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From the President’s Desk
Welcome to the Winter
2017 Edition of the IDM
Quarterly!

At the IDMA Annual Meeting, I will pass the torch of presidency to Kevin and assume the role of Chair of the Board.

Our main focus at IDMA
continues to be around
revamping our certification
curriculum to keep up with
changes in the industry and
technology. An enormous
amount of work has been
done by the Education
Committee and Review
Groups.
Our first re-write course,
IDMA 201 – Introduction to
Data Management Functions and Tools, is scheduled to be
released in the second quarter of this year. More work still
needs to be done on the remaining re-write courses and
there is great opportunity for IDMA members who are ready
to volunteer, especially our recent graduates. Please reach
out to our Executive Director, Farouk Yassine at
fyassine@idma.org if you are interested in being an IDMA
volunteer.
Chapter meetings and One-Day Educational Workshops
continue to be of interest to our members and corporate
sponsors. We plan on having more of these in 2017. IDMA
offers six One-Day Educational Workshops geared towards
insurance industry professionals:
 Data Management for Insurance Professionals (DMIP)
 Insurance Data Quality (IDQ)
 Tools for Managing Data Effectively (TMDE)
 Reinforcing Data Governance and Stewardship (DG&S)
 Enterprise Data Management (EnterpriseDM)
 Data Management for Claims Professionals (ClaimsDM)
 Business Data Driven and Strategy (StrategicDM)
IDMA One-Day Workshops can be tailored to the audience
needs. Please reach out to Farouk for additional information
on the workshop opportunities.
The IDMA 2017 Annual Meeting and Seminar “Real Time Data
Management –From the Board Room to the Class Room” is right
around the corner. Our Conference Planning Committee, led
by President-Elect Kevin O’Leary, has done a wonderful job
planning this event as we have an exciting lineup of speakers
and networking events for this year.

I encourage you to visit the conference website and review
the educational agenda to see what we have planned for you.
I hope you that you consider joining us in Chicago on April
30 – May 2 to partake in interactive discussions and be part of
this insurance data management
community.
The 2017 membership renewal
dues were mailed out last
November. Please continue to
support this wonderful
Association, your Association,
and continue to enjoy the
benefits of the IDMA membership by renewing your own
membership.
Should you have questions,
comments, or suggestions,
please contact me via e-mail
at michael_spears@ncci.com
or through Farouk at
fyassine@idma.org.
Regards,

Michael Spears, FIDM
President
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Join Us at the IDMA 2017 Annual Conference

April 30 – May 2
The Palmer House Hilton
Chicago, Illinois
Key Topics
Enterprise data Strategy; Data governance program implementation; Data quality measurements and scorecards;
Big data trends, technologies, and challenges; Analytics and business intelligence; Master data management;
Metadata, structured and unstructured data; Agile data; Cyber Security; Compliance and Regulatory news and developments; Talent recruitment and professional development in the age of big data analytics; and much more….
Insurance Company Speakers
American Family Insurance, Amica, Arch Group, CNA, Nationwide, Swiss Re, Travelers, The Hartford, West Bend
Mutual, XL Catlin and more to be announced.
Check out the educational program to see what you will discover, and don’t miss out on the chance to network,
learn, and discuss with your peers on how to shape up your data management program for the future and stay
competitive.
Early Bird Registration and Group Discounts
We have opened registration with great discount offers. Early Bird registration discounts end on February 27, 2017.
Register by February 27 and save $100!
Interested in bringing your team? Register four team/staff members and receive a 15% discount on all registrations.
Additional registrations over the initial four registrations will also receive a 15% discount.
Sponsorship, Exhibiting Opportunities, and Attendee Profiles
For sponsorship & exhibiting opportunities and sample of attendee profiles, please review the Sponsors & Exhibitors
section of the conference website and contact Farouk Yassine at (201) 469-3069 or fyassine@idma.org.
Hope to see you in Chicago!

