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takeaways, or solutions that mem-
bers can consider within their own 
organizations while fostering broader 
conversations across the industry.

TMPAA is also entering an impor-
tant leadership transition following 
more than 25 years of growth under 
Ray Scotto’s direction. Since the asso-
ciation’s early years, Ray has guided 
TMPAA from a developing industry 
organization into the leading associa-
tion for program business, expanding 
its membership, strengthening its 
meetings, and building the education, 
resources, and business development 
opportunities members value today. 
Sarah Ayars stepped into the role 
of executive director at the end of 
2025 and continues to carry forward 

TMPAA’s mission with a deep under-
standing of the foundation Ray helped 
establish.

While the association continues to 
expand its educational offerings and 
member services, perhaps its most 
significant initiative is one focused 
squarely on the future of the industry 
itself. Like many sectors of insurance, 
program business faces the challenge 
of attracting and developing the next 
generation of talent. TMPAA has 
responded by making workforce devel-
opment a strategic priority through 
the TMPAA Charities Endowment 
Fund. The response from the industry 
has been extraordinary.

Thanks to the generosity of member 
companies and individual contributors, 

the Endowment Fund has grown to 
more than $1.4 million, placing the 
association well on its way toward its 
$2 million goal. Those funds provide a 
permanent source of support for schol-
arships, educational initiatives, and 
career awareness programs designed 
to introduce outstanding students to 
careers in program business.

Working in partnership with the 
Spencer Educational Foundation, 
TMPAA now provides a dozen scholar-
ships annually for students pursuing 
risk and insurance management 
degrees and invites students to engage 
directly with program business profes-
sionals at TMPAA meetings. These 
experiences expose students to one of 
the most entrepreneurial and innova-
tive segments of the insurance industry 
while allowing member companies 
to connect with potential future 
employees. 

TMPAA also participated in 
Spencer’s Virtual Campus series, shar-
ing insights about program business 
with their robust network of students 
and reinforcing the association’s com-
mitment to making this outreach an 
annual part of its talent development 
efforts.

The continued growth of TMPAA 
reflects more than increasing member-
ship or larger meetings. It represents 
an industry committed to innovation, 
collaboration, and investing in its 
future. As program business continues 
to expand, TMPAA remains focused on 
providing the resources, connections, 
and leadership that help its members 
succeed while ensuring the next genera-
tion of professionals is prepared to carry 
the industry forward.

The future of program business has 
never been brighter—and TMPAA is 
proud to help lead the way. n
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F 
ew segments of the property and 
  casualty insurance industry 

continue to evolve as rapidly—or 
create as much opportunity—as 
program business. As specialized 
expertise, data-driven underwriting, 
and distribution innovation reshape 
the marketplace, the Target Markets 
Program Administrators Association 
(TMPAA) continues to grow alongside 
the industry it represents, while pro-
viding the resources and connections 
members need to succeed. 

TMPAA’s research continues to 
document that momentum. The asso-
ciation will conduct its next biennial 
State of Program Business Study in 
2027, following the most recent study, 
which reported program business 

premium volume of $110.8 billion in 
2024, up from $79 billion just two 
years earlier. The findings underscore 
a sector that continues to outpace 
the broader commercial insurance 
market.

That same momentum is reflected 
in TMPAA’s membership and event 
participation. TMPAA membership 
has reached 838 organizations, includ-
ing 440 program administrators, 105 
carriers, and 293 service providers. 
Attendance at TMPAA’s events has 
increased by nearly 10% year over year, 
with approximately 2,500 attendees 
expected in Scottsdale for the 26th 
Annual Summit. These numbers 
demonstrate not only the continued 
expansion of the program business 

marketplace but also the association’s 
commitment to collaboration, profes-
sional development, and business 
partnerships.

As the association continues to 
grow, so do the resources available to 
its members.

One of the newest additions is the 
Target Topics podcast with host John 
Willemsen, featuring conversations 
with respected leaders throughout 
the program business community. 
Designed to address emerging issues 
affecting program professionals, the 
series explores topics ranging from 
underwriting and operational strategy 
to technology, leadership, talent, and 
trends. Each discussion offers valu-
able industry perspective, practical 
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users’ terms much as they would a staff 
member. 

This contrasts with earlier genera-
tions of software, even sophisticated 
platforms, that required users to struc-
ture inputs and analysis to conform to 
the software’s features and limitations.

“AI does not replace underwrit-
ing judgment, governance, or capital,” 
Gour says, “but it makes all three more 
scalable.”

