biggest takeaway was a reminder 
that one should never take things for 
granted. A message that we so often 
forget, especially during a lockdown.

IBANS would like to thank Economical 
Insurance for a fantastic 
Education Day!

Probably the most popular session 
of the day was from Peace by Choco-
late founder and CEO, Tareq Hadhad. 
IBANS members joined Tareq on an 
emotional journey from Syria to Can-
ada with heartbreaking and perspec-
tive shaping stops along the way. From 
sunny days in Syria where the scent 
of roses filled the air to the begin-
ning of conflict and war. It was  truly 
thought provoking, and one that left 
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By Tom Reid, IBAC DX Lead

Digital transformation is a hot topic 
these days because of COVID-19 and the 
need to deliver goods and services in a 
safe and convenient manner. While the 
pandemic has thrown more fuel onto 
the fire, digital transformation always 
comes back to responding to consumer 
preference and/or improving efficien-
cies.

While it is easier for a vertically inte-
grated company (e.g., a direct writer) 
to provide a powerful digital custom-
er experience, it is challenging to do 
the same thing in the broker channel. 
The direct writer uses the same system 
from front to back. The broker needs 
to move data between many carrier 
systems and their own tools. Essential-
ly, that’s why carrier portals exist. You 
and your teams are the “network” that 
moves the data back and forth. 

The good news is that the data move-
ment challenge is solved by Application 
Programming Interface (API) connec-
tivity. The bad news is that our industry 
has many transaction types, suppliers, 
and broker systems. Some carriers, and 
several vendors, have started investing 
in connectivity using real-time CSIO 
standard APIs. However, there are still 
only a relatively small number of APIs 
available so far, and they don’t neces-
sarily align with the priorities of all in-
dustry players.

As brokers deal with many carriers, 
brokers will not change their business 
processes, improve their customer 
experience, or reduce expenses until 
there are enough carrier/vendor API 
implementations to make those chang-
es worthwhile. So, how can we solve 
this?

What is the DXCA & why should I care?

The DX Connect Alliance (DXCA) is 
a group of carriers and vendors that 
have agreed to focus on a subset of the 
overall challenge. The carrier group is 
Aviva, The Commonwell, Economical, 
Gore, SGI, RSA, Travelers and Wawane-
sa. The vendor group is Acturis/Power-
broker, Applied, Brokercore, Brokerlift, 
CSSI, Deltek, Nude Solutions, Pathway, 
Trufla and Vertafore.

The DXCA has agreed to implement two 
real-time CSIO standard APIs that cov-
er billing inquiry and claims inquiry. 
These APIs were chosen as they were 
the most commonly available amongst 
the group and can allow brokers to re-
duce expenses and improve the client 
experience. The data output from the 
APIs can be made available to a CSR 
through their BMS or self-served by 
the client through the broker’s client 
portal. 

Work is currently underway to doc-
ument the broker “business require-
ments” to help the carriers & vendors 

successfully connect their various APIs. 
This work is anticipated to be complete 
in June 2021. 

Towards the end of the integration por-
tion of the project, the third component 
of the DXCA will be chosen – the group 
of broker “test pilots”. IBAC will be re-
cruiting 20-40 brokers who have sig-
nificant volume with the above-men-
tioned carriers and use the systems 
provided by the participating vendors. 
This broker group will be tasked with 
implementing the new connectivity 
tools to their fullest. They will also be 
tasked with measuring the business 
benefits of these tools. For example, 
how much time has a CSR saved per 
call? How many clients self-served? 
While we have no doubt that the out-
come will be beneficial, we want to 
measure results and demonstrate the 
clear business case.

This iteration of DXCA is a starting 
point. Even when this part is complete, 
there are still many API transactions to 
be tackled and many carriers to get on 
board. However, this represents a great 
start, and is expected to set a template 
for future work to bring meaningful 
digital transformation to the P&C bro-
ker channel. The carriers and vendors 
involved in the DXCA should be ap-
plauded for their focus and dedication 
to the broker channel.

