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Just under 450 new accounts joined the PLM/ILM family in
2015. These accounts generated over $18 million of new pre-
mium. Our retention of current clients was lower than it has
been in recent years due to the aforementioned underwriting
actions that we were forced to take in the heavy manufacturing
area. Retention of retail and wholesale lumberyards, as well as
light manufacturing was excellent.

When we look more deeply into the numbers, it reveals a vast
improvement in profitability of the heavy manufacturers that
we continue to insure. This is due to several factors. We feel
the primary reason is that our customers are focused on safety.
Their willingness to work with us has dramatically reduced
their loss exposure through their implementation and follow-
up on hot work, housekeeping, electrical and machinery main-
tenance, and disaster planning programs. Second, and just as
importantly, the pricing in this segment of the business has
increased to more historic levels. The result of this change in rate
levels has generated what appears to be a return to profitability.
One year does not a trend make, but we are encouraged (and
more importantly our reinsurers are encouraged) that we are on
the right road.

We were successful in renewing our reinsurance program for
2016 with very acceptable terms. For the first time in a num-
ber of years, reinsurers seemed to embrace our approach to the
market. We continue to be supported by an impressive array of
high quality domestic and international reinsurance companies
that we know we can depend on to rapidly respond to claims
as they arise. The relationships, many of them personal as well
as professional, that we have created over the last decade in
this marketplace have paid off very well for PLM/ILM and our
clients.

We rolled out an Employment Practices Liability coverage last
fall and are very pleased with the response we have had to this
coverage enhancement. Our underwriting team is now hard at

We were very pleased to inform our Board of Directors at our January meeting that PLM/ILM had gener-
ated an operating profit in 2015 -- our first operating profit since we consummated the affiliation. While
we did not generate an underwriting profit from underwriting operations, we did substantially reduce our
underwriting loss by almost 70%. This was primarily due to our investment income that covered the
underwriting loss and led us to net income before and after taxes for the first time in several years. In
addition, we managed to dramatically reduce our expense ratio. Unrealized losses on our investment port-
folio contributed to a 4% decline in our policyholder surplus to just over $121 million dollars. Our premi-
um surged by over 5% to $230 million in spite of some difficult underwriting actions we took earlier in
the year in the heavy manufacturing arena.
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work developing a cyber liability product to add to our cover-
age menu.

An area of deep focus this coming year will be in the General
Liability and Commercial Auto areas. Over the last couple of
years, we have seen a substantial increase in loss activity in
these lines of business. We are rolling out a number of loss
prevention programs including: distracted driving, driver selec-
tion and training, loading and unloading, slip and fall, and oth-
ers. These guides will help our customers control their expo-
sure to loss, and at the end of the day, their insurance costs.
Our website has some great information on these topics. Greg
Pianko (gpianko@plmilm.com, 317-875-3626), our VP of
Loss Control, or Doug Hoyle (dhoyle@plmilm.com, 267-825-
9128), our newly hired Loss Control Manager, as well as any
of our Loss Control or Business Development Representatives
can help you in this area.

Once again it is show season! This affords our senior leader-
ship team and myself the opportunity to visit with many of our
customers. We truly look forward to seeing you, catching up
on your business and talking about our relationship. Look for
us at any of the over 80 shows we will do this year, and stop
by to say hello! If you have any questions with regards to
PLM/ILM, please do not hesitate to contact me at
jsmith@plmilm.com or 267-825-9246.
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Commercial Fleet Managers in all industry groups, including the wood and lumber industry, have growing concerns regarding
the issue of distracted driving. Distracted driving relates to any activity that could divert a person's attention away from the pri-
mary task of driving. All distractions endanger driver, passenger, and bystander safety. Driver distractions could include one or
more of the following:

STATISTICS

The research, statistics and trends are too much to ignore.
Distracted driving, particularly the use of mobile devices
while driving, poses a serious threat to the safety of everyone
on the road. Consider these staggering facts and you'll see
why that call, text or tweet can be the difference between life
or death.

• The relative risk of being in a traffic accident while using
a cellphone is similar to the hazard associated with driv-
ing with a blood alcohol level at the legal limit. 

