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Relationship Builder: Umberto Fedeli

CEO Talk: Law of Reciprocity

S

ometimes when speaking on the power of
relationships, I bring along some candy. Offering
sweet treats elicits a lesson I want to impart on
my audience, whether it’s 600 financial executives at a
professional development seminar, a group of clients at
Ernst & Young or a Sales & Marketing Executives forum.
It’s the law of reciprocity.
I don’t have candy here but am happy to exchange some
ideas for your time. In fact, that’s what the Fedeli Factor is
all about—sharing insight, trends and activities in which we,
our clients, our associates and other friends are involved.
Back to the law of reciprocity. If you want something,
you have to give something. If you want a friend, you need
to be a friend. If you want success, you need to help others
become successful. As soon as you give away what you
ultimately want, you’ll get what you want.
At The Fedeli Group, we follow that philosophy closely.
Years ago, I heard the grandson of the Nordstrom department
store founder talk about how they took back merchandise at
any time, no questions asked. Sure, some people abused the
policy, but Nordstrom didn’t change. “We’re not going to
treat the 90 percent of the people who appreciate what we do
because of the 10 percent who don’t,” he told me.
How true, I thought. Some people will take advantage
of the law of reciprocity, but that doesn’t mean you should
treat people poorly because of those exceptions. You should
think, “We’re going to continue doing the right thing for
the right reason.”
With that thought in mind, the stage is set to create the
right culture in your organization, which is more important
to your success than strategy. When you create the right
culture, you can set your strategy. The Fedeli Group is
built on that belief. Nothing is more important to us than

You don’t need to give
your clients all the
answers. You need to
know how to help them
find the answers.

relationships—clients, associates, strategic partners or the
community. After all, people on their deathbeds don’t talk
about the number of locations or number of associates in
their business. They talk about the relationships that are
important to them. Imagine grasping that thinking long
before your final days. Why not start off each day thinking
relationships are your first priority?
In business, the most critical relationship is with your
associates. Most businesses’ successes and failures usually
center around people. So make sure you have the right
people in the right positions. Think about it this way—a
baseball player wants to be the pitcher but can only throw
the ball a foot from home plate. Make that same baseball
player the centerfielder and his team would be thrilled that
he could throw that close to home. There are many people
who do a good job but are not in the right position.
With the right people in the right positions, your next
step should focus on engagement. If associates are engaged,
they are much more apt to be into what you’re about and
the chances for success are far greater. (This holds true for
associates, clients, partners, vendors, etc.) Did you realize
the biggest indicator of happy clients is happy associates?
If your associates are engaged, that will show.
So how do you engage clients? At The Fedeli Group, we
engage by building relationships. We ask ourselves how we
can help our clients solve their problems no matter what
they are. We aren’t doctors or lawyers. We are insurance
professionals and can advise on these issues. But we can also
help you find solutions by knowing who to call, be it in the
medical, legal, accounting or other areas of expertise. You
don’t need to give your clients all the answers. You need to
know how to help them find the answers.
Providing that value to your clients will help in your
success. It’s important to remember, though, that we must
go from success to significance, which is something each
person needs to figure out on an individual basis. Life is not
about comparisons, it’s about making contributions.
The bottom line to building and sustaining a successful
relationship is to go over and beyond. Do more than expected.
If you say you’ll call back in a week and call back in three, you
fail. But if you promise to call in a month and call three weeks
later, you exceed. A lot of life is managing expectations—
underpromise and overdeliver—and that can be the sweetest
treat of all to building lasting, valuable relationships.

Umberto P. Fedeli,
President and CEO of The Fedeli Group
4 u Fedeli Factor

Who’s Up For Lunch?

Talking at the Table
High-profile leaders connect with Cleveland business community at The Fedeli Group
You never know who you’ll meet at
The Fedeli Group, where civic, government
and business leaders come to dine and
interact with clients and friends of the firm.
CEO Umberto Fedeli says he enjoys bringing
together people to talk politics and business
and giving them an opportunity to share their
concerns with influential leaders.

Speaker of the House John Boehner has visited The Fedeli Group.
Here he is with Nick Fedeli and Umberto Fedeli. Most recently,
Speaker Boehner joined Congressman LaTourette for an event at
Umberto’s home.

Cleveland Mayor Frank Jackson has interacted with
invited guests at The Fedeli Group. During one visit,
Mayor Jackson presented Bishop Anthony Pilla with
a key to the city.

Domino’s Pizza founder Tom Monaghan is a friend of Umberto.
Since selling Domino’s, Monaghan has focused his time on
philanthropic work. He created a new Catholic university — Ave
Maria University northeast of Naples, Fla., which opened its
permanent campus in 2007. “It was a leap of faith,” his friend,
Umberto Fedeli says, “but Tom’s a visionary and he’s contributed
more than $500 million to doing it. It’s his major life work.” v
Bernie Kosar and Tami Longaberger are friends of
Umberto Fedeli. The former Browns quarterback
remains active in business and keeps his hands in
sports, including serving as the color commentator for
Cleveland’s pre-season games. Kosar also wrote the
foreward to Longaberger’s new book, Weaving Dreams.
www.thefedeligroup.com u 5

Profile: Tami Longaberger

Family business
me a ns work
Tami Longaberger
leads ongoing reinvention,
stays true to core

6 u Fedeli Factor

and it’s the part of business today is what a
lot of people call the Midwest work ethic—
put in a full day, be resourceful, treat people
well and make the best decisions possible,”
Longaberger says.
Following that path of hard work has
helped The Longaberger Company survive
ups and downs over its almost 40-year

history and become one of the largest
direct-selling companies in the United
States. “The challenge is perseverance and
reinventing ourselves,” Longaberger says.
“Five generations of my family have been
in this business. It’s in our blood. So, we
understand how important it is to always
guard the core of our company. At the same

photos courtesy of the longaberger Company

Y

ou don’t usually volunteer to join a
family business, you’re drafted.
That’s how Tami Longaberger,
CEO of The Longaberger Company,
describes her foray into her family’s
businesses at the age of 14.
She spent her teen years working in the
grocery store owned and operated by her
father, Dave Longaberger in the village of
Dresden, Ohio. “Looking back, I’m so glad
he ‘encouraged’ me to work,” she says. “You
can’t get the skill set the experience gave me
without working.”
While attending The Ohio State
University, Longaberger worked a parttime job in Columbus. “It didn’t seem
unusual, it’s just what we did,” she says.
After graduation, Longaberger’s dad
invited her into the business of The
Longaberger Company. The manufacturer
of fine American-made baskets was 10
years old doing a few million dollars in
business a year.
Longaberger never left—she worked in all
aspects of the business, being drawn to the
sales and marketing side, a natural fit since
that’s what she earned her college degree
in. She spent the next 16 years working
alongside her dad. “In a family business,
there are plenty of emotions and plenty of
them expressed,” she says. “Working in the
family business afforded me the opportunity
to get to know my father as a person, a boss,
a human being in a way I never would have
had. Now I treasure those years.”
Her father died in 1999 after a battle
with cancer, and Longaberger assumed the
CEO role. “The thing my father taught me

time, we understand that a living,
breathing company has to constantly
renew and reinvent itself.”
Ten years ago, The Longaberger
Company’s independent sales force
sold strictly through shows in homes.
But consumer behavior changed and
The Longaberger Company followed.
“Customers now want to buy what they
want, when they want and at the price they
want,” Longaberger says.
Today, The Longaberger Company’s
sales force continues to sell through
home shows and also sells through
their individual web-based store fronts
provided by the company. Several retail
stores also sell merchandise from The
Longaberger Company, for which sales

