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About the Awards 
The RISE Awards launched in 2017 as a program to recognize the top rising talent in the 
insurance industry.  This next generation of leaders are making an impact in their com-
pany, community, and the industry at large.  

To be eligible, nominees must be 40 years of age or younger OR have less than 10 years 
of industry experience. They may be working in any area of the insurance industry. Ideal 
candidates are superstars, management or executive track, and demonstrate leadership 
within their organization or community. 

The RISE Advisory Board reviews all detail provided and votes to determine final selec-
tion.  Sponsorship or membership does not contribute to selection, only applicant merit.  

This year we also chose to recognize 5 mentors as well as name a Mentor of the Year to 
deserving individuals who are dedicating their time to supporting young professionals. 

2020 is a year unlike any other. Everything from work 
from home, accelerated innovation, cultural reform, and 
shifting business demands has forced us to embrace 
change. In an industry built on being there for people in 
tough times, we are all learning first -hand what it means.  
One key takeaway from this year ’s RISE Awards is resili-
ence. This year ’s winners certainly are a testament to 
adapting and improving in the face of a challenge.  

The industry’s talent gap has not diminished, but the 
skills and positions are changing.  Attracting and retain-
ing talent remains a top 3 focus for executive leadership. 
RISE was founded to be a springboard for rising stars. 
This year has changed our strategy, but not our vision.  
Who better to embrace technology and the virtual envi-
ronment than young professionals?  

Thank you to our Advisory Board and Leadership Team for your leadership and vision. Thank you to all 
who nominated rising stars. And thank you to all the members of RISE who continue to get involved and 
make RISE a fun, innovative, and rewarding group to belong to!  

Congratulations to the winners. We all wish you continued success!  

Amy Cooper 

RISE Founder 

A Letter From The Founder 

P A G E  5  

About R.I.S.E. 
Rising Insurance Star Executives, or RISE for short, is the insur-
ance industry’s young professionals group. We’re a membership 
organization founded in 2017 that is free to join for qualified 
professionals.  We offer monthly webinars (many with CE/CLE 
credit), scholarships to industry events, networking opportuni-
ties, a job board, articles/videos, and much more. Visit 
www.RISEprofessionals.com  

@RISEprofessionals 

http://www.RISEprofessionals.com
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AMANDA SKIDD  

The Auto Club Group  

LAEL CHAPPELL  
Attune 

NICOLE HANER  

Mercury Insurance  

Safe Harbor Pollution Insurance  

Selective Insurance  

JILLIAN TETREAULT  

MALLORIE MAULDIN  

Tower Hill Insurance Group  

SARA JOHNSON  

Worthy Insurance Company  

ANDREW CAMPBELL  

JESSICA BURT  
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FAITH MASON  

Berkley Net Underwriters  

Comcast NBC Universal  

JOHN BRYANT  

MARCELLA BEASLEY  
Alliant Insurance Services Inc  

SHANE BARNES  

USAA 

HALLEY CORBETT  

KJ VANDERWERKEN  

MOLLY HENTGES  

STEVEN STAEBLER  

QBE North America  

Insure National  

Gallagher Bassett  

Movement Insurance  
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Andrew Campbell 

Claims Special ist  

Nationwide Insurance  

Claims Litigation Special ist  

Selective Insurance Company of America  

Amanda spends countless hours to help build organizations 
and promote anti fraud throughout Ohio and the Insurance 
Industry. Amanda is passionate about paying claims that 
have no concerns promptly and exhausting all leads before 
making a coverage decision when combating insurance 
fraud.  

 

“Amanda is the definition of being a team player 
that has a passion for special investigations. She 
treats everyone with respect and constantly goes 
above and beyond!” – Daniel Wilson, Property 
Claims Manager, Nationwide Insurance 

In spite of adversity, hard work and continuing education can 
opens doors and makes anything possible. Andrew lives by this 
motto and knows that he couldn't be where he is without strong 
mentorship of senior professionals.  

 

“Andrew is a very hard worker and a valuable asset to 
our team.  I would like to congratulate him on his 2020 
Rise Award.  It is well deserved!” - Timothy Kahl, Litiga-
tion Supervisor, Selective Insurance 

Amanda Skidd 

2 0 2 0  H O N O R E E S  
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Like so many of you, I have been horrified by the many 
sickening events that have led to such dramatic unrest in 
our country – obvious racial profiling, abuse and clear racial 
injustice which continues to perpetuate systematic racism in 
our nation. Sadly, these incidents have been going on for 
years – but it has taken recent events to finally shake our 
nation and motivate us to demand social reform, equality 
and justice.  

To their credit, leaders and companies are issuing sincere 
and appropriate public statements on racial injustice and the 
need for equity, and they are standing in solidarity with 
their black and brown teammates, customers and partners. 
And just as importantly, they are backing these statements 
with financial contributions to organizations and causes to 
help raise further awareness of injustice and to promote the 
need for lasting change.  

From an industry perspective, the American Property and 
Casualty Insurance Association and the National Association 
of Insurance Commissioners are both taking bold and deci-
sive action to ensure the industry is leading the charge to 
challenge, interrupt and abolish racism, which makes me so 
proud to be a part of this great industry.  

All of this is all wonderful, of course, and is a great first 
step. But what comes next? What can we do as individuals 
to further demand change and promote a better path for-
ward?  

As I reflect inward, I am embarrassed at how long it has 
taken me to embrace a strong, public and vocal stance 
against systemic racism and inequality – especially because 
I have always considered myself an ally. But as the 
marches, the protests and the unrest begin to subside, one 
thing I know is true… our actions must not lessen. Our sup-
port of our black and brown teammates should grow in in-
tensity and urgency. Our partnerships with minority owned 
businesses should be intentionally sustained, and our voice 
at the polls should be clearly heard.  

Our industry and our teammates are looking to us to indi-
vidually and collectively step up, and to answer to this ques-
tion: What is next? Are we willing to put our money where 
our mouth is and truly make progress on diversity and inclu-
sion, or are we going to just talk about it? 

I, for one, am committed to action. As a start, here are 
questions that I am posing to myself and to all leaders who 
are in a position to make a difference: 
 

 Look at your team. Is there racial diversity? Then exam-
ine your circle of friends and ask the same question. 

 Review your company website. What does your leader-
ship team look like? Does it reflect a diverse and inclu-
sive culture? 

 Do you have racially diverse suppliers and vendors? 

 Review the policies within your organization. Do they 
support Diversity and Inclusion, or do they culturally 
create segregation?  

 If you do not have a diverse leadership team, is there a 
plan or strategy to gain diverse perspectives from pro-
fessionals within the organization?  

