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longevity as a Western National
Underwriter?
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W We're proud that our underwriters average more than 15 years of serving
you and your Western National clients. You can get more done when your
WESTII-:zN NﬁTIONAL underwriter has a long shelf life. The proof is in the partnership.
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A Full Service MGA: Brokerage - Commercial Property & Casualty - Garage
Earthquake, Flood and Landslide (D.I.C.) - Personal Lines - Pollution - Storage Tanks
Environmental Liability - Professional Lines - Surety Bonds - Transportation

Make Griffin your first stop for access to top-rated markets.
If it is Commercial, we can help!

Artisan/General Contractors
Surety Bonds
Commercial Auto/Trucking

Daycares

Special Events, Including Liquor
Business & Personal Services
Restaurant/Bar/Tavern/Liquor Exciting new Transportation Markets

Vacancies Many products available to quote online
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Apartments/Commercial LRO Service unmatched by many of our competitors

We can be your ‘Personal Shopper’. Have you tried GUS lately?

GRIFFIN %

UNDERWRITING SERVICES

Serving over 2,200 agents throughout Washington and Oregon, and a proud supporter of IABW.

Washington submissions@gogus.com Oregon
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was part of a group of IABW members who traveled
to Washington D.C. in April to meet with our

state’s Congressional delegation to discuss issues of
importance to independent agents:

*  Streamlining the process of licensing nonresident
agents to make it easier to write insurance in other
states, while keeping the Federal Government out of
insurance regulation.

*  Preserving consumer access to agents in health
insurance by excluding agent compensation from
the Medical Loss Ratio spending caps.

*  Reforming the national flood program for its long-
term solvency by reducing subsidies, dealing with
repetitive loss properties and modernizing the
coverages.

Our association’s political influence is a good example of
how independent agents from throughout the country can band
together to be a powerful force in our legislative process. As
individuals we do not have much of a voice but collectively we
are very powerful.

The Big I Pac pools smaller political contributions together
to support elected officials and candidates at the state level, to
advance IIABW core principles on agent-specific insurance
industry and general business issues. InsurPac does the same
for the U.S. Congress. I have personally contributed to each
PAC again this year and encourage all members to join me in
making an investment in our livelihood.

Government affairs is just one example of the power
independent insurance agents have when we join together.
Collectively, we have lost market share to captive agents and
direct writing companies over the last few decades. Project
CAP is one of the solutions to our problem with declining
market share. Project CAP will help agencies compete with the
deep pockets of captive carriers through a new internet-based
marketing initiative. CAP uses our collective numbers and our
carriers, as well as the Trusted Choice brand, to increase our
online presence.

Research shows that almost 75% of consumers use the
internet at some point when looking for auto insurance. We

(&= |iiabw

Independent Insurance Agents
& Brokers of Washington

Strength in Numbers

know that social media is everywhere. There are over 845
million Face book users, 100 million LinkedIn users, and 380
million people on Twitter. As an industry, the independent agent
distribution channel has been slow to react, partly because of
the high cost and complexity of search engine optimization for
such a fragmented distribution system. Our individualism is
usually our strength but, for such a large initiative, it has held
us back. I encourage you to read article in this issue of Big I
Washington and go to www.projectcapmarketing.com for more
information.

We are all individual business owners and producers
who compete against each other on a daily basis. We are
truly independent. But sometimes it is in our best interest to
come together as one to further our cause in politics and to
get a strategic advantage in the marketplace over our true
competition in personal lines: direct writers and captives. |
encourage you to support your political action committees and
to, at a minimum, sign up for the free Bronze level of Project
CAP.

Finally, I encourage you and others in your office to attend
the Young Agents Annual Conference on June 14-15 at the
Beautiful Davenport Hotel in Spokane. This event will be filled
with networking events, CE seminars and sales training.

Darren McEuin, President
darrenm@conoverinsurance.com




Your customers are waiting

Your competition is already here.

THE TIME IS NOW!

Find, Sell, and Keep More Modern
Consumers Profitably!

Find out how by scheduling a FREE system tour today.
www.astonish.com

or call 888-899-1243

INTERNET PROFIT WARNING:
Uising Astonish Results daily has been proven to dramatically increase leads, sales, profit, and customer loyalty. Agencies across the country are using the
Astonish system o sall mome premium, make more money, and have more fun, Take the 180-Second Tour ai AstonishResults.com o discover how you can
leverage the Infemet to grow your agancy)
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By Michael Fleischner

he Millennial generation, born in the general listening to the radio or watching television—all the more

timeframe of 1977 and 1998, is just beginning to reason to ensure that you utilize cross-media marketing and

enter the workforce—which means you need to ensure consistency among your communications.

start paying attention to them as potential young From an academic perspective, they are the group that
producers at your agency. Members of this 75 million person was able to play a sport, attend school and engage in social
group are being raised at the most child-centric time in our endeavors all at once. Millennials believe in going green and
history, and the impact to marketers is undeniable. supporting endeavors that are good for the environment.

In general, it is said that this group displays a great deal When it comes to work, Millennials seem to expect

of confidence. This could be the result of focus they receive structure. They acknowledge and respect positions and titles,
from parents and high expectations placed upon them—not and want a relationship with their boss. Millennials are in need
to mention their newfound independence with the advent of mentoring, and they’ll respond well to the personal attention.
of cell phones, the Internet and other electronic forms of When considering the management of Millennials, be mindful
communication. This is truly the first generation to grow up that they appreciate structure and stability.
completely online, and as a result, the marketing mix used to # Mentoring Millennials

target them needs to evolve. As you might expect, this group is should be more formal, with

technically literate like none other. set meetings and a more

Socially, Millennials are different as well. They are authoritative attitude on the
typically team-oriented, banding together to date and mentor’s part.
socialize rather than pairing off. They work well Now that you understand
in groups, preferring this to individual a little more about the target
endeavors. They are also good at you are seeking to attract,
multitasking and were the consider the places

ones studying while they go for

Il i "rl
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information and the way they behave. Millennials are logging
into their Twitter and Facebook accounts three to four times
each day, sending instant messages to friends and uploading
their videos to YouTube. Are you there?

e Listen to the conversation. Where many businesses
are failing today is that they are not listening to the
conversations that the Millennials are having about
their products or their company. Sign up for Google
Alerts, visit Technorati and see what individuals are
blogging about.

o  Create accounts in Facebook, Twitter and other
social media. Put you name out there. Make sure that
your company has a space among social media outlets.
Keep in mind though not to be overly commercial.
Millennials can see right through it. Rather, be
genuine and let your prospective market understand
what you’re really about and what you stand for.

e Communicate on a personal level. Create a
two-way dialogue with your audience. Give them an
opportunity to speak to you. Whether you let them
rate your products, share comments or share their
experience with friends, providing a forum to socialize
is essential.

e Focus on consistent messaging. Regardless of which
media type you use (email marketing, direct mail,
adwords, etc.), keep your messaging consistent. If
you say one thing and do another, or change your
messaging frequently, you will not be building the
trust necessary to ensure lifetime customer value.

e Be creative. When your marketing is creative, it can
very quickly gain momentum. With the advent of
YouTube, Flickr and Delicious, messages are quickly
shared and distributed. Don’t force the issue. Rather,
create something meaningful, fun and worth sharing.
Before you know it, the Millennials will be sharing
and distributing information about you and your
brand.