“The challenge
is perseverance
and reinventing
ourselves.”
field members receive commissions.
Longaberger says even its retail outlets
are evolving. Not only is the company
planning to add more stores, it is changing
the name from Longaberger Factory Store
to Longaberger Artful Living Galleries to
better reflect the American craftsmanship

on display in the stores and to emphasize
that the stores are there to help members of
the field sales force grow their businesses.
“We are in an art business,” Longaberger
explains. “We look at the walk-in stores
as a way to help support the sales force.
They have enormous value when the
sales force brings in customers to see the
craftsmanship first-hand.”
While reinvention is a component of the
company’s success, it is not the core of The
Longaberger Company—that’s personal.
“You have to stay true to who you are and
if you feel you’re not, you need to selfcorrect,” Longaberger says. “We’ll reinvent
a product line, do an expansion, but at the
end of the day it’s about doing what you do
well and staying true to your values.” v

Weaving Dreams
When Tami Longaberger set about to write her book, she found it a humbling
experience.
“You really have to do soul searching on the seminal moments in your life,” she
says. “You have to be really honest with yourself. I had to be objective about the
things that shaped me.”
Weaving Dreams: The Joy of Work, The Love of Life does far more than share her
personal revelations. She tells her story and shares not only her observations and
philosophies but the inspirational stories of others, whether it’s an ambassador for
Kenya she met while serving as a presidential appointee on the international
Human Rights Commission or an independent sales consultant for The Longaberger
Co. Longaberger also poses thoughtful questions for readers to ask themselves.
The results are grouped in 38 life lessons broken into eight themes, from “America”
and “The Power of Positive Thinking” to “Courage,” “Sharing & Giving Back.”
Upon Weaving Dreams; The Joy of Work, The Love of Life’s release, The Fedeli Group hosted an event, bringing
together businesswomen from all walks of life and careers. “It was great to get together and network, which still can
be a challenge for women in business,” Longaberger says. “The Fedeli Group bringing us together was a treat in and of
itself—to share my book was icing on the cake.”
In addition to the opportunity to share her thoughts with thousands of readers, Longaberger gained something unexpected from writing the book. “It helped me to realize what is important to me going forward. Had I not been challenged to
reduce the past experience to writing, I’m not sure my focus would be so clear for Longaberger or personally,” she says.
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cover story // Flying high

f lying
high

Kenn Ricci turns aviation
passion into business success
By Ann M. Gynn

K

enn Ricci loved aviation but not
the uncertainty of the industry.
An Air Force-trained pilot,
his brief stint working for a
commercial airline ended when he was
furloughed. “In aviation, especially in the
1980s, the highs are high and the lows are
low. It’s very cyclical,” he says.
Ricci didn’t give up on the industry; he
took control of his own destiny. Combining
his passion for aviation and his passion
for business, Ricci has been an aviation
entrepreneur for more than 30 years,
creating a string of successful aeronauticrelated businesses. Today, he is a principal
in Directional Aviation Capital, which
owns aviation enterprises including Flight
Options and Nextant Aerospace.
“He’s a visionary,” says longtime friend
Umberto Fedeli, CEO of The Fedeli
Group. “He can be creative and practical.

8 u Fedeli Factor

That left-brain/right-brain thinking is a
rare combination.”
Ricci explains his success matter of factly.
“Our focus is to take a segment of the
industry we know very well and build on
that,” he says. In 1980, he chose to take on
the aircraft management and charter flight
segment and founded Corporate Wings.
Ten years later, he went on to create Inertial
Airline Services, a maintenance service
organization that became an industry leader
in the overhaul and modernization of longrange navigation systems. In 1998, Ricci’s
focus led to the creation of Flight Options,
a fractional aircraft ownership company,
with annual sales that grew to more than
$600 million in just four years.
From the beginning, Ricci knew that
knowledge and focus weren’t enough. A
differentiator was essential. For example,
all airplane passengers place the utmost

photo: Jim Baron
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“He can be creative and
practical. That left-brain/
right-brain thinking is
a rare combination.”
– Umberto Fedeli

10 u Fedeli Factor

importance on safety. Business executives
select their charter airlines like they would
a doctor, not a hotel. After all, like doctors,
pilots have their passengers’ lives in their
hands. All reputable private aviation
companies promote their safety and service
records and Ricci knew that safety could
never be a differentiator.
He turned to his accounting background
to create one. Familiar with the charter
aviation segment, Ricci knew one of
the biggest challenges was the financial
paperwork. Companies had to keep track
and collect credit card receipts and wait
forever on invoices generated for airport
fees, fuel, etc. So Ricci created a better
financial reporting system for the aircraft’s
operations that captures and tracks
expenses more quickly than the outlets
could send the bills and alleviated the
need for credit cards and delayed invoices.
“Accurate accounting—that was the real
trick we know how to do that no one else
was offering,” Ricci says.
Fedeli says his friend and client also
knows how to differentiate himself
by creating and maximizing trusting
relationships. Ricci’s even written a book
on the subject, Management by Trust. “He’s
an expert in seeking help strategically. He’s
masterful that way. He knows when to ask
me for help and is specific in what he is
trying to accomplish,” Fedeli explains.
“I’m not the visionary, I’m just helping
him on a small part,” Fedeli says. It’s a
relationship that has developed since the
two boys grew up in the same South Euclid
neighborhood. Though Ricci was a few
years older, the two knew each other and
renewed their relationship as adults in the
mid-80s. A while later, Ricci learned his
friend offered aviation insurance.
“Aviation insurance is a unique practice.
You need an agent who is your advocate
and knows the business. You really want
someone who is an advocate,” Ricci says.
“Trust involves vendors too. You have to
find an organization that will say yes

when asked the question.”
Being connected to Fedeli, though,
brought Ricci more than an insurance
advocate. It brought him a client. “You
want them to be able to connect with your
business and you with theirs. Umberto
gets that better than anyone. It’s hard to
explain,” Ricci says.
He relates a story—one of many—to
illustrate what is difficult to verbalize. A
company in which Ricci was involved
manufactured an aviation product that it
wanted to take into a new market. But the
company lacked a way to know and navigate
the new market’s bureaucracy. It sought
proposals from professionals who could assist,
but Ricci wasn’t satisfied. He picked up the
phone, called Fedeli and within 48 hours a
former high-ranking international leader in
the new market gave him all the information
he needed. “Umberto works hard to maintain
personal relationships,” Ricci says.
Ricci takes a slightly different approach,
though it still centers on relationships.
He relies on his employees to preserve
the 2,000-plus customer relationships.

