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FRED’S

FRONTPAGE
By Fred Lowry, Jr., President

At the beginning of a new ﬁscal year
in our association, on behalf of all
the members of NSIPA I would like to
thank our Immediate Past President,
Kelly Crowell. Kelly has been a very
tireless leader the past two years as
our president and has put forth much
hard work and effort in leading our
association. Kelly has played a very
important role on the NSIPA board over
the past several years.
One of the key roles I have appreciated
from Kelly during his time as president
was his effort to provide a vision for our
association. I would like to share a few
thoughts on the importance of setting a
vision in anything we do.
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Obviously, a proper vision and set of
goals are needed for us to succeed in
any endeavor, but when we are dealing
with an ever-changing industry such as
insurance premium audit, a proper and
focused vision becomes even more
critical.
We all have a set of values that guide
us in a certain direction. These values,
whether conscientiously recognized
or not, are created through our own
individual, family/friends, business,
and societal ideals we associate with.
These values, whether positive or
negative, guide our daily course. But it
is our vision of the future with action that
ultimately determines our destination.
Scholar and Futurist Joel Arthur Barker
seems to say it best:
“Vision without action is merely a
dream; action without vision just passes
the time; vision with action can change
the world.”
To a certain extent, we all have a mental
picture or vision of what we believe the
future will bring. If you say you have no
vision, then that is your vision, a blank
mental picture of the future. If that is
the case as Mr. Barker suggests you
may be just passing the time.

see FRED’S, PAGE 10
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Editor’s Note

By Mario Fiel, Executive Vice President
I’m sure you have already noticed
the new format and layout for the
Newsline. I’m excited with the new look
and with the new areas such as the
“Member Spotlight”. This is also
the ﬁrst time in the last several
years that NSIPA has not had a
paid editor position. We will be
utilizing the services of the NSIPA
Executive Ofﬁce management
staff along with some committee
members to handle the functions

previously handled by the editor. I will
be overseeing the process and have
already learned that begging for articles
is going to be routine.

of NSIPA. Any information from the local
chapters also gives the membership
ideas on topics and presentations that
can be used by other chapters.

The Newsline belongs to our
members and any and all articles
you wish to share with us would
be welcomed. I would like to see
more news and updates from the
local chapter meetings since the
“local chapters” are the bloodline

NSIPA will be looking for your evaluation
of the Newsline and any thoughts you
may have on the type of articles that
are more interesting. Any suggestions
on improving the overall content are
welcome.

From the Executive Ofﬁce

By Brad L. Feldman, MPA, Executive Director

The 2004-2005 year is underway and I
am very excited about the possibilities
of this year and beyond. NSIPA has set
the change for incredible services and
outreach to its members like it has never
seen before. This is because of the
outstanding work of the volunteers and
my staff who have spent a lot of hours
working to stabilize the ﬁnancial picture
of NSIPA and build its membership from
around 600 a couple of years ago to
over 1000 this last year. How incredible
is that?!
The NSIPA Board of Directors will hold
its ﬁrst board meeting of the new year
in a few weeks to discuss the vision of
the organization, brainstorm about all
of the possibilities, and develop action/
implementation plans for projects that
we will focus on. Under the new lead of
President Lowry, I think you will see new
and exciting member beneﬁts coming
your way in the upcoming years.
Introducing teleseminar for members.
Sit in the comforts of your own ofﬁce
and participate in a NSIPA teleseminar.
Introduced this year, NSIPA’s ﬁrst
teleseminar is currently being planned
as a FREE member beneﬁt for this
upcoming year. Periodically check the
NSIPA website and semi-monthly Enews for the latest on the upcoming
schedule.
Region Seminars. For the ﬁrst time
ever, NSIPA is offering to pay for
management assistance to the regions
to assist them with coordination of the
regional seminar. We are really excited