Farouk Yassine, CPCU, CIDM
Executive Director, IDMA
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KNOW THY DATA
By Wes Flores
Practice Leader - Data
Management
McKnight Consulting
Group
Data analysis -- evaluating
data to better understand
and use it -- is a critical step
in any data project, from
master data management to
data integration to business
intelligence. Data analysis is the process of evaluating data
to gain knowledge to better understand and utilize the data.
Types of projects that depend on data analysis would include master data management, data integration, big data,
business intelligence, and analytics centric projects. These
projects thrive on the data itself, making the need to understand the data foundational to the project.
During the data analysis phase of a project, data profiling
practices and tools are often used to learn about the origin,
consistency, correctness, and function of the data. Through
this process you can gain valuable insights such as key business rules, back door processes, and hidden business issues.
The Challenge
Time and cost pressures on a project may cause a team to
question the need for data analysis, especially when its value is not fully understood. If your leadership is pushing towards not including a data analysis phase or significantly
reducing it, their decision should raise a red flag.
When others challenge the need for meaningful data analysis, remind them that the cost to resolve an issue rises significantly the further down the life cycle you go. For example, fixing an issue in the requirements or design phase may
cost $10, but fixing that same issue in testing may cost
$100 and significantly more in production.
Why Teams Consider Skipping Data Analysis
Here are a few misconceptions I have heard over the years:
 We already know the data well
 The timeline does not allow for data analysis
 Data analysis is an optional phase of the project
 We will end up analyzing the data during development
anyway, so let's not add more time to the schedule
 Testing will find any issues; that's the purpose of the
testing phase
 The company is already using this data for other critical
needs without issues
Misconceptions: A Closer Look
The team already knows the data.
Although it's often the case that some team members are
working with the data every day, this only means that you
have a great head start on data analysis activities. It does

not mean you cannot learn new things about the data or benefit
greatly from the results of analysis.
The timeline doesn’t permit data analysis, or it is considered optional.
The data analysis phase should not add significant time to your
overall project plan, and it will improve your ability to maintain
project timelines.
Data profiling practices can provide a structured way of analyzing
the data. If you have a data profiling tool, leveraging it will simplify the analysis and help you handle more data in a shorter time
frame.
When a project centers on the data, having more knowledge of
the data helps mitigate overall project risk and ensure timely
delivery. Senior resources often won't touch a data-centric project unless some degree of data analysis has been performed.
Incorrect assumptions of data quality can impact architectural
design decisions, causing significant rework after a project is
completed or even preventing completion.
We will end up doing data analysis in the development or testing
phase.
This view reflects inexperience working with data and the complexities that often arise. There may be a few data issues that will
not totally derail a project if caught during development or testing, but if you need to perform detailed data analysis during these
phases, you are fundamentally changing their purpose. Additionally, you will add significant time to these phases, especially in the
case of rework or redesign.
The company is already using this data for other critical needs without
issues.
You have probably heard the saying "garbage in, garbage out."
Some teams assume it is fine to have "garbage out" if that is how
the data was provided to them. Let's compare it to building a
house. No matter how great the design is, it will not make up for
using poor quality materials. Like the importance of building materials on the quality of a house, the quality of your data defines
the success of your project.
Data Understanding at the Core
Your data needs to be understood, appreciated, and made the
core of your project. If members of your project team question
the need to analyze the data, especially in the early phases of
your project, you need to address their concerns. Explain how
you will save money, save time, and create quality output when
you understand and leverage data analysis.
About the Author
Wes Flores of McKnight Consulting Group has over twenty years of
experience in the data management field. Specializing in the areas
of enterprise data warehousing, MDM, analytics and BI programs,
he has worked mid-sized to Fortune 15 companies with a passion
in promoting data as an asset. You can contact the author at
Wflores@mcknightcg.com.
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DON’T MISS THE
IDMA ANNUAL CONFERENCE - CHICAGO IL.

WINTER/SPRING 2017 CONTEST

Brian Foote Wins Latest Contest
Congratulations to BRIAN FOOTE of Great
West Casualty Company/Old Republic Insurance
Group who was among the first to correctly
answer the Puzzler.
The question was:

Puzzler

A prize will be awarded to
the randomly-drawn person
among the first ten who solve
the question correctly. You
may only guess one time for
each contest and you can
only win two times in a given
calendar year. The correct
answer will be published in
the following issue. This
Issue’s prize is a $10 gift card
from Amazon.com.

Your Challenge:
Different varieties of turkeys,
such as the Standard Bronze,
Beltsville Small White, White
Holland, Bourbon Red, Narragansett, Slate, and Royal
Palm, have differing colors
and amounts of feathers.
On what part
of the White
Holland variety
are most of the
feathers found?