• In 2013, 3,154 people were killed in motor vehicle crash-
es involving distracted drivers.  A recent study estimated
9% of drivers (or 1.2 million) are visibly speaking into
either a handheld or hands-free mobile device.

• In 2012, 540 pedestrians were killed in distraction-related
crashes.

• Engaging in visual-manual subtasks (such as reaching for
a phone, dialing and texting) associated with the use of
hand-held phones and other portable devices tripled the
risk of getting into a crash.  Headset cell phone use is not
substantially safer than hand-held use.

• The highest percentage of accidents occurred just before
lunch, between 11 a.m. and noon, for both sales and fleet
drivers.  A total of 76.6% of commercial vehicle acci-
dents occurred on a clear day.

• Sending a text message takes a driver's eyes off the road
for an average of five seconds. That's similar to driving
the length of a football field at 55 mph (88 km) with your
eyes closed. 

DOUG HOYLE, LOSS CONTROL MANAGER

TIPS FOR TAKING ACTION AGAINST
DISTRACTED DRIVING

• PRE-TRIP ROUTINE -- Prior to driving, turn off your
phone, set your GPS, familiarize yourself with the con-
trols (seats, mirrors, sound system, and climate controls),
and stow other electronic devices.  If it is a potential dis-
traction, address it before you begin driving or after you
are safely parked. 

• BUSINESS IN THE CAR -- Do not use your commute
time (or any time you are driving) to make sales calls or
participate in conference calls -- even if just listening in.
Always pull over to a safe location to take or make calls
and check messages. 

• MOBILE DEVICES OFF -- Avoid the temptation to talk
or text on your phone; simply turn off and stow your
device before you begin driving. No call or text is that
important.

• MANAGE YOUR TECHNOLOGY -- If you're having
trouble breaking the habit of using your mobile device
while driving, consider using a call and text blocking app
to let others know you are driving and to queue calls and
texts until you are safely pulled over. (i.e. DriveMode®,
Lifesaver®, DriveOff®, TextBuster®, DriveScribe®,
Canary®, etc.)

• HELP OTHERS -- Make it a practice to discontinue talk-
ing to anyone you know is currently driving.

• BE AN ADVOCATE -- If you are a passenger and the
driver is not focusing on the road, don't be afraid to speak
up! Offer to help with directions or even make a call or
send a text on his or her behalf. You'll be looking out for
your own safety, as well as that of the driver, the other
passengers and those sharing the road with you. 

• BE A ROLE MODEL -- Kids can be great enforcers. If
they know your rule is "no phone use while driving,"
they'll remind you to hang it up if you slip up. Remember
that they will do what you do. Even if your kids are far
from the age of becoming a driver, demonstrate now the
behavior you'll expect from them. Set the right example
concerning the use of mobile devices while driving.

DISTRACTED DRIVING

• Texting
• Eating/Drinking
• Grooming
• Cellular phone usage
• Reading (maps, direc-

tions)
• Adjusting the

radio/CD/MP3
• Talking to passengers
• Watching a video
• Using navigation system
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Why do you require a cosmetic roof endorsement?
Roof surfacing is a part of the building that is particularly
susceptible to deterioration over time, which continues to
cause repeated losses, and must be periodically repaired
and/or replaced in the normal course of building mainte-
nance. PLM/ILM continues to be confronted with
repairing/replacing a roof, on a replacement cost valuation
(RCN), which was in poor condition prior to loss and/or has
suffered cosmetic damage.

PLM/ILM has introduced an endorsement -- Coverage for
Roof Surfacing. This endorsement is twofold, and only
applies to the perils of wind and hail. It contains two sched-
ules; the first schedule provides an option for covering roof
surfaces on an actual cash value basis (ACV), while under
the second schedule we will pay for an appearance allowance
for cosmetic damage to roof surfacing caused by wind/and or
hail not to exceed $2,500 per occurrence .

There are situations when PLM/ILM will not make this
endorsement part of the policy. If the real property (Building/
Structure) is currently written using a valuation of actual cash
value (ACV) or when providing replacement ( RCN)  is
acceptable (newer construction 10-15 years or major repairs
were made to the roof within the last 10-15 years). Every
building, per location, is taken into consideration whether to
provide an actual cash value or replacement cost valuation. 

