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GOAL P-28
ANNOUNCED 1999
When Brown & Brown set a near-term goal 
of a 28% pre-tax profit margin, most of its 
offices’ margins were hovering in the low-to-
mid-20s. It seemed a monumental challenge.
Only a company-wide dedication to getting 
better every day could make it attainable.

GOAL P-28
ACHIEVED 2001

The collaborative culture of Brown & Brown 
means that success breeds success. The first
employees to reach the 28% benchmark
extended a hand to colleagues to share the
strategies that worked. Soon the Company
as a whole achieved the Project 28 goal.

GOAL DA
ANNOUNCED 1993
In 1982, Brown & Brown made the
momentous decision to focus on growth 
goals that are based upon continuing
operating profit margin, not just “top-line”
revenue, expansion. That year, the goal 
was set to achieve a 25% pre-tax profit 
margin by 1990; that goal was achieved 
by 1989. Then, in April 1993, immediately 
following the merger transaction between 
Brown & Brown and Poe & Associates, we 
established a benchmark of double digit 
revenue growth every year ad infinitum.

GOAL B-40
ANNOUNCED 2001
One billion dollars in revenue.
A 40% operating profit margin 
(pre-tax income with interest, 
amortization and non-cash stock-
based compensation expense 
added back). With these parallel 
goals as our interim target, we 
needed to quintuple existing 
revenues, while honing our oper-
ations to become more efficient 
in every area of the Company.



Just as the cheetah focuses on 

its prey, we are focusing on the 

next achievement. Agile and lean, 

Brown & Brown is a sustainable, 

unstoppable force ready to attack 

what is NEXT.

NEXT
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2007 was a very challenging year. The mettle and  

resilience of the Brown & Brown team was tested and 

stressed throughout the year as significant, rapid pricing 

reductions in property and casualty (“P&C”) insurance 

occurred throughout the United States. During our 

combined 78 years in the insurance business, we have 

never experienced such a precipitous decline in new 

and renewal P&C premiums, particularly in the middle 

market. Excluding Florida and coastal Southeastern 

states, prices for middle market coverages were regularly 

15%–30% below those of expiring policies. The cost of  

wind-related property coverage in coastal Southeastern 

areas (excluding Florida) started to drop in January 2007 

by 15%–20% and by mid-year, reductions of 25%–55% 

were the order of the day. The premium reductions by 

risk-bearers were the direct result of record profits, which 

translated into burgeoning surpluses and virulent price 

competition – all enhanced by the fact that we experi-

enced no major hurricanes in 2006 and 2007.

Now to Florida – in June 2007, the Governor and State 

Legislature made a number of changes relating to Citizens 

Property Insurance Corporation (“Citizens”) (the state-

controlled risk-bearer), resulting in pricing reductions for 

commercial habitational risks (apartments, condos and 

certain other properties) of approximately 50%. Citizens 

was of course flooded with accounts, both commercial 

and residential, as private insurance markets were 

unable to match these reduced rates. Citizens is a market 

for Brown & Brown as well as other licensed P&C agents 

in Florida – so our retail offices cancelled, rewrote and 

transferred large numbers of accounts to this market. 

Coverages with Citizens were more restrictive than 

those available through other markets, but the pricing 

in most cases was compelling. We are pleased to be 

able to save our insureds substantial amounts of  

premium dollars – and the good news (no hurricanes) 

is that by the end of 2007, some admitted and  

non-admitted markets were able to reduce prices to 

be competitive with Citizens and to provide a broader 

range of coverages. This development allowed some 

accounts to flow back to private insurers. Florida  

comprises approximately 38% of Brown & Brown’s  

revenues. The result of the price reductions described 

above, in Florida and across the United States, was to 

dampen our top-line growth to 9.3% over 2006. 
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Yet notwithstanding the substantial headwinds of 2007, 

the Brown & Brown team produced very positive results 

for the year, as evidenced by the following:

1.	� Top-line revenues grew from $878 million to  

$960 million – a 9.3% increase.

2.	� EBITDA was 40.03% (earnings before interest, taxes, 

depreciation and amortization plus adding back of 

non-cash stock -based compensation). 

3.	� Our earnings per share (“EPS”) were $1.35 – an 

increase of 10.7%.

4.	� We acquired $108 million (annualized) of revenue  

representing 18 new offices.

5.	� We increased our annual dividend to shareholders 

by four cents (from 21 cents to 25 cents), a 19% 

increase. We have increased dividends every year 

since 1993.

6.	� We recruited 129 new people in 2007 to our organiza-

tion that were not included in individual profit center 

budgets, but are subsidized corporately. This is the 

largest recruiting class in our history. Additionally, 101 

of our producers and profit center leaders completed 

the rigorous sales course offered by “Brown & Brown 

University” – also a record.

7.	� We made $191 million in after-tax profits, up  

from $172 million in 2006, the 14th year of increased 

net income.

As we have continued to grow and expand, the success 

and reputation of our Company has had the effect of 

attracting larger numbers of high-quality merger and 

acquisition (“M&A”) candidates. Jim is expanding his duties 

in 2008 to be responsible for all M&A activities including 

legal, due diligence, critical analysis and identification 

of and contacts with qualified candidates. He continues 

to turn over some direct reports, as he has in the past, 

in order to concentrate more time in this area. Jim, for 

years, has been very effective in bringing about several of 

our larger and more complex acquisitions. As in the past, 

all our Regional Leaders as well as Profit Center Leaders are 

continuously in discussions with various parties of interest.

Powell Brown’s responsibilities as President continue to 

expand and now include business units from all operating 

divisions of the Company. His progression from producer, 

to manager, to leader over the past 13 years has given him 

the in-depth experience, perspective and instinct essential 

to his role. Powell has taken a very personal interest in the 

recruitment and training of our future leaders. Under his 
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J. Hyatt Brown, CPCU, CLU  
Chairman & Chief Executive Officer 
(left)

Jim W. Henderson, CPCU 
Vice Chairman &  
Chief Operating Officer 
(right)



direction, our internal sales training school, “Brown & 

Brown University,” continues to pump out our top new 

producers and leaders. 