Why fractional?
Don’t have the budget for a private
plane? Fractional aircraft ownership can offer the same private travel
advantages without burdening your
company with the sole responsibility
for paying for it. Flight Options arrived
on the fractional aircraft ownership
scene early in its history.
Clients pay for a share of a plane.
In turn, they have the ability to forego
commercial. They usually can drive
right up to their plane and give as little
as a few hours notice of their intent to
fly. In addition, the choice of airports
expands from the 500 or so available
for commercial jets to more than 5,000
airports in the United States. All of that
comes with five-star service.

“Every customer spends six figures
and needs to know they are the most
important,” he says. As one person, Ricci
can’t make that possible so he set up an
internal infrastructure that places trust
in his executives to open the lines of
communication with their clients. His
employees feel empowered to succeed, and
in turn, the company itself succeeds.
“I’ve found the transient nature of the
aviation industry especially means employees
don’t feel a part of the company. So how do
you keep them engaged and touched by the
business when they’re not here? Building
trust and communicating,” he says.
Think about it, Ricci goes on. When
applicants interview for a job, all they hear
about are the opportunities. When they
arrive on the first day all excited about
working at the company, they now are
given all the rules. “They’re hit with all the
don’ts,” Ricci says. That sends a message
that the company doesn’t trust them.
When Ricci speaks on or teaches
management, he gives everybody in the room
two marked envelopes—one with a $100
bill and one with nothing in it. He instructs
everybody to give back one of the two
envelopes. Nine in 10 return the envelope
with the money. Why? “They say, it’s not my
money,” Ricci explains. When the other 10
percent learn trust is being measured, they
turn in the money-filled envelope.
“You run the risk that the 10 percent won’t
return the money,” Ricci admits. “But in the
long run they will feel like the odd man out.”
Most companies do the opposite—they
don’t promote or communicate the value
of trust. “They do just the opposite. They
show they don’t trust them. They tell them
what time to be at their desk, what time to
take lunch.
“Management is interested in employees
not taking advantage of them,” he says,
noting companies are set up to address the
15 to 20 percent of underperformers, not to
reward and encourage the majority.
It’s a philosophy that Ricci has spurned,

a decision that has worked well if his
businesses’ success says anything about the
effects of managing by trust.

Kenn Ricci in Brief

A pilot in the U.S. Air Force, Kenn Ricci
holds an airline transport pilot license with
more than 6,000 hours flying time. He is
rated for Gulfstream, Falcon and Citation
jet aircraft.
A graduate of the University of Notre
Dame and Cleveland Marshall School of
Law, Ricci founded Corporate Wings in
1980, which has been named to Inc. 500
and included in the Weatherhead 100. In
1990, he created Inertial Airline Services.
Eight years later, he entered the relatively
new market of fractional aircraft ownership,
founding Flight Options. In just four years,
the company reached annual sales of more
than $600 million. That same year, Flight
Options merged with Raytheon Travel Air
to create the second largest company in the
industry with a fleet of more than 200 aircraft,
1,500 employees and almost 1,000 pilots.
Ricci now serves as a principal of
Directional Aviation Capital, which owns
Flight Options and Nextant Aerospace,
the latter of which modifies, modernizes
and supports corporate jets. In this role,
he also facilitated the restructuring of the
$200 million Mercury Air Centers and as
CEO realigned its operating divisions and
deployed $245 million of invested capital
before selling it to Macquarie Infrastructure
Trust in a $615 million deal.
Ricci has been honored as an Ernst
& Young Entrepreneur of the Year and
named one of the most influential people
in aviation by Aviation International News.
In 2010, he received the Harvard Business
School’s Dively Entrepreneurship Award.
He gives back to the community
regularly, serving on the Business Advisory
Council of the University of Notre Dame as
well as the boards of University Hospitals,
Arizona Cystic Fibrosis Foundation,
Childhelp and Gilmour Academy. v

In Brief
Management by Trust
Kenn Ricci penned his business
insight and leadership style in
Management by Trust published
by Citation Books in 2006. In it,
Ricci details why he believes
trusting your employees and
creating an open environment
are essential to business success
in the global marketplace.
Among the many valuable
nuggets and insights are the
seven fundamental principles
for managing by trust. They
include:
1. Management by trust is
a secret.
2. A manager must initiate
trust.
3. Trusting must be genuine.
4. A manager must be
predictable.
5. Your mistakes and short
comings will be (must be)
exposed.
6. Once you commit to
managing by trust you must
continue throughout your
tenure with the organization.
Divorce is not allowed.
7. You must be willing to accept
that there will be those who
will abuse your trust.
Ricci’s book offers a wealth
of information on putting those
fundamentals into practice.
Management by Trust is
available through
www.amazon.com.
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Community Client: PlayhouseSquare

T

he second largest theater complex in
the United States, PlayhouseSquare
is home to eight theaters and four resident companies, including the Great Lakes
Theater Festival, DANCECleveland, Opera
Cleveland and Tri-C Presents.
The current $32 million-plus renovation
of the Allen Theatre, one of the not-for-profit
performing arts center’s original five venues,
opened this year with two new resident
companies—the Cleveland Play House,
America’s longest-running regional theater,
and Cleveland State University’s performing
arts program.
PlayhouseSquare is also home to the Idea
Center, which is headquarters for public radio broadcaster 90.3 WCPN ideastream and
public television station WVIZ, and home to
PlayhouseSquare’s arts education programs.
Originally constructed in the 1920s, the

theater complex was the gem of the city
drawing thousands of Clevelanders downtown to see theater, vaudeville and first-run
movies. But as residents stayed in the suburbs more frequently for their entertainment
during the 1960s, PlayhouseSquare fell into
disrepair. In the 1970s, a grassroots movement saved the theaters from demolition. After extensive renovations, PlayhouseSquare
found new life in the 1980s.
Each year, PlayhouseSquare injects more
than $43 million into the local economy and
attracts more than 1 million guests to its
more than 1,000 annual events.

Playhousesquare:

phone: (216) 771-4444
website: www.playhousesquare.org

Wouldn’t your clients love to
sit in the first 15 rows?
Ask around. We bet you have clients, colleagues and employees who love Broadway shows at PlayhouseSquare.
We bet some of them have even asked you to get them tickets. With Donor Circle seating, you can fulfill their
request and put them just 15 or fewer rows from the stage.