Please
email your
answers to
Frappolli@CPCUIIA.org

Guy Fieri planned a
trip to Costco to buy
some ingredients to
cook in his kitchen.
He wrote down
these items:
 Daikon radishes
 Chicken bouillon
 Peanut butter
 Cilantro
 Rice noodles
 Mayonnaise
 Bread crumbs
 Sesame oil
 Cayenne peppers
What was he making?
The Answer:
A shopping list.
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Data Quality is the Lifeblood of P&C Insurance Analytics
By Rich Yocius
Vice President of Actuarial
Services & Chief Actuary, AAIS
Actuaries, data scientists, and other analysts within insurance companies rely heavily on the data
collected and curated inside and
outside of their organizations. The
ability to make use of all available
data to drive decisions can mean
the difference between profit and
loss, between growth and stagnation, and between success
and failure.
Often the analysis of data within a company starts with assembling the available data. Too often, though, the analyst will
take the data at face value and begin performing analysis without evaluating the reliability or suitability of the data for analysis. Before starting an analysis upon which important strategic
decisions will be made – such as what prices to charge, what
risks to insure, what claims to investigate further, or what
investments to make -- it is critical to assess how confidently
one can rely on the data being used.

ing inappropriate conclusions. In the example above, if we
accepted that the data entered for construction type were
accurate, we might make the wrong decisions regarding pricing, underwriting, or claim settlement.
There are a number of ways an analyst can assess the quality
of the data they intend to use before moving forward with an
analysis. These can include:
1. Data distributions over time.
Absent significant changes in the marketing of policies or the
acquisition of a large book of business, one would expect
distributions of business to remain constant or shift slowly
over time. Sudden shifts in the distribution of business may be
a sign that the data has been compromised.

I was once sitting in a call center for an insurer, listening to a
rep taking calls from prospective customers. A call came in
looking for a Homeowners insurance quote. The rep was
very friendly, asking several questions in order to provide a
quote. Clearly, her focus was on quickly, efficiently, and courteously providing a quote to the prospect. While I admired
her motives, I cringed when I saw her clicking fields that she
didn’t even ask about.

Without asking the questions, she clicked that it was a brick
home with smoke alarms and fire extinguishers. After the call
was over, I asked her why she didn’t ask those questions. She
said “I know that area, and most of the homes are brick. Everyone has smoke alarms and fire extinguishers these days, so I
always say ‘yes’ to those fields.”
While we all would like to believe that our data is robust and
accurate, a healthy dose of skepticism can save us from reach-

2. Data distributions compared to external sources.
With the increasing availability of quality external data, comparisons can be made between the company’s data and reliable external data. Does the company’s mix of adult versus
young drivers mirror that of the general population? Does the
mix of Homeowners policies by age of dwelling make sense
relative to the age of the housing stock in the area? Assessing
questions like these requires an understanding of the company’s marketing strategy – if the company specifically markets
toward young drivers, one might expect it to have a higher
young driver percentage than the general population.
3. Correlations between data elements.
Querying the available data for non-intuitive results can often
point to data elements which may be unreliable. Are there a
large number of policies on homes with low building values
but very high coverage for personal property? Are policies
and premiums distributed across several classes but losses
disproportionately fall into an “all other” classification?
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Data Quality is the Lifeblood, continued
4. Discontinuities or clumping in the data.
One would expect certain data values like age or property
values to be relatively continuous. If data tends to be
clumped at certain data values – such as driver ages of 25,
30, 35 – it may be a sign of data quality problems.
5. What data is pre-filled from reliable sources versus
input at the point-of-sale?
Enabled by third-party data providers, many insurers are prefilling data fields based on public records data. Insurers can
put in an address, name, or other basic information and ping
outside data sources to fill in information such as registered
vehicles, drivers, home values or characteristics, and many
other needed fields. Assuming due diligence was performed
in selecting a data vendor, an analyst might assume that prefilled data is undistorted by human error or intentional manipulation.
6. What pre-filled data can be overridden?
No external data source is perfect, so insurers may provide
for the ability to override some fields. Understanding what
fields can be over-ridden, and what controls are in place if
values are overridden, can help the analyst assess how reliable the data is.
7. Understand the default selections in input
Systems.
In policy input screens, insurers often have default values in
some fields. While we would like to think that agents and
their support staff carefully consider each entry, the reality of
a busy office may mean that some fields get passed over
quickly. If the default value for roof is asphalt shingles, it is
possible that other roofs types accidentally get coded as
such. Understanding which values are chosen for default can
give the analyst clues to assess whether the results make
sense.