Hyatt’s plans continue to be the same as reported last 

year – transitioning out of the CEO role and becoming 

Non-Executive Chairman (subject to the Board’s 

approval) in July 2009, with continued involvement  

in two areas of critical importance to the Company:  

mergers and acquisitions, and recruitment.

We expect 2008 will bring lots of new challenges, which 

create opportunities for the nimble! Thank you for your 

continued support.

J. Hyatt Brown, CPCU, CLU

Chairman & Chief Executive Officer

Jim W. Henderson, CPCU

Vice Chairman & Chief Operating Officer

On March 8, 2008, during Brown & Brown’s annual National Sales Leaders’ Conference, 

the meaning of the hieroglyphics on the stone featured on the back cover of the 2006 

Annual Report was revealed. The four symbols stand for “Discover – Write – Our Ass Is 

On The Line – Infinity (Forever)”; effectively the Company’s mantra since its inception.

total revenues 

in millions of dollars 

03 04 05 06 07

551.0
646.9

785.8
878.0

959.7

net income per share 

in dollars 

03 04 05 06 07

0.80
0.93

1.08
1.22

1.35
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While 2007 did not see a major hurricane hit the U.S. 

mainland, our business was buffeted by the strong winds 

of a softening premium rate environment, continued gov-

ernmental intervention in Florida, and a slowdown in the 

U.S. economy. However, even in light of these challenges, 

we endeavored to persevere. Ultimately, our success was 

driven by all of our talented people. Our team reacted 

quickly to this changing marketplace to the benefit of 

our clients.

We ended 2007 with 5,047 full-time equivalent employees. 

Each one of them drives our results. Our culture is one of 

performance and persistence; in short, a meritocracy. But 

the foundation of any winning group is great people. I 

would like to thank each and every Brown & Brown 

team member for all their consistent and invaluable 

contributions. Together we pushed closer to our cur-

rent intermediate goal of one billion dollars of revenue 

and a 40% operating profit margin (pre-tax income with 

interest, amortization and non-cash stock-based com-

pensation expense added back) (“B-40”).

Many people have asked or wondered what July 2009 

will look like. 

As previously announced, our Chairman and Chief 

Executive Officer, Hyatt Brown, will retire as CEO after 50 

years of leading our organization. However, Hyatt’s defini-

tion of “retirement” and the Merriam-Webster’s Dictionary 

version are very different. He will continue to be involved 

in acquisitions, recruiting people and selling new accounts. 

Furthermore, he will move his office next to Cory Walker’s 

and from time to time offer his opinion on our numbers.

As Hyatt’s role changes, I am honored, subject to final 

Board of Directors approval, to take on the responsibility of 

CEO of Brown & Brown in July 2009. I have had the good 

fortune to work for and with Jim Henderson for the past 

13 years. Together with Jim as Vice Chairman and Chief 

Operating Officer, and the rest of the senior leadership 

team, we look forward to surpassing our current goal and 

then achieving our next goal: “2B.”

J. Powell Brown, CPCU

President

J. Powell Brown, CPCU  
President
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A  shared  goal  nets  unique  results

THE REACTION TO B-40
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Linda Downs, Executive Vice President for Leadership 

Development and Programs, recalls with a chuckle her 

role in announcing B-40 as the new interim goal for 

Brown & Brown in May 2001. At the annual sales meet-

ing, she and other company leaders donned fatigues for 

a comic skit in front of employees. Their “field general” 

announced that with Project 28 accomplished, the next 

mission would be to reach $1 billion in sales while also 

operating at a profit margin of 40%. Faced with such a 

daunting challenge, Downs and her fellow “officers” 

promptly pretended to get sick in their helmets.

“But now that we’re almost there, we realize we have 

always been about performing above expectations,” 

Downs says. “The great thing about Brown & Brown is 

that we drive each other to succeed.”

Downs enjoys the perspective of starting with the  

Company in 1980, when she was one of 35 employees for 

an agency with $2 million in revenues. She has a vantage 

point gained from seeing since that time several interim 

goals set and then achieved, all in the context of a  

culture of teamwork.

A relative newcomer to Brown & Brown, Bob Messina 

gained some familiarity with Brown & Brown’s goal-oriented 

culture through his work with the Company while an 

owner at The Young Agency (now Brown & Brown Empire 

StateSM, a division of Brown & Brown of New York, Inc.) in 

Syracuse, New York. Still, his first annual sales meeting 

as a member of the team was an eye-opener. Messina 

worked 13 years building his agency. When he sold his 

interest to Brown & Brown, all of his equity was converted 

to Brown & Brown stock. “That was my future,” he says. At 

the 2001 Brown & Brown annual sales meeting, Messina, 

now Executive Vice President of Brown & Brown Empire 

State, got his first peek at B-40 when Downs and the 

others performed their skit. Messina says he was both 

amazed at the ambition of the new goal and excited 

about the possibility. “If you just imagined it could hap-

pen, you can see how inspiring that would be as a 

shareholder,”  he says. Then Chairman Hyatt Brown took 

the microphone and he said, “This is what we’re going 

to do. We’ve set goals before and it’s just a matter of  

time before we reach this one!”



A  shared  goal  nets  unique  results

lin   d a  d o w n s
Executive Vice President,  
Leadership Development and Programs

Linda Downs says there is some risk when 
Brown & Brown sets a huge new interim goal,  
as it did when it set sights on $1 billion in 
revenue and a 40% operating profit margin 
(pre-tax income with interest, amortization 
and non-cash stock-based compensation 
expense added back). The Executive Vice 
President for Leadership Development and 
Programs has seen goals set and achieved 
during her 28 years with Brown & Brown and 
knows well about the reward too. “These high 
goals attract creative people. We drive each 
other to succeed. And we find out that if one 
can do it, we all can do it,” she says.