Digital Transformation in the P&C broker channel
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Five reasons brokerages across Canada choose Cowan 
1. We’re experts with over 40 years of program experience

2. Our comprehensive solutions provide leading coverage with 
flexible underwriting

3. We provide a quick turnaround for quotes
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Keeping Brokers Informed while Saving them Time and Money – 
The Next Generation of eDocs

CSIO’s Innovation and Emerging Tech-
nology (INNOTECH) Claims and Bill-
ing Working Groups have chosen to 
leverage CSIOnet and the CSIO eDocs 
Standard to deliver electronic claims 
and billing notifications.

The Working Groups endorsed the use 
of CSIOnet and the successful eDocs 
Standard due to their industry wide 
adoption and familiarity among in-
surance providers – including more 
than 2,200 brokerages and all major 
insurers.

Background

The INNOTECH Advisory Committee, 
launched in August, 2019, was created 
to evaluate the application of existing, 
new and emerging technology and dig-
ital innovation in the P&C insurance 
industry. Comprised of a cross-section 
of industry stakeholders including in-
surers, brokers and representatives 
from the Insurance Brokers Associ-
ation of Canada (IBAC), the Commit-
tee identifies, shortlists and approves 
solutions to solve some of the most 
common industry pain points. 

In March 2020, the Advisory Commit-
tee shortlisted claims and billing noti-
fications as two priority industry pain 
points for developing digital solutions. 
Working Groups for claims and billing 
were then formed to further investi-
gate the solutions. 

Feeling the Pain

Arguably, two of the most important 
and ubiquitous client transactions in 
the industry are claims and billing 
inquiries that are unrelated to policy 
changes. 

The current process is typically slow 
and unwieldly when customers have 
billing or claims questions. For bro-
kers to respond to inquiries about 
claim status or billing changes, there 
is a certain amount of back and forth 

with the insurer creating a cumber-
some customer service experience. 
Clearly, this gap in data exchange be-
tween insurers’ and brokers’ software 
prevents a seamless experience. 

With no common workflow for these 
inquires, proprietary software sys-
tems used by insurers and brokers 
prevent the sharing of customer data 
– machines cannot talk to one anoth-
er. As a result, valuable time is lost us-
ing inefficient and outdated methods 
causing brokers to be reactive rather 
than proactive. 

Last June, CSIO conducted a survey 
about brokers’ experiences with the 
current process for handling claims 
and billing inquiries:

•  66% reported making at least one 
claims related phone call per day
to an insurer

•  74% would like to receive a claims 
status update document as an 
eDoc

• 68% reported spending at least 
one hour per day supporting cus-
tomers with billing related items

•  68% of brokers would like to re-
ceive a cancellation notice (bill-
ing document) as an eDoc

CSIOnet and CSIO eDocs Standard 
Make Brokers’ Lives Easier

CSIOnet is essentially the ‘information 
highway’ with which eDocs are sent 
and is the network for connectivity 
and data exchange between insurers 
and brokers in the P&C insurance in-
dustry. More than 38,000 brokers and 
75 insurers connect with CSIOnet dai-
ly, and in excess of 45 million eDocs 
have been sent in the past year.

The CSIO eDoc Standard allows docu-
ments to be downloaded directly from 
an insurer’s system to a broker man-

agement system (BMS), via CSIOnet. 
eDocs are standardized which means 
that insurers and brokers who use eD-
ocs structure their data in the agreed 
upon rules to enable any software to 
read and store that data.

