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president’s message

How the NAB was Born  

Jim fish
NAPAA President

My first stint as NAPAA President was from 
2000 to 2003. During that period, NAPAA had 
a fantastic board of directors. We were eager and 
proactive, much like our current board. We were 
also a bit idealistic, thinking we would be able to 
effectuate a great many changes at Allstate. Appar-
ently, the agency force thought so, too, as member-
ship reached record levels. 

In 2002, there was an independent labor move-
ment underway that sought to unionize Allstate 
agents. While NAPAA was not part of the union 
effort, the company thought we were, because one 
member of our board was deeply involved with it. 

NAPAA was about as active as it could be. 
Among other things, it challenged Allstate in court 
over several provisions of the EA contract, sought 
to ban the use of credit scoring, and attended annu-
al Allstate Shareholder Meetings, where our board 
of directors took turns asking tough questions of 
then-CEO Ed Liddy. In 2002, my question turned 
into more than a dozen, which annoyed Mr. Liddy 
– despite the fact that they were legitimate agent 
and investor concerns. NAPAA was on a roll and 
membership continued to climb.

Allstate soon recognized that it was losing its grip 
over the agents, forcing it to reevaluate the way it 
dealt with them. The company decided that its first 
step would be to silence the leaders of the agent 
movement by terminating them.

The firings had a profound effect. Agents were 
stunned and angry, and the company found itself at 
a crossroads. Should it continue its policy of iron-
fisted control or lighten up and throw the agents a 
bone to quell the looming agent insurgency? To its 
credit, Allstate chose the latter by announcing the 
birth of the NAB, a company-sponsored advisory 
board. In retrospect, the creation of the NAB was 
an extraordinary move for a company whose long-
standing ideology was that agents should be seen 
and not heard, and kept in their place.

Management boasted that the NAB would sup-
plant NAPAA as the voice of the agent. Behind 
closed doors, however, skeptical managers feared 
that the agents’ newfound voice would lead to a 
loss of control, so they focused on how to structure 
the NAB to their advantage. Agents would not be 
allowed to nominate and elect their NAB reps; in-
stead, Allstate handpicked them from a group of 

company stalwarts who would toe the company line. 
This plan gave Allstate a safety net and allowed it to 
boast that agents now had an “official” voice. 

It is now over 13 years since the NAB was created. 
The agents who comprise the NAB and AEC have 
proven they aren’t pushovers. Many of them fight 
hard to make sure agents are treated fairly, which is 
not exactly what the company envisioned.  

The other unexpected outcome is that NAPAA 
still exists, which is a good thing for the NAB and 
AEC because we help them stay relevant. Besides 
our publications, which often contain incisive con-
tent and calls to action, we are regularly contacted 
by the media for comments and opinions on All-
state issues – activities that are typically off limits 
to the NAB and AEC. 

All of these add another layer of pressure on All-
state to do the right thing for its agents and cus-
tomers.  Clearly, if NAPAA did not exist, Allstate 
would be less accommodating, less receptive, and 
less eager to adopt the ideas and proposals of the 
NAB and AEC. 

One of the things I’ve learned is that it is better to 
have an honest dialog than a shouting match. Since 
becoming NAPAA president again, I have rebuilt 
our board of directors, amended our bylaws, estab-
lished meaningful committees, softened our rhetoric 
and adopted a more constructive approach to fixing 
problems. But there is always room for improve-
ment. One of our main priorities is to give members 
more value. In today’s rough and tumble insurance 
market, agents are looking for ways to grow, which 
isn’t easy when corporate expects negative growth. 

We know, for example, that search engine opti-
mization (SEO) is crucial to increasing quote traf-
fic in your agencies. With that in mind, NAPAA 
has partnered with Captive Agent Profits, a com-
pany whose goal is to drive more business into 
agencies by improving search engine results. We 
think this opportunity is a win-win for agents who 
want to grow their agencies. 

There is a lot to like about Captive Agent Profits: 
Their job is to help you get great results; they guaran-
tee exclusivity when you sign up with them; there are 
no long-term contacts to fulfill; and they’re trustwor-
thy to boot! Please go to pages 10-11 of this maga-
zine to learn more about them and then consider giv-
ing them a try. I think you’ll be glad you did. Ef
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Dear Lezlee: I seem to lose employees 
right after I’ve spent lots of time and mon-
ey on training. Can you share some tips on 
how to retain employees?

RESPONSE: First, check your ego at 
the door. We know that employees are 
there to make our lives easier and to help 
our businesses grow and thrive. But since 
good people are hard to find, we have to 
rid ourselves of some of our old school be-
liefs, such as: “It’s their job and they need 
to do it – it’s what they get paid to do.” 

While this may be a truism, building a 
positive and understanding environment 
is also a must. That said, you should set 
standards and expectations upfront. Al-
low for some fun and laughter, but be sure 
to identify your agency’s definition of suc-
cess at the same time. This is not about 
the letting the monkeys run the zoo, but 
an acknowledgment by you that this is a 
tough job. Showing that you understand 
their day-to-day challenges goes a long 
way to boost morale. Let them know you 
are human by telling them about some of 
the experiences you had as a young agent 
and how you learned to laugh at yourself 
and move forward. 

Communicate with your staff. Don’t 
simply tell them what to do, explain why. 
Not only will this appease their human na-
ture of wanting to know the reason, it will 
help build their decision-making skills. 

A key factor in retaining staff is defin-
ing what you want your agency to look 
like. Have you defined and developed 
your culture? Are you actively creating 
the environment you desire? Consider the 
following workplace elements, and be sure 
to include your expectations in your em-
ployee handbook or procedure manuals.

Appearance – Does your office décor 
present a pleasant atmosphere? Have you 
established and communicated a dress 

feature

Ask Lezlee
By Lezlee Liljenberg

code? Do you personally set the best ex-
ample, every day?

fun, Laughter & Productivity – This 
step requires a lot of effort, but it’s impor-
tant. Good attitudes and high morale are 
key to greater productivity and employee 
longevity. We’re in a very serious business, 
but that shouldn’t prevent us from having 
fun while we’re doing it! Sales contests, 
call parties, and agency outings develop 
camaraderie and encourage friendly com-
petition. The key is to instill the concept 
of teamwork in each employee and make 
agency goals a team effort. The idea is to 
accomplish your agency goal and celebrate 
as a team, not pit your employees against 
each other, which could lead to jealousy 
or animosity.

Consistency – Define routine pro-
cesses and put them in writing. Every-
one in the agency should follow the same 
rules and procedures consistently. Your 
staff will have more confidence and be 
more productive. In addition, training 
new staff will be much easier.

Ongoing Training – Train and role-
play on a regular schedule. This activ-
ity will sharpen and improve everyone’s 
sales and service skills. From product 
knowledge and underwriting guidelines, 
to avoiding E&O claims, there is always 
something to review.

Finally, watch for telltale warning 
signs that your staff may be looking else-
where. Learn more by reading the article 
on page 22 of this magazine, Identifying 
Employee Flight Risk: Signs to Watch For.

Dear Lezlee:  I’m having a hard time 
coming up with ideas for contests or other 
ways to motivate my staff. Can you share 
some of your ideas?

RESPONSE: Sure! This is one of my 
favorite topics. We often take our staff 

for granted and think they should cheer-
fully perform their daily tasks. However, 
I have long realized that some chores – 
such as making outbound telemarket-
ing calls – can quickly devolve into pure 
drudgery if not handled properly, which 
is why making calls together as a team is 
so important for maximum success. 

Buy inexpensive gifts such as soaps, jew-
elry, or purses and create a Treasure Chest. 
Once a week, get your entire team on the 
phones at the same time (2:00 to 4:00 p.m. 
works well in my agency). For every quote, 
reward them with a spin on the wheel to 
see if they get to draw from the Treasure 
Chest, win a gift card, or get to spin again. 

Here’s another idea: First thing in the 
morning, announce that anyone with 
10 quotes by 4:00 pm will join you for 
a pedicure, nine holes of golf, or another 
fun getaway. You have to have enough 
staff, but summer interns or an LSP who 
commits to stay behind can make this 
work. I tried the pedicure idea last week 
and one of my LSPs was super moti-
vated, and at 4:00 p.m. she and I walked 
across the street for a pedicure while ev-
eryone else stayed behind to work! 

There are many inexpensive and fun 
ways to get your staff excited. We hoot 
and holler and cheer for each other when 
someone gets a quote. It is good compe-
tition and creates an environment where 
we all want everyone in the agency to get 
their fair share of quotes and a chance to 
spin the wheel. I am in the mix, too, but 
only as a cheerleader, not as a competi-
tor. And when they succeed, the entire 
agency succeeds. 

NAPAA members can log in to the 
members only portal at www.napaaUSA.
org to find more information and ideas 
for staff contests. Ef

Lezlee Liljenberg is an active 
agent from Arlington, Texas. 
She has proudly served on the 
NAPAA board since 2011. Lezlee 
is an accomplished author, artistic 
welder and winner of many All-

state awards; she started her first agency from 
scratch in 2004, and has two agencies.
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It’s election season. Whether you lean 
towards the donkey or the elephant, one 
thing is certain – it’s been one CRAZY 
year! Americans are tasked every four 
years with, perhaps, their topmost re-
sponsibility, which is to elect the most 
capable person to lead our nation. In the 
lead-up to the day we make our final de-
cision, there will be a lot of name-calling, 
braggadocio and innuendo as the candi-
dates vie for your vote. When the dust 
settles a few short weeks from now, we 
will have a new president.  

This is not unlike what happens inside 
your agency. There are people who would 
like to gain control of at least a portion of 
what you do. Extreme examples of this 
behavior might include your top pro-
ducer threatening to quit unless you give 
him part ownership of your book, or an 
FSL who keeps trying to talk you into 
selling your agency to a friend for less 
than it’s worth. 

Let me just say, there are some areas 
where you cannot afford to hand the 
reins over to anyone! Lead generation, 
for instance, is a critical component to 
your long-term success. Nobody, and I 
mean nobody, has your best interests in 
mind like you do. Therefore, you have 
to make sure that you get your share of 
good prospects to quote or your produc-
tion will flatline or shrink. Let’s face it, 
the more you quote, the more business 
you’ll write.

Here’s the deal; while it is crucial for 
you to maintain control over your agency, 
it’s probably not a good idea to do ev-
erything yourself – legal, accounting and 
payroll come to mind. We’re not experts 
at everything, so those tasks should be 
outsourced to capable professionals. 

This is even true for corporations like 

How’s Your Search Engine 
Optimization (SEO) Working? 

By David Neuenschwander

Allstate. Think of how much better things 
would be if they had outsourced all of 
their agency technology instead of trying 
to patch and re-patch their old systems. 
The same holds true for their marketing. 
Their marketing plans are designed to 
provide a base level of advertising to all 
Allstate agencies – not you individually. 
If you want more exposure than they give 
you, it is your responsibility. 

For instance, corporate has rolled out 
plans to try to optimize Google listings 
for Allstate agents. Just try this: go to 
your web browser and google Auto In-
surance for your city, and state. How 
many agencies do you see under the lo-
cal listings? Maybe five or six? Of those, 
how many are Allstate agencies? Most 
likely, the answer is either one or none. 
That’s because Google will not allow all 
local listings to go to the same franchise. 
They want diversified results so that peo-
ple don’t view it as a monopoly. 

So the reality is this: No corporation 
or franchise can “game the system” to 
obtain premium placement for all of its 
agents. To get the kind of front-page 
Google placement you desire, it must be 
done on an individual basis. Besides, if 

Allstate is measuring your production 
individually, why would you ever volun-
tarily accept being listed behind other 
Allstate agents?

The good news is there are things you 
can now do about it. For years, we have 
had a great relationship with NAPAA 
and its members. This relationship has 
grown over the years because of mutual 
trust and admiration. I am proud and 
happy to announce that Captive Agent 
Profits has partnered with NAPAA to 
offer some much-needed guidance on 
Search Engine Optimization (SEO). I 
am also pleased that NAPAA and Cap-
tive Agent Profits will jointly host some 
webinars to help agents understand how 
to position themselves in the ever-chang-
ing online world. Since audience capacity 
is limited, the webinars will be available to 
all NAPAA members, plus a select group 
of nonmembers who will receive an email 
invitation to register for the event. 