 If you have a diverse team already, is it also inclusive? 
And do the public-facing roles in your organization re-
flect this?  

 What mentoring and advocacy programs do you have in 
place to prepare the next generation of racially diverse 
leaders and to ensure your leadership pipeline is strong 
and diverse? 

 Are you being intentional in your efforts, or are you set-
ting goals and aspirations and walking away as if that is 
enough? 

 Are you comfortable engaging in discussions about 
change and hearing perspectives that will make you 
uncomfortable? 

Believe me – I am not pontificating, and I am likely missing 
the mark in many ways. But I am committed to doing more 
and doing better, and I am looking in the mirror daily and 
asking what I can do – as a leader with a platform. 

When the unrest calms – and it will – we cannot become 
complacent and return to doing things the way we have 
done them before. It is not good enough. I truly believe this 
is only the beginning of a new day for our industry and our 
nation – a day that has been pleaded for, fought for and 
even demanded for hundreds of years.  

Let’s be a part of historic change by doing our part and 
holding each other accountable. Enough is enough. 

A Call to Leadership 
Enough is Enough… Now What? 

B y  L i s a  C o r l e s s ,  P r e s i d e n t  a n d  C E O ,  

A F  G r o u p  
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Halley Corbett 
Vice President of  Recruitment  

Insure National  

Halley has learned the industry so quickly that you would assume 
she has been working in the insurance field for decades. You can 
tell she has fallen in love with the industry and that placing candi-
dates with different insurance carriers is no longer a job for her, 
but a passion.   

 

“Halley is intelligent, compassionate and works with the 
highest level of integrity when working with our candi-
dates and clients. She is reliable and always available 
when you need her.”  - Chelsea Midlarsky, Head of Re-
cruitment, Insure National 

She identifies, engages, and develops claims management and cost 
containment initiatives that protect company assets while ensuring 
the highest level of care and compassion for injured workers… Per-
haps most importantly, she defines how success is measured using 
claims analytics and has led the team to consistent and continuous 
improvements each year since she assumed her current role. 

 

“Faith’s integrity, courage in addressing difficult challeng-
es, and commitment to excellence through teamwork are 
the foundation of the achievements that led to this honor 
and that will propel her continued success.” -Deborah 
Saunders, Senior Director, Claims Management, Comcast 
NBCUniversal 

Senior  Manager,  Workers ’  Compensation  

Comcast  NBCUniversal  

Faith Mason 
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B y  P a u l  K u s h ,  E x e c u ti v e  V i c e  

P r e s i d e n t ,  C h i e f  C l a i m s  O ffi c e r ,  

S e l e c ti v e  I n s u r a n c e  

After decades of its reluctance to innovate, the insurance 

industry has come to realize that the ways of the past 

need to change in order to keep pace with customer ex-

pectations. Today, advancements in technology are chang-

ing the way we do business, from the services we offer 

and how we communicate with customers, to how we pro-

cess and handle claims. For example, virtual appraisals are 

now commonplace and allow a customer who has had an 

auto accident to digitally upload photographs of their dam-

aged vehicle and receive an appraisal within minutes.  

Similarly with telematics, adjusters now can have a real-

time view and detailed insight into their accounts and driv-

ers within their assigned territory. They can quickly hone 

in on their client when an accident happens to provide in-

structions to their insured driver while at the scene, inves-

tigate the claim based on video and data that is available 

in seconds, and often make claims decisions within 

minutes of an accident.  Couple these telematics advances 

with virtual appraisal tools, and a customer could have 

money in their bank to pay for their damages as they pull 

away from the accident scene.   

The surge of innovation in the insurance industry makes it 

an exciting time to build a career in insurance. As you nav-

igate your career path and explore different areas of inter-

est, I want to share some advice that I’ve learned to be 

very important along the way to keep innovation top-of-

mind.  

Become an expert at something.  Learn everything 

you can about these and other innovations and be your 

company’s expert.  Don’t be content with the advance-

ments you’ve made today — no doubt Moore’s Law applies 

to these improvements in technology and they will be ob- 

solete in 18 months, replaced by something better and 

more cost effective.  Research new technologies and work 

with your company’s innovation team.  If you don’t have 

one, start one! 

Utilize innovation to attract new talent.  What insur-

ance company do you think a 2025 college graduate would 

rather work for?  One that allows them to instantly view 

their clients’ accidents as they happen, communicate im-

mediately with them, and resolve the claim that day?  Or 

one that requires the young claim professional to pick up a 

telephone four days after a claim occurs and call the driver 

(who no doubt won’t be answering their phone) and obtain 

a recorded statement? Innovation and technology is a 

draw – embrace it to entice new talent. 

Use the data!  While these advancements in technology 

help us provide a superior customer service experience, 

the data that is collected is expansive and incredibly valua-

ble to the insurance executive.  Take the telematics exam-

ple: While the claims professionals are responding to and 

investigating accidents instantaneously, their underwriting 

and risk control counterparts (Or heck, maybe those three 

roles are all performed by the same person!) can analyze 

the same data to look at driving performance of insured 

clients who are not involved in accidents.  Current technol-

ogy can identify those drivers who follow too close, roll 

through stop signs, are involved in near misses or don’t 

use their turn signal.  The underwriter can use this data on 

the potential that a future loss will occur to make informed 

decisions about commercial automobile accounts, instead 

of just looking at prior loss data. Insureds’ fleet managers 

can also use this data to provide feedback and training to 

their drivers to address dangerous driving actions and re-

duce risks.   

With innovation comes opportunity and there’s no better 

time than now to leave your mark on the industry. Be 

brave, bold and embrace an innovative mindset – you will 

not only help to elevate your career to new heights, but 

you will also help to advance the industry as a whole.  

Change & Innovate 

Rise Up, Embrace 
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Claim Manager  

The Auto Club Group  
Jessica has given 100% in all of her positions and goes above 
and beyond what is required in all of her positions. Jessica 
catches on quickly to her new roles and often takes on addi-
tional work. She is a go-getter and very enthusiastic about her 
job. She is definitely a role model for our support staff. She is 
very genuine and does a great job building morale for her staff 
of 10… Jessica looks for ways to make changes easier and 
more consistent for our employees.  Just recently during the 
COVID-19 pandemic, Jessica was the only manager out of four 
that came into the office almost daily to make sure her unit as 
well as the other units within Shared Services was running 
smoothly. She was very instrumental in helping employees be 
able to work from home by guiding them through the process 
and making sure they have the requirements on their comput-
ers to be able to work from home. 