Improving the effectiveness of your marketing to
Millennials is no small undertaking. To be truly successful,
you need to understand the social dependence these individuals
have when communicating and the value they place on the
opinion of others. Although much of Millennial marketing
needs to happen online, don’t lose track of some traditional
media like direct mail. As much as marketing has changed,
traditional media can still be effective—just make sure it has a
social component.

Michael Fleischner is an Internet marketing expert and
Jfounder of MarketingScoop.com. He has more than 13 years of
marketing experience and is the author of “SEO Made Simple:
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Strategies for Dominating the World's Largest Search Engine.’

If You're a Standout,
You'll Fit In.

Capital Insurance Group® (CIG) is looking for outstanding
partners interested in growing their personal and commercial
insurance business.

Why CIG? We're the top-rated property and liability carrier in
the West. For more than a century, we've provided a superior
balance of coverage, protection and value. Plus, you'll be
backed by a solid financial track record and extensive local
knowledge, claims and underwriting experience.

* Generous Profit-Sharing Plan
* 24/7 FastTrack Processing™ Claims Service

* 95% Positive Customer Feedback on
Claims Service

« High Retention Rates
 Rated “A” Excellent by A.M. Best
* Ward's 50 Top Performer

Call Jim Geisler at 503-686-1947

for more information.

www.ClGinsurance.com
Insuring the West since 1898

-CIG DELIVERS MORE.
i , Continuously.”

CIG Personal Insurance coverage is currently available in California,

Nevada, Oregon and Washington. CIG Commercial Insurance is currently
available in Arizona, California, Nevada, New Mexico, Oregon and Washington.
Surplus lines products are available in Arizona, California, ldaho, Nevada,
Oregon and Washington.

More Safety. More Security. More Savings.™




CERTIFICATES OF INSURANCE RULE ADOPTED

he Office of the Insurance Commissioner has adopted a new rule which makes it illegal for a
third party to pressure agents to issue a certificate of insurance that contains false information
that is not consistent with the underlying policy. The rule will be effective on May 17, 2002.
ITABW has created a sample letter for member agents to share with third parties who are
breaking this law and asking you to do so as well. Contact Dan Holst (dholst@wainsurance.org) or go to
our member’s only web site for the letter.

ITABW brought this issue to the OIC last year in hopes of creating a solution to the current situa-

tion in which agents are pressured to modify a certificate so their customers could win a bid and/or get

paid for a job. This new rule reiterates that the agent can’t issue a certificate with false information but it

would also now makes it illegal for a general contractor, government entity, builder, etc. to even request

one.

The new rule, WAC 284-30-355 (4), states “No person may knowingly demand or require an

insurer, insurance producer, surplus line broker, or policyholder to issue a certificate that contains any

false or misleading information or that purports to alter, amend, or extend the coverage provided by the

insurance policy.”

NEW SECTION

WAC 284-30-355 Certificates of insurance. (1) The following
definitions apply to this section.

(a) “Certificate” or “certificate of insurance” means any
document, without regard to title or description, that is issued
by an insurer, insurance producer, or surplus line broker as
evidence of property or casualty insurance coverage. Certifi-
cate or certificate of insurance as used in this section does not
include an insurance policy, insurance binder, an automobile
insurance identification or information card, or a certificate
issued to a person or entity that has purchased coverage under
a group master policy.

(b) “Certificate holder” means any person, other than a
policyholder, that requests, obtains, or possesses a certificate.

(c) “Property” means the insurance coverages described
in RCW 48.11.040.

(d) “Casualty” means the insurance coverages described
in RCW 48.11.070.

(e) “Insurance binder” means a temporary document that
serves as evidence of insurance until the insurance policy is
issued.

(f) “Insurance policy” means the executed insurance
policy issued to the named insured as part of an insurance
transaction as defined in RCW 48.01.060.

(2) This section applies to all:

(a) Certificate holders, policyholders, insurers, insurance
producers, surplus line brokers; and

(b) Certificates issued as evidence of insurance cover-
age for risks located in this state without regard to where a
certificate holder, policyholder, insurer, insurance producer, or
surplus line broker is located.

(3)(a) If a certificate holder is named within the policy or
endorsement and the policy or endorsement requires notice to

be provided to the certificate holder, a certificate holder only
possesses a right to notice of:

(1) Cancellation;

(i1) Nonrenewal; or

(iii) A material change, or any similar notice concerning
the insurance policy.

(b) The insurance policy governs the terms and conditions
of the notice, including the timing of the notice.

(4) No person may knowingly demand or require an
insurer, insurance producer, surplus line broker, or policy-
holder to issue a certificate that contains any false or mislead-
ing information or that purports to alter, amend, or extend the
coverage provided by the insurance policy.

(5) No person may knowingly issue or circulate a cer-
tificate that contains any false or misleading information or
that purports [ 2 ] OTS-4608.3 to alter, amend, or extend the
coverage provided by the insurance policy.

(6) No person may issue, demand, or require, either in
addition to or in lieu of a certificate, a document that contains
any false or misleading information or that purports to alter,
amend, or extend the coverage provided by the insurance
policy.

(7)(a) Nothing in this section affects or excuses a per-
son’s obligation to obtain an insurance policy for the benefit
of a third party that conforms to specific contractual or legal
requirements.

(b) Notwithstanding any requirement, term, or condi-
tion of any contract, the insurance coverage provided by the
referenced policy of insurance is subject to all the terms,
exclusions, and conditions of the policy. A certificate of insur-
ance does not confer new or additional rights beyond what the
referenced policy of insurance provides.




IABW’s New Logo >>>
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Independent Insurance Agents
& Brokers of Washington

TABW has changed our corporate
logo after 25 years to bring it in line
with our national association. The
Independent Insurance Agents and
Brokers of America changed its logo last
year to connect it more closely with our
national marketing brand, Trusted Choice.
ITABW continues to encourage our
member agents to use the Trusted Choice
logo for their own marketing materials
including web site, facebook page,

business cards, advertising, etc.