With a Donor Circle membership, you’ll receive exclusive benefits:
The best seats available to seven Broadway shows
Access to buy pre-public prime seating for other shows and concerts
Your own ticket concierge
Membership to the RJF private dining club at select donation levels
Reserved parking in our enclosed garage

Consider making a Donor Circle seat membership a supplement to your corporate entertainment
or employee rewards package. Call 216-830-7221 today.

Be sure to ask about our CEO program where your employees can access discounted tickets to most PlayhouseSquare shows.
12 u Fedeli Factor
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Cleveland’s theater district
one of biggest in United states

Community Client: Rock and Roll Hall of Fame and Museum

Rock hall draws millions to city
S
ixteen years ago, a decade of planning,
preparation and anticipation materialized
as the Rock and Roll Hall of Fame and Museum
along Lake Erie in downtown Cleveland. Since
then, more than 7.5 million visitors have passed
through its doors, and it has generated more
than $1.5 billion for the region’s economy.
It was a victory for the city in 1986, when
the Rock and Roll Hall of Fame Foundation
chose Cleveland over a New York City brownstone, based not only on the city’s history with
rock and roll but the well-prepared case made
by the Cleveland and Ohio delegation.
“They had these wonderful diagrams for
a museum that would be much larger than
any townhouse we had originally thought
of,” former foundation director Suzan Evans
details on the foundation’s website. “Our
eyebrows were raised, and somebody at the
meeting actually passed me a note that said,
‘Pack your bags.’”
The Rock and Roll Hall of Fame now draws

Rock and roll hall of fame:
phone: (216) 781-7625

thousands of tourists—about 90 percent of
website: www.rockhall.com
visitors come from outside of Cleveland.
Beginning with the first class in 1986, 269
acts, representing 619
rock legends, have
Rock and Roll Hall of Fame
been inducted.
and Museum.”
In 2012, the inducArtists are eligible for
tion ceremony returns
induction 25 years after the
April 14. “We’re really
release of their first record.
pleased Cleveland has
(Guns ‘n’ Roses is a first-time
the opportunity to host
eligible nominee this year.) The
the awards every three
Rock and Roll Foundation’s
years,” says Danny
nominating committee, which
Fedeli, who counts the
includes rock and roll histoRock and Roll Hall of
rians, selects nominees each
Fame and Museum
year in the performer category.
Danny  Fedeli, Executive Vice
among his clients at
With the nominees identified,
President, The Fedeli Group
The Fedeli Group. “We
ballots are sent to more than
look forward to the
500 rock experts internationweeklong citywide celebration leading up
ally. Performers who receive the highest
to the awards and showing the inductees
number of votes and more than 50 percent of
why Cleveland is the perfect home for the
the vote are inducted. v

MEETING AND EVENT SPACE AVAILABLE
For an unforgettable experience, host your next event
surrounded by the world’s largest single collection of
rock and roll artifacts that celebrate the spirit of rock
and roll. Unique spaces are also available for meetings
and presentations – make your reservation today!

216.515.8420 | rockhall.com
Collection Auto Group Plaza
1100 Rock and Roll Blvd.
Cleveland, Ohio 44114
www.thefedeligroup.com u 13

Estate Planning // Temporary ‘gift’

Leverage life
insurance at
Temporary ‘gift’ from Congress
creates exciting opportunities for
estate & gift planning

W

hen Congress increased
the gift tax exemption to
$5 million through 2012,
it opened up a window of
opportunity never before
available to families with larger estates.
Everyone now has a short-term
opportunity to transfer up to $5 million to
future generations without paying a gift
tax. It is a use-it-or-lose-it opportunity that
must be exercised before Dec. 31, 2012.
“This was a total surprise to everyone,”
says Gene Ricchetti, who leads the life
insurance/estate and succession planning
division at The Fedeli Group. “Given
the budget deficits we are facing, nobody
expected Congress to increase the gift
tax exemption to $5 million per person;
even for two years. There are indeed some
wonderful planning opportunities available
under current law.”
For example, a healthy 50-year-old
couple can buy almost $55 million of
second-to-die life insurance by making
a gift of $5 million into an irrevocable
“dynasty trust” for the benefit of their
children and grandchildren. That death
benefit would be tax-free income to the
beneficiary and, with proper planning,
estate tax free to all future generations.
“Now is the time to consider using all, or
even a portion, of your $5 million gift tax
exemption,” Ricchetti says. “Most anyone
would be hard pressed to guarantee the
accumulation of $55 million after income
tax and estate tax free with an initial
investment of $5 million.

14 u Fedeli Factor
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“This incredible leverage,
provided by the new tax law
and favorable taxation of life
insurance, creates a planning
opportunity for our clients
that would be difficult to
achieve by any other method
of utilizing family wealth.”
– Gene Ricchetti
“This incredible leverage, provided by the
new tax law and favorable taxation of life
insurance, creates a planning opportunity
for our clients that would be difficult to
achieve by any other method of utilizing
family wealth.”
Ricchetti says most everything in estate
planning is about leverage. “There are a lot
of ways to reduce an estate’s size, to freeze
estate assets or to transfer asset growth over
to children,” he says. “They usually result in
transferring wealth to future generations in
small pieces and over time.”
For instance, to facilitate the transfer
of larger amounts of stock without paying
gift tax could involve minority interests
in closely held corporate stock being
discounted for lack of marketability,
control, or voting power when transferred
to future generations.
Life insurance is another vehicle for

creating leverage. Because of the favorable
tax treatment afforded to life insurance
policies, including the tax-free death benefit,
it is one of the most important vehicles for
creating leverage when transferring family
wealth, Ricchetti says.
Not only can families transfer the wealth
to their children and grandchildren, they
can consider acquiring insurance for
charitable giving too. “You could pledge the
$55 million policy to a charity. It’s a great
way to leverage your charitable giving. Of
course, charitable donations are not limited
by the gift tax exemption,” Ricchetti says.
The Fedeli Group currently works with
several clients to leverage this opportunity
and will work with other clients to assess
the potential for use in their estate plan.
“We compare the results both ways—using
up to the full $5 million exemption to buy
insurance or passing on the opportunity,”
Ricchetti says. “Attorneys and CPAs have
agreed that the arguments in favor of using
life insurance in their client’s estate plan
are compelling.
“We’re not telling people to spend all
their money to do this—only the money
they can afford or makes sense given their
circumstances.” v

5 trends

changing the face
of employee benefits
Organizations face a myriad of issues when dealing with their employee benefits—
issues such as health care reform regulations, rising medical premiums, plan
administration, recruiting, terminations and workflow demands are ever present.
Part of our job at The Fedeli Group is to look beyond the day to day and understand
how emerging trends will impact your employee benefits in the future.
Emerging trends having an impact on the design and management of benefit
plans include:

1.
About Gene Ricchetti, JD
Gene Ricchetti worked as one of
the first estate and financial
planners in the industry. He leads
the life insurance/estate and
succession planning division at
The Fedeli Group. Bringing
more than 44 years experience,
Ricchetti works with corporations,
law firms, professionals and highly
compensated individuals from all
industries. He brings his expertise
to evaluate and analyze insurance
products and creates insurance
funding strategies to better help
clients of The Fedeli Group.
Ricchetti earned his law degree
at Cleveland Marshall Law while
working as a tax analyst. He has
extensive insight into designing
and implementing qualified pension and profit-sharing plans as
well as non-qualified compensation plans. Ricchetti is a member
of the Cleveland Bar Association.

