
By any measure, Cana-
da’s insurance industry
is massive. According to

the latest data available from
the Canadian Life and Health
Insurance Association Inc., the
life and health sector had
assets of $370 billion in 2005
and provided direct and indi-
rect work for close to 120,000
people. The Insurance Bureau
of Canada reported for the
same year that the property
and casualty sector had assets
of $107 billion and provided
work for 100,000 people.

With the Canadian econo-
my continuing to prosper in
the two years since, strong
growth has enabled Canada’s
insurance industry to focus on
adapting its business practices
to advances in technology and
changing consumer trends and
preferences.

Doug Grant, principal at
Insurance-Canada.ca Inc.,
which provides consumers and
insurance professionals with
information about insurance-
related topics pertinent to
Canada, says insurance has
traditionally been a face-to-
face business, with brokers and
company representatives meet-
ing their clients personally and
developing strong and lasting
relationships. And while that
remains an important aspect of

the business today, it is chang-
ing.

“The evolution of the
Internet is being felt,” says Mr.
Grant. “These are early days
yet, but we are definitely see-
ing some consumers using on-
line resources to do a lot of
homework before talking to
their broker about their insur-
ance needs.”

That’s not necessarily a
bad thing, admits Mr. Grant.
The Internet provides conven-
ience for consumers and
allows brokers and insurance
companies to reach a far wider
audience than if they relied on
personal contact alone.

Carey-Ann Greenham,
vice president of business
development and communica-
tions at the Insurance Institute
of Canada, the educational
arm of the country’s property
and casualty insurance indus-
try, agrees. “Because of the
Internet, consumers today are
better informed than ever
before about insurance, and
may have some idea about the
type of product they want
when they speak to their bro-
ker for the first time.

Ms. Greenham says this
shift in the market dynamic
has compelled brokers to be
even more knowledgeable
about the products they sell,

better prepared to respond to
well-informed consumers, and
to work harder at building and
maintaining personal relation-
ships with their customers.

But Doug Grant says con-
sumer access to online infor-
mation will never really
replace a broker. “We are see-
ing a rising trend in the com-
plexity of many insurance
products due in part to
increasing levels of compli-
ance with new regulations and
additional risks that have
emerged in recent years.”

For example, says Mr.
Grant, the liability of corpo-
rate directors has changed sig-
nificantly with tighter laws in
both Canada and the U.S. fol-
lowing the corporate scandals
of the recent past. This means
the risks are higher and the
level of coverage needed by
directors has changed.

“Anyone who sells insur-
ance these days needs to be
more knowledgeable and bet-
ter trained than ever before in
our industry. We are being
driven by the need to stay
ahead of an ever-changing
skills curve in all areas: sales,
after-sales and claims,” he says.

Ms. Greenham says a
major challenge facing the
industry as it positions itself to
cope with change is the loom-

ing wave of retirements
among baby-boomer brokers
and other industry employees.

“These are people with a
wealth of know-how and skill.
Many of them have evolved
with the insurance industry
over the past 30 to 40 years,”
she says.

However, she points out
that the next generation of
brokers has had the opportu-
nity to learn from and be
mentored by the boomers as
well as receive formal insur-
ance education from bodies
such as the Insurance Institute.

“At the Insurance Institute,
we build on the knowledge
that insurance professionals
gain while on the job and
apply our combination of
practical and theoretical les-
sons to create a well-rounded,

educated insurance profession-
al,” says Ms. Greenham.

Mr. Grant believes the
competitive bar among on-
line, call centre, and tradition-
al broker and agent channels
will continue to rise over the
next three to five years.

“The Internet allows com-
panies and brokers to put
together fairly sophisticated
service and sales packages that
are attractive to consumers.
The challenge traditional bro-
kers in smaller local offices,
with limited resources, face is
to develop a balanced service
of strong relationships with
clients combined with enough
Internet presence that is suffi-
cient to compete with more
sophisticated online and call
centre services with little if any
local presence,” he says.
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W hile online shopping
may be the quick
way to buy many

products in a world where
time is precious and choice
has extended beyond the hori-
zon, insurance remains one of
the items that consumers may
want to think about twice
before clinching what seems
to be a sweet deal.

Increasing complexity of
insurance products and the
emergence of a plethora of
new risks, means knowledge-
able brokers are needed more
than ever, says Peter McCann,
president of the Toronto Insur-
ance Conference (TIC).

Established in 1918, TIC is
a networking and advocacy
organization that provides a
forum for the commercial
insurance brokerage firms in
Toronto to address common
issues. And among the group’s
concerns is that brokers con-
tinue to provide value to their
customers.

Without a doubt, says Mr.
McCann. “If insurance were a
one-size-fits-all commodity,
then we probably wouldn’t
need brokers, but it’s not. A
good broker finds the right fit
for each and every customer.
A broker is there to help from
the initial purchase decision

right through the claims
process.”

But such a hands-on
approach requires a level of
skill and service that comes
only through constant learning.

Carey-Ann Greenham,
vice president of business
development and communica-
tions at the Insurance Institute
of Canada, the educational
arm of the country’s property
and casualty insurance indus-
try, says the industry is strong-
ly committed to becoming
even more professional in its
approach.

Professional training helps ensure
higher standards, service

Value in a broker

Financial services

See ‘Brokers’ page INS3

L ike other insurance
industry professionals,
Duncan Robinson is on a

mission to help Canadians pre-
pare for retirement.

With a focus on providing
specialized products and per-
sonal service, often delivered
in a consumer’s home or place
of business, insurance compa-
nies have become contenders
in the financial services sector,
offering a slew of managed
products including mutual
funds, segregated funds,
employer-sponsored RRSPs
and ‘wrap’ products that pro-
vide diversified asset allocation
in one investment portfolio.