Underwriting capacity
Gour emphasizes that “MGAs are 

not buying underwriting software.” 
Rather, “they are buying underwriting 
capacity by AI agents.” In other words, 
AI dramatically expands an interme-
diary’s ability to identify new product 
opportunities.

That entails “a fundamental shift in 
insurance,” he adds, as MGA platforms 
go beyond testing and implement-
ing pre-designed program features to 
dynamically identifying previously 
undetected risk relationships, as well 
as coverage gaps and vulnerabilities 
that can be corrected or exploited.

Gour says that with these capabili-
ties, AI will allow MGAs to assume 
more underwriting risk on their own 
books, expanding and enhancing their 
connections with carriers.

“AI will accelerate what is already 
happening in the market,” he says. 
“The best-run MGAs will earn more 
underwriting authority and retain 
more risk as a way to demonstrate 
their confidence in their programs. 
In turn, carriers will delegate more 
authority in lines where their MGAs 
have an edge.

“AI will help MGAs act more 
like carriers, while carriers, in an 
economic sense, will act more like 
reinsurers,” Gour adds.

Audit support
Gour has seen real results among 

the MGAs FurtherAI serves. 
Policy audits, once a manual task 

applied to only a sample of a book of 
business, can now be carried out on 
all policies almost instantaneously, 
allowing for comprehensive review for 
adherence to underwriting guidelines, 
regulatory requirements, and com-
pany policies concerning underwriting 
authority. 

“Previously, a carrier could audit 
only a portion of the policies,” Gour 
says.” With AI, you are not limited by 
the need for human time. You can actu-
ally run checks across all policies.” 

Beyond that, Gour finds that 
“an AI agent can ingest policies, tri-
age them, run checks, check against 
underwriting guidelines, put data 
into ACORD format, and produce 
bind letters.” With these capabilities, 
Gour says he has seen the percentage 
of quotes resulting in policies issued 
increase from 15% to 45%.

According to Gour, some MGAs 
balk at embracing AI because they 
believe their own organization is not 
“data ready.” Aware of the “garbage in, 
garbage out” maxim, they believe their 
data needs to be “cleaned up” before 
implementing AI.

Data optimization is always a good 
idea, but Gour advises against allowing 
data quality issues to impede AI imple-
mentation. AI is itself an “accelerator” 
of data quality, he says, capable of 
detecting data errors and consistencies.

Three key considerations
For those preparing to engage with 

an AI developer, Gour emphasizes three 
considerations:

•	Make sure you retain ownership 
of your enterprise data. “The cus-
tomer’s data should not be used for 
training AI models,” Gour says. 
The vendor should be working for 
you; you should not be enabling the 
vendor.

•	Make sure the vendor can fully 
explain the processes, results, and 
output of the AI, as you will have to 
when dealing with regulators and 
business partners.

•	Make sure that “change manage-
ment” within your organization, 
something that AI will necessarily 
require, is a core consideration, and 
not an afterthought, in your ven-
dor’s approach to development and 
implementation.
Things are happening fast in the 

AI world, as attested to in a light-
hearted exchange in Gour’s interview 
with moderator John Willemsen, an 
advisor to MGAs and program manag-
ers with extensive experience in the 
area during tenures with Selective, 
Munich RE, Arch, Accelerant, and other 
organizations.

During their conversation, 
Willemsen asked: “At some point 
will I be interviewing an AI agent?” 
Gour responded: “Are you sure I am a 
human?” (He is.) n

The author
Joseph S. Harrington, CPCU, is an 
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ing in property and casualty insurance 
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Joe was the communications director for 
the American Association of Insurance 
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worked in journalism and as a reporter 
and editor in financial services.

“The best-run MGAs 
will earn more  

underwriting authority 
and retain more risk 
as a way to demon-

strate their confidence 
in their programs. 

In turn, carriers will 
delegate more author-
ity in lines where their 
MGAs have an edge.”

—Aman Gour
Founder and CEO 

FurtherAI

“We    treat AI like a team- 
  mate, not a tool,” 

says Aman Gour, founder and CEO of 
FurtherAI, a leading provider of artificial 
intelligence (AI) applications to managing 
general agents (MGAs) and insurance program 
administrators. 

In an interview on the Today’s Markets podcast, 
Gour explains that AI, like a human team member, 
is deployed and evaluated by the outcomes it produces, 
rather by inputs plugged into it by designers. You ask ques-
tions of AI and you get answers plus prompts to additional lines 
of inquiry. 

(Note: Comments from the interview have been edited for context and 
brevity. Other comments are derived from a subsequent exchange with the 
author.)