The analyst has a number of options available to prevent data
problems from occurring, or to deal with problems when
they arise. One of the most effective ways to ensure quality

data is to build in front-end validation checks at the point
data is entered or transferred from one source to another.
As a statistical reporting agent, AAIS typically receives data
from its stat reporting companies via an application called the
Statistical Data Management Application (SDMA). In the
SDMA, a number of validation edits are built in to identify
potential inconsistencies in the data that is provided. For
example, if data is reported for a ZIP code that does not
match the reported state, or if an Auto cause of loss is used
for a Homeowners policy, the record is flagged and the data
provider is given the opportunity to correct the record before submission. This up-front validation helps ensure that
the data reported to state regulators, and the data relied
upon by the actuarial team, is free of these types of errors.
Similar validation checks can be built in to front-end policy
entry screens in order to minimize errors at data collection.
Where possible, analysts can replace or supplement suspicious data with data available externally. Using match keys
such as name or address along with the same tools used for
pre-filling cells at the point-of-sale, the analyst can identify
important risk characteristics such as drivers in a household
or construction features in a home.
In some cases, correct values for missing or incorrect data
fields can be inferred from other data elements within the
record. If the driver age field is incorrect, might date of birth
or years of driving experience provide a clue as to the driver’s age? If policy number is present on claim records, can a
cross-reference to the policy records help fill out missing
classification fields on the claim record?
Analysis performed and conclusions reached using questionable data can be a waste of resources and can lead the company to make decisions which do not support its strategic
goals. Ensuring that the data relied upon is thorough and free
from errors is an important step in the analysis process, as
important as the quality of the analysis performed. Unfortunately, though, it is one that is often overlooked to the detriment of those who rely upon the results of the analysis.
About the Author
Rich Yocius is Vice President of Actuarial Services and Chief Actuary at AAIS. He leads the Actuarial Services and Data Engineering
teams. In that role, he is responsible for developing strategies to
maintain loss costs and other rating information for all lines of
business. He is also responsible for expanding AAIS’s actuarial and
analytical capabilities, improving the quality of the actuarial work
product, and monitoring and improving the efficiency and auditability of AAIS’s growing data resources. As part of this role, he
works with current and prospective affiliates to increase the quantity, quality and refinement of the data pool used to develop loss
costs and rating information. He also evaluates market opportunities for new and enhanced product offerings. You can contact the
author at (630) 457-3203 or at richy@aaisonline.com.
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The Importance of CFO and CSO Collaboration
By Emma Taylor
Director, Innovation
Enterprise
Is the C-suite one of the reasons
your business doesn't succeed?
In a world, where it often takes
one seed-funded startup to eliminate a business with decades of
experience, agility, strategic planning, and innovation strategies
have never been more relevant.
However, often, instead of practicing these initiatives, incumbents expand their C-suite with more CXOs, hoping that
they will transform a company and protect it from disruption. As a result, too many companies fail to prioritize and
understand which executive is a truly relevant addition and is
capable of providing valuable insight, and who is essentially a
waste of time and money.
So, since you may not have a Chief Ethics Officer (the one
that tracks if a company runs according to corporate ethics),
it's important that your C-suite is filled with the right people
whose vision resonates with company's business goals and
who can deliver measurable results. It's undeniable that
an executive’s relevance depends on the industry, but in
today's environment, time to market must be decreased
and all strategies aligned according to forecasts and trends,
therefore a Chief Strategy Officer is still one of the most
important appointments a company can make.
The role itself is relatively new, and as such is sometimes
underestimated. The formulation of strategies and their execution are direct responsibilities of a CSO, although, sometimes, processes may vary. For example, a CSO may be assigned to manage both formulation and execution only within
their team, and in another scenario, they may act as advisors
to other board members, in terms of finding the best business solutions, informing about weaknesses that may delay
execution, and warn if there are any serious threats in the
market or global environment. So as some may have external, third-party consultants to assist with problems, the
CSO's role is similar, but internal, so the understanding of
core business specific issues is deeper.
Being a CEO in today's business environment can often
feel like a lot of weight on your shoulders, when under
pressure to hit targets, leaders may find themselves
making the wrong decisions or falling under the influence
of their own subjective judgement. So in many cases, a CSO's

strategic knowledge can provide companies with the timesensitive statuses of current strategies, how to act if the company needs to pivot, and negotiate the relationship between your
business and other organizations.
As with any CXO, in order to achieve good results, there must
be a strong sense of collaboration within the C-suite. CFOs
have been around for considerably longer than CSOs, but both
roles are now essential in the constantly evolving business environment. Today it's nearly impossible for the CEO to handle
the whole spectrum of business operations alone. However,
even though CSOs and CFOs are there to work towards the
same goals, they often have different visions, resources, and
approaches. These need to be rectified and aligned in order to
make sure they are genuinely working towards exactly the same
strategic goal in the same constructive way.
The empirical mindset of a CFO coupled with the fast reactive
and logical thinking of a CSO can ease the maintenance of business growth, where a CSO's
duty is to spot the right opporIDM Quarterly
tunities, whilst the CFO ensures
there is enough financial support Published by The Insurance
for experimentation and formuData Management Associalation of new strategies. This
internal strategic partnership can tion (IDMA), whose purpose
be the answer to many questions
is to promote professionalthat leaders may be struggling
with in a disruptive age. Thus,
ism in the insurance data
finding the right executive talent
management discipline.
is vital.
Learn more at