With Project 28 accomplished, 
the next mission would be to 
reach $1 billion in revenue 
and a 40% operating profit 
margin.
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It’s all about believing in a goal, with failure not being an option. That, says Bob Messina, 
was the first step on the journey to B-40. Messina, Executive Vice President with Brown & 
Brown Empire State in Syracuse, New York, says it’s important to focus on profitability while 
delivering top service to customers at the same time. These are some of Brown & Brown’s 
core values that work every day and for the long haul.

“�We have 171 offices that each marches to its own drummer, but are joined by one 
culture and that’s very powerful,” he says.

B ob   M e s s ina 
Brown & Brown Empire State  
Executive Vice President 
Syracuse, New York



rich     f reebourn      
Vice President, Mergers & Acquisitions

Rich Freebourn, Vice President, Mergers & 
Acquisitions, serves as something of a wel-
come wagon for Brown & Brown. He often 
arrives in the offices of an insurance agency 
that is in the final stages of being acquired 
by Brown & Brown. “The secret to doing a 
good job in the due diligence environment 
is to gain trust in just a few days,” Freebourn 
says. “I kind of welcome the new employees 
into Brown & Brown, so I become a trusted 
inside advisor and introduce them to the 
culture. That can’t be done without first 
gaining their trust.”

In Brown & Brown’s culture, profitability works in 
tandem with working for the best interests of our 
customers. Our customers know we are dedicated 
to the long-term.
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It is a business cliché that the most important asset of  

an organization is its people. While that’s certainly true  

at Brown & Brown, we wouldn’t get very far if we didn’t 

recruit and train people who have an innate understand-

ing of how important our relationships are – relationships 

with our customers, our shareholders, our carriers, the 

financial community and their fellow employees. In 1988, 

Brown & Brown’s leadership council honed this philoso-

phy into a culture statement. A framed copy of it hangs 

in every Brown & Brown office throughout the country. 

“Brown & Brown is a lean, decentralized, highly competi-

tive, profit-oriented sales and service organization 

comprised of people of the highest integrity and quality, 

bound together by clearly defined goals and prideful 

relationships.”

Rich Freebourn, Vice President, Mergers & Acquisitions, 

says after more than two decades with the company the 

importance of fostering prideful relationships is second 

nature to him. “Relationships built on integrity provide 

the fire for everything we do in our business,” Freebourn 

says. “From our customers, to our employees, to our 

intermediaries, people want to do business with the 

people they trust.”

In Brown & Brown’s culture, profitability works in tandem 

with working for the best interests of our customers. Our 

customers know we are dedicated to the long-term. 

Everyone knows “get rich quick” schemes don’t work. We 

must also approach our customers’ challenges with solu-

tions that will work today, tomorrow and next year.

Doing our best for our customers demands recruiting 

the best talent we can find to deliver superior service. 

When a new talent is brought into the fold at Brown & 

Brown, mentors help the incoming employee discover 

what success looks like. New employees are likely to be 

taught a simple-sounding formula – if they are honest, 

likeable and know the product, then competitiveness 

will take over from there.

The decentralized business model at Brown & Brown 

allows our talented people to make their competitiveness 

work for our clients, by putting agents at the local level at 

their service. It is the lift each of these relationships pro-

vides that propels Brown & Brown to its collective goals. 

We know our clients have aspirations too. We are commit-

ted to helping them reach those goals.

building  relationships   
through  integrity
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Goal-setting is a technique used by the best athletes, 

the most successful business people and achievers of all 

types. With clear goals, one can do things never thought 

possible. Years ago, it was considered impossible for any-

one to run a mile in under four minutes. But as a young 

man from England got close to the four-minute barrier in 

the 1950s, he decided with measured, deliberate training 

he could do it. Roger Bannister charted a careful course, 

even enlisting two friends to set the early pace for him 

on the day he broke the record.

Setting a goal that seems just beyond reach. Creating a 

measurable plan to achieve it. Enlisting trusted associ-

ates to push you to perform even better than you 

thought possible.

These are familiar themes at Brown & Brown, where we 

draw inspiration from the cheetah – the fastest animal 

on solid ground.

In 1982, Brown & Brown established its first corporate 

goal – to increase revenues by 15% every year. Modest 

though that goal may seem now, it set the Company 

on a course to double its revenues every five years. 

Once attained, we knew we could repeat the feat and 

named our goal Double Again (DA) – the result we would 

get by increasing revenues 15% over five years.

While growing the top line was satisfying in itself, Brown & 

Brown understood that it was in business to make a 

profit. And at a time when it was considered a job well-

done for an insurance agency to operate at a profit 

margin approaching 20%, Brown & Brown determined 

that if its team could just operate a bit more efficiently 

with each day, increase its quickness over the competi-

tion to start each morning, the Company could reach 

the then-unheard-of level of 28% pre-tax profit margin. 

We were determined this milestone would be reached 

while revenues continued to grow. Through teamwork 

and knowledge sharing, our employees who neared  

or reached the goals of Project 28 helped teach their 

colleagues how it could be done. And on the eve of 

achieving Project 28, we set a new interim goal that 

some thought impossible – B-40: $1 billion in revenue 

with an operating profit margin of 40% (pre-tax income 

with interest, amortization and non-cash stock-based 

compensation expense added back). We are now on the 

cusp of reaching this remarkable achievement. Stay tuned 

for the announcement of our new goal. After all, B-40  

is just another step on the journey.

BROWN & BROWN GOALS

we  work  harder,  smarter,  
then  measure  our  success 
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K aren     wagner   
Brown & Brown Insurance of Arizona, Inc. 
Vice President, Commercial and Professional Lines Leader 
Phoenix, Arizona

Karen Wagner (left), Commercial and Professional Lines Leader for Brown & Brown’s 
Phoenix, Arizona, profit center, says it’s the culture of constant improvement and indi-
vidual challenge that gives her confidence each new interim goal will be achieved. “Each 
person in each department is responsible for both the top and bottom line,”  she says. 
Wagner always asks herself certain key questions: “How can we improve the workflow? 
How can we improve efficiency?”  She also has answers, such as increasing automation and 
training a new crop of tech-savvy people.  “They are the next generation, and they will be 
great producers for us,” she says.