For the purpose of this endorsement, cosmetic damage means
that the wind and/or hail caused marring, pitting or other
superficial damage that altered the appearance of the roof sur-
facing, but such damages does not prevent the roof from con-
tinuing to function as a barrier to entrance of the elements as
it did before the cosmetic damage occurred.

What is your position regarding heavy manufacturing
accounts?
We define Heavy Manufacturing (Primary Manufacturing) as
accounts that process and cut logs, such as pulp, lumber, ply-
wood, veneer, excelsior, pellets, poles, posts, and mulch oper-
ations and chip mills. Pallet operations are also part of heavy
manufacturing. If the account has a true commitment to loss
prevention and demonstrates a good management attitude
toward controlling loss exposures by implementing and
actively following a hot work, electrical and machinery main-
tenance, thermo-imaging, housekeeping and disaster recovery
program (all of which we can assist with), then we are very

FREQUENTLY ASKED QUESTIONS
Below are several questions that we receive on a regular basis that we want to take a moment to answer.

What is your minimum premium?
While our average account premium is in the range of $20,000 and our largest is over $2 million, we will write and WANT TO
WRITE any wood account that generates at least $1,500 dollars of premium. Even this is not a rule, but rather is a guideline.
Our thought is a simple one and adheres to the old adage, "from little acorns, mighty oaks grow”.

?
CONTINUED ON PAGE 5...

interested in writing this class of business at our price (a price
that has increased dramatically over the past 4 or 5 years
back to its historic norm). We have the ability to write any
account in the marketplace with limits up to $25 million at
any one location. In other words, as long there are no loca-
tions with more than $25m of values at that one location, we
should be considered an interested market. IF A LOCATION
IS LARGER THAN $25m, we are willing to talk to a poten-
tial customer, but the conversation should occur between the
potential customer and Richard Hall, our Senior VP of
Underwriting and Loss Control, or with John Smith, our
President and CEO. 

Are you interested in writing retail hardware stores?
Yes! In fact, we are seeing an upswing in the number of retail
hardware store accounts being submitted and have begun to
write a number of them. We are still feeling our way around
here, but we are interested in reviewing this class of business.

I am being quoted Business Income Insurance on an
Actual Loss Sustained basis? Is this better coverage than
what PLM/ILM is providing?
We receive various inquiries from customers as well from the
agent/ broker community requesting that we quote Business
Income Insurance on an Actual Loss Sustained basis.  For the
most part, business income is one of the most difficult cover-
ages to understand and the time to learn about it is not during
a claim adjustment for a covered loss that you have had! The
mindset is that an Actual Loss Sustained form eliminates
worry about whether you have adequate coverage should a
loss should occur.  The real question: Is coverage on an
Actual Loss Sustained better than what PLM/ILM can pro-
vide? This is a loaded question, and can't be answered simply
as a yes or no. Let me explain. 

Whether business income is written on an Actual Loss
Sustained basis or for that matter on any other traditional
business income form, a "business income worksheet" must
be completed to determine the amount of insurance to pur-
chase.  Why you ask?

There is no limit shown in a policy when it is providing cov-
erage on an Actual Loss Sustained basis. Basically, it is a
gross earnings coverage form that pays for loss during the
period of restoration and stops payment when the damaged
property is restored to its former condition. Please keep in
mind that these coverage forms do not provide an
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PAY US ELECTRONICALLY!
Using Electronic Funds Transfer (EFT) to pay bills or receive payments is very common today. We want to make sure you are
aware PLM/ILM offers this avenue for you to pay your policy premiums. It is the most convenient, accurate and lowest-cost
option for you to make your premium installment payments. 

Why is EFT the best way for you to pay premiums?
• There are no installment service fees.
• There is no down payment on your 12-month or 24-month policy pre-

mium.
• You pick the number of equal installments you wish to make, up to 9

installments for your 12-month policies and 18 installments for your
24-month policies.

• No checks for you to write every month. This means no labor or
postage to prepare and mail your payment, and no check-processing
fee from your bank.

• Your payment will always be on time and right on the due date, not
before.

• Your payment will be directly applied to the correct policy and term.