A National Network of Offices

Providing You Local Expertise!

BOTHELL

FEDERAL WAY

POULSBO

RPS SEATTLE

Garage Liability & Physical Damage
General Liability

Inland Marine

Personal Lines

Professional Liability

Programs

Property

Transportation

Umbrella & Excess Liability

and more!

Risk Placement Services, Inc.

Binding & Brokerage Capabilities for:

RPS MIS

Formerly Mutual Insurance Services,

this new merger partner demonstrates our
company’s commitment to growth in both
geographic scope and product offerings to
serve you better.

Personal Lines
Commercial Property & Casualty
Professional Liability including D&O,
E&O and EPLI
Programs

Bed & Breakfast (Nationwide)

g?olﬁg(tjzyerf\?irce! 800-24‘7-5851

RPS NIPC

Program Administrators for:

Beauty Services (Tattoo, Permanent
Cosmetics, Medi-Spas, Body Piercing
and Tanning Salons)

Bicycle & Ski Dealers/Rentals
Bicycle Manufacturers

Bicycle Distributors / Importers
Private & Charter Schools
Religious Institutions

Social Services Agencies

sompe e 360.697.3611

For a complete listing of office locations, visit:
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n an age when many lament the intrepid rise of

direct writers and their effect on personal lines

insurance, the Big I and its strategic partners have

stepped up to refocus attention on this critical
market and reclaim the independent agent’s rightful
share. Created through an alliance of the IIABA, Trusted
Choice® and key insurance carriers, Project CAP is an
industry-wide initiative with the vision and resources
to elevate the independent agent’s online presence and
digital marketing expertise.

Not long ago, independent agents owned a majority
share of the personal lines insurance market. Today, we
barely have 1/3 of the market share. And every point of
that personal lines market adds up to about $2.8 billion
in written premium — or roughly $300 million in agency
commissions. That’s our market. That’s our point. We
want the independent channel to get that point and more.”

Most would agree that the independent channel still
offers insurance consumers more choices, better service
and greater advocacy than direct writers or captive agent
carriers. But the way in which consumers seek out and
evaluate options has changed. The A channel hasn’t
changed quickly enough to keep up. 75% of today’s
personal auto insurance shoppers begin their search for
new coverage online, but independent agents are virtually
invisible. We’re not showing up where customers are
looking, so we’re missing the chance to tell our story.

INDEPENDENT
AGENTS UNITE
TO RECAPTURE
MARKET SHARE

That’s where Project CAP comes in.”

Guided by a senior team of specialists with both
insurance industry and Internet marketing experience,
Project CAP has established a two-pronged strategy to
help independent agencies leverage digital marketing, and
help consumers find and connect with independent agents.
To help drive this strategy, the organization is rallying all
22,000 ITABA member agencies to “join the cause” and
participate in two key initiatives:

e A new Consumer Portal that allows online
insurance shoppers to compare coverage options
from multiple carriers and connect with a local
independent agent.

e A comprehensive Industry Website that provides
independent agencies with all of the digital
marketing technology, tools, training and
services they need to attract and relate to today’s
online consumer.

Last month, the organization opened enrollment for
its much-anticipated agency marketing programs through
the new industry website at www.projectcapmarketing.
com. Developed by some of the best marketing minds
in the industry, this new resource provides a broad
selection of digital marketing products and services
for every independent agency — regardless of size,
experience or expertise. Current agency offerings range
from introductory and advanced self-directed packages to



Experience
a World of

Difference

Since 1970,
our seasoned professionals
continue to outperform
the competition with
tailored solutions for simple
and complex risks.

OUR MOST RECENT HITS

¢ $15M limits for DIC including
Quake & Flood (Tsunami) for
Costal Properties

e $2M/$4M Architects and Engineers
for a Sustainability and Green
Consulting Firm

e $1M/$3M Medical Professional

Worldwide Facilities, Inc. for a Medi-Spa

Independent Wholesale Brokerage and Managing General Agency
e $1M GL + $4M Excess + $1M

Contact our Seattle Team CPL for a Commercial Roofer

(206) 749-9151

¢ $1M Cyber/Privacy Liability

Heather Baldwin Ext. 100 S. Chris King Ext. 113 for Medical Office
hbaldwin@wwfi.com cking@wwfi.com
e $1/$2M/$2M for Residential

Ruth Boozer Ext. 104 Erik Lindquist Ext. 105 Home Builder
rboozer@wwfi.com elindquist@wwfi.com

Helga Gardipe Ext. 107 Tammy Neilson Ext. 111 * $5M GL and CPL for

hgardipe@wwfi.com tneilson@wwfi.com Infrastructure Contractor
Stan Heydrick Ext. 108 Eric Sawyer Ext. 115 .

sheydrick@wwfi.com esawyer@wwfi.com visit WWW.wwifi.com

to see our full range of products for
Mike Stutsman Ext. 103 General Liability, Financial Services and

mstutsman@wwfi.com Officers, Property and Builders Risk

LOS ANGELES | ATLANTA | IRVINE | PHOENIX | SAN FRANCISCO |I SEATTLE
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fully customized programs with accompanying professional
services. In fact, the Platinum and Diamond marketing
programs offer a level of service equivalent to hiring a full-
time marketing agency, but at a fraction of the cost.

Perhaps best of all, every Project CAP agency marketing
program also includes early enrollment for participation in
the new consumer portal — and the basic Bronze package is
available to IABA member agencies free of charge.

Scheduled for launch later this year, the Project CAP
consumer portal will address the insurance consumer’s
collective desire for knowledge, choice, and comprehensive
service. While some other online options may also offer
consumer research and rate comparisons, none present the
unique combination of benefits that will be available here.
Aside from the ability to evaluate dozens of insurance
companies, the opportunity to select an independent agent
who will advocate on their behalf is an advantage most
shoppers will find irresistible.

Every agency participating in the new Consumer
Portal will receive an online profile visible to all visitors
to showcase your key producers and all the benefits they
provide. Whether consumers choose to request an online
quote or not, they’ll always have the option of reaching out to
your agency for assistance in determining or completing the
right coverage.

In its effort to provide something for every IIABA
agency, Project CAP has also become the industry source
for the new Trusted Choice® Mobile App. Designed to work
on Android and I phones (with Blackberry versions coming
soon), this amazing resource allows consumers to find a local
Trusted Choice® agent, create their home inventory, document
an accident, ask a question and read relevant headlines — all
from their smartphone, tablet or other mobile device.