In 1982, Brown & Brown  
established its first corporate 
goal – to increase revenues  
by 15% every year.
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L av erne     Wick    s
Brown & Brown of Florida, Inc. 
Profit Center Leader and Executive Vice President  
Ft. Myers, Florida

LaVerne Wicks (right) has enough hardware 
hanging on his office wall to show he knows  
a thing or two about Brown & Brown culture. 
Wicks, Profit Center Leader in Fort Myers, Florida, 
is a lifetime member of Brown & Brown’s Tangle B 
Club, a recognition reserved for the Company’s 
best of the best. “It’s about consistency, always 
getting up every day, like the cheetah, you have 
to get up and get your meal. Or in our case, you 
have to go find business to continue to grow.”
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E R I C  A N D E R S O N
Brown & Brown of Indiana, Inc. 
Profit Center Leader and Executive Vice President 
Indianapolis, Indiana

Since his first day with the Company in 2003, Eric Anderson knew his job was to help 
Brown & Brown reach its interim goal of $1 billion in revenue and a 40% operating  
profit margin. The Profit Center Leader of Brown & Brown’s Indianapolis, Indiana, office 
says that coming into a company with so many high achievers striving to such a lofty 
goal was a little intimidating at first. Now, he has no doubt about achieving whatever’s 
next. “It could be $2 billion or $5 billion,”  Eric says. “It’s all believable to me.”

We want the kind of person 
who has the self-discipline 
to try to make today better 
than yesterday and this year 
better than last year.
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NEXT – DISCIPLINED AND PREPARED

Brown & Brown’s path to growth is paved, in part, through 

acquiring agencies across the country that show potential 

to become a vital part of our future. The qualities we look 

for include profitability and lines of business that will 

complement and strengthen our portfolio of products 

and services.

Even more important is the potential of the people who 

will contribute to the growth of our team and become 

our representatives in their communities. It is through 

our decentralized organization that we are able to stay 

agile at the local level to best serve our clients, while 

offering the considerable resources of the sixth-largest 

insurance intermediary in the nation and the world.

Eric Anderson, Profit Center Leader and Executive Vice 

President of Brown & Brown of Indiana, Inc., in Indianapolis,  

joined our team five years ago when we acquired the 

Anderson Group – insurance is in his blood.

“Almost every meal I’ve had in my life is from the insur-

ance business, and I’ve never been so excited,” Anderson 

says. “We heard during the acquisition that ‘you don’t 

want to do business with Brown & Brown because they 

eat their young.’  But the truth is, they grow their young.”

Newcomers to Brown & Brown soon learn that the 

opportunity for increased income and personal growth 

is sitting right in front of them. If they can supply the 

tenacity, determination and discipline, their colleagues 

will supply experience and strategic direction.

“The Company’s leaders aren’t asking us to do something 

that they haven’t done or won’t do,” Anderson says. “What 

you find is we have great leaders who will pull you up, 

they don’t push you.”

Brown & Brown has long used a recruiting strategy of 

identifying top talent, based more on the glint in their 

eye and confidence in their stride than the pedigree of 

their sheepskin. We want the kind of person who has the 

self-discipline to try to make today better than yesterday 

and this year better than last year.

Anderson says people in his office pore over monthly 

reports, comparing themselves against their own past per-

formance and the performance of other Brown & Brown 

profit centers.

After reviewing the monthly reports, Brown & Brown offices 

across the country compare their results with each other, 

and the phones ring off the hook at the best-performing 

locations, which are mined for tips for improvement.

The results ripple throughout the 171 Brown &  

Brown offices.

“It gives us an urgency to do better every day,” 

Anderson says.

ready  for  what  is  next
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Back Cover Theme:  
FOR OUR COMPETI-
TION, THE SCENERY 
NEVER CHANGES

For the first time the back 
cover is used to deliver a 
message to competitors. 
Some of those competi-
tors didn’t like the back-
side view. Too bad.

1996 1997 1998 1999

Theme:  
Thriving in a 
World of Change

A cheetah peered from 
the cover of the annual 
report for the first time. 
The adoption of the 
speedy mascot was 
inspired by an African 
parable that says the 
survival of the cheetah 
and the gazelle means 
each must wake up  
running every morning. 

Theme:  
excelling in a 
world of change

A stylized version of 
the cheetah makes its 
appearance with a slogan 
even more confident 
about change than the 
year before. Change 
would soon come.

Theme:  
you had better be 
running

The Company’s return  
to its historic “Brown &  
Brown” name is announced 
with a close-up photo-
graph of an in-your-face 
cheetah. The fang-bearing 
image emphasizes the 
Company’s renewed com-
mitment to run a bit faster 
every day in the face of a 
softening market.

Theme:  
survival of the 
fittest

A very menacing 
cheetah, presumably 
displeased at a tough 
economic environment 
for the insurance indus-
try, stalks this cover to 
underscore the “Survival 
of the Fittest” theme.

Theme:  
RISING

Mount Kilimanjaro 
rises from the plains in 
Tanzania, symbolizing 
the rising fortunes of 
Brown & Brown. The 
iconic cheetah takes a 
rare sabbatical.

2000

Back Cover Theme:  
NON VOLUMUS 
CANES OVOS SUGERE

Analysts asked for the 
English translation, which  
is: “No Egg-Sucking Dogs.”  
Not everyone understood 
the old Southern expres-
sion. “Egg-Sucking Dog”  
is not a compliment.
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the brown & brown, Inc.  
annual report 1996 – 2006



Back Cover Theme:  
BROWN & BROWN,  
AN AMERICAN  
MERITOCRACY

The American Meritocracy  
shield makes its back cover 
debut, announcing that 
Brown & Brown is a place 
where people rise and fall 
on their own merits.

Back Cover Theme:  
BROWN & BROWN IS 
A LEAN, DECENTRAL-
IZED ORGANIZATION

The stylized cheetah 
makes its first nose-to-
tail cover appearance. 
Inset type across its flank 
reveals a new interim 
goal for Brown & Brown: 
“B-40 and Beyond.”