“Role Model, Innovator, and all around Superstar.” –
Caroline Dettloff, Regional Claim Manager, Auto Club 
Group 

Jessica Burt 

Jillian Tetreault 
Deputy Underwriter  

Safe Harbor Pol lution  

Jillian is motivated, dedicated and ...has quickly proven her 
affinity for the business and has been promoted twice within 
6 years. She has an exceptional work ethic and plays an in-
tegral role in helping our day-to-day operations run at such a 
high level. A job description doesn't apply to Jillian. She is 
always ready to step up and help in any situation.  Jillian 
taps into her LinkedIn network to help educate the wider 
community ... She fully understands the role of underwriter 
and the coverage she provides. 

“Jillian takes initiative and is always willing to take 
on new challenges and go the extra step to find a so-
lution for her customers. Her attention to detail and 
response time is impeccable, which makes the bro-
kers naturally drawn to her. She also sets a great ex-
ample for her team members when it comes to excel-
lent customer service and knowledge in the marine 
industry.” - Joan Hencler, Manager of Underwriting 
Operations at Safe Harbor Pollution 

P A G E  1 4  
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Have a goal for the conference so you know go-
ing in what will make it successful for you.  Do you 
need CE credit? Is there a particular speaker or topic 
you don’t want to miss? Are you looking for a new 
product and need time to browse the virtual exhibit 
hall? Want to add to your network?  Your goal is per-
sonal, so it’s up to you to figure it out. 

5 

6 

7 

8 

Take time to review the agenda at least a cou-
ple weeks ahead of time. Know what sessions you 
want to see and why. It’s important to know ahead 
of time how much time you want to commit to the 
conference and learning. All of this is important be-
fore other business meetings get set on your calen-
dar, which we all know could happen leading up to 
the conference. 

Block off time on your work calendar so other 
meetings and interests don’t keep you from partici-
pating and getting what you want out of the confer-
ence. It’s important that if you really want to attend 
certain sessions, want time for networking, or need 
time to explore virtual exhibit halls, that you put the 
time in your calendar so others know you are busy 
just as if it’s a real conference, because it is! 

Log in to the networking as soon as it becomes 
available. One of the main things that people like 
(and miss this year) about conferences is the net-
working aspect. The sooner you get set up for net-
working, the easier it will be to connect with people 
when the event kicks off.  Get familiar with the tech, 
add your  picture so others can get a sense of what 
you look like, and update the “about you” section as 
to your goals so you can make more relevant con-
nections.  Include your LinkedIn name if social media 
is something in which you engage. Make it a goal to 
try to meet at least 2 new people.  Remain open 
minded even if you don’t think you need to meet 
someone new.  We’ve all heard, “It’s not what you 
know, but who you know.” Your network is valuable, 
so don’t short change this opportunity.  

Make sure your licenses are registered with 
the organization hosting the event prior to 
the event.  Many organizations have profiles where 
you can update this information. Several will also 
ask for your license information during registration. 
If you don’t have it at that time, make sure you go 
back and update it prior to the event. You’d hate to 
waste time attending a class and then miss out on 
CE credits due to a recordkeeping error, and that 
includes being on time and doing the “attendance 
checks” on the platform. 

Avoid technical issues through prevention.  
Use Google Chrome when possible as it is known for 
the least number of compatibility issues.  If you plan 
to only listen, use computer audio and mute your 
microphone. If you’re speaking, log on early and 
practice with the same technology. If you need to 
use phone for audio, make sure your computer audio 
is completely off/muted. If they give you the link 
early, click it and try logging in so you can identify 
any issues early enough to contact their support. 

Practice mindfulness.  Turn off and shut down 
other applications, put your phone on “do not dis-
turb,” and refrain from checking emails. Maximize 
your screen and turn off your 2nd monitor. If you’ve 
deemed the sessions worthy of your time, give them 
your undivided attention. If you’re working while 
playing it in the background, you might as well just 
turn it off. If you have a hard time being present, 
take out pen and paper and take notes, jot down 
questions, think about the concepts being described 
as if you were going to repeat them back to your 
coworkers later.  

Actively participate and engage.  If there are 
polls, take them. If you have questions, don’t be shy, 
ask them!   

10 

9 

Find something or someone of value, and fol-
low up. Thank a speaker who provided good infor-
mation or made a great point.  Follow up with some-
one with whom you networked.  Invite people you 
watched speak or met networking on LinkedIn. Take 
a concept you heard back to your organization and 
have a discussion. Focus on 2-3 things so as not to 
overwhelm others, write them down and act.  “The 
great aim of education is not knowledge but action.” 

Provide feedback. Most conferences want to know 
what works and what doesn’t.  In 2020 with how fast 
organizations had to adapt to a virtual setting, 
they’re learning too.  If they send a survey, take a 
minute to give honest and constructive feedback 
while also being kind given the circumstances, or 
email the organizers.  We all may be participating in 
this “new normal” for longer than we thought. Your 
thoughts could shape all of our future experiences.  

B y  A m y  C o o p e r ,  F o u n d e r  R I S E  

10 Tips for a Successful Virtual  

Conference 

P A G E  1 7  

R I S E  A W A R D S  2 0 2 0  



Jessica Burt has been with the Auto Club Group for five 
years.   Jessica started as a support clerk in our Claim 
Support Operations unit.  She left the unit with a pro-
motion and came back to the Claim Support Opera-
tions unit as a Claim Manager just two years later.   Jes-
sica is definitely a role model for our support staff.   Jes-
sica is genuine, an innovator, and possesses great team 
morale building skills.  Jessica is our Rising Star and all 
around Superstar in Claim Support Operations. 

Congratulations 

Jessica Burt 

On your RISE Award 



John's commitment to performance and professional development is ex-
traordinary. I view John as the type of professional who strives every day 
to learn. His learning is not only from his leaders, but his staff, our in-
sured's, injured workers and the countless number of professionals who 
partner with us in managing our losses. He has also been our point per-
son for the management of a sister companies losses on a national basis. 
This involves both operational as well as technical areas of execution. 
The need and desire to do more in what makes John a standout. His in-
volvement in new ways for staff recognition, innovation in our company, 
technical execution and developing everyone around him is a wonderful 
trait for a young leader. 

“John Bryant is a professional role model in technical, adminis-
trative and strategic claim initiatives as well as focused on con-
tinuing education and community based goals.” – Jawana 
Weeks 

Team Leader  

Berkley Net Underwriters  

John Bryant 

KJ VanDerwerken 
Account Executive  

Movement Insurance  

KJ has consistently placed top 3 in highest premium sold per 
month, consecutively, for over 5 years. Taking the time to 
make what some may describe has complex or complicated 
coverages, into easily understandable explanations, KJ's cus-
tomers can sleep soundly knowing that KJ has sold them a 
policy tailored to their unique needs. 