Since digital marketing is all about building relationships
that build brands, this app can be customized with an
agency’s color scheme and logo. It’s also integrated with
both Project CAP and ITABA online systems to provide
participating agencies with single sign-on and easy account
administration.

To encourage adoption and use, the new Trusted
Choice® Mobile App is available as an added component of
most Project CAP agency marketing packages or separately
for a nominal monthly fee.

According to Project CAP, all of its agency programs,
products and services are not only designed to employ the
best practices of digital marketing, but to deliver real results
in the real world specifically for independent insurance
agents. But these programs are just part of a much larger
initiative to reunite the independent channel as one collective
voice and one Trusted Choice®.

In summary, the Big I believes that if every agency

will raise its hand and join the cause, then the independent
channel will raise its presence with online consumers and
return its agents to a position of leadership in personal lines.
Today’s search results rankings are all based on the number of
connections each entity enjoys. With our 22,000 agencies all
pointing to the portal — and each other —the Big I can’t help
but dominate its category.

To help spread the word, Project CAP has established
an informational website at www.projectcap.info and also

recently launched its own page on Facebook. ITABA
association members who would like to receive regular
updates on any of the above initiatives may sign up through
either of these resources.

cap

Independent agents who would like more information about
Project CAP agency marketing programs are invited to call
855-372-0070, email info@projectcapmarketing.com or visit

www.projectcapmarketing.com.
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If you cannot place all of your clients’ personal
insurance needs, they will find someone who can.

When it comes to personal insurance, every part matters. Because when one
piece goes missing, the entire account could come undone. At Burns & Wilcox,
we can insure individual portions of their coverage or the whole account. So you
do not have to turn away any business. We have the expertise, resources and
experience that can only come from being the largest independent wholesale
broker and underwriting manager. Need help with personal insurance? No one
has you covered like Burns & Wilcox.

San Francisco, Galifornia | 415.421.4244

toll free 800.759.4855 | fax 415.421.0620

sanfrancisco.burnsandwilcox.com I "
B

e Commercial ® Personal  Professional ® Brokerage e Binding ® Risk Management Services

urns & Wilcox
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Contractual Liability
Additional Insured Status

[
“l have had discussions with agents who believe that the wording in the 1SO
CGL policy pertaining to an “insured contract” covers the requirement to
add additional insured status to a policy when required in a subcontractor’s
agreement. They attach a copy of that wording in place of the additional insured
endorsement. Is this correct? If so, why are Al endorsements even needed?”

[

Saying that equating contractual liability coverage to additional insured status is a “stretch” could be the
understatement of the year. In our opinion, anyone not providing true additional insured status via endorsement is
opening him/herself up to a significant E&O exposure. Below are comments from the VU faculty on this premise.

Faculty Response

It’s more than a stretch. The contractual liability coverage exception to the contractual liability exclusion provides
coverage to the insured if the insured’s breach of an “insured contract” causes bodily injury or property damage. It
does not make the other party to the contract an insured, nor does it give that party any right except as a claimant

seeking indemnity.

Faculty Response

The answer is no. Subparagraph f. of the definition of an “insured contract” does not give additional insured status
to the individual involved. What it does is create the undefined status of “uninsured indemnitee” for the individual
that is being held harmless by the named insured in the “insured contract,” but has not been added as an additional

insured.



Property Coverage Available:
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« Agreed value, all risk yacht contract

« Coverage for consequential property damage

« Damage by vermin, sealife, animals, etc. is covered
« Broad navigation limits —includes Southeast Alaska

FOR AN AGENCY APPOINTMENT CALL:
T 206.919.5991

E holly.whitemarsh(dpremiermarine.com
* No volume requirements

FOR A QUOTE TODAY CALL, FAX OR EMAIL:
T 800.589.4208 F 800.522.4461
E dennis.burgess(dpremiermarine.com

Premier Marine Insurance Managers Group (USA) Inc.
800 Fifth Avenue, Suite 4100, Seattle, WA 98104

PREMIER MARINE




What is the problem or difference, you may ask. The
answer is defense costs. All insureds under the CGL have their
defense costs outside limits. The “uninsured indemnitee” has
his or her defense costs inside limits. Since the 1996 edition
of the CGL, it has stated as such. Just refer to the exclusions
section of Coverage A in the CGL, exclusion b. Contractual
Liability, subparagraph (2). In the fifth line of the subparagraph
begin with the sentence that starts, “Solely for the purposes....”

This verbage was added in the 1996 edition of the CGL
for clarity that any defense costs to someone “other than an
insured” (beginning line 9 of the subparagraph), would be
inside the limits of the insurance. The person who is “other than
an insured” is the uninsured indemnitee. By the way, this term
is not defined nor even found in the CGL

Faculty Response

Paragraph F. adds as an “insured contract,” any contract in
which the insured assumes the tort liability of another party
for BI or PD. This provides protection for an insured who
assumes the liability of a third party in a contract (i.e., hold
harmless clauses and indemnity agreements). If the third party
wants to be an additional insured, they want to be a party to
your insured’s policy. They need to be added by endorsement.
Additional insureds and indemnitees are not the same.

Faculty Response

No it does not! Contractual liability provides for the assumption
of another party’s tort liability if the loss is covered by the GL
policy. The requirement to add an additional insured is not

the type of action that is covered by contractual liability. That
practice sounds like a great way to lose an E&O claim as well
as a client.

Faculty Response

These agents are wrong. The complexity of the situation is
outlined, in part, in this article from the public area of the
International Risk Management Institute:
http://www.irmi.com/Expert/Articles/2006/Stanovich03.aspx

Faculty Response

The limited contractual liability coverage in the CGL won’t
cut it when Al status is needed. Even full contractual liability
coverage may be inadequate. Here’s an article from CGL
guru Don Malecki on this from the archives of Rough Notes
magazine:

http://www.roughnotes.com/rnmagazine/2003/sept03/09p70.
htm

More information:

e  http://www.contractormag.com/articles/column.
cfm?columnid=362

e  http://www.constructionweblinks.com/Resources/
e Industry Reports Newsletters/May 24 2004/

insured.html

Faculty Response

If you are relying solely on contractual liability coverage,

even the provision that says it applies to the assumption of tort
liability, you’re opening yourself up to claims that an event

is not an “occurrence” under the policy if it consists of a pure
breach of contract shrouded in tort. This is a real danger in
many legal jurisdictions, as discussed in this article:
http://www.iiaba.net/VU/Lib/Ins/CL/CGL/
WilsonNoOccurrence.htm

When the other party is given additional insured status, this
becomes a non-issue since you aren’t relying exclusively on
contractual risk transfer.