AI has now become “the starting point for research” into a problem or 
situation, Gour says, and can dynamically explore new dimensions and new 
relationships, as if it were a supercharged librarian or researcher. When it 
comes to executing research, Gour adds, “AI is more consistent than humans 
and has unlimited memory.”

Playing on a phrase commonly used in discussions of AI—about having a 
“human in the loop”—Gour comments that “the right architecture is not having 
a human ‘in the loop,’ it’s having humans ‘on the loop.’” In other words, humans 
can—and should—guide AI applications from the outside, directing them on the 
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“The best partnerships  
aren’t built on contracts.  

They’re built on trust,  
accountability and  
open dialogue.”

—Harish Kapur, 
President of Across America Insurance

Underwriting is a Dynamic 
Daily Communication Effort

Today building profitable programs is about preventing losses. Our transportation  
expertise allows us to move beyond underwriting and processing claims to  
managing outcomes. We work proactively to identify coverage gaps, strengthen  
operational practices, and mitigate losses before they become costly claims.

SCAN TO 
LEARN MORE

Choosing us as your underwriting partner isn’t just about coverage—
it’s about reducing what goes wrong in the first place.  

CALL OR EMAIL US TODAY FOR AN APPOINTMENT.

Marketing@AcrossAmericaInsurance.com • 760-302-5300

EVERYTHING WE DO ADDS  
MEASURABLE VALUE
	 Faster Claims Resolution
	 Proactive Risk Management
	 Strong Long-Term Partnerships

Q 
You often say there’s “more to underwriting than charging higher  
premiums.” What does that mean for trucking companies?

Harish: Too often our industry measures success by rates alone. Higher  
premiums may improve results temporarily, but they don’t solve the  
underlying problem.

Underwriting is only the beginning. The real work starts after the policy  
is written. Trucking companies operate in an environment that’s constantly  
changing—new regulations, evolving technology, driver shortages, compliance 
requirements and growing claims costs. Success comes from helping customers 
adapt before those changes become losses.

Profitable underwriting isn’t created by charging more. It’s created by 
preventing what goes wrong in the first place.

 

Q 
If underwriting is only the beginning, what does Across America 
Insurance do differently?

Harish: We realized years ago that underwriting alone wasn’t enough, so  
we built an operating model that goes far beyond issuing a policy.

We focus on proactive claims management, operational integrity and 
helping customers identify risks before they become costly claims. Every claim 
receives individual attention because every situation has the potential to 
become much larger if it isn’t handled correctly.

Our goal is simple: mitigate claims before they become catastrophic. That’s 
where real value is created—for our carrier partners, agency partners and, most 
importantly, the trucking companies we serve.

 

Q 
What ultimately makes Across America Insurance  
the right partner?

Harish: Insurance is still a relationship business.
We’re not the right fit for everyone, and that’s okay. We’re looking for  

partners who value trust, accountability, candor and open dialogue. When 
those values align, everything works together like a well-designed machine.

Technology and AI will continue to make us faster and more informed,  
but they don’t replace judgment or relationships. They strengthen them.

Everything we do has to provide value. Otherwise it’s just noise.
Our purpose isn’t simply writing another policy. It’s helping trucking  

businesses operate more safely, prevent losses, protect their people and  
build stronger companies over the long term.

That’s what insurance should be. n

MORE THAN 
UNDERWRITING
How Across America Insurance helps 
trucking companies build stronger  
businesses by preventing losses— 
not simply charging higher premiums

Rough Notes sat down with Harish Kapur to discuss why he believes  
the future of commercial trucking insurance depends less on pricing— 
and more on creating measurable value.



Smart. Steady. Always Ready.

We are:

Partnering with you through every twist and turn.

 − Auto Dealers

 − Casualty 

 − Community Associations and 

Real Estate

 − Construction

 − Education

 − Energy

 − Environmental

 − Equine, Canine and Livestock

 − Healthcare

 − Hospitality and Entertainment

 − International

 − Logistics and Marine

 − Management Liability
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 − Professional
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 − Small Commercial
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 − NEW! Credit
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For the latest Performance Assessment, access www.ambest.com

 Best of the best. The first underwriting authority enterprise to earn AM Best’s PA-1 
score, reflecting the highest standards in underwriting excellence. 

 Built to last. Average market relationship spans well over a decade.

 Prepared for what’s next. Robust data allows us to anticipate market moves and 
develop products to support. 

In the world of insurance where success lies in managing risk, we are equipped with the 
infrastructure, tools and talent you need to help you profitably grow your business. 

