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The Canadian Independent
Adjusters’ Association (CIAA)
has been working hard over
the past year to re-invent
itself through an inclusive
and exhaustive strategic
planning process.

Change at the Canadian Independent Adjusters’
Association (CIAA) doesn’t mean throwing out
the association’s time-honoured traditions and
methods. It means applying creative energy to
our practices, taking a new look at our member-
ship benefits, breathing new life into the organ-
ization and communicating with the entire prop-
erty and casualty industry, not just our members.
It means communicating about who we are, how
we make a difference in the claims industry and
how people can learn more about the CIAA and
the opportunities these changes offer. It means
raising the bar on ethics and standards, so the en-
tire industry recognizes that the CIAA is the voice
of the professional membership for independent
adjusters in Canada and represents the value we
bring to the industry.

Change has been in the air since our executive
meeting in February 2009, when then-CIAA
president Reno Daigle asked me to undertake a
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“self-analysis exercise” for the CIAA. At that time,
I was the CIAA’s second vice president and exec-
utive committee advisory chair. The request
seemed like a very daunting task. Where to begin?

I took the opportunity seriously and started
my research with two Vancouver professionals:
the vice president of Concerto Research, a mar-
ket research firm, and the CEO for ViRTUS, an
experience-based leadership and organizational
consulting firm. Their advice was loud and clear:
survey your stakeholders and hold a creative
strategic planning session to review the survey
findings and take actionable strategic steps
towards change.

STEPS TOWARDS CHANGE
The first step was to conduct an inclusive
industry survey to gather feedback and help us
gain an understanding of our focus. Our execu-
tive director, Pat Battle, gathered preliminary
questions and feedback from the executive. I
worked with two research firms to determine
costs and direction. We chose the survey firm and
started moving the process along faster. Once on
the road to “change,” we began to realize every-
thing costs money. Also, we recognized the im-
portance of communication: if we did the “self-
analysis,” but we didn’t tell anybody, who would
really know? What difference would it all make?
Clearly the next step was to solicit other peo-