Reprinted with permission from IIABA's Virtual University.
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Water Extraction, Flood Damage Cleanup
Thermal Imaging, Mold Remediation
Sewage Damage Cleanup, Lead Abatement

800-767-2394

CERE

www.RESTORXxDKI.com

Licensed, Bonded, Insured Contractor # RESTOW*916LK




With over 25 years focused on the nonprofit community, it's easy to see why

we'’re the nonprofit insurance experts.

DONATION
BOx

At Charity First, we insure nonprofits. In fact, that's
all we do. And we have been doing it since our
doors opened in 1985 in San Francisco. Today,
our organization insures over 5,000 nonprofit
organizations throughout the United States.

Nonprofit Organizations
Religious Organizations

Social Service Agencies
Combine this experience with our sole focus on
the nonprofit community and it's easy to see
why we have become the nonprofit insurance
experts.

haritykirst

Insurance for Nonprofits

Find out more at www.CharityFirst.com

CHARITY FIRST e 1 Market St., Spear Tower, Suite #200 e San Francisco, CA 94105 e Phone: 800-352-2761
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Social Media and Online Marketing —

What’s the Real Deal?

By Jason Hoeppner, CIC

ften when I speak with an agency owner,

COO, or marketing manager about social

media, I get asked about the results other

agencies are seeing, in particular their
return on investment (ROI). As a result of lacking good
solid data to provide an answer, I decided to put together
this survey to learn what industry people were doing in
online marketing with social media. I’m not making any
recommendations in this report, just presenting the results
for you to use as you see fit. With that being said, the

following three findings were the most eye-opening to me:

*  More than 60% of those of you who responded are
not measuring the return on investment of your
current marketing efforts! So until you do, why ask
about social media’s ROI? (OK, that was an editorial

comment.)

e Close to half of respondents who are not using social
media will start to do so within a year.

*  Of those who responded, a bit more than 60% do not
have a coordinated marketing plan of any kind.

Our survey received responses from 293 agencies
across 41 states and Canada. Just about 60% of
respondents identified themselves as agency principals
or management. Another 40% or so said they worked in
IT, marketing, or sales. Throughout the summary that
follows, the term nontraditional marketing encompasses
both social media and online marketing.

As you can see below, the three most popular
traditional marketing methods (used by approximately
half the respondents) are the Yellow Pages, direct mail,
and local newspapers.

Respondents’ most-used online marketing method,
far and away, is their website. After that, in order, come
Facebook, LinkedIn, and e-mail blasts.

Across all agency sizes, respondents’ Facebook
pages have an average of just over 200 Likes; the average
Twitter account has 440 followers. Respondents in the
$2.5MM-$5MM and $5MM-$10MM revenue ranges are
the most active — with the most Likes, Followers, and
Contacts — in the various social-media platforms. Those
in the $25MM+ revenue range (which may skew toward
large regionals) were also much more active in on-line



marketing. Additionally, agencies in the $1MM and lower
revenue range showed a greater usage of LinkedIn and Twitter.
Close to the majority of respondents indicated that they maintain
their platforms internally, including the creation of the content
they post on them.

Of those who responded, about 40% have a coordinated plan
for traditional and/or nontraditional marketing. About 60% do_
not include nontraditional channels in a coordinated marketing
plan.

Almost 70% of the agency respondents indicated that they
do not have a formal or documented social media plan, either as
a part of an overall marketing plan or as a stand-alone document.
32% of the agencies did say they have a documented social
media plan in place. Almost 50% of respondents who do not
currently use social media plan to begin doing so within a year
and a total two-thirds will eventually do so.

Among those respondents who use social media in their
daily operations, Facebook and LinkedIn are the favorites by
far, with Twitter coming in a distant third. Just over a quarter of
respondents do not use online marketing methods.

Nearly every respondent reported having a website, close to
two thirds have a Facebook page, just under half use LinkedIn,
and approximately a third use Twitter, a website blog, and
Google Places.

In addition, 13% indicated that they use some sort of

location-based platform, and about 23% use a third-party sales or
marketing platform (not their primary management system).

In both traditional and nontraditional marketing, respondents
said that “New Leads” and “Brand Recognition” were their
primary goals, with “Relationship Building” cited third.

Well more than half the respondents do not measure the
results of their marketing, whether traditional or nontraditional.
Of those who do track it, use of a sales-management or agency-
management system and use of a spreadsheet or similar
document was fairly even. And although 64% of the respondents
said that they do not measure the return on investment of their
marketing, one respondent stated: “We measure it (ROI) by
growth, but also in the quality of client we are getting, what type
of call-ins and referrals we are generating. Our marketing is for
branding purposes; we use our sales force to sell

For respondents who use social media, Twitter and
Facebook are the most frequently updated sites, LinkedIn and
Google Places Profiles, the least. About 65% of the respondents
said they updated their Facebook Pages at least weekly (Note:
this result does contain all respondents, not just agencies.)

This survey was created, evaluated, and the report written by
Jason Hoeppner, CIC, an independent agency consultant at B. H.
Burke & Co., Inc. of Westbrook, CT. You can learn more about
us at http://www.bhbco.com.

Scalable Insurance Software Solutions

Agency Software Inc has software
solutions designed to match virtually any
sized agency and any budget

AGENCY

SOFTWARE INC

Come visit us at www.agencysoftware.com

See if EasyApps, EZAgent, or AgencyPro are a right fit for your agency

21



22

AAI® Seminars

The Independent Insurance Agents & Brokers of Washington (IIABW) are offering Accredited Adviser in
insurance Seminars. These seminars provide the tools you need to establish a clear professional advantage in the
marketplace and fulfill your commitment to customer service. In today's increasingly complex property-casualty
markelplace, producers with In-dapth insurance knowledge and a strong focus on customer service have a

competitive edge.