about working with some of the regions
to help the volunteers with the meeting.
We understand that life is busy, so
we are thrilled to be able to help
volunteers with implementation of
the seminar. By working together,
all of our insurance premium audit
programs can just get stronger
and stronger and we can continue
to build this expansive network of
learning for the profession.
Newsline. This issue of the Newsline
takes the issue to next level including
some subtle and not so subtle changes
to this publication. I am really pleased
with being able to highlight our members.
Not only is it a great way to get to know
more about our membership, it is an
excellent way to learn more about
how they joined the profession, their
upcoming goals and give thanks to those
who have helped them along the way.
Our newest members in the profession
can really learn a lot by those who have
led the way.
NSIPA 2005. With NSIPA returning
to Las Vegas to co-host its upcoming
seminar with the West region, we will
be going back to the place where NSIPA
had one of the most successful events
ever. My goal is to have NSIPA break
all records for the upcoming event for
registrants, guests/spouses, exhibitors,
sponsors, etc. We will be wrapping
up topic and speaker selection this fall
for the April event and be mailing the
Annual Seminar brochure in the issue
of the Newsline that will be mailed just
after the ﬁrst of the year. Here are some

of the details so you can plan now (and
actually make your hotel reservation
if you would like). Also, once
again, we encourage companies
to consider holding meetings
in conjunction with the Annual
Seminar. If you are a company
that would like to do this, please
let me know so that I can help you
contract with the hotel. Last year,
we had a couple of companies
that took advantage of this.
2005 NSIPA & IAAW Annual Seminar
April 10-12, 2005
The Westin Casuarina Las Vegas
For Reservations, call: (702) 836-9775
or toll-free at (866) 837-4215
Hotel Room Block Name: National
Society of Insurance Premium Auditors
Annual Seminar 2005
NSIPA has a block of single and double
rooms at a discounted group rate
of $99.00 plus tax for single/double
occupancy. The rate code is 4626.
Opened in the fall of 2003, The Westin
Casuarina Las Vegas combines the
excitement of Las Vegas with Westin’s
modern luxurious accommodations.
Offering 815 contemporary guest rooms
and 10 elegantly designed suites, all
rooms feature the Westin Heavenly
Bed®, Heavenly Bath(SM), dualline telephones, and elegant granite
bathrooms with deluxe spa amenities.
This modern luxury hotel is conveniently
located just steps away from the famous
Las Vegas “Strip”.
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Letter from the Immediate Past President
By Kelly Crowell, Immediate Past President
Breakfast with Fred
Each week I have “Breakfast with Fred.”
Fred Smith, Sr. has an Internet site that
has some great writings on leadership
and many other topics. Many of his
writing’s apply not only to the business
world, but family and personal life as
well.
When Fred was in his early twenties he
visited a cemetery and asked himself
what he would want the epitaph on
his tombstone to read. It was at that
moment that he chose the phrase that
would set his life direction: ‘He
stretched others.’
For many, a 6:30 breakfast with
Fred Smith, Sr. is usually the start
of a long and proﬁtable mentoring
relationship. Ask most people
who have been stretched by him
and they invariably reference
breakfasts where the light bulbs
went on. Throughout his life he
has enjoyed the mentoring process of
helping others live a successful, wellbalanced life.
Today, family and friends know that at
the age of 87 with his health uncertain,
Fred has limited time left. So with
a heightened sense of urgency, the
“Breakfast with Fred” Project, a nonproﬁt organization, was formed to
produce new material from Fred and
make it available, along with existing
material, for future generations. In
January 2003, The BWF Project ofﬁcially

launched www.breakfastwithfred.com.
The vision of the website is to present
the ideas and principles Fred has
processed throughout his 87 years and
clearly communicate them in a way that
is relevant and useful.
The website features a daily front page
article, a question of the day, nearly 300
one-liners, a weekly thought available
through email, audio excerpts from
Fred, recommended links, a discussion
forum, plus over hundreds of writings
from Fred and other contributors on the
area of leadership and personal
growth.
I hope this site challenges you to
live a well-balanced life and hope
you make time to have “Breakfast
with Fred.”
I recently received this email from
Fred and thought I would share it
with you.
Clarifying Expectations
I walked into the ofﬁce of one of my
clients that I had worked with for a long
time who was one of my favorite people.
I reached over and took two pieces of
scratch paper from the pad on his desk.
I gave him one piece of paper and I said,
“Sam, write down on that paper the most
signiﬁcant contribution you want me to
make to this organization. I will write
down on my paper the most signiﬁcant
contribution I am trying to make.”