On October 27 (1 p.m. CST), I will 
be co-hosting a webinar with Jim Fish to 
discuss the Three Keys to Local SEO Every 
Agent Should Know, and The #1 Mistake 
Agency Owners Make That Keeps Them 
from Reaching the First Page!  

Remember, space is limited for the 
webinar, so go to www.napaaUsA.org 
to register now. 

Here’s wishing you a prosperous final 
quarter! Ef

David Neuenschwander is a nationally rec-
ognized specialist, helping Allstate agents 
grow their BOBs and bonuses using tested 
and proven, though sometimes unconven-
tional, strategies. If you would like help 
with your online presence, please visit the 
Marketing & Professional Services page at 
www.napaaUSA.org.

marketing



NAPAA has teamed up with Captive Agent Profits, the brainchild of nationally 
recognized tech and marketing specialist David Neuenschwander, to help Allstate 
agents grow their BOBs using proven SEO strategies. Find out how to make your 
phone ring with RED HOT prospects without buying leads or hiring a telemarketer.

SEO?
You don’t 
have 
to go it 
alone.

l No contract
l No setup fee for NAPAA members
l One agent per market, we don’t let our clients compete against each other
l Manage pay-per-click advertising

www.CaptiveAgentProfits.com/NAPAA
888-347-8683
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So, you’ve started using Facebook to 
market your Allstate agency and now 
you want to go to the next level and actu-
ally buy some advertising. Where do you 
start? Let’s take a look!

You’ve probably already noticed that 
while Facebook is free, there are plenty 
of opportunities for you to increase your 
exposure if you are willing to pay a little 
more. In fact, a paid ad strategy is a great 
way to increase your Facebook results 
quickly and painlessly. 

But before you get started, you’ll need 
to know a few Facebook terms. Here are 
the terms you’ll need to know before you 
proceed: 

Reach - Facebook is telling you how 
many people have seen your Facebook 
post or ad. It means that it showed up in 
someone’s News Feed and they scrolled 

past it. This gives you a great measure for 
how much exposure you are getting.

Clicks - A Click is when someone 
clicks on your ad. If you’re your ad is 
sending people to your website, this gives 
you a good measure of how many visitors 
you’ve had.

Likes - This is a popular word on Face-
book. There are two kinds of “Likes.” 
When someone likes your page, it means 
they subscribe to it and want to see more 
of your posts. Typically, your current cli-
ents and networking partners are the most 
likely to “like” your agency page. 

Likes can also refer to someone who 
clicks the Like Button on a post. It’s 
simply a way to say that they like what 
you’ve shared. And when someone en-
gages with your post by clicking like or 
leaving a comment, it helps you show up 

to more people.
Organic Reach - Organic reach refers 

to how many people you’ve been able to 
reach without spending any money on 
advertising.

Paid Reach - Obviously this is the 
number of people that you’ve reached 
through paid advertising. It gives you a 
good idea of the effectiveness of the ads 
you’re running.

Now that you understand the termi-
nology, let’s talk about the ads. Facebook 
allows you to create Facebook posts as 
ads that will show up to the right people 
and help you grow your agency.

Targeting
Targeting is probably the best thing about 

using Facebook ads. Because Facebook has 
such an enormous user base, it’s one of the 
best places to reach people online.

Have you ever heard the old expres-
sion, “fish where the fish are?” Think of 
this saying when it comes to Facebook 
advertising. You know that a huge num-
ber of local people hang out on Facebook 
(it’s also the #2 most visited site online, 
just after Google). So if that’s where peo-
ple are, that’s where your agency needs to 
be marketing! 

When you create ads, Facebook will 
walk you through the process of targeting 
the right people. They’ll use the informa-
tion within someone’s profile to deter-
mine if they fit the criteria that you list. 

You can target people by age, sex, mar-
ital status, income level, and even if they 
own a home or not. You can also target 
only individuals who live within certain 
cities or ZIP codes. This is extremely im-
portant for Allstate agents! It allows you 
to show your ads to individuals in your 
local area without wasting money on 

What You Need to Know 
About Facebook Ads

By Robyn sharp

marketing



Fall 2016 Exclusivefocus — 13 

people in other areas who are not likely 
to do business with you.

If needed, targeting options can go 
much more in-depth by looking at what 
pages or topics people have “liked” and 
what their interests might be. However, 
this usually isn’t very relevant to insurance 
agents, so you probably won’t use it often.

Another helpful option is the ability to 
target specific individuals. You can upload 
a list of email addresses and if they are also 
used on Facebook, they will match them 
with the appropriate user profiles and 
show your ads to only those people.

How is this helpful? Maybe you want 
to make an ad about your referral rewards 
program but only want it to show to cur-
rent clients. All you need to do is upload a 
book of business audit with email address-
es, create an ad, and only those people on 
your list will see it! It saves you money and 
increases the response since it’s targeted to 
just the right people.

Types of Ads
There are many different kinds of ads, 

but let’s look at those you’re most likely 
to use for your agency:

Like Ad: This ad is created to get 
people to “Like” your Facebook page. It’s 
best used when targeting your current 
clients, since they are your biggest fans 
and the most likely to follow your page. 

Clicks to Website Ad: This ad is cre-
ated to get people to your website. For 
most agents, the goal is to get them to re-
quest a quote or respond to you in some 
way once they get to your website.

The important thing, of course, is to 
make sure that you have a working web-
site or landing page to send them to. 
And if you want them to request a quote, 
make it easy for them. I usually recom-
mend only asking for contact informa-
tion and then calling or emailing them 
directly. That way, they don’t have to 
answer tons of questions online and risk 
quitting the process mid-quote.

There are other kinds of ads, but these 
are the most common and the ones you 
will be likely to use most of the time. 

how Do Budgets Work
The next important question is: “What 

will it cost me?” 
If you’ve ever used Google ads, then 

Facebook is similar. You are placing a bid 
on what you are willing to pay for a click 
or impression (someone who sees the ad, 
but doesn’t actually click on it). 

Typically, you pay for each click on 
website ads and pay for impressions on 
ads asking people to “like” your page.

The easiest method is to choose a 
daily budget and let your ads run based 
on that. For many agents that’s $5 to $10 
per day, but it can be as low as $1 or as 
high as you’d like. 

Facebook allows your ads to run until 
you hit your daily budget and then stops 
the ads until the next day. Once you hit 
certain spending limits, your credit card 
on file is charged (or on the last day of the 
month). This makes paid Facebook ad-
vertising affordable for anyone.

One Last Thing
One last thing to remember: Don’t 

confuse Facebook marketing with inter-
net leads! They are completely different. 
Facebook is much more in-depth and at-
tracts high-quality local prospects – not 
price shoppers!

Consider an ad on Facebook to be more 
like a big billboard on the busiest street 
in town. But this billboard costs a lot less 
and targets just the right people. 

With a consistent well-planned strat-
egy, you’ll find that Facebook advertising 
is a great way to reach more local pros-
pects. Give it a try today! Ef

Robyn Sharp, owner of Mega Agency Mar-
keting and former Allstate agent, special-
izes in helping insurance agents get referrals 
and leads through social media. Visit the 
Marketing & Professional Services page at 
www.napaaUSA.org for a link to Robyn’s 
tips to increase your sales and free marketing 
calendar. 
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Continued on page 16.

Nothing ruins a day – or a year – quite 
like a summons to appear in civil court 
for an Errors and Omissions lawsuit. For 
many agents, that panicky feeling they 
experience after learning they are being 
sued is a chilling reminder of how things 
can suddenly go awry even for those who 
are diligent. 

Unfortunately, even if a frivolous claim 
is settled out of court and your E&O 
policy covers the costs, getting sued by 
a disgruntled client is time-consuming, 
stressful, and potentially damaging to 
your image and reputation. 

In this highly litigious environment, it 
makes good business sense to have a keen 
awareness of the issues that can trigger 
E&O claims. Just as critical, however, 
is knowing that your back is covered. 
Cloud-based technologies – such as 
VoIP phone service – make it easy for 
agents to document transactions, record 
conversations, analyze interactions, and 
educate employees. 

Some of the most common reasons for 

Minimize E&O with VoIP
By Brad fuller

E&O claims include: 
•	 Failure	to	obtain	the	correct	and	ap-

propriate level of coverage for a client;
•	 Failure	to	adequately	explain	a	poli-

cy’s fine print and provisions;
•	 Failure	 to	 perform	 accurate	 risk	

analyses;
•	 Failure	to	recommend	a	coverage;
•	 Inaccurate	or	incomplete	information;
•	 Failure	to	provide	notice	of	a	claim	

to a carrier in a timely fashion; 
•	 Insufficient	 agent	 training	 and	 ac-

countability.
Many of these failings can be avoided 

with training, education, and clear, ac-
curate documentation. Clients rely on 
the expertise of professional insurance 
agents to find, recommend and obtain 
the appropriate levels of insurance cover-
age. However, if a client decides to sue 
for perceived damages, it pays to have 
fail-safe documentation to support you, 
your staff and your business. Feature-rich 
and enterprise-grade VoIP phone sys-
tems, developed with insurance agents 

in mind, guarantee the highest levels of 
documentation and support. 

With VoIP, agents can avoid po-
tentially dangerous “he said, she said” 
scenarios and mitigate risk by record-
ing calls automatically or as necessary. 
Managers and owners can listen in on 
calls silently to ensure quality service 
and monitor employee behavior. Veteran 
employees can coach and empower new 
employees without distracting the cli-
ents. And automatic failover protection 
ensures that you’re available, even when 
your power or internet services are out of 
commission.

Benefits of VoiP Phone services for 
insurance Agents

Cloud-based phone systems are per-
fect for insurance agents who require 
business-grade protection of their agen-
cies, staff, and clients. Agents can enjoy 
Fortune 500 features like call and sales 
tracking, automatic after-hours call-for-
warding, external number transfers, and 
CRM integration. Agencies can unify 
locations, streamline communications, 
transfer calls seamlessly, work remotely, 
and control systems and services online. 

The latest VoIP phone systems can 
integrate your telecommunications with 
top agency management, CRM, mar-
keting, and lead software. Cloud-based 
communications providers may even 
provide advanced functionality with in-
tegrations for software like eAgent, Blitz 
Lead Manager, and more. 

Cloud-based telephone service pro-
vides employee accountability, time man-
agement, and can help protect you in the 
event of a dreaded E&O lawsuit. It can 
also help you understand your business 
better and allow you to rest easy with ad-
vanced call reporting and recording. 

RUN YOUR AGENCY WITH A POWERFUL
SUITE OF MANAGEMENT TOOLS!

877.97.VOICE

HAVING A “RUFF” TIME WITH
YOUR CURRENT PROVIDER?

Stay relevant with SMS/text messaging.
Destroy E&O with automatic call recording.
Be first to the sale with auto hot-lead 
dialing.

Exceed customer expectations
with advanced software
integrations with eAgent and
Blitz Lead Manager!

Get this puppy moving at
lightspeedvoice.com/why-lightspeed

No one knows Allstate like Lightspeed Voice, and nobody cares more about your 
success than us.  We’ll be sure to keep your tail wagging with our over-the-top 
customer service, incredible all-inclusive feature set, and money-back guarantee!

agency management
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how VoiP & Phone software Can 
help save Your Business from E&O 
Claims 

Documentation in the insurance in-
dustry is far more sophisticated than 
merely logging conversations and taking 
notes. Features like call recording ensure 
that all calls are logged, documented and 
recorded, so if needed, irrefutable evi-
dence can be provided in court. 

Today, most agencies, regardless of 
size, use an agency management system 
(AMS) to track customers, set remind-
ers, and document service – and VoIP 
connects your agency management sys-
tem with your business communications 
systems. 

Top E&O minimizing features that 
VoiP delivers: 

•	 Integrations	 that	 link	communica-
tions directly with your AMS, so noth-

ing slips through the cracks; 
•	 Automatic	 and	 unlimited	 call	 re-

cording; 
•	 Custom	 messaging,	 such	 as:	 “This	

call may be monitored for quality as-
surance purposes,” or, “We cannot add, 
delete, or modify coverage via voicemail 
message”;

•	 Call	log	tracking;
•	 Client	history	integration;
•	 Auto-attendant;	
•	 Find	Me/Follow	Me,	which	enables	

customers to reach their agent, regardless 
of whether or not they’re in the office;

•	 Text	message/SMS	capabilities.