Courses and Bottom-Line Benefits

AAl 81: Foundations af Insurance Production—Segments:

s A—Principles of Insurance: Insurance and the Legal System, Risk Management
and the Producer, and Sales and Account Development

» B—Personal Insurance: Homeowners Insurance and Personal Auto, Other
Personal Lines, and Personal Financial Planning

» C—~Commercial Property Insurance: Commercial Property, Business Income and
Extra Expense, and Commercial inland Marine Insurance

AAl 82: Multiple-Lines nsurance Production—Segments:

» A—Commercial Liability Insurance: Commercial General Liability Insurance
Commercial Auto, and Garage and Mator Carrier Insurance

s B—0ther Commercial Insurance: Commercial Crime, Business-Owners, Other
Commercial Coverages, and Werkers Compensation and Employers Liability

s (—Specialized Insurance and Bonds: Specialty Property, Excess and Umbrella,
Ocean Marine and Aviation Insurance, and Surety Bonds

AAl 83: Apancy Operations and Sales Management—Sagmenis:

® A—Principles of Agency Management: Agancy Formation/Environment,
Organizational Management, Agency Sales Management, and Persanal
Production Plans

® B—The Insurance Product Environment: Producer-insurer Relationships, Agency
Image, Agency Growth/Customer Communications, and Market Segmentation/
Target Marketing

® C—Agency Management Tools and Processes: Agency Information Technology,
Management of Customer Services, Financial Management, and Legal and
Ethical Responsibilities

HABW 2012 Schedule for AAI Classes
To register for a seminar, see registration form on the back of this flyer.
Exact location and driving directions will be sent with confirmation and book.
AAlI 81 AAl B2
Segment A- Feb 28 Bellevue
Segment B- April 24 Bellevue
Segment C- June 5 Bellevue

New Ethics Requiremant

» Course Level: Intermadiate

Exams: Ning total. A 30-question exam is given at the
end of each class.

CE Credit: Each AAI Seminar is approved for 8 CE
credits / 1 ethics credit

Completer Info: Passing the required exams earns the
designation.

We Recommend AAI for: Agents/brokers, agency
principals, and customer service representatives

Sequence: Wa recommend taking AAI B1
before AAI B2. AAl 83 can be takan at any time

Waiver Info: See our Web site for full details.

A\

Trusted
Choice’

liabw

Segment A- Sept. 11 Bellevue
Segment B- Nov. 14 Spakane
Segment C- March 14 Spokane

Independent Insurance Agents
& Brokers of Washington

AAl B3
Segment A- May 9 Spokane
Segment B- July 11 Spokane
Segment C- Sept 12 Spokane

Ethical behavior is crucial to preserving the trust on which insurance ransactions are based and also the public’s trust in our industry, That's why,
starting in 2011, completing the free online Ethical Guidelings for Insurance Professionals will be required for all associate designation programs,
Log on to www.Thelnstitules.org/ethics for information and sign up for free,

»
The Institutes

For more info, go to www.wainsurance.org
www.Thelnstitutes.org



2012 CONFERENCES

X\ Joint IIABW/PIA Business

Trusted | ==
({"'f*'-‘-‘ iiabw Expo & Conference
September 20-21, 2012
Coeur d’Alene Resort

Irdependent Insurance Agents
& Brokers of Washington

Young Agents Conference
June 14-15, 2012

Davenport Hotel e Network at the NW’s Largest Tradeshow
Spokane e Golf at the resort in the tournament for just $125
* Sunset cruise on the lake
¢ Networking and Fun e Seminars: Kids, Car & Insurance; Foreclosed
¢ Seminar Topics: Shape Your Future; Homes, Vacant Homes & More Homes with
Sales; Customer Service; Cyber Problems; Data Privacy; and The World Has
Liability; and Special Investigation Unit Changed (Digital Marketing)

Our Umbrella Programs
Have Just Gotten Better

Preferred Property Purchasing Group NFp has partnered
with XL Insurance as a carrier for our umbrella products
Our umbrella liability policies are now written by XL Insurance, with

Chubb Insurance Group for the Excess Layer. We offer four umbrella limits, and
flexible, broad coverage:

e $5 to $25 Million in umbrella coverage with up to $50 Million in total limits.
¢ Hi-Rise apartments up to 35 stories eligible, with higher eligible by referral.

e Excess of D&O, General Liability, Auto, Employers Liability, Employee
Benefits and more.

e Developer-sponsored boards eligible.

Contact us for a quote:

goa@?mgigogzr:nfg E Preferred Property

A subsidiary of www.umbrellaprogram.com PU rChaS] n g G rou p NFP

| GS 960 Holmdel Road, Holmdel, NJ 07733

INSURANCE XL Insurance is the global brand used by XL Group pic’s insurance companies.
Our XL policies are underwritten by Greenwich Insurance Company.




2010 P & C
Market Share -

or the past 15 years, A.M. Best
Co. has provided the Big I with
year-end industry market share
data to make an assessment
of the state of the independent agency
system. This is the most accurate

picture of changes with P & C insurance

distribution because it separates the three 2010 WA Commercial Lines Market Share
main distribution systems: independent

agency, captive agency and direct
response carriers — even separating
individual company data when they use
more than one distribution source.

Commercial Lines

On the commercial lines side,
the most prominent challenge facing
independent agents is a shrinking
marketplace. Total commercial premiums
through all channels shrank by more than
$3 billion nationally. Since independent

agents control three fourth of this market
in Washington state, they felt much of

that loss. Washington Commercial Lines Market Share
However, the study noted signs of -
opportunity in the commercial market. r—— s S i — 6%

When weighing performance by channel,

the study shows that exclusive agencies -
have lost slightly more in premiums
relative to their share of the market, and 0%

independent agents’ share of the market
actually is up slightly over 2008 levels.

Seven states saw total independent agent
share of the commercial market increase
more than one full percentage point in
2010.



2009 WA Personal Lines Market Share

Personal Lines

Agency

In the major consumer battleground
of private-passenger auto insurance, the
success of direct advertising combined
with the ease of online purchasing helped
direct response firms grow premiums
nationally by $1.7 billion in 2010. By
comparison, regional independent agent
carriers increased their premium base by
$700 million, while captive agents and
national independent agency carriers

both saw premiums decrease.
This is an improvement for more

independent agent carriers over the prior 2010 WA Personal Lines Market Share
year: In 2009, premiums decreased for
all channels except for direct response, Netionss inddapendens Aganoy

which added $2.3 billion.

The success of GEICO and other
direct carriers over the last decade is
unmistakable. In 2010, fully 1 in every Regional InGependent Agency
6 dollars in personal auto premiums "
generated was through the direct
response channel. The direct share
is now 17% of the market, and each
percentage point is worth $1.6 billion in
premium revenue.