2.
3.
4.
5.

The needs and expectations of a multi-generational workforce are
having a major impact on how organizations approach benefits, causing
them to abandon a one-size-fits-all approach.
A chronically sick nation, created in large part by a sedentary culture,
is creating a financial burden to employers with increased medical plan
costs and lost productivity.
Technology is changing how we work, how we communicate, how we learn
and how benefit plans are managed.
Legislation affecting the delivery and design of health care plans will
continue to influence employer and employee strategies in the purchase
of health care benefits.
Talent management is important in light of a highly competitive global
economy. Matching the right human resources with the right need will
become increasingly challenging.
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Property & Casualty // Business insurance advantage

H a n d in hand:
Risk management
and insurance managed
cohesively for better
success

E

xecutives can help their businesses
when they know the true secret to
risk and insurance management,
says Ed Kraine, senior vice
president of The Fedeli Group.
“The best results are achieved when a
buyer helps an inquisitive broker learn
his or her business to the point where the
broker literally acts as the business’ risk
management arm—providing both risk
management services and good insurance
protection,” he says.
Building the right relationship
between broker and business executive
requires information sharing so the most
successful, cost-effective approach can
be identified. As Kraine explains, “This
means comprehending many facets of your
operation to measure both finite risk, such as
building values, business income calculations
and the inherent potential losses.
“You also need to measure the more
difficult risks associated with third-party
liability, such as products liability and
premises-type risks that emanate from
liability imposed on the business by
contract,” he says.
Understanding the firm’s view of risk
is essential to any risk management
conversation:
• Does the company want to avoid risks
completely? In this case, the firm may
opt not to engage in certain operations.
• Does the firm want to eliminate risks?
• Does the firm want to transfer its
risks? The firm could let an insurance
company, for example, accept the risk
on its balance sheets instead.
“Companies need to work with their
brokers to identify all their risks. That
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About Ed Kraine, CPCU
Ed Kraine is a senior vice
president and chief insurance
officer at The Fedeli Group. He
uses his extensive background
in insurance and risk management to develop account strategies, solve client challenges and
help new associates grow in the
industry and company.
Kraine began his insurance
career with the Hartford Group
before becoming an account
executive and vice president at
what is now Marsh Inc., and later
coming to The Fedeli Group. He
is an advocate of education in
the industry, previously serving
as the director of education for
Independent Insurance Agents
of Ohio, and continues to teach
classes for insurance professionals throughout the state. He
earned his degree at John Carroll
University and holds CPCU, CIC
and other insurance-industry
designations.

includes both the obvious and the more
elusive risks, such as business income and
business continuation, product liability
and all types of liability imposed by a third
party,” Kraine says.

In case of disruption

As an example, a major manufacturer
operates two shifts a day to produces 6,000
barrels. The company has thought about
disasters and considers itself lucky to long
ago have created redundancy plans with
other manufacturing plants that could help
out in the event of a local shut down.
Operating from a single plant, even one
well protected from fires and windstorms,

presents substantial risks. The company
really has no other committed sources to
manufacture its barrels. The process is
totally automated from the raw steel in coil
form at the beginning to a totally painted,
coated barrel 45 minutes later. If any part
of the automated line is damaged, the
entire system must shut down. This would
effectively put the plant out of business.
Unfortunately, the redundancy plans
effectively disappeared when another major
manufacturer bought up all the smaller
barrel manufacturers in the country,
eliminating any friends who could help out
in time of peril.
“Most entrepreneurial firms do not have

disaster plans in case of total or serious
partial loss,” Kraine says. “That makes risk
difficult to measure. The first item on any
risk management agenda should be the
consultant or broker discussing options
if a loss occurs—creating a flow chart
to identify the work flow of its business
processes to ascertain whether any major
road blocks would preclude continuing
operations.”
In the case of the barrel manufacturer,
the broker helped identify the Achilles
heel in its operation and suggested a risk
transfer program, which used projections
from the financial statements to ensure
that the gross profit would be preserved
for at least one year through the purchase
of insurance.
Business income insurance, including
extra expense coverage, can be the lifesaver
that a business needs to perpetuate itself
in the time of emergency, but it is among
the most difficult forms of protection to
understand. “That is why a good broker can
guide the business in understanding and
developing appropriate coverage tailored to
its risk position,” Kraine says.

laws throughout
the United States affect
manufacturers
and other firms because
of product liability.
– Ed Kraine

•

In case of your product

Any company creating a product can
encounter product liability claims. “Laws
throughout the United States affect
manufacturers and other firms and expose
them to product liability,” Kraine says.
Product liability can include any bodily
injury, property damage or loss of use
caused by a firm’s product to outside
third parties, usually consumers. Does the
product go directly to a consumer or is it a
part of another product? The answer to that
question is important.
Kraine says companies should know that
no statutes govern the age or condition of a
product manufactured or bought and resold
by the company. In addition, tort reform is
not on the horizon. Consider the cases of
these two businesses:

•

A mid-size manufacturer of plumbing
supplies purchases the technology
and the rights to manufacture a toilet
part from a Fortune 100 company.
The buyer manufactures hundreds
of internal toilet parts from a new
material made of plastic rather than
the traditional brass. The manufacturer
chooses to transfer its risk to an
insurance company and purchases a
large umbrella excess liability policy
with a $21 million coverage limit.
Later, the manufacturer discovers
the strength of the fasteners on the
toilets fails frequently, leading to
thousands of property damage claims
stemming from the damage caused
by leaking water from the toilets.
Although the manufacturer sought
to transfer its risk, the coverage limit
of $21 million is far below the actual
claims amount. The manufacturer takes
a big hit to its pocket book, probably
because the broker failed to ask the
right questions and assess the risk
more appropriately to identify more
acceptable coverage limits.
A major manufacturer of Tier I
automobile parts is asked to build brake
assemblies for a popular Japanese-brand
automobile manufactured in the United
States. The automobile manufacturer
wants the Tier I supplier to provide high
limits of product liability insurance,

which, because of the nature of the
product, is costly. The Tier 1 supplier
seeks counsel from its broker.
The broker suggests limiting liability
from the day of final manufacture to
only two years. The revised contract
also details that the parts manufacturer
is only responsible for its “sole
negligence.” The result is a huge price
decrease in products liability protection
for the parts manufacturer’s products.
The broker asked the right questions
and understood the parts manufacturer’s
business.