Back Cover Theme:  
BROWN & BROWN,  
AN AMERICAN  
MERITOCRACY®

A statement from the 
chairman makes clear 
that his company’s 
model is not for the un-
committed or undisci-
plined. The cheetah and 
American Meritocracy 
shield are combined.

Back Cover Theme:  
THE PLAINS OF  
HESITATION

This sobering quote 
from George W. Cecil, 
under the pseudonym 
of William A. Lawrence, 
serves as a reminder 
that seizing opportunity 
and avoiding mistakes 
requires daily diligence.

2002 2003 2004 2005 2006

Back Cover Theme:  
Hieroglyphics

This rock, unveiled in 
2007 was deciphered 
this year. The four sym-
bols stand for “Discover 
– Write – Our Ass Is On 
The Line – Infinity.”  The 
Company’s unfailing 
mantra.

Back Cover Theme:  
NOSTRUM POSTE-
RIOUS EST ONUM 
LINICUS

A glyph looks like the 
letter “w” sitting on a 
short horizontal line. 
“Nostrum posterious est 
onum linicus,” says the 
caption. Translation: “Our 
ass is on the line.”

2001

Theme:  
BUILT TO LAST

This cover imagery asserts 
that the Company is as 
permanent as a pyramid 
and solid as a dollar, 
in case there were any 
doubters out there.

Theme:  
ASSIDUOUS ATTEN-
TION TO DETAIL

This intense-looking 
cheetah has his prey in 
sight below illustrating 
the Company’s redou-
bling of commitment to 
profitability in the face 
of a softening market.

Theme:  
EXECUTION IS  
OMNIPOTENT

This focused cheetah 
appears ready to leap 
off the cover. Howard 
Buffet, benefactor to a 
cheetah preserve and 
son of investor Warren 
Buffet, shot the remark-
able photograph.

Theme:  
ETERNAL VIGILANCE 
IS SURVIVAL

These two attentive 
cheetahs, photographed 
in Tanzania, are on the 
hunt. For them vigilance 
means survival. Eternal 
vigilance is also the key to 
Brown & Brown’s survival.

Theme:  
INEXORABLE

This close-up of a 
cheetah is more than 
first meets the eye. 
Close inspection reveals 
a “B-40” in the left eye, 
“And Beyond” in the 
right one.

Theme:  
BROWN & BROWN IS 
A LEAN, DECENTRAL-
IZED ORGANIZATION

Wrapped in Old Glory,  
the cheetah returns,  
along with the Company’s  
carefully crafted 32-word 
culture statement. Each 
Profit Center displays  
a framed copy of the 
statement.

“�This report is about the heart and 
soul of this organization, not just 
a recitation of what happened and 
some tangible buildings. It’s about 
people. We are 97% people and  
3% capital.”

J. Hyatt Brown
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The  Retail  Division’s  total revenue growth rate  
was 8.6% in 2007.

The Retail Division operates through 101 
profit centers in 29 states, employing over 
650 licensed insurance agents, supported 
by experienced and knowledgeable cus-
tomer service personnel. This Division 
offers a broad range of insurance products 
and services to commercial, public entity, 
professional, association and individual 
customers. A major bright spot in the year 
was our success in attracting a large num-
ber of superior agencies, as well as estab-
lished, professional individual agents, to 
join our Company.

2007 was a tough year throughout the 
insurance market place. Not only was 
business impacted by a slowing economy 
but of greater effect was a large drop in 
insurance rates in general. This made it 
necessary to write considerably more new 
business in order to offset the reduced 
revenues which resulted from current 
business being renewed at much lower 
premiums than the expiring policies. Two 
significant factors affecting rates were a 
considerable softening of rates in coastal 
areas, including wind coverage, due to 
back-to-back years with no hurricanes hit-
ting the U.S. mainland; and the fall-off in 
construction business both residential 
and commercial, resulting from the bot-
toming out of the housing market due in 
part to the troubles in the sub-prime 
lending market.

Despite the deterioration of market  
conditions throughout the year, our Retail 
Division continued to perform at a superior 
level – a fact evidenced by the Division’s 
9.3% increase in income before income 
taxes. Much of this success was, as always, 
attributable to our ability to maintain 
strong relationships with our many 
markets – both regional and national – 
and to provide our clients with high 
quality service. In Florida, this often 
meant cancelling and rewriting policies 
to place customers in the state-run 
Citizens Property Insurance Corporation 
(“Citizens”) in order for them to take 
advantage of the lower rates offered by 
that carrier. The result is that we experi-
enced a reasonable increase in net sales.

Our success has always been a direct result 
of our people and in 2007 this continued 
to be the case. We experienced extremely 
positive results from graduates of our inter-
nal insurance training school, “Brown & 
Brown University” (B&BU). The ongoing 
success of B&BU is proven year in and year 
out as the number of these individuals 
who achieve the upper levels of sales suc-
cess – that is, membership in our National 
Sales Leaders “Tangle B Club” – continues 
to grow. The recruitment, training and nur-
turing of good employees, both agents 
and support personnel, continues to be a 
critical element in our continued success.

Key acquisitions during 2007 included:

•	 �ALCOS, Inc. 
Sterling Heights, MI

•	 �BLT, Inc. dba Springdale Insurance 
Springdale, AR

•	 �Curzi Insurance Agency 
Bethlehem, PA

•	 �Dalton Insurance Agency, LLC 
Glassboro, NJ

•	 �Grinspec, Inc. 
New Providence, NJ

•	 �Independent Insurance Associates, Inc. 
New Orleans, LA

•	 �Island Risk Management Associates, Inc. 
Huntington Station, NY

•	 �JP Morgan Insurance Agency, Inc. 
Newark, DE

•	 �Lloyd Bennett & Company, Inc. 
Duluth, GA

•	 �Marcello Agency, Inc. 
Lockport, LA

•	 �Muirfield Insurance, Inc. 
Lexington, KY

•	 �Professional Risk Managers 
White Plains, NY

•	 �Security Insurance, Inc. II 
Nashville, TN

•	 �Shapiro Insurance, Inc. 
Tallahassee, FL

•	 �Sobel Affiliates, Inc. 
Garden City, NY

•	 �Tavor Corp. 
Denville, NJ

•	 �Turner & Associates Insurance 
Tecumseh, OK

•	 �United Employers Insurance Agency 
Houston, TX

•	 �Weilage Benefit Specialists 
Louisville, KY

•	 �Williams & Graves, Inc. 
Rome, NY

•	 �Wittner National Group 
St. Petersburg, FL

highlights

retail division
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as  a  direct  result 
of the efforts of our agents and their talented  
internal support teams, the Retail Division’s 2007 
income before income taxes

grew by 9.3%.