“KJ is a highly motivated and successful sales profes-
sional. He leads our agency in all-time sales and has a 
talent for uncovering client needs, as well as a keen 
ability to pair a solution with each need. He’s a huge 
asset to our agency and we’re lucky to have him.” -Clay 
Harper, VP, Movement Insurance 

P A G E  1 9  
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Agents Through Challenges 
B y  C a t h y  A l l o c c o ,  V i c e  P r e s i d e n t ,  S m a l l  C o m m e r c i a l  

S a l e s  &  D i s t r i b u ti o n ,  N a ti o n w i d e  I n s u r a n c e  

COVID-19’s impacts have brought a cloud of uncertainty 
over almost every industry. Recently, Nationwide surveyed 
independent insurance agents, finding that although agents 
have stepped up to help the individuals and businesses 
they serve through difficult times, more than half (53%) 
are also questioning their futures as they grapple with how 
COVID-19 impacts their clients and services.    

Young agents, in particular, indicated the most concern 
over their careers and ability to adapt to new ways of sell-
ing post COVID-19, with 62% of young agents ages 18 to 
39 responding that they’re now questioning their career 
choice.  

It’s understandable that today’s challenging business envi-
ronment could rattle someone newer to the industry. 
Young producers are less likely to have an existing client 
base to provide a referral source and revenue stream when 
business is slow.  And veteran agents are more likely to 
enter this crisis with perspective on how they may have 
successfully adapted and persevered through tough times 
in the past.  

The good news is, young agents don’t have to go it alone. 
Make sure you’re leaning on your carrier partners for help. 
Hold them accountable for providing the tools and expertise 
you need to adapt.  

Young agents said driving new business (71%) and main-
taining client portfolios (70%) ranked among their top con-
cerns. Well-positioned carriers can provide innovative solu-
tions to help you enhance and adapt the way you market to 
clients and meet evolving service expectations.  

Digital tools, like agent-facing quoting and selling 
platforms for personal and commercial lines, bring 
speed and ease to the selling process. Self-service 
capabilities enable agents or insureds to quickly 
request policy updates or information. Innovative 
offerings, like telematics, can help reduce premi-
ums as customers drive less or improve safety for 
consumers and businesses alike.   

The survey also found a need for young agents to embrace 
a shift toward digital-based marketing and selling strate-
gies. Eighty percent of agents told us they’ve already 
changed the way they sell or market to customers due to 
COVID-19, and for the foreseeable future, many customers 
will be less inclined to desire face-to-face meetings. Nearly 
seven in 10 (67%) younger agents said they are challenged 
with shifting their marketing efforts to a digital-based ap-
proach.  

Now is the time to hone your virtual meeting chops, button 
up your web site and social profiles, and optimize market-
ing. Make sure you take advantage of co-op marketing dol-
lars and marketing training opportunities offered by carri-
ers. 

Young agents also shared they’re now more inclined (76%) 
to partner with larger carriers for the strength and stability 
they offer clients. As a mutual, Nationwide is proud to be 
able to put our focus on the needs of our members and 
partners as opposed to the short-term demands of share-
holders. We partner to help our agencies become digital 
and marketing powerhouses, in addition to providing mar-
keting and social media support to grow their reach.  

One thing is for sure – America needs the insurance indus-
try as much as ever. Agents that weather the current crisis 
will emerge in a great position to accelerate success as our 
economy recovers – and history tells us it will. Despite 
COVID-19’s economic impacts, the insurance industry is 
strong, and our future is bright.  

Supporting Young Insurance 

https://blog.nationwide.com/news/new-survey-data-uncovers-agents-covid-19-concerns-infographic/
https://static.nationwide.com/media/NPO-1058AO_1_Marketing%20Powerhouse_Whitepaper_AMS_ADA-Final_tcm826-257834.pdf?r=6
https://static.nationwide.com/media/NPO-1058AO_1_Marketing%20Powerhouse_Whitepaper_AMS_ADA-Final_tcm826-257834.pdf?r=6
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3479 members & followers 

582 companies involved 

123 scholarship opportunities 

48 award winners 

21 webinars 

1 community 

81% 79% 

Mentorship is the  

#2  
 Reason professionals at-

tribute their success 

400,000 
Jobs available in insurance 

The Insurance Industry continues to stay ripe with opportunity, even through Covid-19 

With social distancing and work form home, we’ve seen increases in the adoption of technology 

300% 
Increase in adoption of 
remote & digital claims 

settlement 

Anticipates  

transitioning 

$22 

Billion  
to e-payments 

75% 

RISE continues to bridge the talent gap and support innovation in the insurance industry 
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Of companies 

polled have a for-
mal mentorship 

program 

Now more than ever, relationships matter 

JOIN A COMMITTEE 
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Lael is a proven leader by every measurable metric. His ability to 
motivate and lead people, analyze complex situations and provide 
clear solutions and to build a support system/network for any of his 
endeavors ...But want makes Lael excel is his relentless pursuit of 
continuous improvement… What sets him apart from others is his 
commitment not only to the job, but also his contribution to the 
overall growth of our industry coupled with his commitment to his 
core principles of inclusion and diversity. 

"Since joining Attune in 2019, Lael has been an instrumen-
tal part of growing our company from start-up insurtech to 
scaling in the SME market.  Lael is a talented and exemplary 
leader in delivering Attune's core values with our broker 
partners and within the industry at large, but more im-
portantly, for many of our employees that joined insurance 
from other technology and consumer brands." – Patrick 
Girouard, Head of Business Development, Attune 

Broker Engagement Lead  

Attune Insurance  

Lael Chappell 
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Mallorie Mauldin 
Team Leader  

Tower Hi l l  Insurance Group  

Mallorie is the glue that hold our Bluegrass Team together. She acts 
as Team Leader but is the heart and soul of the group of more than 
30. Mallorie has been part of the team since its inception and has 
helped it through several growth stages to make it what it is today. 
She is an active management team member and is always looking to 
for ways to improve. 

 

“Mallorie Mauldin has a proven ability to work with a team 
to get large quantities of work done under pressure 
(Hurricanes Irma, Michael, and other catastrophe events). 
She leads well because she sees the humanity of those tak-
ing direction from her while maintaining vital work process-
es and quality checks. She is a leader of the future and in-
surance professional on the rise.” – Jonathan Graves, Man-
ager Field Claims, Tower Hill Insurance 



Account Manager  

All iant Insurance Services  

Striving to always learn and grow within the insurance industry, 
Marcella is dedicated to sharing her passion and commitment to 
insurance, inspiring the next generation to a life within the insur-
ance industry… She has dedicated herself to obtaining numerous 
designations and is extremely involved in her local, regional and 
international insurance community. It is her drive and determina-
tion that has helped drive membership with her local organiza-
tions. 