In case of passing responsibility

Another great concern that doesn’t receive
significant attention is transferring liability
from one party to another by contract.
“Typically these hold harmless agreements
or indemnification agreements are legally
enforceable portions of contracts, which
usually work to the detriment of the
insured who is holding another party
harmless. Involving a broker to review all
the business’ contracts can help with the
client’s liability exposure,” Kraine says.
Kraine says a review can at least
determine what portions of the contract
are insured by traditional insurance policies
versus those parts of the contract that
are uninsured. While consultants and
brokers are not permitted to practice law,
their advice can lead the client to seek an
attorney’s advice to make sure no liabilities
are assumed that are completely untenable.
“It’s essential for all business people to
recognize that risk management services
and insurance broker services have become
intertwined to the point where they are
difficult to separate. The most effective
way to address both risk management and
good insurance is to build a relationship
with a broker who wants to learn the client’s
business, knows what questions to ask, and
assists in finding the most cost-effective,
helpful solutions,” Kraine says. v
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Employee Benefits // A case in study

HR meets

Tech

Declining staff, growing expertise lead move to go online

H

uman resources acts as the
lifeblood of any organization.
They are the ones providing
internal customer service,
handling applications,
conducting interviews, facilitating
employee benefits, processing paperwork
and much more. Beyond the logistical,
HR divisions also are charged with helping
employees with problems, and as a result,
HR has cultivated a reputation as the
emotional, sensitive department within
a company.
“HR always has been, in my view,
the quintessential support function in
any organization,” says Dr. Daniel R.
Hauenstein, who has spent his career in
the industry and who joined the Cuyahoga
County Public Library as its human
resources director in 2010.
“We’ve always had the reputation of
touchy-feely. That is a critical component
of HR in the past, currently and in the
future. But even prior to reductions in
state funding, the library’s internal needs
mushroomed, and we didn’t have the
luxury of having one group of HR strong
with customer service, and another strong
technically.
“We need people who are both—people
more well-rounded, cross-functional,”
Hauenstein says. “We need people who
really know how to use the technology in a
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way that helps people’s lives more directly
than what was true in the past.”
Mike McGrath, Senior Vice President
of the employee benefits division at
The Fedeli Group, says the challenge
faced by the library is one faced by most
HR departments today whether they are
a public agency, a private company or
a nonprofit.
“As a direct or indirect result of the
economy, a lot of our clients have had
to downsize their staff—sometimes HR
departments are eliminated or reduced or
the existing staff has to wear more hats,”
McGrath says. “Most of the time they
don’t have the internal expertise to perform
a lot of these functions and look for a
streamlined, single-source solution to assist
them with everything in the employee life
cycle, from interview to COBRA.”
The Cuyahoga County Public Library
knows first-hand what McGrath is talking
about. When Hauenstein arrived in 2010,
the library system already had seen its HR
department drop from about 14 employees
to four. Since then, the remaining four
retired. Going forward, the HR department
will have three employees in addition to
the director. “It’s a completely transformed
division in the library with a completely
different focus and different skills set.
Everything is coming together at the same
time,” Hauenstein says.

As a long-time proponent of maximizing
technology to facilitate HR duties,
Hauenstein arrived at a time when the
library already had begun the process of
expanding its online employee services to
tackle one of the most time consuming HR
activities—facilitating employee benefits.
“The new era of HR allows outsourcing all
kinds of transactions that can be performed
more quickly and less expensively. For HR
departments that retain the transaction
work, they need to find a way to do
transactions as efficiently as possible so
they spend less time on that and more
time adding value to the organization,”
Hauenstein says.
The Cuyahoga County Public Library
embraced online employee benefits
technology over the last year. Working
with The Fedeli Group, which has
helped the library with its insurancerelated activities for years, library officials
evaluated platforms, sought buy-in from its
employees’ union, planned implementation
and communicated the changes to the
950 employees working at the library’s
28 branches.
Fedeli’s McGrath started the ball rolling
for the library. He shared solutions from
several providers and compared each
solution in terms of cost and functionality.
Through this process, the library selected
ADP.

Mike McGrath,
Senior Vice
President

photo Jim Baron

About Mike McGrath

“Mike McGrath was integral in terms
of meeting with national reps from ADP,
which had been the library’s provider for
online payroll services for a decade, to
understand the roles that both ADP and
The Fedeli Group play in this process.
Rather than compete, they collaborated for
the library’s benefit,” Hauenstein says.
He is excited about the actualities and
the possibilities the new system brings. “It
also automatically reconciles the monthly
bills from insurance carriers,” he says. “That
saves us a ton of time—by itself it might be
enough to pay for the system upgrades.”

Dr. Daniel R.
Hauenstein,
Cuyahoga
County Public
Library Human
Resources
Director

As for the future, the library plans to take
full advantage of the available technology.
“Introducing online benefits on the ADP
platform provided us the opportunity to
look at a variety of ways to enhance our use
of ADP,” Hauenstein explains.
In the next year, the Cuyahoga County
Public Library plans to upgrade its modulebased payroll, implement a performance
management module and replace its external
online application process with one that’s
more functional internally and externally. In
early 2012, many employee and managerial

When then-presidential candidates
Bush, Clinton and Perot talked
national health care during the
campaigns, Mike McGrath was a
business administration student at
the University of Toledo. He grew
interested in the debate and saw
the business potential in insurance.
Having family members in the
insurance and employee benefits
industry gave him a familiarity
as well. So after graduation, he
embarked on a career that always
focused on insurance.
He spent his first years as a
representative for Anthem Blue
Cross/Blue Shield before becoming
a retail consultant for the company
in Columbus. Lured to come to
Cleveland by Umberto Fedeli,
McGrath joined The Fedeli Group
as an account executive and technical consultant. “My job was to make
sure we were delivering everything
from our service model accurately
and timely,” he says. Today, he
serves as a senior vice president of
the employee benefits division.