There’s something amazing happen-
ing in our community and we need
your support! It's the Brave the
Shave event to benefit the St.
Baldrick's Foundation which will be
held on April 5, 2016 at the
NAMIC CEO Roundtable in
Scottsdale, Arizona. John Smith,
President and CEO at PLM/ILM,
along with his wife Julie, will be
shaving their heads to show solidar-
ity with children fighting cancer.

The St. Baldrick's Foundation is a volunteer-driven charity com-
mitted to funding the most promising research to find cures for
childhood cancers and giving survivors long, healthy lives. The
St. Baldrick's Foundation has become the largest private funder
of childhood cancer research, dedicating over $178 million to
the cause since the year 2000.  This is a cause that is near and
dear to our hearts.

• Worldwide, a child is diagnosed every three minutes. One in
five will not survive.

• More children are lost to cancer in the U.S. than any other
disease -- in fact, more than many other childhood diseases
combined. 

JOHN AND JULIE SMITH ARE BRAVING THE SHAVE!

DON BLACKWELL, SENIOR VP - INVESTMENTS

All we need from you is a signed authorization agreement giving PLM/ILM permission to transfer one premium payment per
month directly from your bank account to ours. Any changes to your policy premium from endorsements, either up or down, will
be automatically distributed equally over the remaining installments in your policy term.

If you are not already enrolled in our EFT program, we are certain you will appreciate the benefits if you give it a try. Please con-
tact your broker or our Customer Service Team before your next policy anniversary to ask about the program and sign up! You
will also find more information on PLM/ILM's payment options at www.plmilm.com.

• Childhood cancers are different than adult cancers and
therefore, must be treated differently. 

• There are over a dozen types of childhood cancers, and
countless subtypes, making it more challenging for
researchers to find cures for every kid.

• By the time survivors reach age 45, more than 95% will
have chronic health problems and 80% will have severe or
life-threatening conditions due to toxic treatments.

• With the National Cancer Institute (NCI) providing less than
4% of its budget to pediatric cancers, the bulk of responsi-
bility lies with foundations to fund research.

Donations can be made to their team online at
https://www.stbaldricks.org/participants/johnsmith or can be
mailed to

PLM/ILM, 2005 Market Street, Suite 1200, Philadelphia, PA
19103, payable to St. Baldrick's Foundation.

Please stop and consider what amount of money you wouldn't
give to avoid receiving the devastating news of a childhood can-
cer diagnosis of someone you love. For those that have experi-
enced this, they know that there is no limit. Every dollar donated
goes towards the funding of much needed cancer research. 

Together, we're better. Together, we're Conquering Childhood
Cancers.
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It was recently announced that there will be some changes to
the PLM/ILM senior leadership team.

Effective February 8, 2016, Steve Firko, Senior Vice
President of Field Operations/Marketing, and Chris Crucitt,
Vice President of Underwriting, will be switching positions
with Steve assuming a leadership role in the Underwriting
Department reporting to Rich Hall and Chris assuming a
leadership role in Field Operations, reporting directly to John
Smith. Both gentlemen will maintain their current titles of
Senior Vice President and Vice President respectively. All
contact information will remain unchanged. For the moment,
all marketing operations will report to Craig Myers, Vice
President.

These individuals have contributed mightily to our organiza-
tion over the years and have helped us successfully navigate
the turbulent times since the great recession of 2008, which
changed the landscape in which we operate. Both individuals
have, over time, performed at levels that exceeded expecta-
tions and it is because of their capability and the capability of

CHANGES TO OUR SENIOR LEADERSHIP
the people that will be reporting to them in their new roles,
that we are able to make this change and strengthen our
future.  

The lifeblood of any organization is the qualities and talents
of its people at every level that make up that organization.  A
diversified understanding of our business at the leadership
level of our organization is critical to both its short and long
term success. 

We believe that both Steve and Chris will continue to flourish
professionally in their new roles.  This change will help us as
an organization accelerate more smoothly into the future,
while taking advantage of all that the future has to offer.

Steve Firko, Senior VP - Underwriting
sfirko@plmilm.com, 267-825-9184

Chris Crucitt, VP - Field Operations
ccrucitt@plmilm.com, 267-825-9316

unlimited amount of coverage for the loss, if one should
occur. The loss must still be proven and the proof will gener-
ally be the amount that will be paid based on review of your
business records for the previous year to see what the loss
actually is. 