Arizona

Arkansas

California

Colorado

Connecticut

Delaware 

Florida

Georgia

Illinois

Indiana

Kentucky

Louisiana

Massachusetts

Michigan

Minnesota

Nevada

New Hampshire

New Jersey

New Mexico

New York

Ohio

Oklahoma

Pennsylvania

South Carolina

Tennessee

Texas

Virginia

Washington

Wisconsin

retail office locations

03 04 05 06 07 

159.3
145.8

128.9
113.6

98.4

division income  
before income taxes 

in millions of dollars 

58.6% 
$562.4

Contribution to Total Revenue
dollars in millions

60.0% 
$514.6

Contribution to  
core commissions and Fees

dollars in millions

Brokerage

Retail National

Services

Brokerage

Retail National

Services

AZ NM

NV

CA

WA
MN

WI
MI

IL IN OH

GA

CO

TX

OK
AR

LA

FL

SC

VAKY

PA

NY NH
MA
CT
NJ

TN
DE

division total REVENUES 
in millions of dollars 

03 04 05 06 07

399.0

461.3
491.2 518.0

562.4
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wholesale brokerage division

The  wholesale  brokerage  division’s  total revenues 
were $178.9 million in 2007.

The Wholesale Brokerage Division markets 
and sells excess and surplus commercial 
and persional insurance and reinsurance, 
primarily through independent agents 
and brokers.  

During 2007 we were very pleased to 
experience yet another excellent class of 
acquisitions, including Evergreen Re, which 
provides consulting services for over $3 bil-
lion in pharmacy spending annually and is 
the nation’s largest health plan reinsurance 
broker. Evergreen Re provides health plans, 
physician groups and other managed 
healthcare organizations vital information 
as well as unique best-of-class solutions 
and services. The Combined Group, which 
operates as managing general agencies that  
market, underwrite and administer risks for 
insurance underwriting companies, also 
joined us in 2007. Their primary focus is in 
the areas of Texas non-subscriber (Workers 
Compensation “Opt-Out” insurance) and 
small account standard lines and excess 
and surplus property, liability and package 
lines of business utilizing its proprietary 
web-based QuoteExpress system. The 
McFall General Agency, which joined Hull & 
Company, represents our initial entry into 
the state of Oregon and also gives us a 
new presence in the State of Washington. 

During March, 2008, we announced our 
initial expansion into the international 
marketplace with the formation and 

opening of a London-based Wholesale 
Brokerage subsidiary, Decus Insurance 
Brokers, Limited (D.I.B.). The goal of Decus 
Insurance Brokers is to act as a traditional 
UK-based insurance intermediary for the 
distribution of non-investment insurance 
contracts throughout North America. Its 
four divisions will be Property Brokerage, 
Casualty Brokerage, Professional Liability 
Brokerage and Binding Authority Programs. 

This Division was no different from the 
Retail Division when it comes to the 
impact of falling rates and the slowing of 
the U.S. economy in general. There has 
been a dramatic market softening in all 
product areas. As with Retail, the govern-
mental intervention in Florida is also 
causing significant downward pressure 
on pricing. The impact is being felt 
throughout all facets of our business.

The specialized wholesale coverages 
available through the Division include 
professional and general liability for the 
healthcare industry; programs for the 
construction industry, oilfield and marine 
contractors, and long-haul truckers; res-
taurant and liquor liability; coverages for 
the amateur and professional sports 
industries and the entertainment field in 
general; social services providers; and 
directors’ and officers’ liability for condo-
minium and residential associations and 
other entities.

Key acquisitions during 2007 included:

•	 �Bollinger (PRM & MSM) 
Princeton, NJ

•	 �The Combined Group, Incorporated 
Carrollton, TX

•	 �Evergreen Re, Incorporated 
Stuart, FL

•	 �McFall General Agency, Inc. 
Portland, OR

•	 �Security Risk Managers, LLC 
Nashville, TN

highlights
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Alabama

Arizona

California

Colorado

Florida

Georgia

Hawaii

Illinois

Louisiana

Massachusetts

Montana

Nebraska

Nevada

New Jersey

New Mexico

New York

North Carolina

Oklahoma

Oregon

Pennsylvania

Texas

Utah

Virginia

Washington

West Virginia

wholesale Brokerage Division office locations

division total REVENUES 
in millions of dollars 

03 04 05 06 07

31.7
41.6

127.1

163.3
178.9

18.6% 
$178.9

Contribution to Total Revenue
dollars in millions

18.3% 
$157.0

Contribution to  
core commissions and Fees

dollars in millions

03 04 05 06 07 

28.026.928.3

11.311.1

division income  
before income taxes 

in millions of dollars 

Brokerage

Retail National

Services

Brokerage

Retail National

Services
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The National Programs Division manages 
or administers over 50 different programs, 
with insurance carrier authority to provide 
a broad spectrum of insurance products 
and services to our clients. In most cases 
our insurance carriers have delegated 
the underwriting and claim handling to 
our offices. These programs are delivered 
through nationwide networks of indepen-
dent agents and via targeted products 
and services designated for specific indus-
tries, trade groups, professions, public 
entities and market niches. 