Marcella Beasley 

2 0 2 0  H O N O R E E S  

Molly Hentges 
Account Executive  

Gallagher Bassett  

Molly has earned the respect of her peers and has become a role 
model to rising young professionals looking to get into the industry. 
Molly came up through the Gallagher internship program where she 
spent two summers shadowing producers. Throughout her time 
interning her enthusiasm and strong work ethic was evident. This 
prompted her to receive a full time position. Molly devotes her time 
mentoring Gallagherʼs summer sales interns and takes pride in 
teaching rising insurance professionals about the importance of 
insurance and how to be successful within the industry 

“Molly brings energy, optimism, new perspective, and 
strategy to our team and to those whom she now mentors 
through our internship program. Molly is eagerly honing 
her skills in the marketing of our claims management ser-
vices and in selling to our carrier, program, and captive 
partners. She is a valued colleague.” -Amy O’Brien, Nation-
al Sales Director, Carrier Practice, Gallagher Bassett 
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B y  C h r i s t o p h e r  G r e e n e ,  S V P ,  C h i e f  

C l a i m s  O ffi c e r  &  G e n e r a l  C o u n s e l ,  

C a n a l  I n s u r a n c e  

From the Start 

Be A Leader 
and be great at hitting all your key metrics consistently.   

However, the insurance business is about more than just 

promptly and efficiently paying claims.   Study and under-

stand your company’s business plan.  Be proactive in build-

ing relationships with the different functional areas of your 

company and understand how each contribute to the overall 

company results.  From there, you can really start to devel-

op your business acumen, better grasping the total picture 

of running an insurance company. 

For anyone who truly aspires to have a seat at the table, it 

is important to know that nobody advances alone.  While 

strong performance is important, behind every great achiev-

er is someone that helped that person along, and mentored 

them to be ready for the next challenge.   If your company 

does not have a formal mentoring program, suggest the 

creation of one.   Find a mentor within your organization, 

preferably in a different area of the company or someone 

already in the C-Suite.   Then take that relationship seriously 

and listen to what they have to say.   I assure you that, if 

you are committed to the process, your mentor will be your 

strongest advocate in getting you a seat at the table.    

Beyond technical competencies in your current role, the abil-

ity to have your voice heard, command respect, and be seen 

as a leader plays a major role in securing a seat at the table.  

Develop your personal brand within the organization, and 

demonstrate that you are someone with valuable skills. I 

have found that staying calm under pressure and knowing 

how to listen and synthesize views into a decision, will cer-

tainly help you along.   Express clear and confident opinions 

instead of being a fence-sitter.   In building your brand, also 

consider honing an “elevator pitch” summarizing your value 

proposition in a few sentences.   Trust me, you will use it 

more than you think. 

You can continue to do your job well, getting great perfor-

mance reviews, and adding value to your organization.  

However, you should never stop making yourself better.    

Ensure your plans include on-going professional develop-

ment (e.g. industry designations, advanced degree pro-

grams, other continuing educational pursuits).  Adopt the 

attitude early in your career that continuous improvement 

through professional development is important and a cap-

stone to who you are.   Being viewed as someone consist-

ently striving to do and learn more is a great start to show-

ing you can handle being at the table.     

 

If you will take all these steps to heart, I assure you that 

you will be a more focused, disciplined, and engaged team 

member; one that will soon be taking that seat at the table. 

Confused by the title?  It means exactly what it says.  

But you say, – “hey, I have only been at my company x 

long,” or, “I am only in x position.”   These are all ex-

cuses we give ourselves for not getting out of the gate 

sooner in the race that is your professional career.   So, 

if you aspire to do more, to be more, then it is never 

too soon to start working toward your ultimate goal of 

getting a  “seat at the table”.    

So what does it mean to have a “seat at the table”?    

Well, it generally means, regardless of tenure or posi-

tional authority, that you are viewed as a “go to” per-

son in your organization.  It means that you have 

demonstrated through business acumen, establishing 

your personal brand, and demonstrating a history, albe-

it it short, of accomplishments that when the pivotal 

issues are discussed, not only are you are ready to contribute, 

but yours is a voice that people want to hear in that pivotal 

meeting or discussion.  So how do you ensure that, when crit-

ical meetings are being scheduled, you are invited to attend?   

From my over 30 years in the industry, serving in multiple C-

Suite roles, I can tell you that if you focus on the following, 

you will get that seat sooner. 

the  

One of the most essential steps in getting a seat at the table 

is to show a keen interest in the overall business.  As a claims 

professional you may totally understand the claims process 
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Nicole has spent her career focused on not only her own development 
but that of the people around her. While working in claims she has 
pursued her college degree, raised a family and her CPCU. Several 
years ago she had reached a plateau in her career… and decided to 
leave a comfortable position and take on a role with a growing com-
pany. She took the risk of moving her family and entering a new role. 
She has now made a name for herself in the new company and is ex-
celling.  While working through the claims ranks, Nicole as always 
chosen to sit with the employees she manages. She has never taken 
individual office space as she thinks this removes you from engaging 
with others. Even now as a Division Manager she continues to sit in a 
cube with claims representatives around her. She is always willing to 
take customer's calls and help solve problems while educating others. 

"“Nicole brings unmatched energy and engagement to her 
role as a leader. In her time with the Company, Nicole has 
completely transformed the culture and performance of our 
New Jersey team for the better.” – Steve Horton, VP Claims, 
Mercury Insurance 

Division Manager  

Mercury Insurance  

Nicole Haner 
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Sara Johnson 
Account Executive  

Worthy Insurance Group  

Sara is always looking for creative solutions to assist her clients in 
their overall risk management program. Sara has been instrumen-
tal in assisting clients in implementing safety programs with a 
proven track record of obtaining results. Her passion and dedica-
tion to helping clients is infectious. Sara loves to educate and en-
courage young business professionals to consider insurance as a 
career path. Sara is one of the first people that new hires look to 
for guidance because of her great success in such a limited time 
within the industry. What truly makes Sara special is her ability to 
engage her clients and gain their trust not only based on her 
knowledge but genuine and honest business acumen. 

“Sara embodies all of the traits that we look for at Worthy; 
she is driven, inquisitive, and eager.  Sara has a unique 
ability to leave a positive and lasting impression on all of 
her peers and clients.” – Ryan Spalding, CEO, Worthy In-
surance Group 



Congratulations to all of the  

2020 RISE Award Winners! 

Resolute Systems, LLC. 