In a recent CSIO member survey, bro-
kers’ experiences with using the CSIO 
eDocs Standard was reflected in their 
highly positive feedback:

•  96% were “Satisfied” or “Very 
Satisfied” with their eDocs expe-
rience – because eDocs supports a 
reduced need for paper resulting 
in more efficient workflows that 
allow for real-time, instantaneous 
transactions 

•  79% indicated that eDocs were 
useful or very useful for Personal 
and Commercial Lines  

•  73% reported savings of up to one 
hour per day by receiving eDocs

INNOTECH’S Claims and Billing Dig-
ital Solutions – Easy, Fast, Seamless

What the digital claims and billing 
solutions offer is the ability for in-
surers to send customer information 
to brokers as eDocs, through CSIOnet. 
The electronic information is clearly 
labeled and attached to a customer 
file. Brokers can view the file within 
their BMS and see key claims and bill-
ing details that were automatically de-
livered. And, eDocs reduces the need 
for paper among brokers, insurers 
and customers creating more efficient 
workflows that allow for real-time, in-
stantaneous transactions.

Brokers and insurers are handed a 
practical and effective solution with 
accurate, up to date claims status and 
billing information. It is a giant step 
forward in the broker and insurer 
partnership and in providing excep-
tional customer service.
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Kathryn Sinclair,

Vice President 
Strategy & Operations at CSIO

“Having critical processes digitized 
and automated within the claims and 
billing journeys will make a signifi-
cant, positive impact for brokers and 
the customer experience. Eliminating 
manual work allows for greater pro-
ductivity and efficiency for brokers, 
requiring less time contacting insurer 
partners and more time focusing on the 
customer,” says Catherine Smola, Presi-
dent & CEO of CSIO. 

Learn more 

To learn more about the INNOTECH 
claims and billing digital solutions, 
access the “Everything INNOTECH” 

course in CSIO’s Digital Member 
eLearning program  (the course is a 
free member benefit for IBANB, IBAN, 
IBANS and IBAPEI members). Brokers 
can find out how much time and mon-
ey the solutions can save them by us-
ing CSIO’s Savings Calculator.

It’s an
unfamiliar

world.
Find a familiar face

and a valued partner
with Sovereign Insurance.

Visit sovereigninsurance.ca to learn more.

© 2021 The Sovereign General Insurance Company, a member of The Co-operators group of 
companies. Sovereign® is a registered trademark of The Sovereign General Insurance Company. Not 

all advertised products may be available in all jurisdictions. For full terms and conditions, including 
coverage limitations and exclusions, please refer to the policy wording. The Sovereign General 

Insurance Company is committed to protecting the privacy, confidentiality, accuracy and security of 
the personal information that we collect, use, retain and disclose in the course of conducting our 

business. Visit sovereigninsurance.ca or call toll free at 1-800-661-1652 to learn more.
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Updates from our roundtable discussions and 
support for commercial clients

You spoke, IBC listened

Amanda Dean, BPR, MBA, Vice-President

Last spring I wrote about the uphill 
battle facing insurance brokers in At-
lantic Canada in assisting commercial 
customers through this current hard 
market. As you may recall, Insurance 
Bureau of Canada’s (IBC’s) Nation-
al Commercial Insurance Task Force 
(Task Force), which launched in Jan-
uary 2020, completed its roundtable 
discussions and issued a final report.

The roundtables brought together 
insurers, brokers, businesses and 
organizations representing the com-
mercial trucking, non-profit, condo-
minium and hospitality sectors. 

I’d like to thank brokers from this 
region who took the time to actively 
participate in these roundtables, es-
pecially the one hosted just for bro-
kers in Atlantic Canada. The frank 
and honest conversation was incred-
ibly helpful. 

Key points from roundtables on 
trucking and hospitality

Challenges in the trucking sector have 
been on a slow simmer and are now 
beginning to boil over. The Task Force 
identified several issues, including 
the large number of older truck driv-
ers who are retiring, increasing the 
demand for younger and new driv-
ers with the appropriate training. 
The Task Force recommends that IBC 
and the Canadian Trucking Associa-
tion, which includes representation 
from the Atlantic Provinces Trucking 
Association, further study the chal-
lenges of insuring less-experienced, 

young drivers and look for training 
programs and minimal training stan-
dards that could help increase the in-
surability of these drivers. It is vital 
that young and new truck drivers be 
able to access the right training in At-
lantic Canada. 