You have to have a pretty good hold on
a client to do this, of course. But what a
great exercise!
Do you know that when we turned them
face up they were almost diametrically
opposed! The thing that I thought was
the most important thing for me to do for
him was opposite what he wanted me
to do. What he was expecting of me
wasn’t part of my plan at all.
He was a long-time client, as well as a
friend, yet we were operating with polar
expectations. Think about clients, family
members, friends, associates that you
don’t know nearly so well. How often
have you gone full steam ahead sure
that you “knew” what the deal was only
to ﬁnd out that you were heading down
the wrong road at 70 miles an hour?
What if Sam and I had continued to
operate with unspoken, but opposing
expectations? How often does this
occur and we don’t know until it is too
late to correct the error? Clarity, not
assumption, is the rule for successful
relationships.
Are you sure that you are clear about
the expectations between you and a
business associate or client? Are you
and your family operating from the same
expectations? This week clarify at work
and at home.

NEIS, Inc.

908 South Meriden Road
Cheshire, CT 06410
800-210-4133
www.neis1.com

Over 50 Years of Quality and Service.
PREMIUM AUDIT &
LOSS CONTROL SERVICES

Your New Leaders
By Dixie J. Russell,
Assistant Executive Director

On June 18, the National Society of Insurance
Premium Auditors elected its 2004-2005 Board of
Directors. Conducted during its Annual Seminar
in Nashville, Tennessee, we proudly recognize the
following ofﬁcers:
President:
Fred Lowry, Jr.
Executive Vice President:
Mario Fiel
Senior Vice President:
Darren Schombert
1st Vice President:
Susan K. Grover, APA, CIPA, CPCU
2nd Vice President:
James J. Marks, CPCU, APA, CIPA
We sincerely thank Kelly Crowell, for his past two
years of service as president and look forward to
his continued involvement, for another year, as the
immediate past president.

Tech Tips: Create a Microsoft Outlook Signature

By Stephen Crowell

Do you get emails that have the sender’s
signature or contact information listed
at the bottom of every email they send?
If so, then they are probably using
Microsoft Outlook and a customized
signature. Below are the instructions
on how to create your own signature in
Microsoft Outlook.
1. From the main Microsoft Outlook
window, on the Tools menu, click
Options, and then click the Mail Format
tab.
2. In the Compose in this message
format list, click the message format
that you want to use the signature with.
3. Under Signature, click Signatures,
and then click New.
4. In the Enter a name for your new
signature box, enter a name.
5. Under Choose how to create your
signature, select the option you want.
6. Click Next.

7. In the Signature text box, type the
text you want to include in the signature.
You can also paste text to this box from
another document.

are lots of features that can be applied
to signatures, but too much of a good
thing can become a bad thing, so be
careful!

8. To change the paragraph or font
format, select the text, click Font or
Paragraph, and then select the options
you want. These options are not
available if you use plain text as your
message format.

Part of this article was obtained from
http://ofﬁce.microsoft.com.

9. To add an electronic business card—
vCard— to the signature, under vCard
options, select a vCard from the list, or
click New vCard from Contact.
10. Click Finish when you are done
editing the new signature.
Once you’ve created a signature, you
can insert a signature in a message.
If Microsoft Word is your email editor,
see Word Help. Word offers the most
customization options for signatures.
This is the quickest way to create a
signature in Microsoft Outlook. There

Low Cost Alternative
to Physical Audits by
Trained Auditors!