More than 140 programs led by best-of-the-best underwriters.  
All ready to deliver data-backed solutions for clients of all shapes 
and sizes. Or partner to build the next one. 
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EPIC Insurance Brokers & 
Consultants is among the 
Top 15 largest brokers of U.S. 
business, placing more than 
$1 billion a year in premium 
with national, international 
and regional carriers. EPIC has 
a depth of industry expertise 
across key lines of insurance, 
including risk management, 
property and casualty, 
employee benefits, unique 
specialty program insurance 
and private client services.

FEATURED PROGRAMS

Cosmetics

Cosmetic Insurance Services (CIS), a division of 
EPIC, is the one of the nation’s leading providers 
of insurance products to the cosmetic and 
personal care industry, with more than 1,700 clients 
nationwide. CIS is endorsed by the Independent 
Beauty Association (IBA), formerly the Independent 
Cosmetic Manufacturers & Distributors Association 
(ICMAD).

For over 40 years, CIS has provided exclusive access 
to cutting-edge insurance products and programs 
specifically tailored to fit the many diverse 
exposures their clients experience daily.  
The staff continue to deliver comprehensive and 
cost-effective risk management programs backed 
by a robust loss control platform and specialized 
claim services.

Agents and insureds rely on CIS for:

• A dedicated service team focused exclusively 
on the cosmetics industry 

• Specialization of insurance coverage forms

• Exclusive access to unique insurance programs 
and products 

• Direct access to managing general agency 
underwriters

• Quick turnaround time on quotations

• Flexible payment options, including premium 
financing

• Engineering services, including safety plans and 
facility inspections

• Professional claims management 

• Access to other insurance products, such as 
health, employee benefits, personal insurance 
and more

Psychoanalysis

The EPIC Psychoanalytic Program delivers some 
of the broadest coverage available in the U.S. for 
insuring psychoanalytic practices. Among other 
things, it is one of the only programs to provide 
medical professional liability to psychoanalytic 
practitioners on an occurrence basis. Clients in 
the EPIC Psychoanalytic Program cover a broad 
spectrum, from the recent graduate starting a new 
practice to the more experienced and established 
psychoanalyst groups. 

As a testament to its value, EPIC’s Psychoanalytic 
Program is endorsed by three major psychoanalytic 
associations: the American Psychoanalytic 
Association, the American Society of Psychoanalytic 
Physicians, and the American Academy of Dynamic 
Psychiatry.

The Psychoanalytic Program staff members are 
healthcare professionals trained to understand the 
insurance needs of psychoanalysts, including their 
business risk and professional liability exposures. 
EPIC’s clients learn that the company serves as 
brokers and advocates for its insureds – their 
competitive advantage centers not only on their 
exclusive program, but the service platform built 
around it, including a hotline for loss control 
questions and advice.

For more information, contact 
Kenneth C. Hegel Jr. at 
kenneth.hegel@epicbrokers.com or 
(201) 356-0057

EXPOSURES ARE NOT ALWAYS 
BLACK OR WHITE
For over 40 years, CIS has provided 
our clients with exclusive access to 

cutting-edge insurance products 
and programs specifically tailored to 

fit the many diverse exposures our 
clients experience daily.

499 Washington Boulevard, Suite #810
Jersey City, NJ 07310

kenneth.hegel@epicbrokers.com | (201) 356-0057  

EPICBROKERS.COM

Psychoanalytic 
Insurance Program
Finding ways to improve your 
bottom line is easy with EPIC. 
With more than 40 years of 
experience dedicated to the 
needs of psychoanalytic, we 
help optimize your insurance 
strategy, from startup risk 
planning through claims 
management.

We appreciate the  
opportunity to serve you. 

499 Washington Boulevard, Suite #810
Jersey City, NJ 07310
kenneth.hegel@epicbrokers.com | (201) 356-0057  EPICBROKERS.COM
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as orientation to detail, will become 
relatively less important than their 
ability to “orchestrate” the use of AI 
and “articulate” an evolving vision of 
client needs and enterprise objectives.

“If you’re an English major at uni-
versity, suddenly people are going to 
want to hire you again,” Cuomo said. 
“There’s a [belief] that you will do a 
better job engaging with AI” than a 
technical major.

In describing applications of AI, 
Gallagher Re distinguishes between 
“digital minions” and “digital sher-
pas.” The former excel at automating 
close-ended tasks so risk professionals 
can focus on customer relations and 
risk decisions, while the latter are 
designed to actively challenge under-
writers, claims managers, and brokers 
to consider alternative approaches.

Once they’re brought onboard, new 
employees will find themselves very 
quickly “upskilled,” in Cuomo’s phrase. 
He explained that over time AI can 
“codify” the traits and practices of 
experienced employees into company 
operations, immediately transmitting 
their expertise into decision-making at 
lower levels.