“We’re sitting down more
often with people who would-
n’t otherwise have the oppor-
tunity to discuss their concerns
and questions about the retire-
ment planning process with an
advisor,” says Mr. Robinson, a
financial security advisor with
Freedom 55 Financial in Sur-
rey, B.C.

It’s often very difficult for
people to clarify goals on their
own, he says. “We ask ques-
tions such as, ‘When will you
retire? What are your goals in
retirement? Is it sailing off on
your boat or living in your
condo in Maui?’ Once you’ve
been able to visualize your

goals, you can think about
what it’s going to cost and how
to get there. The staff at their
bank may not be able to
devote that kind of time, cer-
tainly not at their kitchen
table,” says Mr. Robinson,
who also avails himself
through his website at
www.duncanrobinson.com.

In conjunction with sound
guidance, insurance companies
are bringing consumers an
array of financial services
products. Michel Fortin, vice
president, Marketing, at Stan-
dard Life, says among today’s

Insurance providers giving banks a run
for their money

See ‘Security’ page INS5

Think of the insurance business as a staid institution?
Au contraire. Behind the scenes, the pace of Canada’s
insurance sector is brisk, with insurers embracing new
technologies and practices and adapting products
and services to meet the evolving financial needs and
risk profiles of businesses and individual consumers.
A look inside reveals an industry on the move.
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Canada's
strong eco-
nomic growth
has enabled
the insurance
industry to
focus on
adapting its
business
practices to
changing
consumer
preferences.
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Q&A
with Derek Iles
President of ING Insurance

Why is it so important
for business owners to

have a broker?

Brokers develop strong
relationships with their

clients – they know you and
they know your business.
They add tremendous value
by recognizing that each client
is unique and quickly identify-
ing their needs. As a result,
they are able to work closely
with multiple companies
including ING Insurance to
ensure clients have the right
products and services to pro-
tect their businesses.

What are the key
insurance issues facing

business owners?

We believe there are 3
key issues:

1. Risk assessment and
adequate coverage. What
concerns me is that many
businesses may be under-
insured on the replacement
cost of their buildings, par-
ticularly in the West where
inflation on rebuilding has
topped 15 per cent. In the
last month we conducted
over 800 building appraisals
in Alberta. Most of these
businesses were underin-
sured, some by as much as
40 per cent. ING Insurance
provides loss control and
risk inspections as an essen-
tial part of our overall pack-

age for business clients.
2. Awareness of emerging

trends. ING Insurance
actively helps business own-
ers identify trends. For
example, the major threat
for businesses used to be
fire, but we now see far
more water damage claims.
Business owners need to
know their broker and their
insurance partner monitor
these trends and adjust their
products to meet the true
exposures their businesses
are facing.

3. Availability and affordability.
Like the economy in gener-
al, the insurance industry
goes through cycles that can
make the price of insurance
unstable. Fortunately, we
are not currently in a part of
the cycle where this is a
concern. One of the chal-
lenges we have as an indus-
try, and as a company, is to
mitigate the effects these
cycles can have on avail-
ability and affordability for

the consumer. ING Insur-
ance has a reputation for
keeping our doors open
when times get tough. We
work hard to ensure prices
remain stable at every point
in the cycle so we never
have to turn brokers or
clients away.

What are other ways
insurance companies

add value?

There is a lot at stake
when a business can’t

operate due to an unforeseen
event. An insurance company
the size of ours can deliver the
enhanced service needed to
ensure piece of mind. For
example, ING Insurance is the
only company in the commer-
cial insurance market that
offers a claims guarantee. This
is a comfort for small business
owners who know they are
guaranteed to talk to a live
ING Insurance claims special-
ist within 30 minutes. If we

don’t deliver on this promise,
we’ll refund the first $1,000 of
premium.

We also believe it’s impor-
tant to maintain a local pres-
ence in the communities
where our brokers and clients
live and work. This enables
our employees to team with
local brokers to deliver the

best products and services to
their commercial clients right
when they need it.

As the largest property casualty
insurer in Canada, ING works
closely with brokers across the
country to provide the right prod-
ucts and services to protect Cana-
dian business owners.

Risks, emerging trends among top issues
for corporate policyholders
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Employers beware

According to a report on insurance industry information

resource insurance-canada.ca, businesses and managers

can decrease their risk of workplace liability by avoiding

making common HR-procedure mistakes. A list of top 10

common mistakes, presented by Insurers Financial Group

(IFG), says recognizing certain pitfalls and tightening HR

practices can help reduce risk of attracting workplace torts.

Insurers Financial Group says the following practices
heighten risk:
• Improper interview questions can lead to a “failure to hire”
claim.

• Failing to conduct background checks.
• Failure to recognize “protected” leave requests.
• Ignoring the harassment-claim antidote.
• Perpetuating questionable wage and hour practices.
• Failing to appreciate the retaliation danger.

• Failure to conduct proper performance evaluations.
• Disciplining without documentation.
• Disregarding policy when making employment decisions.
• Failing to properly maintain records.

IFG advises employers guard against these risks by maintain-
ing a comprehensive and updated HR policy, seeking appro-
priate legal advice and expanding insurance portfolio to
include employment practices liability insurance.

Reducing risk starts with smart HR practices

“What concerns me is that
many businesses may be
underinsured on the
replacement cost of their
buildings, particularly
in the West.”
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Why is it some people have a brighter outlook than others? For one in five Canadians, it’s a very special relationship.
They’re partnered with Sun Life Financial, and the days just seem full of warmth when you have the peace of mind lifetime
financial security brings. We can help you, at home or at work, with retirement plans and investments, life and health
insurance, and savings for your child’s education. That means a brighter outlook for everyone under the sun.