The direct response channel is

growing steadily in personal lines,
taking share away from the national
agency writers, as well as captive agency Wh‘ihll'litﬂﬂ Personal Lines Market Share
carriers. Here is some national data:

e Captive agent carriers continue 50%

to hold a consistent share of just - -
over half the market (54%) but B e e — < R

this share has declined by over 5
points since 1995.

e Direct response writers are
steadily increasing share, up 5

points since 1995. 1o e gy —- -
e National Independent Agent

companies, however, continue

%
to face declining share (down 5 2005 2006 2007 2008 2009 2010
percentage points to 10.3% since
1995). = Independent Agency — Captive
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Examinations by the
Insurance Commissioners’ Office

By Mary Tunis, CPA, CFE, Financial Examiner
Washington State Office of the Insurance Commissioner

ashington State has over 33,000
licensed resident insurance Producers
and Brokers, many Affiliated to the
4,000-plus insurance agencies operating
throughout our state. That’s quite an impressive number!
Our state has consistently been on the forefront of
insurance regulation, and is one of the few states with
a financial examination program to verify licensees
are “playing by the rules” and following regulatory
requirements for engaging in the business of insurance.
RCW 48.03.020 grants us the authority to examine your
records.

How You are Selected for Examination

Licensees are generally selected for examination in
accordance with the annual examination plan objectives.
There are many criteria taken into consideration. Agency
location, size, and time since last examination are some
of the criteria we use. A randomizing factor may also be
applied. If your agency has been in operation for several
years and never been examined before, it may have a
greater chance of being selected. Substantial changes in
ownership structure, business operations, or significant
web or media advertising are also part of the plan. A
regulatory change or interest in a business practice or
particular aspect of the marketplace may also trigger an
exam. Consumer complaints to the OIC or cancellation of
an Appointment by an Insurer for cause may also trigger
an examination. However, most exams are not for cause,
and being selected does not mean there is a problem.

How the Examination Process Works/What to Expect
Most examination assignments will follow a standard
process that includes five (5) phases.
1. Notification. Your Agency receives an official

letter indicating the Agency/Licensee has been
selected for an exam, as well as the examiner’s
name and contact information, and a farget date
for the examiner to arrive. A fact sheet about

the process is included. If the target date is

not convenient, please let us know. Several
agencies have indicated that a letter from the OIC
prompted them to cancel a vacation or miss an
important event. That is absolutely not necessary.
Examiners may be working several open
assignments simultaneously, so we can be flexible
on the timing.

Pre-exam research. The examiner will send an
advance copy of our interview questionnaire and
arrange a phone conference approximately 1-2
weeks before the on-site work. The questionnaire
helps us to become familiar with your agency’s
business operation, so that we can better plan for
the on-site work. The phone conference may take
up to one hour. Some agencies find it helpful to
include a member of the production team and the
accounting manager or bookkeeper on the call to
help answer some of the questions and discuss
how you can prepare for the exam.

On-site fieldwork. Most examinations are
targeted to areas of greatest concern and require
about 2-3 days onsite. Although the examiner
reviews production records, bank statements, and
other records, our process is limited to sampling
some of the insurance transactions and performing
some analytical review of the accounts. We
understand that these are very challenging
economic times; many agencies are lean staffed
and facing a lot of competing demands for your
time. The examiner will work as rapidly and



ot

i 2 I : eli ONLINE RATING AND POLICY ISSUANCE SYSTEM

Introducing American Reliable/
American Bankers' new quote,
issuance and policy maintenance
system for your Washington
Homeowner, Dwelling and
Manufactured Home business!

Features:
Quick quote
Policy issuance with one keystroke
Multiple payment options
Make Endorsements & Cancellations
Billing and payment inquiry
No more paper applications!

Superior Underwriters
SII Primex Insurance Brokers
GSU Insurance Services

Divisions of Groninger & Co., Inc.
(800) TB2-B699

mation go Lo:

ore infor .
it derwriters.com

www.superiorun

IMPERIAL

PES THE NATURAL CHOICE.

=

CHALLENGING NEEDS, CREATIVE SOLUTIONS

Imperial PFS, the leader in premium financing, continues to focus on the success of our
agency partners.

In today’s volatile credit environment, our experienced staff finds creative solutions to your
most complex transactions. We focus on getting the deal done while providing you the
highest standards in customer service.

ipfs.com  marketing@ipfs.com Bothell: 800-888-2750 Spokane: 800-234-7373
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efficiently as possible to complete the assignment.

If the records are organized and complete, the
assignment often requires less time. If instances

of non-compliance or concern are identified, an
accounting review form is prepared for you to sign,
and educational instruction is provided to assist you
in coming into compliance.

Report preparation. Any open issues requiring

more research or contact with other entities to
acquire information are completed. The examiner
prepares a draft report summarizing the work
performed, documenting any non-compliance
findings, and specifying any required action you
need to implement. [There should be no surprises

in the report, because the accounting review form
should have been provided to you before the report is
written.] The summary section at the end of the report
states whether the examination is considered to be an
“acceptable” or “unacceptable” exam.

Exam completion and report issuance. All
examination reports are reviewed by OIC
management prior to issuance. Our goal is to

issue the final report within a couple of weeks of
completing the assignment, in order to provide

timely feedback. If there are no serious findings, the

examination process is terminated and the report is
issued. Most examinations do not result in serious
findings. In rare circumstances our representative
may refer the Licensee for consideration of
administrative action.

Records You Will Need

RCW 48.17.470 and RCW 48.17.480 require you to
maintain records of the insurance contracts procured and the
monies received and paid, including return premiums, for a
period of five years. The following are examples of records
the examiner may ask to look at:

*  Commission statements

* Inter-agency billing statements

*  Check registers and cleared checks

*  Bank statements and bank reconciliations

*  Cash receipts and detailed (itemized) bank deposits

*  Accounts receivable and accounts payable (insurer)
records

*  General ledgers

»  Financial reports, such as balance sheets and income
statements

*  Policy files

*  Fee disclosure forms

PersOfal, COMmercialii s
A % -

=& FIO0d Instrance
- r . e ‘

INSURANCE i FAMILY OWNED SINCE 1961

Always aiming for the

800.452.7726 TOLL FREE | 800.473.8731 FAX | HELLO@ROTHERTINSURANCE.COM EMAIL |

28



*  Loan agreements

e Carrier agreements

*  Any other relevant information to verify that the
consumer’s interests are protected.

Are You “In Trust” and How that is Determined

Licensees examined run the gamut of true captive
agencies with no separate premium account to large
independent agencies writing primarily surplus line
business. Financial record keeping systems are diverse and
functionality runs from very simple to fully integrated agency
management systems. The Insurance Commissioner’s Office
has not adopted an official “Trust” formula to test an agency’s
separate premium account, because we have not been able to
come up with one uniform calculation that could be applied
to every agency and yield consistent and accurate results.
State law does not currently prescribe the accounting methods
your agency applies to maintain the financial statements.
Some agencies advance bill renewals several months in
advance and carry a large volume of accounts receivable.
Other agencies may apply virtually all of the consumer funds
received on the carriers’ website. It would be an overly-
simplistic approach, we feel, to adopt one formula without
establishing standards that specified uniform accounting
methods.