1-800-383-4KEY
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Member Spotlight: Ray Fitchner
Title: Ray Fitchner, CPCU, APA, CIPA
Years in Profession: 24 counting tax
auditing, 19 in insurance
Company: St. Paul Travelers
Previous Employers: Travelers, St.
Paul Fire and Marine, State of Florida
Unemployment Tax
Education: Florida State University, BS
- majors in Risk Management and also
in Real Estate
Hobbies/Interests:
Swimming, Florida State University
Football, the beach, travel, computers,
grilling out, and chasing the wife and
kids.
Family Information, Pets, etc.:
Wife: Nicola – married 7 yrs (for those
of you betting); sons: Zach is 16 and
Matthew is 4; 3 Cats, including one 25lb
blue one.
How did you get into the audit
profession?
I was a clerk for the Florida Dept. of
Labor—Unemployment Compensation
Div. during college. When I graduated,
I became an examiner and then went
onto a U.C. Tax Auditor position in
Lakeland, Florida. I tired of government
work and wanted to try insurance since
I had a Risk Management degree. A
friend suggested I try premium auditing.
I answered an ad placed by St. Paul
Fire and Marine in Atlanta, Georgia.
Later, I accepted a position in National
Accounts with Travelers Insurance,
also in Atlanta, and was subsequently
transferred to Orlando, Florida.

Are you involved in any social,
community, volunteer activities, etc?
I am active in local, regional and national
auditor associations. Also, doing my
best not to be involved with local law
enforcement.
What is your involvement other
associations, including regional
and local chapters of the audit
associations?
Member—Central Florida Insurance
Auditors Association; Regional VP for
the Insurance Auditors Association of
the Southeast (NSIPA representative);
Previous President of the National
Society of Insurance Premium Auditors.
What do you think are the biggest
issues the premium audit industry
and the insurance industry face in
the next 5 years?
Continued mergers and acquisitions;
companies struggling with their bottom
line; the aging of the workforce and
preparation for those retiring; terrorism
and its impact on the industry and how it
does business; government regulations
and law changes; how people deal with
more and more change.
Why are you a member of NSIPA?
I believe in participating in a national
organization that promotes my livelihood
and helps me improve at my job. It’s
also been a good source to meet new
people and to make friends.
What beneﬁts do you feel NSIPA can
provide to you and to the industry?
It provides educational resources,
promotes professionalism and ethics, is
a nationwide conduit for thoughts and
information, and provides networking
opportunities on a variety of levels.
What individuals have been most
inﬂuential to you in your profession
and why?
Tony Iacono, Director of Technical
Services with AIG, was my ﬁrst teacher
in the industry and has continued to
inspire me with his knowledge, hard
work and friendship.
I also have
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Gary Pohlmann,
Managing Director
of Risk Consulting
with Marsh, to
thank for getting
me started down
the right path as
far as my industry certiﬁcations, as well
as his insightful approach to working
with the various customers we have.
Don Holzemer, my current boss, has
also been instrumental in allowing me
the time, providing me the resources,
and the encouragement to participate in
the premium audit organizations.
What is the most exciting area you
experience with premium audit?
Traveling to new places and meeting
new people is always fun. Being able
to actually help them resolve a problem
is also very rewarding.
What is the most boring or difﬁcult
area you experience with premium
audit?
I miss the independence of being in the
ﬁeld now that I’m in the ofﬁce more. I
don’t miss driving in the rain next to 18
wheelers, however. The most frustrating
parts of the job are doing the picky little
things that seem less about doing your
job and more about someone being
sure you are.
What are your goals? Where do you
hope to be in 10, 15, 20, 25 + years
from now?
First of all, my goal is to live that long
and not have all my parts fall off. That
said…they say you should have all the
fun you can in your 20s. I did that. They
say you should learn all you can in your
30s. I tried. They say you should earn
all you can in your 40s. I paid my bills
on time. They say you should get out
gracefully in your 50s. I’m working on
it. However, with a 4-year-old, the best
I’ll probably manage is to have an ofﬁce
close to the bathroom when I’m 65.