About the Author
Emma Taylor is Director of International Events at Innovation Enterprise, an independent Business-tobusiness multi-channel media brand
focused on the information needs
of Senior Finance, Operations, Planning, Strategy, Decision Support
and Advanced Analytics executives.
In her current role, Emma is responsible for researching and identifying new markets and opportunities and running the international
summits and events delivered by
Innovation Enterprise.
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LIFELONG LEARNING & INSURANCE
by Martin J. Frappolli,
CPCU, FIDM, AIC
For employees, the benefits of lifelong
learning are clear and documented-better employment prospects, higher
salary, and greater job satisfaction.
Research shows that happier employees are more productive, but for employers, the benefits of prioritizing lifelong learning go beyond a bump in efficiency.
For lifelong learners, curiosity is second nature. They're
the employees who are most likely to embrace a new
technology, get behind a new process, and keep the rest
of their teams up to date on industry changes. They're the
employees who can change your company culture and spur
innovation.
A growing need for learning
As the entire insurance industry grapples with the impending
talent gap, attracting and retaining employees who know the
industry and are eager to keep up with new developments
will be more important than ever. By 2018, more than 25
percent of insurance professionals will be at or near retirement age. Without a formal structure for training and passing on institutional knowledge, veteran workers will take key
information with them for good when they walk out the
door for the last time.
Fostering on-the-job learning is an important first step in
realizing the benefits of an informed, knowledgeable team of
employees. The good news is that 73 percent of workers
consider themselves to be lifelong learners, according to a
survey from the Pew Research Center. Many employees
want to learn more, they're just waiting for a cue from their
employers. Here are four ways organizations can encourage
employees to become lifelong learners.
1. Support formal learning
On-the-job training cannot be an afterthought. At far too
many organizations, the focus on keeping skills sharp and
mastering processes stops once employees are officially on
the books. Organizations spend a staggering 50 times more
on recruitment than they do on training, according to
Deloitte. Official training has to be more than just a boring
PowerPoint presentation everyone suffers through a few
times a year.
Industry designations are another effective way of keeping
employees up to speed in targeted areas. Employees who
earn designations are better able to add value to their roles.
It's also a built-in opportunity to network and share
knowledge with other people pursuing the CIDM, CPCU,
FCAS, AIDM, or another designation.
2. Focus on culture
The research from Pew also found that nearly 90 percent of

professional learners cite their workplace, dedicated off-site
facilities, or conferences as places where they most commonly
learn. A culture that encourages learning is essential. Staying
current on industry developments and seeking out opportunities to attend conferences and learn more about their specialties should be an explicit part of everyone's job.
Supporting a culture of learning doesn't have to be an expensive
or time-consuming commitment. A quick lunch meeting where a
few employees recap and discuss a recent webinar or share
thoughts on a new insurance-related book are great places to
start. It can even be as simple as subscribing to a few industry
publications and placing them in break rooms and other common areas.
3. Lead by example
Executives and managers need to practice what they preach
when it comes to lifelong learning. This shouldn't be too difficult
--research suggests that a willingness to learn is the number one
indicator of executive success.
When frontline employees see their bosses and other company
leaders taking the time to prioritize learning, it sends a message
that increasing your knowledge is valued--and a good way to
advance your career. It can be as simple as a manager's sending
an email encouraging everyone to read a current news article.

4. Encourage social learning
Employees can boost their knowledge of industry information
and best practices in lots of ways. Designations, webinars, conferences, and newsletters are all great ways to continue to learn
more about claims, underwriting, customer service, or any other industry topic throughout your career.
But what about information specific to your organization? That
institutional knowledge that is dissipating as insurance veterans
retire is often a team's most valuable information. Creating a
mentoring program that pairs experienced workers with fresh
faces at your organization is one of the most effective ways to
retain this crucial institutional knowledge.
Giving a less experienced employee the chance to share his or
her skills with a more experienced worker, often called reverse
mentoring, has also been shown to be beneficial to both groups.
In addition to actually sharing key information, a mentor program in which co-workers regularly talk about what they've
learned and how it's informed their work is a great way to create that culture of continuing education.
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