The hard commercial insurance mar-
ket has also affected the hospitality 
sector in Atlantic Canada, particu-
larly since the start of the pandemic. 
The impact has been especially dire 
for small to medium-sized businesses 
within the sector that are contend-
ing with closures due to government 
lockdowns, new risks associated with 
operating virtually and exposure to 
liability for infections. 

Many of these businesses’ owners 
continue to express concerns about 
protection from civil liability as they 
adapt their operations to comply with 
government rules for providing es-
sential services during the pandemic. 
Brokers, together with insurers, are 
advocating for governments to put 
in place civil liability protections for 
these businesses. To date in Atlantic 
Canada, only New Brunswick has im-
plemented temporary civil liability 
protection reforms. However, I look 
forward to continuing our joint lob-
bying efforts and hope other Atlantic 
provinces will follow New Bruns-
wick’s lead. 

Finding solutions to working with 
underwriters

Talking with brokers, I hear a com-

mon complaint – they are having a 
tough time reaching underwriters. 
It’s a fair point. Equally challenging 
is that underwriters are receiving in-
creased requests from brokers across 
the country on behalf of their clients. 
We are also hearing from brokers that 
clients would benefit from receiving 
more notice of renewal rates or eligi-
bility. We continue to pass this along 
to our member companies and are 
discussing potential solutions. 

IBC is still listening

The leaders of brokers’ associations 
throughout this region are very ef-
fective at raising their concerns in 
discussions with IBC and its insurer 
members. I’m in the unique position 
of also seeing the issues from the 
insurers’ perspective. There remain 
challenges throughout global mar-
kets, as well as reinsurance decisions 
that have to be made due to interna-
tional exposure. This, in addition to 
claims pressures inherent in certain 
business lines, is creating a complex 
experience between brokers and 
their clients. 

Broker interaction is essential to the 
client experience in this hard com-
mercial market

IBC’s consumer information officers 
tell us the best way to navigate in the 
hard market is by providing complete 
submissions. This means digging 
deeper into the risks your clients’ 
businesses face. With limited under-
writing capacity in some lines, it’s 
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more crucial than ever to help your 
clients develop a risk management 
plan so that you and your client are 
on the same page as the underwriter.

I would like to remind you that 
IBC’s  free  risk management ser-
vice  can  help with accounts that are 
particularly difficult to place  at the 
moment. Brokers of record in Canada 
can connect with a professional risk 
manager through IBC’s toll-free Busi-

ness Insurance Helpline  to get ad-
vice and  discuss  options tailored to 
their  clients’  needs.  This service  is 
available through IBC’s toll-free help-
line at 1-844-2ask-IBC (1-844-227-
5422)  or by  visiting  businessinsur-
ancehelp.ca. 

As Atlantic Canada and the rest of the 
country begin to heal from the pan-
demic, we can be assured of one thing: 
Our industry will serve as a corner-

The way we work 
together may 
have changed.

Our commitment to support our 
brokers partners remains the same!

We’re here to be with our partners 
today as well as working together 
towards a better tomorrow.

aviva.ca

Aviva and the Aviva logo are trademarks used under licence by the the licensor.

stone of the economic recovery. By 
continuing to work closely together, 
I’m certain that our industry will get 
to the other side of these challenging 
times even stronger.

You may contact Amanda at (902) 429-
2730 or at, www.ibc.ca
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Kyla S. Russell

Covid-19 is a novel virus, meaning that it is a 
new strain of coronavirus that had not been 
previously identifi ed in humans. As such, al-
though people are learning more and more 
about this virus, a lot remains unknown 
about the long-term eff ects of Covid-19 and 
how it will aff ect people as we move for-
ward. Not only is the medical community 
grappling with the impact of Covid-19, but 
the insurance community is too. 