Continued on page 20
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career opportunities at the library.
Adding all this functionality to its
ADP platform will cost less than the
annual salaries of two people. “We’re
really being aggressive in terms of
applying as much as we can in a way that
makes sense and is very cost effective,”
Hauenstein says. u

Keys to making it work
Dr. Daniel Hauenstein, Director of Human Resources at Cuyahoga County Public
Library, offers these tips for organizations
considering online services:
Involve stakeholders. One critical
component to a successful launch is trust
and collaboration—an understanding of
what industry trends are and why things
need to be done.
The Service Employees International
Union represents more than two-thirds of
the Cuyahoga County Public Library’s employees. Buy-in from union leaders
was essential to success. When the library kicked off its pilot program, buy-in
was obvious. The union offered a significant number of members who volunteered to be testers. “Not only are they receptive but they are enthusiastic
proponents of it, and this wouldn’t have happened without The Fedeli Group’s
involvement,” Hauenstein says.
“Mike McGrath made a point of taking a very public stand in favor of ADP
and its product as the platform. Because he and The Fedeli Group have such
credibility with union leadership, it helped persuade them. It’s allowed people
to feel comfortable that we can manage the process and hold their hands to
make sure they can get it,” he says.
“That is absolutely essential. Any organization without that relationship
with a third party or internally will have a difficult time getting through this
complexity.”
Expect front-end time commitment. While integrating HR components
online ultimately will save time and cost, Hauenstein cautions organizations to
recognize they will need to invest significant time upfront. He estimates he and
the HR manager have spent at least seven to 10 hours a week since February
working with ADP just on the benefits side, and everything has gone smoothly.
Plan for the unplanned. In upgrading the system, the library recognized
the problem of existing employees being identified by their Social Security
numbers. “As we converted, we had to find a new way to code employees,”
Hauenstein says.
Bring in other departments. Online conversion is not just an HR thing. With
the Cuyahoga County Public Library, the finance department, which handles
payroll, was involved. The marketing department also was integral in applying the library’s brand to the screens. The IT department was heavily involved
because it had to make sure no conflicts existed with the library’s base system
and the library had the necessary servers and firewalls that could enable the
transformation of information from the library to ADP and vice versa.
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Full-service
technology for all
If you think your organization is too
small or your employees don’t do
computers so HR technology isn’t
for you, think again, says Mike
McGrath, Senior Vice President of
the employee benefits division at
The Fedeli Group.
“It’s our job to recommend these
types of solutions and show you there
are online solutions for all,” he says.
“Much like the insurance industry,
we are about what our clients’ needs
are and identify the best solution for
our client at a given time.”
In fact, more clients are going
with an integrated HR tech solution.
“We’re seeing now a huge integrated
process where our clients ask them
to help bridge benefits, payroll and
other HR components to streamline
HR services,” McGrath says.
With the growing interest in
taking HR online comes hundreds
of companies that purport to provide solutions at low or no cost. Be
careful, McGrath warns, because
the old adage is true: You get what
you pay for.
The Fedeli Group has chosen
to form strategic partnerships
with a handful of firms because
it knows them and trusts them. It
also helped found Profential Group,
an independent organization for
employee benefits advisors and HR
professionals. As a collective entity,
the group secures relationships
with employee benefits technology providers, a list that constantly
evolves as the markets and technology evolves. The 58 brokers/consultants involved represent about
35,000 employers with 1.5 million
employees across the country.
“Our clients don’t want to have
to deal with five or six vendors to
provide that. The Fedeli Group offers
a single sign-on solution,” McGrath
says. “Our ability to help our clients
solve many other administrative
problems really begins to separate
us—and technology services are just
one of those.”
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HR-related responsibilities will become
self-serve. For example, the library plans to
enable the online learning module, which
will go hand in glove with the performance
module. So employees will receive feedback
on their job performance and have online
access to the training to help them fill the
gaps in their skill sets or prepare for other

Bench Strength: Andre Lukez

World-class s er v i ce

Andre Lukez,
Chief Operating
Officer

A

ndre Lukez has been involved
in many aspects of the insurance
business during his 20-plus year
career. He has had the unique
experience of being both a management
consultant within the industry and serving
in leadership roles for several insurance
brokerage and consulting firms in both
the Midwest and the West Coast. A native
of Northeast Ohio with a bachelor’s degree
in finance from Cleveland State University,
Lukez returned to Ohio in 2006 after
15 years in the Seattle area.
More than a year ago, Lukez teamed up
with The Fedeli Group as a consultant on a
mission—to lead an in-depth analysis of the
firm’s intellectual skills as they manifest in
the staff’s talents and the resources provided
to clients. The results led to a comprehensive
action plan and Lukez coming on board
as chief operating officer with the mission
of developing a world-class, proactive,
solutions-driven consulting organization.
“Because of Andre’s experience, he is able
to offer us unique perspectives, ideas and a
game plan for execution,” CEO Umberto
Fedeli says.

Exceptional Approach

“There is so much change and uncertainty
in the industry right now,” Lukez says. “The

economy is under a painful restructuring
phase as new advancements in technology
and increased globalization take root. In
addition, we are facing a healthcare reform
law that is unclear but is replete with
provisions that will surely create a host of
unintended consequences.”
Combine these economic issues with
the fact that the insurance industry itself
is consolidating and the challenges are
abundant. As Lukez says, “With a strong
understanding of the macroeconomic and
industry changes that are taking place, we are
better able to focus on specific plans of action
and their execution. “The Fedeli Group
is interested in building for the long term.
Many of our peers have not had the ability or
wherewithal to address industry challenges
and have instead opted to sell their
companies. We have the scale, the personal
relationships and the excitement necessary to
continue building our business.”

Solution-Driven Culture

The services and products provided by
The Fedeli Group are integral to helping
organizations and individuals protect
assets, manage risks and maximize
human resources. “We are in a business
that requires both strategic insight and
operational excellence,” says Lukez. “It is
incumbent on us to deliver our services in
a timely and consultative manner.”
To make good on these commitments,
The Fedeli Group retooled its client
engagement process by insisting that our
consultants adhere to agendas, timelines
and meeting notes. “At the end of the day,”
Lukez says, “having ideas, technology, and
leading edge services mean very little unless
the client engagement process is thorough
and timely.”

Coverage for a Changing Economy

While to a casual observer the insurance
industry might be viewed as a stable, slow-tochange business, the reality is quite different.
The need for sophisticated risk management
techniques combined with the application of

data analytics is ever increasing.
In regard to the property and casualty
business, a gradual but pronounced evolution
of coverage needs has developed over the past
few decades. For example, in the 1990s the
concept of employment practices liability was
in its development stage with organizations
questioning whether they should purchase
such coverage or go without it. “Today, no
company will go without this coverage. It is
an absolute necessity,” says Lukez. In recent
years, cyber liability, directors and officers
liability, and global insurance management
have become essential components to the
risk management needs of firms both large
and small.
“It is critical that your insurance broker/
consultant have not only the technical
ability to address immediate insurance
needs, but that they have a comprehensive
understanding of your business and the
exposures you face today and in the future,”
says Lukez. “At The Fedeli Group we want
to be our clients’ technical expert who also
thinks outside the box.”
With this ongoing goal in mind,
The Fedeli Group is developing more
comprehensive approaches to risk
management that include a robust strategic
processes and in-depth statistical analysis.
“Over the past year, we have added a fulltime risk manager, Tim Moroney, who is
working in concert with our director of risk
and insurance, Ed Kraine, to implement the
next level of risk management services,” says
Lukez. “By enhancing our risk management
capabilities, we can be sure that we are able
to meet the demands and requirements of
both existing and future clients.”

Employee Benefits – What’s next?