Importers, Distributors, Dealers and
Manufacturing Representatve GL Class Codes
By Kurt Lang, APA, CIPA, CPCU

The purpose of this article is to deﬁne,
explain and distinguish the differences
between these 4 mercantile general
liability classes.
DEFINITION
Importer:
A person or company that buys goods
or services from abroad (outside the
United States) and then sells them in
the domestic market.
Distributor (a.k.a, Wholesaler):
A merchant that sells products for resale
to dealers or stores or for business use
to industrial or commercial users.
Dealer (a.k.a. Store):
A mercantile establishment that
sell products directly to the ultimate
consumer and is not a distributor.
Manufacturer’ Representative:
A person acting on behalf of someone
or some company to sell their product
on a commission basis.
CLASS CODE EXPLANATION
55410 Importers – the importer class
code is distinctive in that it is a mix and
match code. There is no speciﬁc rate
for this class. The footnote provides
instructions on how to arrive at an
appropriate class code and rate. The
Premises exposure is based on the
appropriate distributing code.
The
Products exposure is based on the
manufacturing rate applicable to the
imported product. For example, an
importer of shirts is assigned a Clothing
Mfg class code and rate; an importer of
shoes is assigned to Shoe Mfg.
The reason the products class code is
assigned to a manufacturing code is
because it is extremely difﬁcult to sue
or subrogate against the true foreign
manufacturer. Thus, the importer carries
the product liability of a manufacturer.
This is a good time to deﬁne the coverage

territory as stated in the General
Liability Manual: “It is the United States
of America, Puerto Rico and Canada.”
Therefore, only goods imported from
outside of the coverage territory would
be considered as imported.
Similar yet different than importers are
private labeling companies.
These
are businesses that ask a separate
manufacturing company to produce
an end product and afﬁx the vendor’s
name to the manufactured product.
This scenario is quite common in the
garment industry where the vendor has
a clothing manufacturer sew the name
of the vendor into the garment.
In these circumstances, the vendor
does not have a manufacturing
operation, but they do have the product
exposure of a manufacturer. Since the
true manufacturer’s name is not on the
product, it would be extremely difﬁcult to
identify, sue or subrogate against them.
The assignment of general liability
class codes for a private labeling
company would be the same as an
importer, mixing and matching a dealer
or distributor premises code and a
manufacturing products code. In the
above example of a clothing store
having a separate manufacturing
company attach the store’s label to their
garments, the applicable premises code
would be 11127 Clothing Store and the
corresponding products code would be
51896 Clothing Mfg.
12361 Distributor no food or drink
NOC – this classiﬁcation applies to
businesses which sell on a wholesale
basis, non-food or drink related
merchandise, not otherwise classiﬁed
in the CLM. The application of code
12361 occurs when no other speciﬁc
distributing class applies. Examples of
such products that do not have their own
distributing class code are; art supplies,
books, cosmetics, giftware, household

appliances,
musical
instruments,
paint, photographic equipment and
televisions. Examples of some speciﬁc
distributing codes that apply instead
of 12361 are 10257 Building Material
Distributor, 11126 Store, Clothing,
Wearing Apparel-Wholesale; 12362
Dry Goods-Wholesale; 13112 Fruit or
Vegetable-Wholesale and 16005 Paper
Products Distributors.
The assignment of the proper distributing
or wholesale code is dependent on two
factors:
• Is the product sold for resale or for
business use?
• Is there a speciﬁc wholesale code?
If not, assign the appropriate
Distributor NOC code.
For example, a merchant selling
painting supplies to retail painting stores
or directly to painting contractors is
assigned 12361 as there is no speciﬁc
Paint or Painting Supplies-Wholesale
code. Conversely, a merchant, selling
plumbing equipment and supplies to
retail stores and plumbing contractors
is assigned 16527 Plumbing SuppliesDealers and Distributors, as this is the
speciﬁc general liability class code
applicable to this mercantile operation.
Exception:
If a store’s sales are clearly retail in
nature but products are strictly for
business use, you should assign the
most appropriate retail store code. An
example of this would be a painting or
plumbing supply store that sells primarily
to painters or plumbers but is clearly a
retail store with patrons (customers
and contractors) coming into the store
to purchase these products. In other
words, if a store has the appearance of
a retail store with signiﬁcant foot trafﬁc,
a retail store is applicable, regardless
of the fact that the majority of their
customers are contractors using end
product for business use.
See IMPORTERS, PAGE 8
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Servicing the Western United States:
Arizona, California, Colorado, Idaho, Montana,
Nevada, New Mexico, Oregon, Utah,
Washington, and Wyoming