 

www.ResoluteSystems.com 800-776-6060 



The way leaders lead and how the work gets done changed dra-
matically for each of us (and throughout the world) in March 
2020. The COVID-19 pandemic resulted in varying local manda-
tory shelter at home orders, social distancing, and immediate 
transitioning to a remote work force.  Companies were at differ-
ent stages of readiness. 

For the most part, the scope and rate of change facing leaders 
was shocking and forced every leadership team to make some 
very serious and very important decisions in a very short period. 
Some leaders saw these things as “necessary evils,” and naively 
hoping for a return to normal as soon as possible.  Some of 
these despaired that their employees would take advantage of 
the lack of constant supervision. 

The smartest organizations and their leaders embraced the chal-
lenge and saw this as an incredible opportunity to implement 
creative, innovative solutions and strategies, a chance to acceler-
ate plans and an opportunity to differentiate their companies 
from competitors. The choice for these leaders was driven by 
attitude, seeing the events impacting the world not as obstacles 
but as opportunities to move towards completely new ways to 
get work done and provide service to customers. 

The biggest and most radical change implemented by smart 
leaders was an almost immediate transition to a remote work-
force.  Everyone started at different places.  Rather than com-
plain about the new work reality, they asked themselves how 
these new circumstances could be turned into a win/win. They 
saw the immediate gains available to their workforce including 
elimination of commuting time and expense, more time at home 
with family, better work/life balance and more time for exercise 
or other hobbies.   

Many employees have expressed that they are much happier and 
efficient working from home and that they will be reluctant to 
return to the office.  Others cannot wait to return.  Many leaders 
have discovered that the quality and quantity of work produced 
has not dropped. As a result, many leaders are adapting to the 
likelihood that a significant number of their employees will never 
return to the office, at least on a full-time basis.  Let’s face it, 
you just cannot beat the commute!!! 

These facts present some challenges that leaders have had to 
address in real time.  How do you keep employees engaged and 
connected?  How do you maintain and strengthen team relation-
ships? How can you ensure that the work is getting done?  How  

New World 

Leading in Today’s 

can you maintain the high quality and level of customer ser-
vice you expect? 

Smart leaders understand that good leadership begins with 
good communication.  The frequency of communication with 
teams and individuals must increase and the methods teams 
and individuals must increase and the methods change.  Use 
of ZOOM, FACETIME, text messages and emails become 
more regular, as well as feedback mechanisms, to maintain 
the relationships needed.   

Communication needs to be more meaningful, insightful, 
inquisitive, deeper and frankly more creative.  The ability to 
make sure that the people are ok, connected and engaged is 
critical.  Without the ability to have in-person contact, lead-
ers will have to become better communicators through every 
means available. The best leaders find ways to embrace 
communications by developing even greater creativity in 
communications.  Starting meeting with icebreakers, games, 
jokes and themes are just a few ideas.  It can be as simple 
as using varying virtual back drops to playing virtual BINGO, 
Jeopardy having members share hobbies… and my favorite, 
introducing my grandson on a ZOOM call. 

Another key behavior for a leader is to set clear and con-
sistent expectations for every employee that easily link 
through the teams.  Key behaviors and service standards 
must be defined in detail. The leader must routinely inspect 
what is expected to verify that the behaviors and protocols 
are being accomplished. As President Reagan said, “Trust, 
but verify.”  But then, this has to be done without leaving 
workers feeling like a lack of trust exists. 

Metrics become even more important, especially with work 
that is measurable and/or production based. Effective met-
rics allow a leader to validate that work is getting done.  
Metrics also identify successes as well as possible hot spots 
by giving the leader information as to who may be strug-
gling and in what area.  But they never define the cause of 
the problem.  The leader still has the responsibility of defin-
ing and communicating the “why” and working with the em-
ployee to develop solutions that they own and are executa-
ble.  The power of soliciting ideas and feedback from your 
employees is so strong.  Ask them what is working well and 
what isn’t.  On the problem areas, solicit their ideas for solu-
tions, look through the eyes of workers, customers and the 
general public.  Then be open and willing to take risk and 
implement them. The best source for solutions and improve-
ments is almost generated by the employees doing the 
work! 

Smart leaders look for opportunities to praise good work and 
good results and reward them whenever possible.  Time, 
money, prizes, public recognition. Be clever in what you do 
but do it as often as possible and publicly. 

It is likely that the world won’t be returning to the old nor-
mal anytime soon. The best strategy is to choose to em-
brace and take advantage of the new normal. Use the chal-
lenges presented to you to enhance the quality of work life 
for your employees. If you do, you will find that leadership 
can be even more effective and rewarding than ever before.  

B y  S t e p h e n  P .  H u n c k l e r ,  C P C U ,  A I C ,  C C P ,  

C h i e f  C l a i m s  O p e r a ti o n s  O ffi c e r ,  S t a t e  

C o m p e n s a ti o n  I n s u r a n c e  F u n d  

 



Steven Staebler 

Claims Analytics  Lead  

USAA Property  Casualty  Insurance Group  

Claims Procurement Analyst  

QBE  

Shane's impact and vision at USAA cannot be adequately stated. In 
a very short time in role, Shane has become a trusted leader and 
resource for USAA executives to rely on when making strategic 
decisions. Shane has been a champion of predictive analytics in the 
Insurance Industry in both his professional roles and his volunteer 
work as a leader within the Casualty Actuarial Society to further 
advance the data analytics journey for the insurance industry. 
Shane anticipates what claims leaders need to know and under-
stand. During the COVID response, there were a lot of unknowns. 
Shane leaned in, developing the right metrics and analytics during 
the crisis, while maintaining focus and calm for the rest of the ana-
lytics team. 

“As a leader, Shane encourages innovative and diverse 
thinking to assist USAA in developing a vision and strategy 
for its data and analytics to support its claims operations, 
including the role that advanced analytics can play in the 
future of claims.  Shane’s ability to anticipate what claims 
operations needs to know and understand enhances the 
entire claims experience for both USAA members and em-
ployees.“ -Shannon Gilbert, VP, Experience and Operations 
Analytics USAA 

Steven’s work ethic and professional drive separate him and 
make him unique among analysts in the industry. He is often vol-
unteering for the most complex projects and is seeking out op-
portunities to not only develop his skill set, but to use his abilities 
to realize optimal outcomes for QBE.  His most impressive accom-
plishment was that upon learning in the interview for the analyst 
role that we were looking to utilize Power BI, he took the time to 
actually learn the tool PRIOR to starting at QBE. He is now seen 
by both our Procurement team and key business partners across 
the Claims group as a go-to person to not only produce reports in 
Power BI, but to provide key thought leadership as to the best 
way to present information, as well as what information should 
be presented. 