In 2007, our 39-year-old specialized program  
for dentists, the Professional Protector Plan®, 
which is endorsed by 20 state dental 
societies, was once again recognized as 
the largest writer of dental professional 
liability insurance in the United States. 
The program currently insures over 
28,000 dentists nationally. 

During the year we commenced a new 
niche program with the start of the 
Wedding Protector PlanSM. Its success is 
growing with over 1,200 wedding events 
covered during the first year. At the same 
time we started development on several 
new programs which should add to our 
success in 2008. 

These programs are complemented by 
other leading programs such as our 34-
year-old Lawyer’s Protector Plan®, 32-
year-old Optometric Protector Plan®, and 
our 100,000-member-strong Insurance 
Agent’s E&O program. We also offer niche 
programs for the general aviation indus-
try, and sports and entertainment, which 
represent just a few of the specialty  
programs our insurance carriers and 
clients know we can deliver in a 
professional manner.

national programs division

The  national  programs’ total revenues for 2007  
were $157.5 million. 
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division income  
before income taxes 

in millions of dollars 

03 04 05 06 07

47.148.6

38.4
33.9

31.7

CA

WA

MI

IL IN

GA

TX

OK

FL

PA

NJMOKS

AZ

VA

17.6% 
$151.1

Contribution to  
core commissions and Fees

dollars in millions

16.4% 
$157.5

Contribution to Total Revenue
dollars in millions

division total REVENUES 
in millions of dollars 

03 04 05 06 07

90.4
112.1

133.9

157.4 157.5
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Services

Brokerage

Retail National

Services

Arizona

California

Florida
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Illinois

Indiana

Kansas
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Virginia

Washington

national programs office locations
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The Services Division is comprised of 
USIS, Inc., Preferred Governmental Claim 
Solutions (PGCS), NuQuest/Bridge Pointe 
and AmeriSys. The Division provides cli-
ents with third-party claims administration 
and comprehensive medical utilization 
management services in both the workers’ 
compensation and all-lines liability arenas, 
as well as Medicare set-aside services. 
Unlike our other three divisions, the 
Services Division’s revenues are primarily 
generated from fees, which means the 
soft market does not impact all of the 
division’s products. During 2008 we are 
expecting USIS to expand into several 
other southeastern states.

Events affecting the Division’s revenues  
during 2007 included the increased federal 
enforcement of the Medicare Secondary 
Payer Statute and the sharp decline in 
worker’s compensation rates in Florida. 
Additionally, in late 2007 USIS’s largest third-
party administration client took its benefits 
administration in-house, which will further 
challenge the Division in 2008. 

NuQuest/Bridge Pointe, provides a full suite  
of Medicare Secondary Payer compliance-
related services. The market exists as a 
result Medicare’s continued enforcement 
of the Medicare Secondary Payer Statute, 

which is intended to ensure that Medicare 
does not make primary payment when 
another responsible payer exists. NuQuest/  
Bridge Pointe provides services to over 
300 insurance carriers, third party admin-
istrators, self insured employers and 
claimants nationwide. Services include 
Medicare Set-Aside Services, Medical Cost 
Projection Services, Medicare Conditional 
Payment Resolution and Professional 
Administration of settlement funds. 
Several new services were added in 2007  
to further solidify its reputation as a one-
source provider of Medicare Secondary 
Payer compliance-related services. 

AmeriSys provides certified and non-certified  
medical management and managed care 
programs for Workers’ Compensation 
Insurance Plans. Services include Case 
Management; Utilization Review and 
Management; client access to custom-
developed medical provider networks 
(PPOs); and Return-to-Work programs and 
initiatives. As medical costs consume an 
ever-larger portion of the workers’ com-
pensation claim dollar, AmeriSys provides 
its customers with the systems and pro-
grams necessary to contain those costs, 
while ensuring continued patient satisfac-
tion and prompt return-to-work. 

The Services division’s total revenue growth rate 
for 2007 was 8.5%.

services division
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INCOME  
before income taxes of 

$8.7 million

FL

Florida

services office locations

Brokerage

Retail National

Services

Brokerage

Retail National

Services
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division total REVENUES 
in millions of dollars 

03 04 05 06 07

28.6 26.8 27.5

32.6
35.4

03 04 05 06 07

8.7
8.0

7.0
6.4

5.5

division income  
before income taxes 

in millions of dollars 

3.7% 
$35.4

Contribution to Total Revenue
dollars in millions

4.1% 
$35.5

contribution to 
core commissions and Fees

dollars in millions



leadership overview

Ken is the Regional President responsible for the 
management and development of a substantial 
part of Brown & Brown’s operations west of 
the Mississippi.

Tom is Regional President responsible for certain 
Company operations in South Florida, New Jersey, 
Pennsylvania and Virginia. He joined Brown & 
Brown in 1990 as Chief Financial Officer after 
10 years with Ernst & Young.

Linda is Executive Vice President responsible for the 
Company’s Leadership Development Department, 
Quality Control Department and Security Committees. 
She is also responsible for the Program Division 
operations in Tampa, FL and St. Louis, MO. 

KENNETH D. KIRK 
Regional President

THOMAS E. RILEY 
CPA, CPCU, CMA, CIC
Regional President

LINDA S. DOWNS 
CPCU, AIA
Executive Vice President, Leadership  
Development and Programs

C. ROY BRIDGES 
CIC
Regional Executive Vice President

Roy is Regional Executive Vice President and 
responsible for operations on the west coast of 
Florida and in Arkansas, Louisiana, Oklahoma, 
Tennessee and Austin, Texas.

CHARLES H. LYDECKER 
CPCU, CIC, AIM
Regional Executive Vice President

Charlie is Regional Executive Vice President 
responsible for certain retail offices in Florida, 
Georgia, South Carolina, Texas and Virginia.

KENneth MASTERS 
Regional Executive Vice President

Ken was elected Regional Executive Vice President  
in January 2007. He joined Brown & Brown in 2002 
when the current CalSurance subsidiary was acquired. 
Ken joined CalSurance in 1994 and was named 
President in 1999. He is responsible for several 
Program Divisions operations.