(800) 279-1437
www.lowryinc.com

IMPORTERS, from page 7
18437 Stores-no food or drinkOther than Not-for-proﬁt NOC – this
classiﬁcation applies to businesses
which sell on a retail basis, non-food or
drink related merchandise, not otherwise
classiﬁed in the CLM. This is a catch
all class for retail stores not described
by a specialty retail store class. For
example class code 13049 applies to
Frozen Food-distributors, but there is
no separate retail code for Frozen Food
Retail Store. So the applicable store
code for this type store is 18437.
Note there are several mercantile class
codes that apply to both distributors and
dealers. They include 12683 Fertilizer
Dealers and Distributors; 13411
Gas Dealers or Distributors NOC;
14527 Janitorial Supplies – dealer or
distributors, 14655 Jewelry Store or
Distributors, 16527 Plumbing Supplies
and Fixtures Dealers and Distributors,
16705 and Refrigeration Equipmentdealers or distributors only, commercial.
For these type businesses it makes no
difference whether sale is for resale,
business use or to ultimate customer.
The assignment of the proper dealer or
retail store code is dependent on two
factors:

• Is the product sold to the ultimate
consumer and not sold for resale?
• Is there a speciﬁc retail store code?
If not, assign the appropriate Store
NOC code.
45993 Manufacturers’ Representative
– the following are the criteria for this
type of business:
• Is not an employee of the ﬁrm for
whom products are sold and
receives no employee beneﬁts from
such ﬁrm
• Keeps no stock on hand except for
some sample products
• May assist with the installation of the
product
• May train people who buy the
product on how to use it
• Operates solely on a commission
basis
A manufacturers’ representative who
meets all of the above but has warehouse
facilities no longer is eligible for this class
code. Instead an appropriate distributor
or importers class applies.

a manufacturers’ representative code
applies. If they take title of the goods
after entering the country and before
sending them to the ﬁnal customer, they
are an importer and should be rated as
such.
Many manufacturers’ representative
record commissions as their income
source rather than sales. While ISO’s
intent is to use gross sales as the
exposure base, it is acceptable to use
only commissions, if they were the basis
of premium used by the underwriter in
developing the rate. But the auditor
doesn’t always know this when doing the
ﬁnal audit. If the auditor is only able to
obtain commission information and not
gross sales, the auditor should notify the
underwriter. Trying to ascertain a gross
sales ﬁgure from total commissions is
a difﬁcult task, as commissions vary by
the end product that is brokered. For
more information regarding sales versus
commissions as the exposure base for
manufacturing representatives, see the
PAAS Educations Bulletin, 10-87.16.

If a risk operates on a commission
basis and never takes title to the
imported product they are brokering,

Premium Audits
Insurance Inspections
Loss Control Services
1750 Elm Street, Suite 104, Manchester, NH 03104
Telephone: 800-633-8447
Fax:603-645-8444
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Tel: 805.449.0097
Fax: 805.449.0098
Email: calwest@ecalwest.com

2004 Annual Seminar: A Look Back
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NSIPA Select
Supporter ($2000)

Benefactor ($5000)

Northeast Audit Services
Sponsor ($3000)

Partner ($500)

Contributor ($1000)

Professional
Casualty
Services

Wilkinson Insurance
Services

Field Services, Inc.

FRED’s, from cover page
I would like to encourage all of us in
our professional or personal lives to set
a vision of where we want to be that
is reasonably within reach. If we will
evaluate and understand the effort it will

take to get there and then put forth all
the action within our power to get there,
we will have a much greater chance of
reaching our desired destination. The
daily and sometimes mundane tasks

we face will take on more meaning and
be less of a chore that appears to be
just “passing the time.”