“As AI starts to understand how 
your senior people work, it will support 
your junior people, your less-experi-
enced people,” he said. “You’ll be able 
to codify what your more expert people 
[know] and [convey] that across the 
team.” In turn, new employees will be 
put in charge of AI “much earlier than 
you would have put them in charge of 
a team of people.”

Business transformation
Given that AI relieves an organi-

zation of so many routine tasks, and 
makes technical capabilities commonly 
available to all competitors, Cuomo 
stresses that sound implementa-
tion of AI must be driven by business 

considerations and not constrained by 
legacy technology.

“This is a business discussion, not 
an IT discussion,” he said, adding that 
the only limitation a program man-
ager should face in applying AI would 
be its own imagination. “The limit is 
your ability to do the change manage-
ment, to train your staff, to engage 
your people, to identify where the 
opportunities are.”

When considering how to evaluate 
the return on investment in AI imple-
mentation, Cuomo identifies three key 
focal points:

•	“Operational Alpha” looks at AI’s 
impact on expense ratios by reduc-
ing or eliminating routine tasks and 
freeing up staff for more value-added 
activities. 

•	“Capacity Confidence” looks at how 
AI strengthens an intermediary’s 
alignment with carrier objectives 

and operations by sharing informa-
tion seamlessly.

•	“Product Agility” looks at how AI 
enhances an intermediary’s ability 
to differentiate itself from competi-
tors by identifying and exploiting 
market opportunities.
All of these factors feed into the sin-

gle biggest consideration, says Cuomo: 
customer satisfaction. n

The author
Joseph S. Harrington, CPCU, is an 
independent business writer specializ-
ing in property and casualty insurance 
coverages and operations. For 21 years, 
Joe was the communications director for 
the American Association of Insurance 
Services (AAIS), a P&C advisory orga-
nization. Prior to that, Joe worked in 
journalism and as a reporter and editor 
in financial services.

“As AI starts to understand how your senior  
people work, it will support your junior people, 
your less-experienced people. You’ll be able to 
codify what your more expert people [know]  

and [convey] that across the team.” 
—Paolo Cuomo

Executive Director, Strategic Advisory Practice 
Gallagher Re

F 
or now, program managers can  
  still afford to be hesitant or 

even skeptical about implementing 
artificial intelligence (AI) in their core 
operations, according to Paolo Cuomo, 
an executive director in the strategic 
advisory practice with Gallagher Re. 

But make no mistake, he says: 
AI will not be like blockchain, a 
technology that fell short of fulfill-
ing the hype surrounding it. Most 
companies can get by without using 
blockchain, but AI will be truly trans-
formational, like the internet. In 
time, AI will be integral to virtually 
every operation involving any level of 
decision-making.

Thus, the question is how and 
when, not whether, managing general 
agents (MGAs) and other intermediar-
ies will implement AI. Most are at least 
experimenting with targeted applica-
tions of it already.

In an address at the April 2026 
TMPAA mid-year meeting in Dallas, 
Cuomo acknowledged that program 
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managers might be detecting more 
promise than performance from AI 
to date. 

“Why is it that everyone is say-
ing the world is going to change 
but I’m not seeing much of it?,” he 
asked rhetorically. He responded 
later that it is “completely fine” not 
to be implementing AI yet in core 
operations—“as long as that’s not an 
excuse for not having a strategy for 
when you will engage.

“We in insurance don’t have to be 
in the vanguard of [AI], but we need to 
make sure we’re on the right train at 
the right time.”

Content to context
Cuomo told the gathering that AI 

presents the “paradox of abundant 
knowledge”—the circumstance where 
everyone not only has instant access 
to answers to almost any inquiry but 
are automatically directed to rel-
evant information they did not know 

to seek, and to new lines of inquiry 
they hadn’t considered.

The consequence of this will be 
profound “value shifts” in competitive 
enterprises. Chief among these is a shift 
in value from the content of information, 
available to anyone instantaneously and 
almost entirely, to the context of infor-
mation, the ability to seek, select, and 
apply knowledge to create value.

Among individuals, this transfor-
mation will put a new premium on 
certain traits and talents, especially 
among entry-level workers. The 
ability to gather and communicate 
information will diminish relative 
to the ability to apply judgment. 
Expertise will be defined less by the 
mastery of “static knowledge” and 
more by one’s ability to “navigate liq-
uid knowledge.” 

Job qualities
It follows that qualities once highly 

sought among job candidates, such 
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In specialty insurance, calculated risk-taking is essential. 
But to take risk confidently, MGAs need a partner they can 
trust—one that understands their challenges, shares risk and 
rewards, and delivers the expertise and support necessary for 
sustainable growth.