In summary, VoIP has become an essential 
tool for today’s modern insurance office. Ef

Brad Fuller founded Lightspeed Voice in 
2009 as a provider of cloud-hosted IP te-
lephony services. Lightspeed Voice provides 
superior service and innovative solutions 
like the  PrismPBX, a fully hosted state-
of-the-art cloud telephone system. The com-
pany is committed to delivering top-notch 
customer service with honesty, respect, and 
integrity. Contact them at www.light-
speedvoice.com or 877.97.VOICE.

Thank You to our Vendor Members
support the businesses that support NAPAA

Continued from page 14.
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Have you communicated something re-
cently that was misinterpreted? If so, did 
someone unintentionally get their feath-
ers ruffled or their feelings hurt? After the 
fact, you might have said or 
thought, “I cannot believe 
they took it that way, that’s 
not what I said or intended.” 

As a leader, it is impor-
tant that you remind your-
self every day that com-
munication and clarity are 
extremely important. Once you utter or 
print the words, there is no coming back. 
And if you get an angry response… it’s 
your fault that you were misunderstood or 
your words were misinterpreted. After all, 
you were the one communicating, so the 
burden of clarity falls on you, not on the 
listener or the reader. 

One of the goals of communicating is 
to get the response you desire. Therefore, 
the response you get from your commu-
nication is a direct result of the effec-
tiveness of your communication. Hence, 
the effectiveness of your communica-
tion largely depends on what your audi-
ence perceives your message to be. Put 
another way, it doesn’t matter what you 
intended to say, the meaning of what you 
say is how they interpreted it.

As an agency owner, you communicate 
with your staff, your customers and com-
pany personnel, including regional man-
agement. If one of your memos provoked 
an angry response from one of these 
groups, you might think, “Oh, that guy is 
just being a jerk!” But a little introspec-
tion might be in order. The first question 
you should ask yourself is: “Is he always 
a jerk?” The likely answer will be “prob-
ably not.” Most people do not hoot and 
holler for no reason. If he was just a jerk 
to you, then it was your communication 
that likely caused his bad response.

Miscommunication: Is It All Your Fault?
By Allstate hall of fame member, Bill Gough

You may not like it, but you are totally 
responsible for your communication, and 
as leaders, communication is our most 
useful tool. This is a basic fact of life in 

business; therefore, each 
of us must mind what we 
say in our communications 
– it’s our responsibility as 
prudent business owners. 

Now I want to talk about 
the culture in your busi-
ness and the differences 

between managers and leaders.
As a business owner, you have the 

power to set the tone for your entire of-
fice. And the tone you create will deter-
mine the quality of your employees and 
the business you attract.

Leader vs. manager
There is a common factor that all 

companies with positive culture often 
share: they know the difference between 
managing and leading.

Unlike managers, leaders influence 
and inspire the entire office and chart the 
course for agency success.

There are key differences between 
managers and leaders. Here are some 
pointers to help you delve deeper into 
the key points of successful leadership:

Managers Control, Leaders Trust – The 
most valuable asset for a successful business 
is trust. This includes trust in management 
and your employees. Leaders understand 
that employees who know they are trusted 
will, in turn, trust management. The end 
result is a productive team with a common 
mindset and common goals.

Managers Talk, Leaders Listen – Man-
agers and leaders both have people who 
answer to them. The difference is that 
leaders form circles of influence, while 
managers form circles of power. Good 
leaders listen to their employees. When 

workers understand their opinion mat-
ters, they will listen to leadership and 
follow with action. 

Managers Count Value, Leaders Cre-
ate It – Perhaps the largest difference 
between a manager and a leader is the 
capability to visualize and create value. 
Leaders promote long-term growth by 
looking past the bottom line. Instead 
of asking “what” and “when,” they ask 
“who” and “why”.

The father of modern management, 
Peter Drucker, once said, “Manage-
ment is doing things right; leadership 
is doing the right things.” In a practical 
sense, managing and leading are both a 
necessity. Carrying out tasks in an effec-
tive, timely, and professional manner is 
important, but that  makes up only half 
of the whole that is necessary to create a 
successful agency.

Are You a Leader?
Maybe it’s time to take a good hard 

look at the way you are running your 
agency and how you interact with your 
employees. They are well-versed and in-
tertwined with nearly all the daily tasks 
within your agency, making them a good 
source of feedback. 

Managing tasks and managing people 
require drastically different approaches, 
and there is a delicate balance between the 
two. So, if you haven’t done so already, try 
listening to your employees, you might be 
surprised what you’ll learn. Ef

Bill Gough is an Allstate Hall of Fame agent 
who has trained, coached and consulted more 
than 2,500 insurance agency owners in North 
America. His coaching clubs provide “done-
for-you” services and his marketing conferences 
are among the best in the industry. For more 
information, go to www.BGISystems.com or 
call Darlene Wallace at 256-246-2182.

agency management
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“How a Once Struggling Agent Grew to a $21,000,000.00 Agency 
AND Became #1 in Life Insurance at Allstate.”

By: Robert Cambias 
Metarie, LA 

My father was an 
Allstate agent…  I guess 
you could say I grew up 
bleeding blue.  Following 
what I knew, I started 
scratch in 1995.  I was the 
true “old fashioned” 
agent.  I became friends 
with many of my clients.  
It wasn’t uncommon for 
clients to sit and chat for hours over good 
Cuban coffee in my office.  Those relationships 
helped to build my agency organically to $3.5 
Million in 12 years. 

In 2007, I bought my fathers agency and 
found myself at the helm of an $11 Million 
agency almost overnight.  Shortly after buying, 
the company dropped Wind and Hail coverage 
from ALL homeowners sending us into a tail 
spin that would have sunk most agents.   

In 2 years we lost $2 Million in 
premium… That’s $200,000.00 PER YEAR 
of LOST INCOME.  Income needed to pay 
salaries, overhead, my family’s income needs, 
AND a big note payment (that didn’t go down 
when my book shrunk.)  Cashflow became a 
cash-crisis!  It was stressful trying to figure 
out where money was coming from or how to 
grow in spite of the immense challenges our 
market faced.  This was the lowest low of my 
Allstate career.  But I knew something had to 
change. 

When the Student is Ready…  
The Teacher Will Appear 

I was looking for fresh ideas… ways to fix 
my stale operation…  strategies to not just 
“survive”… but to “THRIVE” in this business 
I’ve bled blue for.  It was in 2009 that I 
stumbled across Bill Gough and BGI systems.  
He had been an agent for nearly 25 years and 
had achieved top-level company achievement 
year after year after year.  I’ve always been 
open-minded to change and new ideas, so I 
invested in one of Bills seminars.  Even though 
we had enough challenges in the office to focus 
on… I got out of the day-to-day rat race and 
invested in educating myself AND one of my 
key staff people too (even though money was 
very tight.) 

What we discovered in Dallas at a 3-Day 
BGI Conference shocked and scared us into 
change.  I started to look at the insurance 
business differently.  I realized the way we ran 
our business had to change if we wanted to 
succeed long term. 

I was hamstringing my own growth 
because I was trying to do everything.  BGI 
showed me that I needed to refocus my efforts 
on the most valuable tasks to the agency and 

allow my staff  to become more valuable players 
in the agency’s success.  I let the sales people 
focus on sales… I let the service people focus on 
servicing… and I built an implementation team 
to focus on our challenges. 

As things started to turn around, the 
opportunity presented itself  to purchase 2 more 
agencies.  After my last “debacle” buying my 
fathers agency and the $2,000,000.00 in 
premium we lost in 2 years… I was scared.  
BUT, I was infinitely smarter.  Equipped with 
the right team this time around, I jumped in!  
Everything went much smoother than my last 
purchase… minimal client disruption… 
retention held… and we uncovered a lot of  
sales opportunity in the new book. 

The Struggle Continues… 
Even though things were running well… 

one of  the largest books in the country… We 
STILL struggled to hit our life numbers year 
after year.  I hated playing the “catch up” game 
at the end of  the year… The manager “shake 
down” that happened every year in October.  
“Ya know Rob, we’re depending on you to pull this out.  
Can’t you call your term conversions?  Who do you 
know that can buy life insurance.”  Offering life 
insurance is one of  the most important 
things we can do - selling policies under 
duress to meet goals at the end of  the 
year is not the way to run a business.  
BGI helped with our life insurance 
compensation program for our staff  too.  The 
changes we made were surprisingly simple.  
The results surprised me more… 

Within a few months, we hit our groove 
and we were writing 5-10 life apps a month.  (A 
big improvement over ZERO.)  At the end of  
2013, I got a notice from management that we 
were #1 in Louisiana with 80 new life policies 
on the books.  And we didn’t even try too hard 
get there… just some simple changes in our 
comp plan and refocusing on what was 
important.  

I said to myself, “If  we’re #1 in Louisiana 
with minimal effort, we could probably rank in the top 
20 of  the country with some concentrated effort.”  We 
rolled up our sleeves and went to work.  We re-
tooled the sales process and then got in front of  
as many clients as we could to talk about life 
insurance.  Surprisingly, our sales presentation 
began to work.  App after app after app… it 
just seemed to get easier and easier.  We got 
REALLY GOOD at selling life insurance.  (It’s 
a lot easier than you probably think.) 

I’m pretty humble and don’t like to 
brag, but I think our results speak for 
themselves: In 2014 we submitted 285 
applications and got 258 issued and put 
$123,823.00 of  production credit on the 
books.  I was “crowned” the #1 life 
insurance seller in app production at 
Allstate. In 2015… 293 apps submitted… 

225 issued…  $117,346.00 production 
credit.  We were #1 TWO-YEARS IN A 
ROW! 

(It’s also important to mention, my life 
persistency factor hovers between 89-90%.  So 
we aren’t writing crappy apps just to put up 
good numbers.  These are clients that want life 
insurance AND RETAIN!  Thanks almost 
entirely to our new sales process.) 

My successes, recognition, and company 
acclaim would not have been possible without 
the help of  Bill Gough and BGI Systems.  They 
gave me the motivation and excitement that 
was lost for this business.  More importantly, 
they gave me the tools, strategies, and the 
action plan to make the vision of  my business a 
reality. 

I’m sure you’ve seen Bill’s ads, received his 
mailings, maybe even have been to one of  his 
events.  He’s the real deal.  He can help you!  
I’ve written my story as a way to help Bill.  I’m 
not being paid to write this.  I just believe 
strongly in the assistance that BGI can offer.  I 
know people will read this and contact him for 
help making the same improvements that I 
made to my agency. 

Bill and his great team over at BGI 
Systems are doing FREE 1-hour strategy 
sessions.  You’ll get customized coaching and 
consulting for your agency and you can have 
the strategy session FREE of  any cost or 
obligation.  Simply call 256-246-2612 or go 
to: www.BGISystems.com/fish to 
schedule your FREE strategy session 
today. You’ll also receive Bill’s audio CD: 
“Double Your Closing Ratio Selling on 
the Phone” as a free gift, just for calling.  They 
only can offer 5 FREE strategy sessions per 
week and they typically book up weeks in 
advance.  It’s slim pickings, so it’d be smart to 
call immediately. 

By the way, I’m not the only one that feels 
this way… When they send you your free audio 
CD: “Double Your Closing Ratio Selling 
on the Phone” you’ll also get a book of  
letters, comments, and testimonials from other 
agency owners that Bill has helped from all over 
the country.  Many, like me, are now working 
less but making more money with less hassle 
than ever before.  All I can say is: don’t envy 
me:  Join me! 

P.S.  PLEASE don’t get my number and 
call me or email me about this article.  I’m 
running a $21 Million agency.  I’ve got a lot of  
moving parts to my life.  I’ve said what I have to 
say right here.  What else could you possibly 
need to know?  There’s a limited number of  
open times per week so call Bill’s office right 
now at 256-246-2612 or go to 
www.BGISystems.com/fish to schedule 
your FREE 1-hour strategy session - I know it 
will be worth your time! 

A L L S T A T E  A G  E  N  T  S  U  C  C  E  S  S  P  R  O  F  I  L  E  :

Rob Cambias

Advertisement
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One of my favorite expressions is 
“You only get one chance to make a first 
impression.” With so many consumer 
choices today, it has NEVER been more 
important to make that first impression 
a good one! 