The Situation

According to the World Health Organiza-
tion (WHO), 80% of Covid patients develop 
a mild infection, while the remaining 20% 
develop severe to critical infections. Un-
fortunately, as we know, Covid-19 can be 
fatal; however, recovery is generally esti-
mated to be two weeks for mild infections 
and six weeks or more for severe to critical 
infections. But for some Covid-19 suff erers, 
Covid-19 symptoms can linger for much 
longer than expected. While information is 
still being learned about the lasting-eff ects 
for these people, a name has been given to 
them—long-haulers. It is these individuals 
who will most likely need long-term dis-
ability insurance; however, the question 
is—will they be able to get coverage? 

Each disability insurance policy is diff er-
ent and each person’s situation is diff erent. 
Generally-speaking, people seek access 
to their long-term disability insurance for 
fi nancial assistance when they are unable 

to work due to an accident, illness or in-
jury that prevents them from completing 
the duties of their own occupation. After a 
specifi c period of time, usually two-years, 
they are considered permanently disabled 
if they cannot return to any occupation. 

To be able to access these disability bene-
fi ts, initially and on an ongoing basis, plan 
members have to show that, apart from an 
accident or injury, they suff er from a diag-
nosed illness. Those who contract Covid-19 
may be eligible for long-term disability 
if the Covid-19 symptoms—particularly 
breathing diffi  culties, fatigue/weakness 
and gastrointestinal problems—make 
it diffi  cult for them to do their job or any 
job. While they may be eligible for long-
term benefi ts, showing that they suff er 
from ongoing Covid-19 symptoms and that 
Covid-19 is their diagnosis may in some sit-
uations be diffi  cult.

Long-haulers

Long-haulers who contract Covid may ini-
tially have a positive-test, but then as they 
move through the recovery period, their 
worst symptoms disappear and further 
Covid tests are negative. Despite the neg-
ative tests, they may not have returned to 
feeling like their former selves because 
their symptoms continue to linger. Har-
vard Medical School identifi es the most 
common lingering symptoms as fatigue, 
body aches, shortness of breath, diffi  culty 
concentrating, inability to exercise, head-
ache, and diffi  culty sleeping. All of which 
can be attributable to other diseases or dis-
orders, and which do not necessarily show 
up on medical tests and medical imaging; 
thus, making the diagnosis diffi  cult and 
making it hard to attribute these symp-
toms to Covid-19. 

It may only be from the person’s medical 
history with Covid-19 that doctors are able 
to diagnosis the person with long-term 
Covid-19 symptoms. Depending on the 
policy and the insurer, that method of di-
agnosis may be insuffi  cient proof for cov-
erage under the policy. A diagnosis can be 
further complicated if long-haulers have 
returned to work after their initial recovery 
period for a period of time, but then fi nd 

themselves unable to do their jobs because 
of their ongoing symptoms. The end result 
may be that coverage is denied. 

A novel virus is a novel risk

Not only does the lack of knowledge about 
the long-term eff ects of Covid-19 poten-
tially impact coverage, but the insurance 
industry is also in a state of fl ux as to how 
policies should respond to the impact of 
this new virus. Because Covid-19 is such 
a novel virus, it is also a novel risk for the 
insurance industry. The insurance industry 
has not had a lot of time to research and 
monitor the long-term impact of  Covid-19, 
including how to value the underwriting 
concerns created by Covid-19 disability 
claims. The true extent of these claims—
the number of claims and the duration of 
claims—cannot yet be fully realized. 

Insurers are faced with trying to fi gure out 
how to maneuver the fi tting of the poli-
cy risks created by Covid-19 claims into 
pre-existing policies or drafting new pol-
icies that address Covid-19 claims. In the 
meantime, Covid-19 long haulers are mak-
ing claims against their long-term disabil-
ity policy, using the limited medical infor-
mation available to them. 

A Final Word

The lack of knowledge and information 
about Covid-19’s long-term eff ects defi nite-
ly creates a conundrum, not only for long-
term disability plan members but also for 
insurers. For everyone involved it creates 
another layer of stress, especially for those 
who continue to battle the illness. It is im-
portant to remember that everyone is deal-
ing with the newness of this awful virus. 
Answers may not be readily available, but 
some understanding and kindness may 
help ease the burden. 