“From day one Steven has been a leading driver of inno-
vation and value creation here at QBE.” - Joe Stamps, AVP 
Procurement—Core Claims and Analytics, QBE 

Shane Barnes 
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B y  D a n  M o o r e ,  C h i e f  O p e r a ti n g  O ffi c e r ,  

C T O  N o r t h  A m e r i c a ,  Q B E  

With You 

Innovation Starts  

Attend an analyst call, read executives’ comments in the 
media, or even listen to your own leadership in internal 
meets, and it becomes very clear that innovation is a top 
priority for organizations these days.  Whole teams, and 
at some companies even whole departments, have been 
dedicated to innovating.  Consultancies cater to helping 
firms innovate better, faster, cheaper or fill-in-your pre-
ferred adjective.  Perhaps you have wondered – how can 
I be innovative if I’m not on those teams?  How can I in-
novate from where I currently sit?  Let me share three 
suggestions from my experience that I hope may help.   

Leverage customer proximity 

Many roles often have signifi-
cant customer daily interac-
tion inherent in the role’s re-
sponsibility that provide a 
unique point of view for front 
line staff who are selling to 
customers, answering cus-
tomer questions, or solving 
customer problems.  During 
those interactions keep your 
eyes and ears open to identi-
fy areas where they’ve ex-
pressed frustration or con-
cern to identify opportunities 
to solve those challeng-
es.  Your familiarity with the 
systems and/or process con-
straints behind those customer concerns enable you to 
see new approaches.  As you identify opportunities share 
them with your manager, your mentor, the innovation 
team or even your co-workers to get the innovation pro-
cess started.  Customers are a great source of innovative 
ideas so use those daily interactions not only to complete 
the job at hand, but also identify the next innovation for 
your team. 

Look outside work to your daily life 

Chances are you experience innovations every day that 
you find valuable in your personal life, in your interactions  

with others, or in your business dealings.  Frequently 
those experiences will be outside of your industry.  Pay 
attention to those and use the power of association to 
consider how those experiences might be transformative 
to aspects of your business.  For example – many people 
used ridesharing regularly before realizing the opportunity 
to offer ridesharing as an alternative form of replacement 
transportation in the auto claim process.  There are 
countless examples of new ways of connecting, interact-
ing and transacting routine activities that you experience 
regularly.  Use your every-day experiences and associate 
them with your business to help create and drive new 
sources of innovation regardless of your role.  

Expand your network  

Engaging a diverse network 
with a sense of curiosity 
and exploration provides 
you with critical feedback 
and inputs on your innova-
tion ideas.  You will find 
value in understanding how 
different experiences and 
backgrounds receive and 
engage with your ideas.  As 
you ask questions about 
their experiences and seek 
to understand their per-
spectives on your innova-
tions you may gain insights 

that modify your approach, strengthen your conviction or 
even cause you to pivot and completely rethink.  As you 
seek to expand your network, cultivate contacts with di-
verse backgrounds and perspectives, and engage with a 
curious and questioning mind you will find they improve 
your innovation thinking significantly.   

The need for innovation – and the opportunity to innovate 
at all levels of the organization - has never been great-
er.  Innovation doesn’t just happen – it is a result of ef-
fort.  I encourage you to put forth the effort from whatev-
er role you currently occupy, and hope that these tips 
may have provided some perspective and guidance. 
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Characteristics of Successful Remote Workers* 

• A strong sense of job satisfaction and proud to 

work at their organization 

• Willing to put in extra effort and can see how 

that ties into the organization’s success 

• Compelled by the organization’s mission 

• Willing to promote the organization as a great 

place to work 

• Not seriously considering other opportunities out-

side of the organization 

Equip managers for success. The organization must 
recognize that managers need a different set of skills to 
manage a remote workforce than those needed to man-
age a workforce down the hallway. Providing training and 
resources to managers specific to remote workers can 
support managers in leading from a distance. Consider 
establishing a manager to manager networking group so 
that the managers can learn from and support each oth-
er. 
 
Establish a check-in routine for all remote employ-
ees. With a remote workforce we are unable to connect 
in a break room or walk into someone’s office for a quick 
hello. Managers need to establish frequent check-ins in-
tentionally, both one-on-one as well as in a team setting, 
to drive connection. Check-ins should cover a variety of 
conversation topics not just about workload and perfor-
mance. For example, start remote meetings asking every-
one to share both a personal and professional high point. 
Create a habit of dedicating the first five minutes of a 
meeting to this type of chatter to strengthen team en-
gagement. 
 
Use a variety of communication options for check-
ins, team meetings and organization-wide announce-
ments to keep employees connected to the organization’s 
goals and current on changes. Communicating frequently 
with transparency, honesty and empathy can make re 

5 Best Practices To Set Your Organization Up for Success with a Remote Workforce 

Working From Home 

Expectations 

Reality 

4 

5 

3 

2 

1 

 
mote workers feel connected. Leverage technology such as 
conference calls, video conferencing, chat functions, emails 
and intranet sites. Frequent training on how to use technol-
ogy tools is critical. 
 
Set clear expectations for employee and manager 
performance. Establish start and end times for the work-
day, response time to emails, and availability--all are poten-
tially different when teams are not face-to-face at the 
worksite. Each employee and manager situation may vary, 
so be flexible where possible and appropriate. For some 
workers, their workday may start earlier or end later due to 
time zones or other personal circumstances. Establish and 
communicate a schedule between the manager and the 
employees so that everyone functions under the same ex-
pectations. 
 
Acknowledge and intentionally foster the culture 
you desire. Success may require extra effort with a remote 
workforce. Communicate openly about the vision of the 
company, carefully articulate changes, offer support tools 
for employee well-being, encourage team work and social 
interaction, as well as create opportunities for fun. These 
steps may need additional creativity and focus to engage a 
remote workforce. 
 
*Taken from Driving Connection & Engagement in a Re-
mote Workforce on the RISE blog. Visit blog for full article. 

B y :  M i t c h e l l  G o l d ,  M a n a g i n g  D i r e c t o r ,  H R  C o n s u l ti n g  I H S - S u r v e y s ,  a n d  

C a r y n  S i e b e r t ,  V P  C a r r i e r  E n g a g e m e n t ,  G a l l a g h e r  B a s s e tt  *  



The Critical Skill: 

B y  J e a n e tt e  W a r d ,  C h i e f  O p e r a ti n g  O ffi c e r ,  

T e x a s  M u t u a l  I n s u r a n c e  C o m p a n y  

Resilience 

Many of us began 2020 with a level of energy and motiva-
tion that only a new decade can bring, never expecting it’d 
be the year we trade travel plans for the travel channel and 
offices for kitchen tables. My plans to visit New Orleans for 
my first-ever Jazz Fest were cancelled and speaking en-
gagements I was really looking forward to feel a lot differ-
ent sitting in front of my laptop at home. 