I want to begin by saying that in my 
dealings as president of The Kindness 
Revolution™, I have the opportunity to 
interact with literally dozens of insur-
ance agents on a weekly basis. In that 
role, I am contacting many of them for 
the first time. Some of them would be 
well served to do a little inventory as to 
how they look from the consumer side. 
More on that later. 

Let’s begin by discussing the ways that 
your first impression is made. You may 
be surprised at the options. Here are the 
most frequent ways a prospect will expe-
rience you for the first time: 

•	 Website
•	 Social	media	(LinkedIn,	Facebook)
•	 Telephone	call
Let’s take them one at a time from a 

first impression standpoint. 
I would like to encourage you to review 

each of these options as if you were seeing 
them for the first time. Generally, the for-
mula says that you have fifteen seconds to 
make a good first impression. The rest of 
your time is spent either confirming that 
first impression or changing it. 

Your Website: Most consumers are 
going to look at a business person’s web-
site before they contact or do business 
with them. You should assume that to be 
the case with you. 

From a first impression standpoint, ask 
yourself a few questions. Does your website 
stand out from competing agencies? Does 
it reflect who you are, your culture, your 
strengths, your values? Or does it just offer 
your contact information and a bare-bones 
statement that you are an Allstate agent? 

If so, you might appear as a commodity. A 
professional, personalized website is a great 
marketing investment and can differentiate 
you from your competition. 

social media: Most agents have three 
social media platforms: a personal Face-
book page, a business Facebook page, 
and LinkedIn. It is not unusual for a 
prospect to check you out on all three, so 
each should have a different look. 

Your personal Facebook page is where 
you can show family photos, your love 
of the Cowboys, and what you did last 
summer. I suggest you minimize any 
religious, political, and social views un-
less you feel an unswerving need to share 
them. I personally know of numerous in-
dividuals who have lost business due to 
their radical expressions or feelings that 
were in conflict with some of their cli-
ents. I suggest that you be both careful 
and thoughtful in this regard. 

Your business Facebook page is a 
unique platform. Most agents have a 
business page, post on it frequently, but 
are unaware that virtually no one is see-
ing their posts. Putting posts on a busi-

ness Facebook page does NOT ensure 
that it is going to be seen because a busi-
ness Facebook page must be promoted 
either by boosting posts or promoting 
the page otherwise. A post that declares 
that now is a good time to get your life 
insurance reviewed when it’s only seen 
by your family and staff is a waste of time 
and effort. 

In my experience, most agents have a 
business Facebook page because somebody 
in marketing said, “You must have a busi-
ness Facebook page.” A business Facebook 
page without engagement and conversa-
tion does not make a good impression. 

LinkedIn is where you want to be pro-
fessional and business-like. This is where 
you need to appear as if you were in the 
job market because, in a sense, you are! 
You are applying for the job of my insur-
ance agent. LinkedIn should be seen as 
your online resume. 

Telephone Call: Once you have 
passed the online impression test, many 
of these first-time prospects will call ex-
pecting to speak to you personally, so do 
your best to accommodate them – there 
is no better way to reinforce their initial 
impression. As for your staff, all they 
want to hear from them is a brief, en-
thusiastic, understandable greeting. They 
don’t need to hear that it’s a great day at 
your agency, that you sell life insurance, 
or any other cutesy comment. 

Remember…you get one chance. Be 
sure to make the most of it! Ef

Ed Horrell is the author The Kindness 
Revolution™ and founder of the national 
initiative of the same name. Ed can be 
reached at ed@thekindnessrevolution.net. 
To learn more about how you can get in-
volved, call Dave Daily at 404.384.6060 
and be sure to ask about using your Execu-
tive Advantage.

How’s Your First Impression?
By Ed horrell

marketing
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   I paid it forward and it 

felt great!”“

Watch your sales skyrocket when you become 
the first and only agent in your community to 
represent the movement that will make people 
smile every time they think of you. 

The Kindness Revolution
Simple. Powerful. Affordable. Effective.

Be a community champion:
Email allstate@thekindnessrevolution.net
or call Dave Daily at 404-384-6060
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If you’re an agency owner, it has prob-
ably happened to you. I’m talking about 
the day one of your best LSPs suddenly 
decides to turn in her two-week no-
tice. You are simultaneously surprised, 
somewhat angry, but, mostly, you feel 
betrayed. You never imagined that she 
would be the one to leave.  

Identifying employee flight risk isn’t 
always easy, but there are often common 
warning signs. In many circumstances, 
employees who decide to leave may not 
be open to reconsidering their decision, 
so it is vitally important that agency 
owners learn to recognize and watch for 
signs of potential trouble.

Here are some red flags that may in-
dicate employee flight risk is either pos-
sible or imminent in your agency:

major Life Change 
When something “big” occurs in 

an employee’s life, it often presages a 
change in attitude about his or her job. 
Such big events can include marriage, 
divorce,	 a	 sudden	 (and/or	 serious)	 ill-
ness, childbirth, or the death of a loved 
one. These events can sometimes cause 

Identifying Employee Flight Risk: 
Signs to Watch For

employees to reflect on their life and, if 
they determine their job isn’t making 
them happy, they may opt for “greener 
pastures” elsewhere. This is an area 
where a focused discussion early on 
might make a difference between the 
employee staying or going. If you sim-
ply let the big event pass by (or just of-
fer a perfunctory “congratulations” for a 
happy occasion and then forget about 
it), you could miss an opportunity to 
prevent actions that result in the loss of 
a valued employee.

Change in Work habits 
When a negative change occurs in a 

high-performing employee’s work hab-
its, that can be another red flag you 
shouldn’t ignore. Professional develop-
ment coach Kiely Flanigan describes such 
changes as “a general disengagement from 
company activities, sitting in the corner at 
a company-sponsored event,” or by con-
trast, “a sudden overconfidence among 
executives that suggests the individual 
doesn’t care anymore.” At these times, 
Flanigan adds, you should “check in with 
the employee and see what feedback he or 

she has on company policies—feedback 
that usually indicates where the employee 
is feeling dissatisfied.”

Keeping strange hours 
Exploring other job opportunities 

takes time, so if a formerly reliable em-
ployee is abruptly asking for random 
time	off	or	leaves	early	and/or	comes	in	
late, they may be going for job interviews 
or simply using up remaining paid time 
off prior to moving on.

Uncharacteristically Negative Attitude 
A valued employee almost always has 

an upbeat, collaborative attitude. If that 
same individual is now visibly unhappy 
and complaining a lot, you should take 
this red flag very seriously. As Chris-
tian Schappel at HR Morning notes, 
“it’s a not-so-subtle hint that some-
thing’s amiss,” with at least two nega-
tive repercussions: (1) the employee is 
“disenchanted with his or her work—or 
the employer, itself ” and (2) their com-
plaints “could lead other employees to 
become malcontents.”

Other significant changes – talking 
about job-hunting in the office, dress-
ing up more than usual, working in iso-
lation—can also signal the intention to 
leave one’s job. Sometimes there’s not 
much you can do to cause the individual 
to change his or her mind, but it’s im-
portant to keep an eye on such behavior 
so that no one is caught by surprise. On 
the other hand, a well-timed conversa-
tion with a “suspect” employee might 
uncover causes for grievance that you 
can address and perhaps change for the 
better.

Benjamin Smith at Entrance, a soft-
ware projects and consulting company, 
offers one technique he calls “Golden 
Handcuffs.” These are enticements that 

agency management
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hold an employee in place, but for all the 
right reasons. “Money sometimes makes 
the list, but often it doesn’t,” Smith notes. 
“My reports have listed as their Golden 
Handcuffs things like schedule flexibil-
ity, not having their estimates constantly 
scrutinized, and working with the most 
up-to-date technology.” 

He adds that if you’re unable to pro-
vide such Golden Handcuffs and an-
other employer can, “you shouldn’t be 
trying to keep that employee anyway.”

The unexpected departure of a top 
employee is never desirable, but keep-
ing an eye out for warning signs can at 
least reduce the element of shock in-
volved. And, when early intervention is 
possible, knowing those signs may help 
ward off that departure. Ef

Paychex, Inc. is a national provider of cost-
effective payroll and HR services trusted 
by more than 80,000 businesses. NAPAA 
members save 25% on Paychex payroll 
processing and 15% on HR setup fees. 
Contact Paychex today at 844-846-7827 
and mention code 5699. For more informa-
tion, visit www.paychex.com/allstate.

•  Payroll and HR administration

•  Time and attendance

•  Employee onboarding

•  Custom handbooks

•  Manager training and development

Manage and pay your employees better with help 
from the number-one full-service payroll provider 

for small businesses.

but are Your HR and Payroll?

Your Customers
are in Good Hands,

844-846-7827 
NAPAA@Paychex.com 
Mention code 5699

WRIGHT BEAMER, Attorneys
SERVING NAPAA AND THE AGENTS OF ALLSTATE SINCE 2000

DIRK A. BEAMER, ATTORNEY

EXPERT CONSULTING FOR AGENTS AND THEIR ATTORNEYS ON:
 ALLSTATE CORPORATE SECURITY INVESTIGATIONS

  BUYING & SELLING BOOKS

 ALLSTATE EA AGREEMENTS

PH: 248.477.6300
WRIGHTBEAMER.COM

       DBEAMER@WRIGHTBEAMER.COM
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I recently became acutely aware that 
my support staff doesn’t fully under-
stand Errors & Omissions coverage 
or the part they play in protecting the 
agency from these claims. Like any All-
state office, we talk about E&O, but it’s 
all pretty superficial. We would throw 
around comments like, “That’s an E&O 
staring us in the face,” yet my staff did 
not seem as concerned, nor did they re-
act the way I thought they should. Okay, 
so I’m the agency owner, but shouldn’t 
everyone in the agency take E&Os seri-
ously? Then it dawned on me: Maybe 
they just didn’t have a good understand-
ing about what E&O is or what it does.

Since this realization, I’ve started do-
ing more training on E&O, what it 
means and what it does. I also made it 
clear that they are responsible for their 
actions, and that their insurance licenses 
are no different than mine. This was a 

Let’s Talk E&O
By Lezlee Liljenberg

real eye-opener for them. Furthermore, 
I explained that while I carry Errors & 
Omissions insurance to cover me and my 
staff, there are consequences if it is used 
too often. Then I asked if they realized 
that they could be sued for an error or 
an omission just like me. You could have 
heard a pin drop. 

They started asking questions about 
how my E&O policy would protect 
them. We looked at the deductibles, in-
cluding the increasing schedule for mul-
tiple claims. We also discussed their re-
sponsibility and obligation as an insured 
person by reviewing the policy provision 
for “Insured’s duties in the event of claim 
or suit.” 

Next, we examined the importance of 
establishing work processes and consis-
tently following them; the importance 
of documenting conversations and cus-
tomer concerns in eAgent (or some form 

of management tool), and an in-depth 
review of the underwriting guidelines.

E&O training will invariably lead to 
customer service training opportunities in 
your agency, like how staff can help improve 
the overall customer experience. Does your 
agency create expectations, both for and 
from the customer? Expectations should go 
both ways. What do customers expect from 
us? And, how do we set the stage of what we 
expect from our customers? 

What do i mean by that? 
A good example would be asking 

walk-in customers if they have an ap-
pointment when they stop in unexpect-
edly. And once you’ve met with them and 
satisfied their immediate need, ask them 
to call ahead before coming in next time. 
Besides creating a more professional en-
vironment, it will be a timesaver for them 
because they will get priority. 

Creating your agency culture is a big 
deal – it is your agency and it is up to you 
to make the rules and set the standards. 
The manner by which you operate your 
agency should be established in your em-
ployee handbook or policy and procedure 
manual. Personally, I want customers to 
respect the agency’s time and I want to 
respect theirs. We have a ton of walk-ins, 
but I encourage my staff to mention ap-
pointments and scheduling in order to 
plant seeds. Would you just walk into 
your lawyer’s office without an appoint-
ment? Never! 