That’s where Fortegra—a global specialty insurer and 
part of DB Insurance Co., Ltd.—stands apart. With more 
than 45 years of underwriting excellence, comprehensive, 
end-to-end solutions, and a commitment to partnership, 
Fortegra has become the trusted specialty partner for MGAs. 
We provide more than just capacity—we bring deep industry 
expertise, cutting edge technology, advanced data science 
and analytics, along with a collaborative approach to insur-
ance and risk management. Our disciplined execution and 
unwavering consistency ensure that we remain resilient and 
adaptive, helping our partners navigate emerging challenges 
and opportunities.

Key Advantages for MGAs
• Aligned Interests – Shared risk and rewards foster 

mutual growth and profitability.
• Financial Strength – AM Best A rating and 45+ years of 

industry leadership.
• Innovative Solutions – Custom insurance programs 

designed to meet evolving market demands.
• Speed & Agility – Fast decision-making and seamless 

partner integration.
• Claims Excellence – Transparent, responsive claims 

management.
• Ease of Doing Business – A streamlined, collaborative 

partner experience. 
At our core, Fortegra is an innovative underwriting spe-

cialist. Since our founding in 1978 as a regional insurer, our 
mission has remained the same: helping people and busi-
nesses manage risk so they can achieve their ambitions.

As the world evolved, so did we. We expanded globally 
while staying true to our foundation—building enduring part-
nerships based on trust. Our success is tied directly to our 
MGA partners’ success, helping them enhance market com-
petitiveness and elevate the customer experience.

Our value proposition is built on:
• Underserved Markets – Specializing in niche and emerg-

ing insurance sectors, we help partners unlock untapped 
opportunities.

• Advanced Technology – Data-enhanced underwriting 
increases accuracy and efficiency.

• End-to-End Support – Seamless program development, 
underwriting, and claims management.

• Integrity and Reliability – A proven track record of hon-
esty, transparency, and delivering on commitments.

Positioned for the Future
Fortegra is redefining specialty insurance through con-

tinuous innovation and strategic partnerships. With an AM 
Best Financial Strength Rating of A (Excellent), disciplined 
underwriting practices, and a vision for global expansion, we 
are committed to building resilience and driving growth for 
our partners.

For MGAs seeking a true partner with capacity, Fortegra 
offers the agility, confidence, and expertise to navigate an 
evolving insurance landscape.

The Fortegra Advantage: Expertise, Innovation, and 
Shared Success. n

About Fortegra
For more than 45 years, Fortegra, via its subsidiaries, has 

underwritten risk management solutions that help people and 
businesses succeed in the face of uncertainty. As a multina-
tional specialty insurer whose insurance subsidiaries have an 
AM Best Financial Strength Rating of A (Excellent) and an 
AM Best Financial Size Category of ‘X’, we offer a diverse set 
of admitted and excess and surplus lines insurance products 
and warranty solutions. Fortegra® is the service mark of and 
marketing name for these insurance and insurance services 
operations of The Fortegra Group, Inc.  
For more information: www.fortegra.com.

About DB Insurance
For more than six decades, DB Insurance Co., Ltd. has 

built a strong foundation as one of Korea’s leading insur-
ers, protecting individuals and businesses while driving the 
advancement of the nation’s insurance industry. Founded in 
1962 as Korea’s first public automobile insurer, the company 
adopted the name DB Insurance in 2017 to embody its vision 
of becoming a global insurance group. With an AM Best 
Financial Strength Rating of A+ (Superior) with Financial 
Size Category of ‘XV’ and S&P Rating A+ (Stable), DB 
Insurance provides a comprehensive portfolio of general, long-
term, and automobile insurance, along with a broad range of 
financial services through its subsidiaries in life insurance, 
securities, savings banking, and asset management.  
For more information: www.idbins.com.

BUILT ON PARTNERSHIP. 
BACKED BY A RATED CAPACITY.

You bring the ambition

We bring the underwriting discipline, 
A rated capacity, and agility to back it

The specialty insurer invested in your success, 
with MGA expertise that spans the U.S., UK, 
Europe, and beyond.

We make better possible.