While we’ve all managed to 
adapt in our personal lives, the 
ways that our companies have 
had to stretch has been far 
greater and more challenging. 
It’s disappointing to put a vaca-
tion on hold, but it can be disas-
trous to pause your business 
strategy. Like all organizations, 
my company, the largest work-
ers’ compensation insurance pro-
vider in Texas, had big goals for 
2020, and overnight we had to 
figure out how to live life and 
get the work done in new ways. 
We had to be resilient. 

One of my favorite definitions of resilience says that it is 
“the capacity of individuals, communities, institutions, busi-
nesses and systems to survive, adapt and improve no mat-
ter what kinds of stresses and acute shocks they experi-
ence.”  

Resiliency is critical now, but it’s not a new concept for 
those of us in the insurance industry. We’ve faced new 
challenges before, like rapidly advancing technology, 
changes in consumer preferences, and even the rise of In-
surTech startups backed by over $30 billion in venture 
funding.  

At first, these developments felt like an acute threat, but I 
came to view them as a positive catalyst for change and an 
opportunity to improve all aspects of the insurance value 
chain. At Texas Mutual, it drove us take a fresh look at the 
customer experience, resulting in a new approach that 
keeps the customer at the heart of all process and system 
decisions. We also reexamined our appetite for taking risk, 

transformed our approach 
to project management 
from traditional waterfall to 
a more agile and iterative 
methodology, and empow-
ered our teams to become 
the decision makers. This 
has allowed us to innovate, 
learn and adapt quickly. 

The result of all these 
changes was a more resili-
ent company. And when 
COVID-19 forced us to piv-
ot, we were ready and able. 
Not only could we quickly 

shift to remote work, but digital capabilities also made for a 
seamless transition for our customers. We haven’t missed a 
beat in achieving our strategic plans either. Our teams, 
armed with the right technology, tools and direction, are 
executing phenomenally, even under these unusual circum-
stances.  

I adapted too, trading in my Jazz Fest dreams for listening 
to old recordings from the festival and dancing in my back-
yard. We all have it in us to be resilient, and in fact our 
industry was built to help society weather hard times. I 
have every faith that we will come out of this stronger and 
more resilient than before.  
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Recognized Mentors of 

2020 
June Holmes, American Property Casualty Insurance Association  

“June is a humble leader who has made a huge impact on so many lives. She is 

an outstanding mentor and believes helping others is a critical component of all 

our jobs. I'm thankful to have had the opportunity to work for June and have her 

as my mentor. I'm grateful for all of the knowledge, wisdom and inspiration she 

has shared with me and so many others.” - Marguerite Tortorello 

Anthony Daniel Thorne, National Flood Insurance Program  

“Like all great mentors, Dan does not rest on his laurels or pontificate about all 

the things he learned years ago. Instead, Dan continues to demonstrate intellec-

tual curiosity and stay up to date on industry trends, weather/climate science, 

construction practices and building codes, while also finding out what we can 

learn from the past.” -Christopher Page 

Romina Fischman-Smith, Nationwide Insurance 

“Romina has been an asset in training both myself and other up and coming indi-

viduals. She is always willing to help an adjuster with questions or research, even 

those she is not directly involved with. Her availability, her knowledge and expe-

rience, and patience in teaching has made her a valuable asset to those who are 

developing their skills and careers.” -Amanda Skidd 

Chris Gagnon, Houston International Insurance Group  

“Chris is a mover and a shaker. He has helped many people by sharing his 

knowledge of the surety business. He has helped me to progress from the agency 

to the company side of the business. He always took the time to make sure that I 

had what I needed to get the job done. He's not just a boss to me; he is family. ” 

-Shari Livingston 

Maureen Myre,  AXA XL 

“Maureenʼs eagerness to inspire those around her is notably her best quality. She 

nurtures enthusiasm on our team and provide positive encouragement to those that 

need it most - this builds confidence and a transfer of technical knowledge which is 

a rare skill to have. Finally, and perhaps most importantly, Maureen helps people 

learn to problem solve vs just giving answers she encourages those she's mentoring 

to find the answer they need on their own.” -Milica Aksic 
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“Caryn is a mentor wherever she goes, it is in her nature to nurture. Caryn cares about 

everyone. Over the 15 years that I have known her, I have watched her motivate and 

help anyone that needs it. The thing I love most about Caryn is she tells it like it is too. 

The best lesson I have learned is to never give up and try and learn to take constructive 

criticism to make you better and stronger. Caryn is invested in the next generation as 

well as being a leader and mentor to her peers.” 

-Ashley Nelson, UC Berkeley 

Vice President - Carrier Practice 

Gallagher Bassett 

Mentor of the Year: 

“For those who know Caryn Siebert, many will tell how smart and well connected she is 

in the industry and that alone helps her to be an outstanding mentor to both the new 

and seasoned professionals in our industry.  Within Gallagher Bassett, Caryn has taken 

an active role in the internship program… She has taken them with her to both her cli-

ent/prospective meetings as well as brought them to conferences and introduced them 

to key industry professionals to help them grow their networks… She is often made 

aware of different job opportunities and shares them with those she's developed a pro-

fessional relationship…  

Caryn also shines a light on aspects of diversity and inclusion and works incorporate a 

sense of that inclusion not only in a sense of race an gender, but also helps to identify 

talented emerging professionals and encourages others to use that mindset when mak-

ing decisions.” 

-Bert Dizon, Gallagher Bassett 

“Caryn has been a mentor to me for the past 17 years. When we met, 

she was our CEO and I was an adjuster. She gave me a chance to work 

on the account of the second largest bank in the country and the rest is 

history. She continually provides guidance to me-from posts on LinkedIn 

to putting me in front of the 

Senior Executives of our current 

company… I cannot imagine 

what my career would have 

looked like without her.” 

-Felicia McDonnell, Gallagher 

Bassett 

Caryn Siebert 
RISE's mission is to be a springboard for the best talent in the 

insurance industry. This year RISE is honoring the mentors that 

are helping achieve that mission.  A mentor is a counselor who 

helps develop self-awareness, character, skills, goal develop-

ment and fulfillment. They provide guidance and accountability.  

Characteristics of a good mentor include: self-awareness, good 

listener, humility, committed, personal investment in mentee, 
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