So why, where and how do we stop 
some of the distractions? By setting stan-
dards for staff and customers to follow.

so, back to E&O training
What is Errors & Omissions insur-

ance? Also known as professional liability 
insurance, it helps protect you and your 
staff against claims of negligence or for 
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failing to perform professional duties. A 
claim against the E&O policy of an All-
state EA or agency staffer generally be-
gins when either Allstate or an expanded 
market carrier denies coverage for a loss 
a client thought would be covered. Once 
presented to the E&O carrier, the claim 
may be settled, or denied, and could po-
tentially lead to a lawsuit involving the 
agency,	the	owner	and/or	the	staff.	

It goes without saying that agency 
owners should be the most knowledge-
able E&O person in the agency. The 
best way to avoid potential claims is to 
include the following in your ongoing 
training sessions with all licensed per-
sonnel in your agency: 

1. Know your underwriting guide-
lines and binding authority. The new 
business application process is the first 
opportunity to minimize E&O exposure, 
but don’t forget that policy endorsements 
are also subject to the company guide-
lines. In fact, Allstate technology will 
prevent agents from making mistakes in 
the new business process by rejecting the 
application before it can be bound. The 
endorsement process technology, howev-
er, is less sophisticated and allows agents 
and staff to break many rules. Agency 
owners should conduct ongoing training 
on the RMPs. I recommend monthly re-
view sessions.

2. Know your products and the cover-
age you can offer. Many claims are a di-
rect result of a lack of understanding or 
knowledge about the products sold. Never 
indicate to a client that coverage can be 

placed until you are absolutely sure. If you 
don’t have the answer, say so, then look for 
the answer or an alternative.

3. Never misrepresent the risk or 
withhold any underwriting informa-
tion on risk submissions in order to get 
business closed. All material information 
learned by the agent must be disclosed to 
the company with the application. Agents 
must also disclose any material change in 
the risk (i.e. occupancy, death of named 
insured, additional drivers in household) 
to the company immediately.

4. Document, document, document. 
Conversations with customers and un-
derwriting representatives should be 
logged with the name of the person on 
the call, the date, time, and the content 
of the discussion. Whenever possible, 
confirm the conversation with a follow-
up email. Record customer contact, 
policy reviews and activity. Don’t make 
promises or vague comments about the 
extent of coverage, especially after a loss 
has occurred. Let the customer know 
that a company claims specialist will an-
swer all of their questions.

5. Don’t share client information 
with another party. Not only is this a pri-
vacy violation but you could be giving the 
wrong information to the wrong person.

6. Check and double check applica-
tions and endorsements for accuracy. 
Since Allstate’s platforms (Gateway, 
eAgent, Alliance, Ivantage) aren’t syn-
chronized, addresses may need to be cor-
rected in several places. To avoid a mess, 
just do it internally.

7. Let your client know immediately if 
they have been declined for coverage or 
if there are any other policy or coverage 
modifications. Lots of people don’t want 
to have this conversation with customers 
because they are not always comfortable, 
but doing so could prevent an E&O loss.

8. Processes in the agency should be 
consistent. Identify routine processes 
and document the steps to complete each 
one so that everyone in the agency is fol-
lowing the same procedure, every time. 
A procedure manual that demonstrates 
uniform handling of customer interac-
tions can eliminate questions and allow 
you and your staff to rely less on memory 
if faced with an E&O claim inquiry.

In a nutshell, I encourage you to have 
these discussions with your employees. 
You are not only protecting yourself, you 
are protecting them, too. 

Agents and staff can find more in-
formation and helpful training videos 
by searching “frequent E&O claims” on 
your Allstate Gateway. Also visit www.
calsurance.com/allstateagent	 for	 fre-
quently asked question and more ways to 
mitigate exposure. Ef

Lezlee Liljenberg is an active agent from 
Arlington, Texas. She has 
proudly served on the NAPAA 
board since 2011. Lezlee is an 
accomplished author, artistic 
welder and winner of many 
Allstate awards. She started her 

first agency from scratch in 2004 and cur-
rently has two agencies.
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I began my Allstate career in 2007 af-
ter being in the insurance business for 
almost four years. I was an LSP at State 
Farm prior to my appointment with All-
state. I had bigger aspirations than most, 
but only had a budget of a college stu-
dent, which I was at the time. I disliked 
my job – as well as my boss - and I was 
quite sure I could outdo what he was do-
ing. I started scratch after making the 
decision to become an Allstate agent.

The education requirements were in-
tense, and training in Chicago was some-
thing else. I sat in an auditorium with 
hundreds of other soon-to-be Allstate 
agents like myself. At one point, the edu-
cation instructor asked half of the room 
to stand. The other half remained seated. 
The instructor said, “This is how many of 
you will fail in the first three years.” 

Throughout training in Phoenix 
(Southwest Region) and Chicago, we 
were given manuals and binders on mar-
keting our agency. The binders were full 
of choices on ways we could spend our 
hard-earned money. We were fed mar-
keting ideas from other successful agents 
and were told the more we spent, the 
more we would make.

On May 1, 2007 – with a black box 
holding a dial-up modem – I opened the 
doors to my new agency promptly at 8 
a.m. My brother was my only employee. 
He was in the front office and I sat at my 
desk in the back. We were full of smiles, 
but bored to tears! What were we do to? 
Then the phone rang. “It’s a customer,” I 
thought. “No, it must be my Mom!” Of 
course, it was…

The days passed so quickly, and buy-
ing internet leads was taking a toll on my 
credit card. I spent almost $3,000 to ad-
vertise in the local paper. Later I found out 
it did not generate one phone call. I spent 
thousands on marketing, which included 
joining the Chamber of Commerce, local 

trade shows, marketing materials and ads 
in newspapers throughout the valley. I did 
everything I was told to do, yet I only pro-
duced enough to pay my overhead. 

Some days I cried. I sat there after not 
writing a policy for four or five days with 
tears streaming down my cheeks. I was 
motivated to call and sell, but the calls 
were endless, sales were slow and the 
phones were not ringing. I hired tele-
marketers. Allstate swears telemarketers 
are the way to go. My FSL even agreed 
to come in for “call nights” to assist us 
in generating quotes. This, too, was an 
epic and expensive fail. Nothing worked 
to generate quotes except internet leads. 
It was a sure way to get someone on the 
phone at least 10 percent of the time. 

After my first year, my retention was 
around 60 percent. How? I was very 
good at servicing my customers. I built 
rapport. I strove to be the best Allstate 
agent in the world! The problem? Those 
customers I worked with the most found 
better rates elsewhere and left me! No 

loyalty at all – NONE! 
During the pre-recession housing 

boom of 2007 and 2008, I had some 
customers who owned four cars and four 
homes, and they were younger than me! I 
was only 24 to 25 at the time. The mort-
gage brokers and real estate agents ruled 
the economic spending in our city. One 
of my customer’s ego always overtook his 
personality, and he mistreated me fre-
quently. As the boom came to a halt and 
his money began to dwindle, he began 
to lose his possessions and beg for help 
with bills. I felt bad for his losses, but I 
felt his ego fall more than anything. He 
cried to me sometimes and other times 
he sounded so down and depressed, it 
made me want to cry – despite the way 
he had treated me early on. Eventually, 
he was cancelled for non-payment and 
had four foreclosed homes and nothing 
left to his name.

Economic hardships caused me to lose 
my home to foreclosure as well. My mom 
had been working at State Farm for ten 
years when her boss retired in 2009. I was 
seven months pregnant when she finally 
joined me at Allstate. By this time, my 
brother had already been gone for a year, 
and I was flying solo with part-time staff. 
My mom learned Allstate and become a 
great asset for my business. 

By 2011, I could no longer make ends 
meet. I couldn’t afford both my salary and 
my mom’s salary with the overhead of the 
agency. We brainstormed. I asked All-
state’s approval to buy another agency but 
I was declined. The solution? My mom 
could buy my agency as an outside buyer! 
Better yet, they allowed her to buy two 
additional agencies, merge all three and 
form a $3 million agency. BAM! The cash 
flow worked and the bank approved. The 
money was there. Of course, there were 
consequences. I lost everything overnight. 
On July 1, 2011, I remember sitting in the 
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bathroom crying over the fact that after 
all of my hard work and dedication, my 
dream had been shattered. The agency 
would no longer be in my name, nor was I 
the star of the show. 

But even though I felt defeated, I was 
determined, refusing to give up. I ran 
the “new” agency strong and hard, right 
into a thriving roll. I didn’t step down, 
I stepped up. I hired and fired people. 
I purchased leads and mailers. I imple-
mented a referral program and I mar-
keted it. I sat side by side with my mom, 
leading the agency into better cash flow 
positions while she worked the front line 
and handled the customers. My mom 
and I have disagreements and sometimes 
argue more than we are proud to admit, 
but we make a good team. I am a direct 
leader and she is a passive leader. We 
work well together. 

Then all hell broke loose when one 
of the selling agents became a broker 
and began taking our customers from 
the Allstate book she sold us. We made 
the decision to sue her because Allstate 
would not back us without evidence that 
she was soliciting our clients or had a list 
of customers. She had kept her Allstate 
fax line and her backup Allstate phone 
lines and used them in her new business. 
After months, she finally settled and we 
regained $3,500 back from the $25,000 
we spent suing her. 

The first attorney we hired took 
$10,000 from us and then filed bank-
ruptcy after failing to show up for our 
court appearances. It was awful. Finding 
another attorney was scary, but we were 
fortunate to find a great attorney who 
was fair and did an amazing job for us. 
The attorney who filed bankruptcy re-
cently went through the bar disciplinary 
division and was suspended for five years 
with more than 200 counts against him. 

Our non-compete with the agent we 
had sued was up after three years and she 
was back at it again. She called our cus-
tomers and tried to get them to switch to 
her. This is when we received a promis-
ing phone call from an agent in Maine 
explaining that this prior Allstate agent 
was misrepresenting herself. I contacted 
HR immediately. Finally, more than 
three years after our purchase, Allstate 
legal stepped in and sent her a cease and 

desist. The agent was forced to void the 
phone numbers and fax numbers and our 
issues with her have now stopped.

In 2013 things were good. We refi-
nanced our loan to get a better rate, and 
my second daughter was born. Our cash 
flow is working and our agency is thriv-
ing. My brother, who left in 2008, moved 
back from Seattle and wanted a job in the 
agency again. So, on July 1, 2013 we pur-
chased a small agency and opened a sat-
ellite under the enhanced compensation 
program. My brother went to work in 
the new satellite, and we started to punch 
away at internet leads and mailers, once 
again. This time, however, we got smart. 

Our VOIP phone system allows the 
phones to ring at both offices, so the of-
fices can work together as a team by back-
ing each other up. We are plugging along 
and trying to hit tier one each month so 
we earn the highest possible commission 
to give us maximum cash flow. Although 
it’s a struggle, it makes me realize I don’t 
miss being a scratch agency – not even a 
little bit! 

The enhanced commission is steadily 
decreasing as time marches on. Mar-
keting is expensive. Mailers cost about 
$3,000 a month and internet leads easily 
run $500 to $600 a month. Salary is my 
largest expense, but I need my staff and I 
need them to produce.

I do my best to think logically, but for all 
my planning and good intentions, some-
times the unexpected happens and it causes 
me to stress out. The largest headache in 
running this business is staff. I’ve been 
through the worst possible staffing issues 
one can imagine. I have had HR call me to 
explain that a staff person I’ve hired is get-
ting their binding authority revoked and 
they refuse to tell me why. I’ve had a staff 
person sell food stamps to another staff 
person on their first day. I’ve had drinking 
on the job, texting and Facebooking all day 
long, lying, cheating, no-shows, etc. You 
name it, I’ve probably dealt with it. 

Moving forward, I realized we needed 
to do some things differently. In 2015, one 
of our goals was to become more involved 
in the community. We took part in three 
parades, one in which we were awarded 
$1,000 for our first-place float! We held 
a blood drive and sponsored a free com-
munity event. It cost us, but the turnout 

was beyond amazing and the event was 
memorable. We also did some other lo-
cal advertising within the community, in-
cluding several sponsorships for athletics. 

On April 1, 2016, I became an EA 
again! I bought the satellite agency from 
my mom and became the owner of the 
smaller growing agency. The cash flow 
needs to work when you have a business 
loan and staff to pay. By its third year on 
the enhanced commission scale, the sat-
ellite was no longer cutting it. Thankful-
ly, I had been working hard to re-estab-
lish my creditworthiness, which allowed 
me to co-sign on the loan with my mom 
without a rate change. We continue to 
run both agencies as a team.