This exercise is completed whether the business income cov-
erage is written on an Actual Loss Sustained basis or any
other traditional business income form.  In today's world
where it is very difficult in some cases to gain appropriate
permits or replacement equipment, you must also take into
consideration that it might take quite a bit longer to rebuild a
building/ structure than you expect. The question that must be
asked is what if it takes longer to reopen your business once
it is restored? Will your policy respond to cover extra
expense, payroll and, more importantly your profits? An
Actual Loss Sustained form normally provides coverage up
to (12) twelve months. What happens if it takes longer than
that to restore your business?

PLM/ILM does not offer an Actual Loss Sustained business
income form. Having said this, PLM/ILM has an array of
coverage forms other than the standard Business Income and
Extra Expense form that will provide extensive coverage to
fit the individual needs of you the customer, which will pro-
vide a comfort level with your purchase of business income
insurance.  These forms include: Maximum Period of
Indemnity; Monthly Limit of Insurance; Valued Business
Income Coverage; and Profits Insurance.    

FREQUENTLY ASKED QUESTIONS ...CONTINUED FROM PAGE 3

I shop my insurance every year to get the best price possi-
ble, and I have recently been told that PLM/ILM is not
interested in quoting my coverage any longer. Why?
There is a lot more to insurance coverage than price. In our
minds, someone who shops their coverage every year does
not understand the value of and difference between the vari-
ous companies that offer coverage and the coverage they
offer to insureds in the niche. We provide broad based cover-
age and loss control services that is backed up by world-class
claims service that our customers recognize as a tremendous
value received in return for premium paid. The time to deter-
mine whether or not you got a good deal on your insurance is
not based on the price you pay but rather the services provid-
ed to assist you in controlling or eliminating exposures to
loss, and when or if a claim arises, the insurance carrier’s
ability to handle the claim fairly, efficiently and effectively.
We recommend that you shop your coverage every 3 to 4
years, as we at PLM/ILM do with our own insurance pro-
gram. If you want to do it every year, that choice is yours, but
we simply feel that we would rather not participate in that
process. 

These are just a few of the frequently asked questions we
receive on regular basis. If there are any additional questions
you may have that are not addressed here, you can always
contact our Customer Service Department at 800-752-1895 or
at custserv@plmilm.com.
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DIVIDENDS PAID OUT TO THREE GROUPS
We are pleased to announce that we paid out dividends to three of our Safety Group Dividend Plans at the end of 2015.

IHLA Safety Group Dividend Plan
In early November, PLM/ILM paid out a 2% dividend to the participating members of the IHLA Safety Group
Dividend Plan. The group ended their plan year of January 1, 2014 to December 31, 2014 with a loss ratio of 35.43%
earning the group their 2% dividend. This was the last year of the plan that included only ILM accounts. As of January
1, 2015, the IHLA Safety Group Dividend Plan includes all eligible ILM and PLM customers. 

WBMA Safety Group Dividend Plan
Also paid out in November, the WBMA Safety Group Dividend Plan
ended their plan year of January 1, 2014 to December 31, 2014 with a
loss ratio of 30.35% earning the group their 2% dividend. Similarly,
this was the last year of the plan to include only ILM accounts. 

NEMEON Safety Group Dividend Plan
In December, PLM/ILM paid out a 5% dividend to the members of
the NEMEON Safety Group Dividend Plan. The group ended with a
loss ratio of 30.52% for their plan year July 1, 2014 to June 30, 2015
earning the group their 5% dividend.

For more information on the recent dividend payouts or on any of our twelve dividend plans,
you can contact Susan Cho at 267-825-9350 or at scho@plmilm.com. Dividend program
information can also be found on our website at www.plmilm.com/dividend-programs/.

PRESIDENT &
CEO

JOHN K. SMITH
JSMITH@PLMILM.COM

SR. MARKETING
SPECIALIST

SUSAN CHO
SCHO@PLMILM.COM

CORPORATE ADDRESS:
ONE COMMERCE SQUARE

2005 MARKET STREET, SUITE 1200
PHILADELPHIA, PA  19103-7008

MAIN: 800.752.1895
EMAIL: CUSTSERV@PLMILM.COM
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