Now “A” rated 
AM Best Financial Strength 
Rating of “Excellent”

ABOUT FORTEGRA  •  For over 45 years, we have delivered risk management solutions that help individuals and businesses succeed in the 
face of uncertainty. We are a global specialty insurer offering a diverse set of admitted and excess and surplus lines of insurance products and 
warranty solutions. Fortegra® is the registered service mark of The Fortegra Group, Inc., part of DB Insurance Co., Ltd., and is the marketing 
name for the insurance operations of its affiliated and subsidiary insurance companies. Visit our website for a list of our subsidiaries and 
affiliates. Not all subsidiaries are licensed in every jurisdiction. © 2026 Fortegra. All rights reserved. FOR-251860

fortegra.com
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by AM Best, FSC XV
Rated A+

An Odyssey Group | Fairfax Company

As a proud member of the Odyssey Group family, our new visual identity now 
reflects our shared foundation. While our logo has evolved, our disciplined 
underwriting, long-term relationships and financial strength remain the same. 

Discover  what  we  can  do  for  you  at  HudsonInsGroup.com.

OUR JOURNEY 
CONTINUES WITH FRESH 
WIND IN OUR SAILS.
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30 years  
at the heart of 
Programs

For more than three decades, QBE has 
partnered with program administrators to 
help build resilient, profitable businesses. 

Our average Program partnership exceeds 
15 years because we focus on long-term 
success, not short-term transactions.

Why choose QBE

• Nearly $1 billion in annual premium
• Full range of coverages, including  

Property, Casualty, Workers’ 
Compensation, Management and 
Professional Liability and Alternative  
Risk Transfer

• Ability to write multi-line and mono-line 
coverage in all 50 states

• Easy onboarding and robust  
automatic data exchange

Explore new opportunities with confidence. 
Connect with QBE today and take the next 
step toward what’s possible. At the heart of 
Programs. At the heart of your success.

Specialty   |   Commercial   |   Crop
All products and services are written or provided by QBE Insurance Corporation or its affiliates, 10 Terrace Court, Madison WI 53718.  
QBE and the links logo are registered service marks of QBE Insurance Group Limited. ©2026 QBE Holdings, Inc.

Partnerships built to last. 
Expertise built to grow.

qbe.com/us
For more information, visit us at

Proud Target Markets  
Annual Sustaining 

Partner

Built on expertise. Driven by partnership. Backed by the strength of QBE.
For more than 30 years, QBE has been at the heart 

of the Programs market, building enduring partnerships 
and delivering profitable outcomes for program adminis-
trators, brokers, and reinsurers. Our success is built on 
deep industry expertise, disciplined underwriting, and 
a collaborative approach that aligns the interests of all 
stakeholders.

With nearly $1 billion in annual premium, QBE is a 
recognized leader in Program business, providing solu-
tions across a broad range of industries and market 
segments.

Relationships measured in decades
At QBE, we seek partnerships with specialized 

program administrators that bring differentiated 
underwriting expertise, strong distribution capabilities, 
technology-enabled operations, and a shared commit-
ment to long-term profitability.

This commitment to partnership is why our relation-
ships are measured in decades, not years. Our average 
Program partnership exceeds 15 years, with many rela-
tionships spanning more than 20 years.

Our experienced Programs team has spent decades 
building, underwriting, managing, and scaling Program 
business. This experience enables us to understand the 
unique challenges facing our partners and deliver solu-
tions that support sustainable, profitable growth.

Broad product capabilities and tailored solutions
QBE provides flexible, scalable solutions across a 

diverse range of products, structures, and capacity 
deployment models, including:

•	Property
•	Casualty
•	Workers’ Compensation
•	Professional & Management Liability
•	Alternative Risk Transfer solutions 

Our partners also benefit from access to QBE’s extensive 
enterprise resources, including:

•	Actuarial 
•	CAT modeling
•	Claims expertise
•	Loss control
•	Premium audit
•	Reinsurance
•	Data & analytics

This breadth of resources allows us to evaluate 
opportunities holistically, identify growth potential, and 
provide program administrators with strategic insights 
that extend beyond underwriting. Together, these capa-
bilities help our partners build resilient, profitable 
businesses while delivering value to their customers.

Why leading program administrators choose QBE
•	Program partnerships averaging more than 15 years
•	Ability to write multiline or monoline programs nation-

wide across all P&C lines
•	Capabilities across traditional and alternative risk trans-

fer structures
•	Dedicated Programs leaders with deep industry knowl-

edge and Programs experience 
•	Seamless onboarding and robust data connectivity
•	Financial strength backed by QBE’s global network, rated 

“A” (Excellent) by AM Best and “AA-” by Standard & Poor’s 
and Fitch*
QBE North America is a global insurance leader that 

gets to the heart of what’s at risk for customers. Part 
of QBE Insurance Group Limited, QBE North America 
reported Gross Written Premiums in 2025 of $7.7 billion. 
QBE Insurance Group’s results can be found at qbe.com.