In late 2015, I decided we needed 
some more oomph, so I began writing 
my first book! I chose the topic of insur-
ance and titled it “What Do You Mean 
It’s Not Covered?: A Different Perspective 
to Understanding Insurance.” It was actu-
ally co-authored by me and my mom. In 
the book, we shared some real-life sto-
ries along with some general knowledge 
about insurance. It is a simple, easy read 
– perfect for someone who doesn’t fully 
understand insurance. 

We became best-selling authors on 
Amazon.com in May 2016. The book 
made it to number one in two different 
insurance categories and we got into the 
top 500 of free downloaded books on 
Amazon.com during the promotional 
period. So now we can claim the title of 
being “#1 Best-Selling Authors.” 

The book means a lot to us because it 
gives consumers a greater understanding 
of a world that most of them do not fully 
understand – the world of insurance. 

I hope you will take time to read it 
and pass it on to your customers for their 
education and reference. The book can 
be purchased on Amazon.com, but we 
will soon offer bulk discounts for insur-
ance agents who buy directly from us – it 
will make an ideal holiday gift for your 
friends, prospects and clients!

I hope my journey helps you in yours. Ef

Melissa Hudson is the founder 
of the Conner Family Agency in 
Henderson, NV. Melissa can be 
reached at 702-564-0665, or 
Connerfamilyllc@gmail.com. 
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What Will the Future Hold 
for Your Business?

By Bill Nicholson

In today’s marketplace, Allstate agents 
can’t afford to take a “wait and see” ap-
proach to business. If you ignore market 
and economic changes, you can miss win-
dows of opportunity. If you aren’t actively 
working at growing your business, it’s 
probably shrinking. If you aren’t focused 
on developing new talent, you may find 
yourself with an agency that is declin-
ing in value every year. And, if you think 
you’ll “know” when it’s time to walk away, 
you’ll probably wind up with far less than 
you expected for your years of sacrifice. 
In other words, things begin to fall apart 
when an agency owner takes their eye off 
the ball, so don’t let it happen to you! 

failing to Grow
Throughout the ebbs and flows of 

everyday operations, it’s easy to become 
content and assume you can live off your 
renewal book once you’ve built a sizable 
book of business. Typically though, fail-
ing to move forward doesn’t mean you 
stay in the same place it means you’ve 
actually started to sink. This is because 
when your revenues remain flat, your 
costs of doing business continue to 
climb. In this era of low inflation, rising 
costs may not be particularly noticeable, 
but each year, inflation chips away at 
your profitability. 

In addition, revenue from a stable 
book of business really doesn’t remain 
flat. There is always some degree of natu-
ral attrition as clients die, move to other 
places, or give in to your competitors’ 
more aggressive sales efforts. Client rela-
tionships are like their romantic counter-
parts: if you don’t make your customers 
feel special and wanted, someone down 
the street will.

There’s another factor many agents 
don’t realize. When you stop working 
to grow your business, both your clients 
and employees sense it. If they feel you’re 
no longer enthusiastic about your busi-
ness, they’ll begin to lose their enthusi-
asm as well. Carriers know when you’re 
not growing, too. They may claim to be 
loyal to you, but their real loyalty is to 
your book of business and the premium 
income it produces. When a carrier thinks 
that their income is in danger because of 
your inaction, they may take action, which 
could mean terminating your contract.

Proactive Preparation
Taking a “wait and see” approach also 

puts agents at risk of losing control of 
their future. Failing to make a plan today 
will not get them to where they need to 
be tomorrow, next year, or ten years from 
now, when they may be facing retire-
ment. They’re likely to find themselves 
in a situation where they are forced to 
sell their agency under less-than-favor-
able circumstances. Or, they’ll have to 

settle for a dollar amount that is far less 
than they could have received if they had 
taken a more proactive approach. In a 
nutshell, their golden years may not be as 
bright as they hoped.

So, whether you’re 30 or 50, you should 
be planning for the day when you’re ready 
to turn ownership over to someone else – 
someone who you should identify sooner 
than later. Develop a time horizon and a 
plan to ensure that your investment of hard 
work and other resources will provide the 
greatest return when the time comes. You 
may not be able to “take it easy” for quite 
some time, but you’ll face far less stress along 
the way if you have a plan in hand. Ef

Bill Nicholson is Executive Director of Sales 
for Oak Street Funding. With experience 
overseeing the close of more than $200 mil-
lion in insurance industry loans, Bill truly 
understands the unique complexities of the 
insurance agency business model and its 
unique capital needs. He can be reached at 
bill.nicholson@oakstreetfunding.com.

Loans and lines of credit subject to approval. 
Potential borrowers are responsible for their 
own due diligence on acquisitions. CA resi-
dents: Loans made pursuant to a Depart-
ment of Corporations California Finance 
Lenders License (#6039829). The materi-
als in this article are for informational pur-
poses only. They are not offered as and do not 
constitute an offer for a loan, professional or 
legal advice or legal opinion and should not 
be used as a substitute for obtaining profes-
sional or legal advice. The use of this article, 
including sending an email, voice mail or 
any other communication to Oak Street, 
does not create a relationship of any kind 
between you and Oak Street.
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A recent telephone call from my client 
went something like this: “Julie, my mom 
kicked me out of her house again. She was 
screaming at me for over an hour, she was call-
ing me names, and threatening to “kick my 
*&$.” She is not taking her medications and 
will not let me help her. She will not let the 
nurse in to help Dad. She doesn’t remember be-
ing in court or that the judge told her she needs 
to cooperate with me. What do I do?”

To many of you, this sounds remote 
from your family situation. To me, this 
is an all-too-common situation that I 
hear about or see regularly. Happy, stable 
families are thrown into chaos and strife 
when an elderly parent’s condition starts 
to	 affect	 his/her	 memory,	 personality,	
and	the	ability	to	manage	him/herself.

A little background on Mom: She is a 
76-year-old woman living in her home 
with her ailing husband who falls con-
stantly. Mom cannot assist dad with his 
care because of her advanced age and 
health status. Mom has a host of unman-
aged conditions, including diabetes, high 
blood pressure, hypothyroidism, and pos-
sible depression. The conditions are not 
“unmanaged” due to family members’ 
failure to help her or due to lack of ac-
cess to acceptable medical care. They are 
unmanaged because mom is declining, 
and that decline is negatively affecting her 
personality and her ability to accept help.

You see, Mom doesn’t want a court-
appointed guardian. Mom doesn’t want 
to be labeled an “incapacitated indi-
vidual” or have a judge tell her that she 
doesn’t have control over herself any-
more. Despite the fact that Mom shows 
up at a doctor’s office and thinks she is at 
the Secretary of State to get her driver’s 
license, she appears to understand what 

a guardianship means. And it throws 
her into a rage. The rage is so real, so 
visceral, that my client cannot do her 
job as guardian, cannot keep her mom 
properly medicated and safe. The prob-
lem also prevents Dad from getting the 
care he needs. We have had to appear 
in court no less than five times in the 
past six months to hash out Mom’s ob-
jections to the guardianship. What has 
been the cost? In addition to thousands 
of dollars in legal fees (both for Mom’s 
attorney and my firm’s fees for the cli-
ent) and hours upon hours of sitting in 
court, these proceedings have caused an 
incredible amount of stress for Mom 
and the rest of the family; stress that 
contributes to Mom’s decline and af-
fects the family’s ability to function. 
When families should be spending time 
together and coordinating proper care 
with doctors, they are instead forced to 
gather medical reports, spend time with 
(and pay) attorneys, air their family 
business before a judge and strangers, 
and testify “against” each other.

Could all of this have been prevented? 
We can’t prevent Mom’s medical condi-
tions, and sometimes despite the best 
planning, probate court intervention is 
necessary. BUT, if estate planning tools 
were in place before Mom declined – such 
as a patient advocate and power of attor-
ney – the likelihood of needing probate 
court proceedings would have been much 
less. If Mom had signed the proper docu-
ments when she was competent, it is likely 
she would never have had to appear be-
fore a judge or see the words “incapacitat-
ed individual” next to her name. It’s pos-
sible she would not have realized or have 
become concerned that she was receiving 

extra help from her family members. Care 
could have been managed more seamless-
ly, without the stress of such an overt (but 
necessary) means to wrestle control away 
from her. Finally, by spending a little time 
and money on an estate plan early on, this 
particular family might have saved over 
five times that upfront cost in attorney 
fees and hours spent in court.

No one wants anger and conflict to 
engulf a loved one’s precious remaining 
years. You can take action now to mini-
mize that possibility:

•	 Children,	 talk	 to	your	parents	 to-
day. Ask them if they have patient advo-
cate and power of attorney documents 
in place. If they do, find out where they 
are located and ensure they are updated. 
Patient advocate documents should be 
updated every five years. Powers of at-
torney should be updated every two 
years. If your parents do not have an es-
tate plan, encourage them to contact an 
attorney now.

•	 Parents,	help	your	children	help	you	
by preparing your estate plan. Let them 
know that one is in place and where they 
can find it when they need it. Keep your 
estate plan current. 

Life goes along just fine…until it 
doesn’t. Will you be ready? Ef

Julie Cotant is an attorney with the law 
firm, Wright Beamer, LLP. Dirk Beamer 
serves as General Counsel to NAPAA and 
helps NAPAA track legal issues of interest 
to its members. NAPAA has provided this 
article for informational purposes only. The 
contents should not be construed as legal ad-
vice or an endorsement from NAPAA or its 
attorneys, and NAPAA expressly disclaims 
any such advice.

 Caring for Elderly Parents: 
Are You Ready?

By Julie h.P. Cotant
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Why did you become an insurance agent?

I became an  
insurance 
agent to...

give my  
customers  

limited choices.

struggle to 
get carrier  

appointments.
pay monthly 

fees to a 
broker.

meet 
impossible  

volume  
commitments.

...we know that isn’t true.

Smart Choice® offers:
• No up-front or monthly fees.
• No long-term contracts.
• Ability to earn 100% commission.
• Ability to earn bonus & contingency payments.
• Access to A-rated standard markets.
• Access to non-standard and excess/surplus markets.
• Agency perpetuation and/or exit planning & support.
• Complete and full disclosure of all financial details 

from day one--no surprises!

Smart Choice® has been helping independent agents, just like you, since 1994. 
We offer personal, commercial, life and health markets, in addition to 

ancillary products and services to help you build your business.

TO LEARN MORE ABOUT SMART CHOICE®, CALL OR VISIT US ONLINE TODAY! 
www.smartchoiceagents.com      888.264.3388

IF YOU WANT TO PROVIDE YOUR CUSTOMERS WITH THE BEST, 
THEN LET THE BEST HELP YOU AND YOUR AGENCY.
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NAPAA NewsBits

After Some Nudging, Allstate 
Asks for Agent Feedback

Earlier this year, thousands of Allstate 
agents expressed their opinions when 
they responded to NAPAA’s Agent Sat-
isfaction Survey and the Matt Winter 
letter writing campaign, both of which 
were introduced in the spring issue of 
Exclusivefocus magazine. 

In the midst of those campaigns, 
which afforded agents an opportunity to 
share their views and offer possible fixes 
to problems they face in their agencies, 
Allstate was busy launching a counter-
offensive. When management caught on 
to what NAPAA was up to, they sud-
denly began sending emails explaining 
that they provide agents with numerous 
ways to provide feedback. On the heels 
of those assurances, agents were unex-
pectedly invited to take surveys, attend 
town hall meetings, and asked to contact 
their Regional Advisory Board (RAB). 

So what caused this sudden change in 
management’s behavior? Could it be an 
attempt to downplay the importance of 
NAPAA, or simply a way to discourage 
agents from participating in surveys not 
sanctioned by the company? Whatever 
the reason, we are glad the company is 
keeping an eye on NAPAA because that 
means your voices are being heard.  

We’d like to thank the thousands of 
agents who participated in our agent 
survey and letter writing initiatives. And 
as we have seen by Allstate’s responses to 
them, your participation always makes a 
difference! 

