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Be Informed!  
Become a Member Today!
For further inquiries about our Annual  
Conference and related event sponsorship, 
please contact us at info@CAILBA.com  
or call us at 416 548 4223.

cailba.com
105 King Street East 
Toronto, Ontario  
M5C 1G6 
416 548-4223 
info@CAILBA.com

Independent Distribution  
Industry Report: CAILBA 2013 

Conference and AGM
The first Annual CAILBA Conference and AGM – 
which were held May 14-16 at the King Edward 
Hotel in downtown Toronto – represented truly 
a groundbreaking event for CAILBA and the 
Independent Life Distribution industry. Going back 
to 2005, the Conference had been hosted as the 
Distributors’ Summit by Rogers Advisor Group as 
a joint financial services annual event with the 
Independent Distribution industry together with 
the Mutual Fund Industry Dealers as participants 
in a Distributors’ Summit.

On the Main Stage, the 2013 CAILBA Conference 
included featured Keynote Speaker Jim Carroll, 
a noted futurist and innovationist, who spoke 
to the challenge for MGA’s to rethink client and 
advisor driven innovation within their business 
context for 2013 and beyond. Jay Palter, a Social 
Business Strategist spoke on the benefits for MGA 
organizations within the ever-changing realm of 
social engagement and the myriad of opportunity 
through social media drivers like LinkedIn, 
Facebook and Twitter. 

In addition to the Main Stage presentations, 
there were breakout panel discussion sessions 
with key Life Insurance industry executives 
covering a broad cross-section of topics as panel 
participants. 

The CAILBA Dinner speaker was Dave Chilton, 
well-known author of The Wealthy Barber, The 
Wealthy Barber Returns and a Dragon on CBC’s 
Dragon’s Den. He provided a very thoughtful yet 
completely entertaining Dinner presentation. 
Chilton’s perspectives were drawn from his broad 
background in our industry, as well as a writer 
and from his CBC TV world of new venture capital 
that tries to separate the clunkers from genuine 
creative financial opportunity. 

The Board changes approved in the CAILBA AGM 
portion to the three-day event saw Paul Brown, 
Chairman and CEO of IDC Worldsource Insurance 
Network step down after his two-year term as 
CAILBA President. Michael Williams, President 
of Bridgeforce Financial Group assumes the role 
of incoming CAILBA President. Also joining the 
CAILBA Board as Committee Chairs were Marc 
Lantaigne, CFO Financial Horizons Financial 
Group as Treasurer; Terri DiFlorio, President HUB 
Financial Inc., Technology; Arnold Scheerder, Chief 
Compliance Officer, R.G. Packman Associates, 
Compliance; Nick Simone, President QFS Life 
Brokerage Agencies, Publicity and Martin-Luc 
Derome, Directeur General, Group Robillard CGL. 
Inc., Quebec.

Attendance numbers for the 2013 Conference 
and AGM were exceptional and plans for the 2014 
Conference and AGM are underway.  

CAILBA – Canadian Association of 
Independent Life Brokerage Agencies
Bob Ferguson – Executive Director

Insurers must know their clients  
better to meet regulatory expectations
Canadian insurers are taking a page from their South African counterparts 
and are beginning to embrace a more hands-on approach to maintaining and 
knowing their clients – a traditional purview of advisors, the head of Empire 
Life told a recent Toronto conference.

Les Herr, president and CEO of Empire Life, 
told the LIMRA and LOMA Canada annual 
conference, held on May 8 in Toronto, that the 
regulator of insurance companies in South Afri-
ca, the Financial Services Board, requires insur-
ers to fill out a lengthy questionnaire on a regu-
lar basis. The reason, said Mr. Herr, is to ensure 
the insurance ompany has a broader knowledge 
of the customer.

The questionnaire has six major themes on 
topics dealing with treating customers fairly and 
honestly, ensuring customers are appropriately 
informed of changes to their products, determin-
ing whether the company has been providing 
suitable advice as well as whether clients have 
been told if the products they paid for performed 
as expected.

Who owns the client?

Doing this in Canada may well turn the ques-
tion of who owns the client on its head.

“We believe the customer is our customer 
and the advisor is our business partner,” Mr. 
Herr said. “But only the customer owns the 
customer.”

Mr. Herr, who is also chair of the Canadian 
Life and Health Insurance Association, said 
Canadian insurers already have a link to custom-
ers when they underwrite the policies and send 
annual statements. But insurance companies 
don’t know the client on a personal basis, have 
no idea of their annual incomes or their goals 
for the future.

“So we don’t really know our customer,” Mr. 
Herr said later in an interview. “But to me, as a 
company, we want to know our customers and 
we want to share as much information as pos-
sible with advisors. We want to partner in de-
livering the services to the customer. Regulators 
expect us to do that.”

International regulators have enshrined cus-
tomer fairness into their laws and now, regulators 
here, like the Canadian Council of Insurance 
Regulators, have said they expect insurers to 
extend this principle through the entire life cycle 
of an insurance product – from manufacturing to 
handling consumer claims or complaints.

But Mr. Herr said Canadian insurers must first 
become more informed about the end client.

“We [currently] depend on our advisors to do 
this and maybe we’re not doing this directly as a 
company because we’re afraid to do this. We’re 
afraid to dip our toes into the space that the ad-
visor has traditionally held and now depend on 
our advisors to provide that information,” he 
said. “South Africa is a very good example of a 
jurisdiction that is certainly influencing Canada.”

Mr. Herr said Canadian insurers currently 
perform a self-assessment of their governance 
every year, focusing on market conduct, the cus-
tomer and how they manage risk. 

But more needs to be done between insurers 
and advisors for insurance companies to get a 
better picture of the clients. “We can’t fight over 
territory that doesn’t belong to either one of 
us because the customer owns themselves.  So 
let’s just get over that bit and get on with the 
fact that the more we collectively know as an 
industry, the better we are to meet regulatory 
requirements.”

Clients are also taking a stronger role in how 
they want to be engaged by insurers and advisors, 
said Michael Hamilton, senior vice-president of 
sales and distribution for RBC Insurance. This 
is especially true for the younger generation, 
which gleans much of its information online and 
buys many products the same way.

“Ten to 15 years ago if insurers underwrote 
you and blessed you to be part of our organiza-
tion you [had the feeling you] should be grate-
ful. Today, it’s completely in reverse. Clients 
own that marketplace and make those demands,” 
Mr. Hamilton said.

Clients today also have little patience for com-
panies that make them fill out 30-page forms 
and wait 30 days for a response. More than 
likely, Mr. Hamilton said, today’s clients have 
an app they can use with their phones and can 
get the whole process done in minutes.

While there will always be a need for the face-
to-face meetings with higher net worth invest-
ors, Mr. Hamilton said it will be up to the in-
dustry to become more creative in engaging the 
younger generation, who don’t want to sit down 
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