As a Sustaining Partner of Target Markets, QBE is 
actively engaged in leading industry organizations, includ-
ing WSIA, PLUS, and CIAB. To learn more about our 
Programs capabilities and partnership approach, visit us at 
www.qbe.com/us or contact us at Programs@us.qbe.com. n

THIRTY YEARS AT THE HEART OF PROGRAMS

* Credit ratings apply to QBE Insurance Group Limited and are accurate as of September 2026. More information on QBE 
financials can be found on https://www.qbe.com/us/about-qbe/financial-reports. Learn more about ratings guidelines at stan-
dardandpoors.com, ambest.com and fitchratings.com.”
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Specialized capital for future-focused insurance businesses

Capital options for insurance businesses 
Borrowing funds can help businesses pursue profitable 

opportunities throughout their life cycles, without draining 
liquidity or diluting equity. Whether you’re maturing,  
contemplating growth, expanding specialties, or positioning  
your business for a future sale, you may need capital to meet 
your goals.

To help you meet those goals, Oak Street Funding provides 
financing designed specifically for insurance businesses.  
Since 2003, we have worked with insurance professionals  
who need capital for acquisition, succession, perpetuation, 
recapitalization, and growth, without relying primarily on 
personal assets. Our approach is built around the recurring 
revenue of the business, giving owners a practical way to  
pursue strategic goals while maintaining control of their 
business.

Why Oak Street Funding
Insurance transactions come with unique considerations. 

Carrier relationships, retention, recurring revenue, ownership  
transition dynamics, and timing all matter. Oak Street 
Funding brings specialized lending experience to those  
variables, along with an in-house team that understands how 
insurance businesses are built, valued, and financed.

Founded to serve the insurance industry, Oak Street 
Funding has delivered hundreds of millions of dollars in  
capital to businesses nationwide. As a non-SBA lender with 
over $1 billion in assets, we provide in-house loan processing 
and underwriting and maintain the servicing of your loan 
through its term. We will not sell your loan.

Financing solutions built for insurance businesses
•	Senior debt up to $50 million
•	Terms up to 12 years
•	Interest-only options
•	Commission-based loans
•	Line of credit options

Common uses of capital
•	Acquisitions
•	Perpetuation and succession planning
•	Business debt restructuring
•	Investment in business growth

Insurance businesses we serve
•	Retail Agencies
•	Wholesalers
•	Managing General Agencies
•	Program Administrators

Acquisition scenarios we support
Oak Street Funding functions like a true capital partner, 

working with a diverse range of clients with a variety of  
ongoing acquisition models. Frequent transactions include:
•	First-time buyers
•	Serial acquirers
•	Aggregators and aggregator members
•	Succession and shareholder retirements
•	Private equity and management buyouts

Working capital for growth
For insurance business owners, working capital can create 

room to act on growth priorities without disrupting day-to-day 
operations. Capital is often used to:

•	Expand into new markets
•	Invest in talent
•	Build specialty capabilities
•	Support technology and operational improvements
•	Strengthen the business for future transition or sale

Flexible succession models
Oak Street Funding’s succession and recapitalization loans 

allow incoming owners to borrow funds against the business’s 
future recurring revenue streams. Our succession may be  
a 100% ownership transition at once, or it may be done in  
multiple tranches.

Capital. Partnership. Resources.
Whether you are evaluating your next acquisition,  

preparing for ownership transition, or positioning your firm 
for long-term growth, Oak Street Funding provides specialized 
financing aligned to the realities of the insurance industry.

Insurance leaders also turn to Oak Street Funding for 
timely industry perspective through OnPoint, our thought- 
leadership platform featuring podcast conversations and  
practical insights on acquisitions, succession planning, capital 
strategy, and market trends. For agency owners evaluating 
what comes next, these resources offer relevant guidance 
grounded in the realities of the insurance industry. n

 
Visit www.oakstreetfunding.com to learn more or contact:

| Gareth Griffiths, 317-428-3827
Gareth.griffiths@oakstreetfunding.com 

| Kim Grathwohl, 317-428-5173
kimberly.grathwohl@oakstreetfunding.com

OAK STREET FUNDING

Loans and lines of credit subject to approval. Potential borrowers are responsible for their own due diligence on acquisitions. CA residents: Loans 
made pursuant to a Department of Corporations California Finance Lenders License (6039829).



	 7978	 SERVICE PROVIDER	


	43 Target Markets_TOC_9-2026
	44-47 09TM01 State of Assn_9-2026
	48-49 09TM02AI&MGAs Section Intro
	50-61 TM_PA
	62-79 09TM03AI Workflow Serv& Carrier Section Intro