Allstate Answers Pleas from 
NAPAA and NAB for E&O 
Reform

Allstate agents across the county re-
cently received some very welcome news 
about their 2016 Errors and Omissions 
policy renewal: Allstate has implemented 
changes that will positively impact the 
E&O program. 

Agents who have been around since 

2010 have seen their rates nearly double. 
During this same period, NAPAA has 
seen a marked increase in the number of 
agents experiencing claims that the com-
pany has turned over for payment under 
the agents’ E&O coverage. To many 
observers this is a troubling pattern. In 
essence, it seems as if Allstate has been 
overzealous in using the agent policies 
to subrogate losses and recover amounts 
paid. Since this behavior reduces the 
company’s loss ratio and claim-handling 
expense, there has been little incentive 
for Allstate to help agents avoid the kinds 
of policy changes that have produced the 
claims, many of which have been caused 
by failing to comply with underwriting 
guidelines. 

In an ideal world, independent con-
tractors would know all the rules and 
would not make the kinds of mistakes 
that have occurred. But in reality, agents 
may not fully understand, for example, 
that cars on the ineligible car list not only 
apply to new business, but to renewal 
business as well. If they did understand, 
but added an ineligible vehicle anyway, 
Allstate’s system wasn’t catching it. This 
failure to monitor endorsement activity 
has led agents to conclude either that 
risks are acceptable if they go through 
Allstate’s system unimpeded, or that the 
system is so unsophisticated, it is easy to 
manipulate. 

NAPAA leadership was determined 
to inform both Allstate and the agency 
force of this flaw, so in 2013 and 2014, 
NAPAA published a series of articles in 
Exclusivefocus that addressed the issue. 
NAPAA leadership feared that E&O 
rates would spiral out of control unless 
proactive measures were taken. The Ex-
clusivefocus articles presented the prob-
lem, gave examples, and called upon the 
agency force, the company and the NAB 
to take steps to rein in the problem.
•	 For	Agents: Maintain ongoing dil-

igence in product knowledge, underwrit-
ing rules and RMPs, and strictly adhere 
to underwriting guidelines and continu-
ous staff training. 

•	 For	 the	National	Advisory	Board	
(NAB): Take up the issue with Allstate 
and press for changes.  
•	 For	Allstate: Incorporate endorse-

ment technology that warns agents of 
underwriting violations and take respon-
sibility for the losses incurred because of 
its failure to reject unacceptable endorse-
ments.

Following negotiations between All-
state and Allianz (the E&O carrier) for 
the	 2016/2017	 policy	 year,	 Allstate	 has	
agreed to assume greater financial re-
sponsibility, and Allianz has agreed to 
cap the premium increase at three per-
cent. Allstate is also forming a central-
ized management group to review E&O 
claims before they are submitted to the 
E&O insurer. In addition, the company 
has begun to flag policy endorsements 
that do not meet the RMPs, and will 
measure and monitor out-of-pattern 
trends, which will improve loss control 
in future years.

Kudos to Allstate and the NAB for 
working toward these improvements! 
NAPAA is pleased with the results of 
this effort and for the role it played in 
achieving them. 

9 and 9 is Not Fine - Time to 
Sign the Agent Commission 
Reform Petition

Let’s keep Home Office listening! If 
you agree that it’s time to scrap variable 
compensation and give agents a simple 
commission structure they can rely on 
and understand, be sure to sign the pe-
tition at www.surveymonkey.com/r/
AgentCommissionPetition. Your par-
ticipation may avert a commission re-
duction	 to	 8/8,	 or	 worse	 (Allstate	 New	
Jersey base level is 6.5 percent on new 
and renewal). 

Help us help you. Together, we can 
make a difference! NAPAA is dedicated 
to advancing the best interests of All-
state Agents. Please consider becoming 
a member today.



Agents are the predominate driver of revenue for Allstate. Agent compensation should be fair and 
equitable, and products should be competitive. Let’s keep the conversation going.

  Sign the online Agent Commission Petition if you agree that 
it’s time to scrap variable compensation and give agents a sol-
id, simple commission structure you can rely on to pay your 
staff and agency expenses: www.surveymonkey.com/r/Agent-
CommissionPetition. 

  Start a local Agent Idea Sharing Group in your area. Learn more 
at www.napaaUSA.org, News and Events.  

  Combine your voice with other like-minded agency owners 
by joining your professional agent association. Join online 
at www.napaaUSA.org, or complete the application in this 
magazine.

www.napaaUSA.org

Is Home Office
Listening?
Telling them 
is as easy as 1-2-3

1
2
3



34 — Exclusivefocus Fall 2016

A few months ago, Allstate agents 
from across the country participated in 
a call-to-action campaign called “Here’s 
What’s Holding Me Back.” It was in-
troduced in Exclusivefocus magazine last 
spring. The idea was to get agents to di-
vulge the biggest impediments to their 
success. NAPAA received hundreds of 
thoughtful and sensible suggestions to  
their improve the agent business model. 

Once the campaign had run its course, 
NAPAA organized and condensed those 
suggestions into an easy-to-read docu-
ment that was shared with Matt Winter, 
the Field Senior Vice Presidents, NAB 
reps and others in senior management. 

Following is an abbreviated summary 
of submitted comments. To view the full 
report, go to www.napaaUSA.org and 
click on “About NAPAA.” From the 
drop down list, choose “Advocacy”, and 
then click on “Agent Petitions & Letter 
Campaigns.”

Here’s What’s Holding Me Back
THE BIG PICTURE 

“Our numerous reports are so complicated; 
we have to attend webinars just to try and 
understand how we’re getting paid.”

“There are unnecessary roadblocks at ev-
ery turn.” 

“Empower agents to resolve issues with-
out overly time-consuming processes; more 
specifically, allow agents to document how 
they resolved issues, then audit on the back 
end.”

“We are business people and need to be 
treated fairly. This is a shell game where 
something changes every year.”

“No matter how well we do, there’s always 
a monkey on our backs and we absolutely 
have no security in our futures. I should feel 
like the captain of my ship, but most days, I 
feel like a slave rowing below deck.”

“We have to work more and invest more 

for less return; it’s very disempowering.”
 “We waste so much time and energy on 

complicated commissions, complicated bo-
nuses, complicated homeowner policies, com-
plicated CGR rates, complicated discounts, 
and on and on. Why does Allstate impede 
things that should be simple?” 

VARIABLE COMP
“Our current comp plan is punitive. It does 

not promote good will with agents and it does 
not fit with the Trusted Advisor model.”

“I worry about my variable comp (and 
IPS) every month. How do I plan market-
ing, payroll and other expenses when I may 
lose 10% of my commissions?”

“Negative reinforcement does not provide 
optimal sales results or high morale.”

“Every component of our revenue is a 
moving target. Commissions are variable. 
Bonus is based on not shrinking too much. 
ALR commissions are zero, unless you hit bo-
nus, and ALR bonus is broken. How in the 
world can we plan our expenses for market-

ing when we have no idea how much rev-
enue we can count on?”

“Get rid of all the gee-whizzy and con-
fusing commission models.”

“Agents need steady, predictable commis-
sions to plan business.”

“Easy, go back to a standard 10/10. Bo-
nus agents if we write life/retirement. Don’t 
take away our livelihood – help us build our 
businesses!”

“Bring back 10% - only fair and right 
thing to do.”

“Pay 15/15, simple, fair and straight-
forward.”

“How about a fair commission that com-
pares favorably to our competition? Nation-
wide pays 12 percent for auto new business 
and 14 percent for property new business.”

“Pay a simple, straight commission on PC 
business. Incentives for ALR and customer 
satisfaction should be in the bonus and not 
affect PC commission.”

“Pay a living commission so we don’t 
have to pay our staff $10/hour with no ben-
efits. They deserve better; they take care of 
Allstate customers.”

IPS
“I’m having a problem with my P&C 

commission being based on IPS quota. It is 
hard to run a business knowing I will also 
lose my AES money if underwriting rejects 
or rates an app.”

 “The 12-month moving requirement is 
not aligned with time to underwrite.” 

“IPS keeps agents and EFSs chasing quick 
issue policies and keeps us from focusing on 
real customer needs.” 

“I have three employees with five to 19 
years with Allstate. There is a good pos-
sibility that I will have to make the hard 
decision to let one of them go, as I cannot 
afford all of them with reduced commissions. 
I have $50,000 Production Credit (through 
April), so it’s not like I am not working on 

Agents Tell Matt Winter 
What’s Holding Them Back

feature
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that part of my business. It is sad that after 
30 plus years, I have to come to work every 
day and worry about how IPS will affect 
my business, my employees’ lives, and my 
paycheck.”

 “In my manic quest to find life apps, I 
ignore P&C business. My FS recently wrote 
a $21,000 policy (no IPS count) which I 
would have gladly traded for a couple of 
$200 IPS policies.”

 “Eliminate IPS (quotas) because punish-
ment doesn’t lead to favorable behavior.”

“Agents should not lose PC comp due to 
life production.”

 “The system has way too many moving 
parts. Simplify it please.”

BONUS AND AWARDS
“You take what should be the simplest of 

bonus plans and turn it into a program that 
even your front-line managers are chal-
lenged to fully explain.”

 “The bonus goals have not been attain-
able for large agencies. We are losing more 
business than we write.”

“Tying a bonus to growth when Allstate 
clearly stated that it does not want to grow 
in 2016 is silly.”

 “No one understands – or can accurately 
predict – if they will receive a bonus or not.”

 “How about a simple profit bonus? Pay 
bonus for profit, no strings attached.”

 “Tie bonus to stock performance.”
 “Pay for performance. If life goals are 

met, pay a bonus. If growth goals are met, 
pay a bonus. If an agency is profitable, pay 
a bonus.”

RATES AND GUIDELINES
“Eighty percent of client interactions in 

my agency are rate related and focused on 
ways to reduce premium and lower cover-
ages.”

“Loyalty of longtime customers should be 
worth something.” 

 “Policy rating is math – rate increases 
should be easy to explain.” 

“CGR runs off our best customers. It is 
costing Allstate its reputation.” 

 “Perhaps CGR is the cause of our profit-
ability problem. Lower rates for customers 
who shop cannot be the answer. How about 
lower rates for better drivers?”

“We are too top heavy with management.”
“Quit changing the rules. Get quality 

guidelines and stick with them.”

“I fully understand the need to show profit 
for the shareholders, but I believe there are 
many other internal areas at corporate that 
can be addressed. The solution is not con-
stant rate hikes.”

“Cut overhead by eliminating the various 
levels of company management.”

“Discontinue CGR, it has not accom-
plished its goal.”

TECHNOLOGY
“I’m paying staff while they are unpro-

ductive.”
“Improve our technology. Progressive is 

LIVE with policy issuance, endorsements 
and payments. We should be too.”

“If we cannot do it in-house, buy it. 
Eliminate the politics and get the right so-
lutions.”

“Get better computer programs that don’t 
crash every day.”

“The problems not only occur with Allstate 
technology systems, but also with the entire 
method of supporting these systems. Most 
support calls are recorded. Listen to them to 
find where improvements are needed.”

LACK OF VIABLE PRODUCTS
“We cannot live the Trusted Advisor role 

without products and solutions for our cus-
tomers.”

 “Include auto options through Ivantage 
for when Allstate does not fit. Allstate would 
profit from its cut on commissions and the 
retention of the supporting lines. If done 
properly, it would eliminate new agents 
from failure, help established agents with 
retention, and keep EAs from opening inde-
pendent agencies on the side.”

“We need more brokered markets for auto, 
home and commercial.”

“We need competitive life products.”

BUSINESS PRACTICES 
“Once upon a time, one could actually re-

ceive advice from the RMBC. Now, all of 
the answers are gray areas and indefinite. 
Supervisors are mostly AWOL. When I call 
for help, all I hear is a human pretending to 
be a computer.”

“Whatever caused the RMBC employees 
to be drones needs to go. I don’t need a defi-
nition read to me five times. I want advice 
to find a solution.”

“We have layers and layers of manage-
ment that add nothing to the bottom line, 

and too many departments which only com-
plicates things.”

“The inability to acquire agencies in this 
fiercely competitive marketplace reduces our 
opportunity to grow to scale.”

“Agents should be able to merge purchased 
agencies in order to achieve economies of scale, 
reduce overhead and hire more staff. Get out 
of the way and watch what we can do.”