However, the general concept of using a calculation
is valid. That helps demonstrate that the monies actually
received and due to be received were conserved and are
available to pay the carrier to secure insurance for the
consumer. The examiner will generally identify the Balance
Sheet accounts directly related to insurance transactions and
compare the Assets to the Liabilities. The Assets should
equal or exceed the Liabilities. The Balance Sheet accounts
used include the separate premium account(s), accounts
receivable, carrier/inter-agency payables and premium taxes
payable (surplus line). Adjustments are often made by the
examiner to the calculation for non-insurance transactions
identified in the accounts, non-collectible accounts
receivable, and timing differences in the agency’s financial
records. A bank deposit account must meet the requirements
of WAC 284-12-080(3) to be included as a “trust” asset.

Current Issues of Concern to the OIC include:
1. Separate premium account anomalies.

e Premium money deposited into the operating
account.

e Account improperly named at the bank; can’t
distinguish from an operating account.

*  Pledging separate account as collateral to secure
loans and/or operating lines of credit.

Offer Earthquake, Flood and
Landslide Protechon to your clients

Homeowners Catastrophe Insurance Trust
—

(HCIT) has been partnering with independent
insurance agents for 33 years to provide earthquake,

h ) T ) ] Available in
flood and landslide protection for preferred
ter menbers of HABW,

ITABW
Bellevue, WA
(425) 649-0102

homeowners. We issue one policy covering all three
perils for a modest premium. HCIT is administered
through Trustco, Inc. and available in Washington

exclusively through member agents of [IABW.

Comtact the HOIT adminisiraton Trusioo
1-800-644-4334
heit@ trusteoine.com
www. heitins.com

Homeowner’s Catastrophe
Insurance Trust

Washingron exclusively
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» IRS liens (payroll and business taxes), WA state
other agency liens, and garnishments coming out of
the separate premium account. Many government
agencies, including the IRS, understand that this
has been a very challenging economic time and are
willing to work out payment arrangements. It is
important to engage in that dialog, when necessary,
and keep making the payments agreed to. Separate
premium accounts are not set up as true “trust”
accounts at the bank, and that makes them especially
vulnerable to being attached by third parties.

*  Depositing checks made payable to the carrier or
the insured in the agency’s separate account. If the
agency/licensee is not the payee on the check, it
should not be deposited into the separate account,
per WAC 284-12-080(6)(a).

*  Depositing the return premium and not refunding
the gross amount due to the insured.

*  Advance billing customer renewals and removing
the commission prior to the effective date of the
policy. [Flat cancellation may require refunding
commissions effectively spent.]

»  Significant bank fees coming out of the account
and not being replenished from operating funds.
Bank fees are an operating expense and the
consumer’s money cannot be used to pay them.
RCW 48.17.600(3) and WAC284-12-080(2)(a)
permit maintaining additional funds in the account
to pay bank charges and cover “contingencies.”
Some agencies have changed their business practice
to mitigate the risk of accepting a bad check by
applying virtually all non-currency payments to the
insurers’ website. [Processing checks as e-checks
and also credit or debit card transactions into the
carrier’s account rather than the agency’s account. |
Other agencies are finding that it may be necessary
to maintain additional funds in the account as a
reserve to cover NSF payments. One sizeable bad
check may create a significant amount of overdraft
fees when multiple insurer sweeps fail and checks
paid to insurers initially rejected for payment are
re-presented multiple times.

»  Failing to issue receipts to consumers and/or
depositing less than the amount received.

*  Exchanging currency and coin received to secure a
money order. WAC284-12-080(6)(b) requires the
Licensee to recognize taking custody of “cash” and
to deposit these funds in the separate account.

2. Policy Fee Disclosure violations of RCW 48.17.270.

*  Charging a policy fee when the agency-insurer

agreement prohibits charging a fee, violating RCW
48.17.270(2).

*  Charging a policy fee without making any
disclosure.

*  Making incomplete, non-compliant policy fee
disclosure. If you charge policy fees, it is important
to make sure the compensation disclosure form you
use meets the requirements of RCW 48.17.270(3).
The Insurance Commissioner’s website contains
a sample form designed to meet all disclosure
requirements at: http://www.insurance.wa.gov/

agents brokers/disclosure-form.shtml. If you chose

to use your own form, OIC Compliance Analyst
Cheryl Penn can review it for. You can reach Cheryl
Penn at (360) 725-7153 or CherylP@oic.wa.gov

3. Surplus Line Premium Tax filing anomalies:
The Commissioner’s Office conducted a premium
tax variance analysis project during the summer of
2011 to identify surplus line policies not filed and
associated premium taxes not paid for calendar
years 2009 and 2010. We identified and collected
over $250,000, which went into the state’s general
fund. RCW 48.15.130 and RCW 48.14.060(1) stipulate
a mandatory total penalty of 20 percent. Filing these
policies and paying the premium tax on time really
protects your bottom line.

4.  Producer Bond violations of RCW 48.17.250:

*  Placing insurance with a non-appointed insurer
without maintaining a bond.

*  Maintaining a bond in an insufficient amount. If
your bond is less than $100,000 -- the maximum
amount that could be required by RCW
48.17.250(1) -- it is a good practice to run the math
at the end of the year to verify that you are still in
compliance.

5. Record keeping.
f the records made available to the examiner were
not sufficient to perform a complete exam, you may
be required to reconstruct them. This may include
ordering deposit items and check copies from the bank.

Your financial examination can be less stressful when
you maintain the proper records. For questions about a
requirement; please e-mail AskMike@oic.wa.gov or call Mary
Tunis at (360) 725-7109. Consumers inquiries can be referred
to either AskMike@oic.wa.gov or to the Office of Insurance

Commissioner’s consumer hotline at (800) 562-6900.



Keeping the faith for 20 years.

Providing you with peace of mind.

For twenty years we have seen it this way - we answer

to only two authorities - and you’re one of them. Our
producers have faith we will find the best coverage, terms,
and price for their clients. We have friends in High Places.
Enjoy the blessing! It’'s what we live for!

Call The Family.
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Liberty Northwest® has been creating insurance
solutions and providing superior services for
businesses in the Northwest since 1923.

We know how important it is for our agents to
have the right resources to support the needs of
their clients, which is why we pride ourselves on
strong agent relationships and act with integrity
and responsibility.

Your success is our success — we are proud to
support the Independent Insurance Agents &
Brokers of Washington.
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