The Patient Protection and Affordable
Care Act passed in early 2010 added
tremendous confusion and uncertainty over
how employers will participate in delivering
healthcare to their employees. Many
substantive issues remain unresolved and
the possibility exists that new approaches
Continued on page 22
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Community Involvement // Heartthrob Ball
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to healthcare reform will work their way
through the political process. In the
meantime, healthcare costs continue to rise.
“A substantial burden has been added
to the employer’s plate,” says Lukez.
“Employers are having a tough time
preparing for a law that is so undefined.
Increasingly, one has to question whether
the country will be able to afford many of
the law’s unfunded provisions given the
fiscal crisis facing the country.”
In the meantime, Lukez points out,
employers are grappling with complex
human resource issues that include
satisfying the needs of a multi-generational
workforce, talent management, the impact
of chronic sickness on productivity, and
how technology is rapidly changing the way
we work, communicate, and learn.
“The employee benefits industry is at
a bending point,” says Lukez. “The days
of being strictly a broker of coverage is
over. Clients have a full array of employee
benefits and human resources issues. The
Fedeli Group not only knows what they are
but can deliver the solutions.”
The company has invested heavily over
22 u Fedeli Factor

Helping and honoring children
The 21st annual Heartthrob Ball was another recordsetting event to raise money for research, programs and
treatments at the Cleveland Clinic’s Children’s Hospital.
Chaired by The Fedeli Group’s Umberto Fedeli, the event
brought more than 1,000 people to the Wolstein Center
where they also honored three young people who have
faced serious medical conditions with bravery. The 2011
Courage Award Winners were:
• Kevin Fox. “His courage humbles those that know
him and he leaves them with a changed approach to
life,” his nominator wrote.
• Christopher Goolsby. “Chris comes in with a
smile on his face every day and brightens our day just
by being here,” his care team said.
• Andrew Szpotowicz. His care team offered this
insight: “When a young man can face his struggles
and challenges in such a positive and unselfish
manner he becomes a role model, not just for his
peers but for adults as well.”

the past year augmenting its capabilities
in wellness, regulatory compliance and
technology applications. An area of particular
significance has been data analytics.
The Fedeli Group has successfully been
working with major insurance companies
and pharmacy benefits managers to facilitate
complete medical and prescription claims
data transfers into a software tool called
NavigatorMD. “With this software we
are able to measure chronic conditions,
preventive screening rates and the severity
of illness,” says Lukez, “The analytics
associated with this software provide
our clients with baseline measurements
to calculate ROI on wellness initiatives
and plan design strategies. The reporting
packages we have developed around this
software are comprehensive and easy
to understand.”
Lukez points out that the use of the
NavigatorMD software combined with
Fedeli analytics has resulted in numerous
wins for clients: more informed and
effective negotiations with insurers, better
designed wellness programs, identification
of large claims that could benefit from
a hospital audit process, and enhanced

communication and understanding by
senior management of the organizations
represented by The Fedeli Group.
“The dynamics associated with employee
benefits are increasingly complex and
increasingly linked to goal attainment
within organizations. Our business model
reflects this reality as we continue to
develop new approaches in working with
our clients.”

Expect More

Delivering world-class service is a neverending process that involves reaching
beyond traditional comfort zones. With the
backdrop of a rapidly changing economy
and an uncertain political environment,
the challenge can be daunting. But The
Fedeli Group is up to the challenge and is
approaching the need to change with vigor.
In the coming months The Fedeli Group
will continue to refine its approaches to
client delivery and the services that they
offer. “Our ability to provide solutions,
bring forth ideas, and execute them well on
a daily basis is what ultimately keeps our
clients satisfied. We’re not just insurance
brokers anymore,” Lukez says. u

In the Kitchen: With the Fedeli family

What’s
C oo k i n g ?
The Fedeli Group serves up authentic Italian cuisine

Filet of salmon

photo david richard

A

t The Fedeli Group, everybody’s
family—from associates to current
and potential clients, government officials,
celebrities like Jim Caviezel and Bernie
Kosar and sometimes even a lucky passerby.
High above Interstate 77 in
Independence sits The Fedeli Group dining
room where guests dine Monday through
Friday. CEO Umberto Fedeli’s sister, Lorry
Fedeli, and their mother, Lucia, create the
authentic Italian cuisine that draws rave
reviews from all who eat there.
“At any given time, we have 15 to maybe
25 or even 30 people here for lunch,” Lorry
Fedeli says. “With my brother, you never
know. He’s such a genuinely kind and
generous person that sometimes he invites
the barber downstairs or somebody he
meets in the elevator.”
Just as the diners vary from day to
day, so does the menu—and that’s the
choice of Lorry and Lucia Fedeli. They
craft five-or-six course dining experiences
ranging from chicken marsala to white

fish, pizza and, of course, pasta.
“This is the way we cultivate relationships
with our guests and prospects,” Fedeli
explains. “We give them an authentic
Italian meal with a sense of warmth and
great service. We strive for excellence and
have a commitment to serve each guest
with hospitality. We want everyone to leave
feeling very welcome.”
Fedeli has no problem working with
her sibling, whom she says is always
appreciative of whatever dish she serves.
“He’s so thrilled with whatever we
prepare and makes no demands on us,”
she says. “The greatest feeling is making
him happy.”
And while pleasing her brother makes
her happy, the simple act of cooking brings
Fedeli joy as well. When she cooks, she is
completely in her element.
“I love my job,” she gushes. “I love seeing
everyone’s faces and pleasing everyone, and
I love experimenting. When you enjoy what
you’re doing, the sky’s the limit.” u

Salmon
3 cups water
3 cups fresh spinach
¼ cup Marscapone cheese
Salt and pepper
Fresh minced garlic
French bread
Olive oil
Place salmon on a well-greased
baking sheet. Bring water to boil
and add fresh spinach. Drain
after five minutes and let cool a
bit. Squeeze excess water and
add cheese with a dash of salt
and pepper. Slice the salmon
down the middle, making a
pocket, and stuff with the spinach mixture. Sprinkle olive oil,
salt, pepper and fresh minced
garlic over salmon.
Take a piece of French bread
and break into small pieces. Mix
with olive oil, pat on top center of salmon and bake at 450
degrees for approximately 15 to
20 minutes.
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Services
The Fedeli Group offers consultative solutions in risk
management, insurance, and employee benefits.
Our clients include individuals, sole proprietorships,
partnerships, limited liability companies, corporations,
non-profits, and public entities.  

Businesses,
Non-Profits, and
Public Entities
• Employee Benefits Consulting
• Property and Casualty
Insurance
• Risk Management Consulting
• Surety
• Workers Compensation

Specialty Areas

Individuals

•
•
•
•
•
•
•

• Homeowner’s, Automobile,
Specialty Property
• Life Insurance
• Disability
• Long-Term Care

www.thefedeligroup.com
Phone: (216) 328-8080 / Toll Free: (800) 837-7191

Manufacturing
Construction
Assisted Living
Aviation
Environmental
Hospitality
Retail