Disclaimer: The content on this article is provided for 
general information purposes only and does not con-
stitute legal or other professional advice or an opin-
ion of any kind. Readers are advised to seek specifi c 
legal advice by contacting members of C3 Legal (or 
their own legal counsel) regarding any specifi c legal 
issues. The article was current as of its original date 
of publication, but should not be relied upon as accu-
rate, timely or fi t for any particular purpose.

Covid and Long-Term Disability Coverage 
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Marketing Strategy Starts with Business Strategy

Andy Buyting
Founder & CEO of Tulip Media Group

I often consult with businesses that want to 
crack the code for eff ective marketing strat-
egies. 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 overwhelm-
ing and can be diffi  cult to fi gure out where 
to start when the world of digital marketing 
is so complicated. Everyone just wants to un-
cover the right strategy for their business.

Businesses often respond to this challenge by 
simply attempting 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 run-
ning a completely diff erent business than 
you are, so you won’t succeed at using a mar-
keting strategy identical to the one they have 
in place. You need to develop a unique mar-
keting solution that fi ts your business.

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

Not only do I want to understand the usual 
details of your business, 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 purpose 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 because 
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 ef-
fective marketing strategy. There are so many 
questions we need to ask about your business 
before we can even begin to formulate a mar-
keting 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 consulting industry 
that had initially hired us to help roll out a new 
assessment program. We came in, got to fully 
know and understand their strategic initiative, 
and got to work moving things forward.

The challenges started appearing very quick-
ly when we were not able to get the support 
we needed from them to build this part of 
their business. When we tabled the discus-
sion, we discovered that the initiative was ac-
tually 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 business. 

So, we started from ground zero and devel-
oped a new strategy for their revised ini-
tiative. 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 conse-
quence, we weren’t able to build any traction 
because we were not in sync with our Cli-
ent-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 another 
initiative. It became apparent to us then that 
their business strategy was unclear, and be-
cause of this, it wasn’t possible to develop an 
eff ective marketing strategy for them. 

Now when we agree to bring on a new Cli-
ent-Partner, we require 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 out-
comes for companies that understand their 
business strategy and have a good sense of 
where they want to go.

Our Client-Partner Metalfab Fire Trucks exem-
plifies 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 need-
ed to accomplish, which was to secure more 
opportunities to reach potential customers for 
their $500,000 custom fire 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 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 marketing 
strategy that has delivered incredible results. 
In fact, in 2020, despite not having access 
to trade shows as their primary marketing 
channel, Metalfab managed to engage with 
as many prospects as they had in previous 
years without skipping a beat. Not to men-
tion accomplishing this without having to 
step foot in a single trade show or conference 
has saved them an enormous amount of time 
and money.

Consider these contrasting examples when-
ever you’re looking at your marketing. With-
out a clear understanding of your business 
strategy, you’ll be left to run in circles when 
it comes to developing your marketing strat-
egy. 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 de-
velop 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 pro-
grams would be a good fi t for achieving your 
growth goals.



AUGUST
IBANB Classic Golf August 26th

SEPTEMBER
IBANB Webinar: FCNB compliance September 9
IBANS AGM September 15
Atlantic Offering Webinar: Commercial Disaster Planning September 16
IBAC  AGM in Lake Louise September 22-24

OCTOBER
Atlantic Offering Webinar: Ethics for the Insurance Professional October 5
IBANB CAIB 1 Interactive Immersion October 12-16
IBANB CAIB 2 Interactive Immersion October 17-21
IBANB AGM  October 21
IBANB CAIB 3 Interactive Immersion October 22-26
IBANB CAIB 4 Interactive Immersion October 27-Nov 1

NOVERMBER
Atlantic Offering Webinar: Ice Damming November 18
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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.