“Agents with some of the worse loss ratios 
are glorified for sales, regardless of the poor 
quality.”

“There are too many agents chasing too 
few prospects. Every quote I put in is met 
with other Allstate agent quotes. Customers 
are turned off and turn away.”

“Despite the fact that we have numer-
ous fail-safes against unscrupulous agents, I 
continue to find dirty auto policies. When I 
bring them to my FSL, RMBC and product 
management, nothing happens – except that 
rates go up another 15 percent.”

“Look at compliance issues and stop re-
warding high sales when quality perfor-
mance is substandard.”

“Crack down on the cheaters and liars 
who are ruining our rates. You know who 
they are, too.”

“Management bonus should be tied to loss 
ratio. Maybe then will they put a stop to the 
agents who are gaming the system to reduce 
the rate and qualify unacceptable risks.”

Not Losers:
Not wanting to be mistaken for disgrun-

tled complainers, many agents prefaced 
their letters with information substanti-
ating that they are team players and have 
always worked to accomplish the goals ex-
pected of them. Here’s an example: 

“I just celebrated my one-year anniversa-
ry. I purchased a book of $2.7 million from 
an agent who had run it into the ground.  I 
improved my loss ratio from 68 to 55 per-
cent, stopped the massive exodus of clients 
to competitors because of the poor service 
they were getting, and proceeded to grow 
my agency. I qualified for a Regional Sum-
mer Promotion trip, and am on target to hit 
Honor Ring and National Conference. My 
problem is horrible cash flow.  If my wife 
didn’t work, I would have to sell the agency. 
I am not making money. I realize it’s not 
Allstate’s fault that I have a loan, but “our” 
business plans have to allow for that pay-
ment, currently they do not.”Ef



36 — Exclusivefocus Fall 2016

MEMBERSHIP APPLICATION 
National Association of Professional Allstate Agents 

22 N Carroll St, Ste 300 
Madison, WI 53703 

Call Toll-Free: 877-627-2248 
Fax: 866-627-2232 

Email: ewiseman@napaainc.org | www.NAPAAUSA.org  

 

Demographics 
Name:       

Address, city, state, zip:       

Cell Phone:       Email:       Agent since:       
If you were referred by a NAPAA member let us know – 

we’ll send them a $15 Starbucks gift card for referring you! Referred by:       

      
Membership Categories 

 Gold Membership (Agent Only):  Annual - $375  EFT - $31/month 

 Super Supporter (Agent Only):   Annual - $475  EFT - $39/month 

 
Action Fund Donation  Amount: $         EFT: $     /month 

   

Payment Section 

 EFT (Monthly) – Mail, scan or fax voided check 

 I authorize NAPAA to make electronic withdrawals from my account in the amount stated above.  Withdrawals 
will occur on or about the 20th of every month.  This authorization agreement is effective as of the signature date 
below and will remain in full force, including renewal, conversion or future changes in membership dues, until 
NAPAA has received notification from me of its termination.  I may cancel this authorization at any time by 
contacting NAPAA by phone, fax, mail or email at least 10 days prior to the withdrawal date.  

 I have enclosed a voided check. 
 Check (Annual) Please make payable to NAPAA and mail to the address above 

 Credit Card (Annual) 

 I authorize this amount to be charged to my credit card: $       

 Card Type:  Visa                 Master Card               Discover               American Express 

 Name on Account:       Amount:       

 Account Number:       Expiration:       

 Billing Address, State, Zip:       Security Code:       

Authorization Signature: _______________________________________ Date: _____________________ 
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ARIzONA
Glendale
The Grandidge Allstate Agency
623-570-1009
shelleyg@allstate.com
Asking Price: $980,000
PIF: 2,867 Premium: $3,400,000
Number of Staff: 3 
40+ year multi-generational 
agency for sale. Great location 
near university, hospitals. 1200 
sf; turnkey; new computers, 
printers and desks.

CALIFORNIA
Sherman Oaks
Insurance Town Agency, LLC
213-210-5185
aries3116@yahoo.co
Asking Price: $460,000
PIF: 1,443 Premium: $2,300,000
Number of Staff: 1
Affluent, high-traffic location. 
Furnished space includes 3 
offices, 4 workstations, recep-
tion area, storage/kitchen, and 
Allstate-approved technology. 
Retention 73.77%; LR 88% and 
trending downwards.

COLORAdO
Littleton
303-904-1611
fstamm@allstate.com
Asking Price: $275,000 OBO
PIF: 925 Premium: $1,200,000
Number of Staff: 1 
1600 sf fully equipped store-
front office in booming area. 4 
offices plus conference room, 
kitchen and restroom. 

CONNECTICuT
Bloomfield
Maritza Valentin
860-794-1986
mia@allstate.com
Asking Price: Negotiable
PIF: 462 Premium: $579,052 
Busy location with easy ac-
cess. Qualifies for enhanced 
commissions. $50k expanded 
markets

NEW YORK 
Brooklyn
Edward Lawson, Jr.
570-460-1228 
edwardlawson@allstate.com 
Asking Price: Please Call 
PIF: 1,900 Premium: $3,700,000 
LR: 47%, Retention: 89.67%. 
Best location in Brooklyn. 30+ 
year agent, retiring.

OREGON
Grants Pass
Piazza Allstate Agency
541-761-9576 
jasonpiazza@allstate.com  
Asking Price: $825,000 
PIF: 3,800 Premium: $3,200,000 

PENNSYLVANIA
Pittsburgh
Lawrence Ross Agency
LarryRoss67@gmail.com 
Asking Price: Negotiable 
PIF: 2,636 Premium: $2,522,201 
Number of Staff: 1 
Retention: 91%, LR: 45%, Pol/ 
HH: 2.08. 25-year agency in 
professional area of Pleasant 
Hills.

VERMONT
Vermont Agency     
413--531-4097
PatsBruins24@gmail.com
Asking Price: $525,000 
PIF: 1,600 Premium: $2,400,000 

WASHINGTON
Everett
Advanced Insurance Solutions 
206-669-0004
allstate7966@yahoo.com
Asking Price: $1,500,000 
PIF: 6,662 Premium: $5,500,000 
Number of Staff: 2 
91% retention, 52% LR

Port Townsend
Hubbard Financial Services
360-316-9237
hubbardcrew@msn.com
Asking Price: $550,000 
PIF: 2,200 Premium: $1,600,696 
Number of Staff: 2 
Established agency; perennial 
Chairman’s and MDRT. 1200 sf, 
custom furniture, new comput-
ers. Only Allstate agency in 
Jefferson county. Agency 
revenue for 2015: $285,000+

Renton
Lin Agency
425-395-6780
linkeri@yahoo.com
Asking Price: Negotiable
PIF: 2,164 Premium: $2,200,000
Number of Staff: 2
Retention 89.11%, LR 42%. 
30+ year agency in downtown 
Renton. Premium does not 
include brokered business 
(American Modern, NEA, Grif-
fin and Flood).

the NAPAA market place

Agencies for Sale Agencies for Sale Agencies for Sale Agencies for Sale

New Britain
Abraham Insurance Agency
860-280-4850
abrahamrosado@allstate.com
Asking Price: Negotiable
PIF: 690 Premium: $990,000
Number of Staff: 2 
1100 sf; turnkey; downtown. 
New Macs and printers. 
Honor Ring 2013, 2015. Premier 
Agency 2014, National Confer-
ence 2015.

FLORIdA
Bradenton
Established Allstate Agency
941-720-2505
toakinvestments@aol.com
Asking Price: $750,000 
PIF/Premium: Please Call 
Number of Staff: 2 
53% Allstate, 47% brokered.

GEORGIA
Various Locations
Mel - Seller Rep
855-306-8627 
mel@sammconsulting.com 
PIF/Premium: Various 
Broker representative.

IdAHO
Pocatello
Olson Insurance
208-317-0241
rickolson@allstate.com 
Asking Price: Negotiable 
PIF: 1,175 Premium: $938,569 
35-year agent, high ACES. 
Retiring.

INdIANA
Terre Haute
Ted Paris Agency
812-605-1237 
t-paris@hotmail.com  
Asking Price: $275,000 
PIF: 1,252 Premium: $1,275,000 
Largest producing agency in 
area. Will qualify for NOBIT 
program with enhanced com-
pensation. Buyer fully vested 
in TPP from day one on all new 
and existing renewals.

SOLD!

SALE 

PENDING!

SALE 

PENDING!

The NAPAA market 

place…where buyers 

meet sellers. Place your 

classified ad here for just 

$99 per issue of Exclusive-

focus (Price reduced to 

$50 if ad is in conjunction 

with online ad.)

For more information, go 

to www.napaausa.org, or 

contact NAPAA at 877-

627-2248, or ewiseman@

napaainc.org.

CORRECTION
The author of the article at page 30 titled, “Learning the Hard 
Way” in the Summer 2016 Exclusivefocus publication of the 
NAPAA has advised us that there is an inaccuracy in the 
article about any reference to heroin, and that the word 
“alcohol” should be substituted for any such mention.
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Exclusivefocus and DirectExpress are official publi-
cations of NAPAA - The National Association of Pro-
fessional Allstate Agents, Inc. No part of this publication 
may be reproduced without prior written permission of 
the publisher. It is the policy of this publication to reflect 
the professional thoughts and attitudes of our members 
and to advance the professionalism of the insurance in-
dustry to the ultimate benefit of the insuring public.

The views expressed by NAPAA, or any of its positions 
relative to its activities and those of its members’ actions on 
behalf of this organization, are expressly those of NAPAA, 
and do not reflect the views or the opinions of Allstate In-
surance Company, or any of its affiliates.

Letters to the Editor: All letters must include an ad-
dress and a daytime and evening phone number. We re-
serve the right to edit letters for clarity and space.

This issue of Exclusivefocus magazine may contain 
articles of interest submitted to NAPAA by outside au-
thors. NAPAA is not responsible for the opinions, advice 
or accuracy  of any information provided therein.

NAPAA’s Mission Statement
NAPAA is dedicated to the success of Allstate 

Exclusive Agency Owners and to advance the 
independence and entrepreneurial spirit of our 
members. 

NAPAA’s Goals 
Our goals are subject to alteration, influenced by 

a constantly changing environment and the needs 
and wishes of our members.

NAPAA encourages its members to actively par-
ticipate in the process of defining and refining our 
Mission, Goals and Positions. 

Our General Goals:
•		To	provide	an	organization	specifically	tailored	

to benefit Allstate Exclusive Agents
•		Monitor	legislative	and	legal	issues	pertinent	to	

Agents and their clients
•		Provide	reliable	communications	on	all	issues	

that affect Agents and the ability to call upon our 
members to act

•		Provide	Agents	with	a	distinct	voice	on	issues	
that affect them, continually exploring options and 
solutions

•		Make	tools	and	resources	available	for	members	
in an effort to increase agency value and success.

For more information, 
please visit 

www.napaaUSA.org
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BECOME THE OWNER
OF YOUR OWN
INDEPENDENT

INSURANCE AGENCY

IF YOU ANSWERED “YES” TO ANY OF THESE QUESTIONS, 
THEN IT’S TIME TO CONTACT EQUITY ONE!

Call or E-mail JEFF WILSON today for
the Opportunity of a Lifetime!

636-536-5005

Visit us online to see our growing list of carriers: GGIAUSA.com

Equity One Franchisors, LLC
or  jwilson@ggiausa.com
877-452-5476 (Toll Free) 

Are you locked with a
captive and all of the
mounting restrictions?

Are you tired of trying to
write the business “they”
want you to write?

Are you just tired of working
for someone else?

“I was with the nation’s largest captive insurance company for 8 years. During my time there, I realized that I

wanted to be an insurance agency owner with a company that would allow me to build a legacy for my family.

The opportunity with GlobalGreen has opened doors outside of the captive market and gives me the flexibility

to write not only auto and home, but also commercial, life and health and I am not obligated to sell financial

services. My monthly or annual production does not determine my commission percentages. There is only one

contract – not a start-up or multiple contract levels – for all GlobalGreen Agents, so everyone has the same

opportunity, regardless of when you start or where you live. I’ve found that I’m able to operate a successful

independent agency with low operating costs, with incredible support and tools from GlobalGreen and the

ability to sell my agency and keep 100% of the sale price.” – Adrian Lozano