J. SCOTT PENNY 
CIC
Regional Executive Vice President

Scott is a Regional Executive Vice President and 
responsible for operations in the upper Midwest and 
portions of the Northeast. He joined Brown & Brown 
in 1989 as an Account Executive Trainee and has  
held progressively more responsible positions since 
that time.

Michael Paschke
Regional Executive Vice President 

Mike was elected a Regional Executive Vice 
President in July 2007. His responsibilities include 
mergers and acquisitions and recruiting as well as 
overseeing offices in Seattle and Tacoma, WA and 
Tucson, Prescott and Phoenix, AZ.

Anthony Strianese
Regional Executive Vice President 

Tony was elected a Regional Executive Vice 
President in July 2007. He is responsible for 
Peachtree Risk Brokers and the Company’s new 
London, England operation, as well as overseeing 
several other Brown & Brown wholesale brokerage 
operations.
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BOARD OF DIRECTORS AND OFFICERS

A)  Wendell S. Reilly
Managing Partner,  
Grapevine Partners, LLC
Audit Committee; Nominating/Corporate 
Governance Committee

B) S amuel P. Bell, III, Esq.
Partner in the law firm of 
Pennington, Moore, Wilkinson,  
Bell & Dunbar, P.A.
Acquisition Committee

C)  Theodore J. Hoepner
Former Vice Chairman, SunTrust 
Bank Holding Company
Acquisition Committee, Chairman;  
Compensation Committee; Nominating/ 
Corporate Governance Committee

D)  Toni Jennings
Former Lieutenant Governor,  
State of Florida, Former President, 
Jack Jennings & Sons
Audit Committee; Compensation Committee

E)  Hugh M. Brown
Founder and former President & 
Chief Executive Officer, BAMSI, Inc.
Audit Committee, Chairman; Nominating/
Corporate Governance Committe

F)  J. Powell Brown, CPCU 
President, Brown & Brown, Inc.

G)  J. Hyatt Brown, CPCU, CLU
Chairman & Chief Executive Officer, 
Brown & Brown, Inc.

H)  Jim W. Henderson, CPCU
Vice Chairman & Chief Operating 
Officer, Brown & Brown, Inc.

i)  Chilton D. Varner
Partner in the law firm of  
King & Spalding, LLP
Compensation Committee, Chairman; 
Nominating/Corporate Governance Committee

j)  Bradley Currey, Jr.
Former Chairman & Chief Executive 
Officer, Rock-Tenn Company
Nominating/Corporate Governance Committee, 
Chairman; Audit Committee; Acquisition Committee

k)  Jan E. Smith
President, Jan Smith and Company
Compensation Committee; Nominating/  
Corporate Governance Committee; Acquisition 
Committee

l)  John R. Riedman
Chairman, Riedman Corporation

m)  David H. Hughes
Former Chairman,  
Hughes Supply, Inc.
Compensation Committee; Nominating/ 
Corporate Governance Committe

executive officers

J. Hyatt Brown, CPCU, CLU
Chairman & Chief Executive Officer 

Jim W. Henderson, CPCU
Vice Chairman &  
Chief Operating  Officer 

J. Powell Brown, CPCU 
President

Kenneth D. Kirk
Regional President 

Thomas E. Riley, CPA, CPCU,  
CMA, CIC
Regional President 

Linda S. Downs, CPCU, AIA
Executive Vice President, 
Leadership Development

C. Roy Bridges, CIC
Regional Executive Vice President 

Charles H. Lydecker, CPCU,  
CIC, AIM
Regional Executive Vice President 

Kenneth Masters
Regional Executive Vice President

Michael Paschke
Regional Executive Vice President

J. Scott Penny, CIC
Regional Executive Vice President 

anthony strianese
Regional Executive Vice President

Cory T. Walker, CPCU, CIC,  
ARM, CRM
Senior Vice President, Treasurer 
& Chief Financial Officer 

Laurel L. Grammig, ESQ., CIC
Vice President, Secretary & 
General Counsel 

Richard Freebourn, Sr., 
CPCU, CIC
Vice President, Mergers & 
Acquisitions

Thomas M. Donegan, jr., 
ESQ., CIC
Vice President, Assistant Secretary & 
Chief Acquisitions Counsel 

Robert W. Lloyd, ESQ., CIC
Vice President & Chief 
Litigation Officer

A B C D E F G H I J K

board of directors

L M
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de wildt cheetah and wildlife center

The mission of the De Wildt Cheetah and 
Wildlife Trust is to ensure the long-term sur-
vival of predators, specifically the cheetah 
and wild dog, in their natural environment.

Located in Pretoria, South Africa, the De 
Wildt Cheetah Centre was established in 
1971 with the aim of breeding endan-
gered species. Over the years, over 750  
cheetah cubs have been born at De Wildt  
– a dramatic contrast to the days when  
the cheetah population of South Africa  
was estimated at a mere 700. 

While the cheetah project was the base 
from which the Centre launched its conser-
vation efforts, it soon widened to include 
other rare and endangered animals such as 
the wild dog, brown hyena, serval, suni 
antelope, blue and red duiker, bontebok, 

riverine rabbit and vultures – including 
the very rare Egyptian vulture. Many of 
these have been successfully bred for 
later reintroduction into the wild, thus 
helping to repopulate areas where such 
species have disappeared or are no  
longer abundant.

To achieve its mission, the De Wildt  
Cheetah and Wildlife Trust has an extensive 
community outreach and education pro-
gram and a strategic breeding plan. The 
Trust conducts research on wildlife disease 
and nutrition, and in South Africa it has 
implemented a national plan for the con-
servation of free-roaming cheetah. Brown & 
Brown is proud to be a benefactor of the 
De Wildt Cheetah and Wildlife Centre.

To make a donation, please contact De Wildt at 

cheetah@dewildt.org.za. Or mail a tax-deductible 

donation to the Foundation in the USA to:  

Carson Springs Wildlife Foundation,  

8528 East County Road 225

Gainesville, Florida 32609. 
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