We would like to take this opportunity to introduce Dayside Risk Management, Inc. Our business
is insurance premium audits and on site survey inspections in Alabama, Northwest Florida and
South Mississippi.
Dayside personnel have over 30 years of experience in the commercial insurance industry, safety
inspections with OSHA standards and insurance premium audits. As professionals in various
areas, we have come together to create Dayside Risk Management, Inc.
It is our goal to please our clients with a professional relationship and a high quality product. Our
time service is targeted at 45-day turnaround for full term policies; 30 day for short term and/or
cancellation audit requests.
Contact us at 866-418-3363. PO Box 6588 Navarre, FL 32566. Fax: 850-939-5587
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Well-Deserved Recognition
By Dixie J. Russell, Assistant Executive Director

At the recent Annual Seminar in
Nashville, NSIPA was honored to present
the following awards. Please join us in
recognizing the following individuals for
their dedication and commitment to the
insurance premium audit profession:
Lifetime Achievement Award:
Ed Galloway, APA, CIPA
Newsline Editors Award:
Jeanne Arnold for her Volume 28, Issue
2 article, “Change is Coming!”
President’s Award:
Lisa Brien
Betty Gerdes
Distinguished Service Award:
Ray Fitchner, APA, CIPA, CPCU, CPD

In conjunction with the Annual Seminar,
NSIPA is always honored to recognize
the following certiﬁcations:
CIPA Recognition – 2003/2004
Donna L. Marquette
Kenneth Orel
Steve Parsons
Alvin Todd
John Stike
CPD Recognition – 2003/2004
Sonia C. Carter
James J. Marks

And of course, Kelly Crowell was
presented
with
TWO
outgoing
president’s plaques for his unselﬁsh
service for two consecutive terms as
NSIPA president July 1, 2002 through
June 30, 2004.
In addition, several regional associations
have chosen their regions auditor of the
year. We are honored to recognize the
following 2003/2004 recipients:
Central States: Linda Picou
Northeast: Scott Miller
Southeast: Jerry Couts
Southwest: Lynn Evans
West: Ed Grove

Chlystek & White Services, Inc
would like to welcome...

Sue Grover,

APA, CIPA, CPCU

as the new
Minnesota
Regional Manager!
Sue Grover
Regional Manager
(800) 523-8501, ext. 276
sgrover@cws-gr.biz

Jeanne Arnold receives the
Newsline Editors Award
at the 2004 Annual Seminar

APA Recognition – 2003-2004
Michele Barden, APA
Sarah Barthelette, APA
David C Blackhurst, APA
Raymond F Cass, CPCU, APA
Cynthia L Cole, APA
Robin D’Eri, APA
Marjorie E Duffy, CPCU, APA
Katherine M Eaves, APA
John R Havas, CPCU, APA
Scott A Hawthorne, CPCU, APA
Dianne Heitmann, CPCU, APA
Gary R Higgins, APA
Timothy D Howard, CPCU, APA
David J Irwin, CPCU, APA
Sarah Grace Johnston, APA
Daniel R King, APA
Jon Kovach, APA
David P Lavoie, CPCU, APA
Nancy M Luka, APA
Brian McNulty, CPCU, APA
Phyllis A Micken, APA
Martin J Noone, CPCU, APA
Bonnie W Pate, APA
Rodger Sigurdson, APA
Lasa L Simmons, APA
Bradley E Simpson, APA
James J Slaski, APA
Robert E Storms, APA
Raymond D Thys, CPCU, APA
Alvin J Todd, APA
Cindy Urbans, APA
Angelo Valle, APA
Brian Vance, APA
Les Willis, CPCU, APA

Effective September 1, 2004, Chlystek & White
Services, Inc has expanded into Minnesota and
Western Wisconson for physical audits.
Chlystek & White Services, Inc. also continues
to provide physical audits in Michigan, Indiana,
Illinois, Ohio, Kentucky, and Eastern Wisconson,
along with nationwide telephone audits.

www.cws-gr.com

Mark deWaal
President
(800) 523-8501, ext. 115
mdewaal@cws-gr.biz
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