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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



L I F E  C H A N G I N G  M O M E N T S

MERGERS 

             ACQUISITIONS

                          WORKING CAPITAL

                                       REFINANCING

                                                    RELOCATION  

                                                                 EXPANSION

                                                                              RENOVATION

                                                                                           TECHNOLOGY  

Your personalized lender

L I F E  C H A N G I N G  L E N D E R

Making a big jump for your Allstate agency? We can help clear the 

way. For more than a decade, Capital Resources has served the capital 

needs of Allstate agents by originating more than $300 million in loans 

to agents like you. We also pull through with real-world advantages 

that stack up, including an efficient loan approval process, lower down 

payments than most traditional lenders, and competitive interest

rates with repayment options. For the lender who can help change

your life, with loans as low as $20,000, call 866-523-6641, email

info@CapitalResources.com or go to CapitalResources.com.
©2016 Capital Resources LLC. CA Residents: Loans made pursuant to a Department of Corporations 
California Finance Lenders License.

3415 2016 Allst Master ads.indd   2 2/15/16   3:25 PM
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Grow your business.
 with 
   Couri
   Associates.

Or Ask one of these strategic partners about Couri Associates’ value

Visit www.couriagents.com/raves/

Retain your identity

Hear what our
    associates are
         saying about our 
      focus on agents
   and our great
         commissions!

Interested in becoming part of the Couri family? Visit our website,
couriagents.com or give Steve Albinger a call at 800-444-1215.

Scan this
with your

Smartphone QR 
Reader App.

Search “QR Code” 
in your App store
to download a 
mobile reader.

Or

This is just a sampling of the quality carriers Couri represents.
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president’s message

Are Wealth and Success in Your Future? 
It’s Mostly Up to You

Jim fish
NAPAA President

PRESIDENT continued on page 8.

If you’re a newer Allstate agent, you may be won-
dering why you got into the insurance business. You 
may have even thought about quitting more than 
once. If this sounds familiar, I can assure you that 
those thoughts are normal for most agents. 

The reality is that there are just as many reasons 
to go as there are to stay, especially in the early years 
when agents struggle financially. Some of the rea-
sons for leaving are a lack of training and assistance, 
mediocre sales results, unrelenting production pres-
sures, unrealistic quotas, unkept promises made by 
management, inflexible underwriting, uncompeti-
tive rates, lack of family time, and a near-constant 
shortage of operating capital, just to name a few. 

Truth be told, I considered leaving for many of 
the same reasons, but I knew if I worked hard, my 
efforts would eventually pay off – and they did. 

When I converted from employee agent to EA 
in 1994, I made some changes that many thought 
were risky and/or controversial. My marketing ap-
proach, for instance, promoted the Jim Fish Agen-
cy brand over the Allstate brand. Another was that 
I sought employees with no insurance experience 
because I didn’t want to inherit bad habits or nega-
tive baggage from other agencies.

Because I knew how hard and disheartening 
cold calling could be, I wanted to drive more phone 
quotes into the agency. In those days, Yellow Page 
advertising was king. And while I participated in 
Allstate display ads with other agents in my mar-
ket, I also designed and purchased a full page non-
Allstate Yellow Page ad for the Jim Fish Agency, 
and the response was incredible!

I also created non-Allstate direct mail pieces 
that included postage-paid quote request post-
cards. When the returned postcards arrived, I 
divided them amongst my producers. They loved 
them because the leads were better and fresher 
than other lead sources – and they were exclusive 
to our agency. 

Before we go any further, I want to repeat the 
oft-cited adage, “It takes money to make money.” 
It is the absolute truth – provided, of course, you 
invest the time and energy needed make your 
investment succeed. Those return postcards, for 

example, would have been of little value if my pro-
ducers hadn’t taken the time to contact them.

I firmly believe that an agent’s level of com-
mitment to agency growth can be measured by 
the amount of time and money they squander vs. 
the amount of time and money they are willing 
to invest in their business. The question is: How 
badly do you want success? Rapid agency growth is 
highly unlikely without a credible action plan and 
a willingness to make sacrifices. If you’re serious 
about becoming rich and successful, it could mean 
temporarily giving up something you cherish, such 
as golf or the new car you were planning to buy. 

As many of you know from personal experience, 
FSLs have a lot of suggestions about how you 
should spend your marketing dollars. When those 
ideas don’t work, they often find other ways to 
spend your money. Before you know it, you’ve ei-
ther spent all your money, or you’ve finally learned 
not to listen to them anymore and have decided to 
build your own marketing strategy.

Here are a few suggestions that may help you 
succeed: First, stop listening to those who have 
either never sold insurance or who have limited 
insurance sales experience. Next, learn to believe 
in yourself. Sure, you’ll make some mistakes, but 
they’ll be yours and you’ll learn from them. Third, 
consider engaging in hobbies or causes that are 
beneficial for your agency. My hobby was develop-
ing advertising strategies for my agency. It allowed 
me to escape the everyday routine of running my 
agency, yet became an integral part of my success. 
My final suggestion is to be frugal when setting 
your own salary; take a minimum amount and 
wisely invest the rest into strategies that work for 
you and will grow your agency. 

Like past generations of Allstate agents, current 
agents must find something that sets them apart 
from other agents in their market. For me, it was 
Yellow Pages and direct mail. Today, Yellow Pages 
are a thing of the past and our mailboxes – both 
physical and electronic – are overflowing with junk. 

So what works in today’s world? My top choices 



grow your own book of business

we are insurance professionals
helping other insurance 
professionals get a hand up

®

asnoa.com

• access more carriers
• increase close ratios
• fully supported management system
• more control over your future
• built in succession plan if you choose

© Copyright 2017

“increase revenue faster
than you ever thought possible...”

ASNOA Hand Ad1
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Sorry for my lack of involvement late-
ly. I have some medical issues I’m dealing 
with. Nothing life-threatening, but they 
certainly complicate everything I do.

Enough about me. I’ve been following 
stuff through Direct Express newsletter. 
This certainly isn’t the company it used 
to be. My hat’s off to you and Nancy. 
I’m sure it seems like a thankless effort 
at times. There are not many people like 
you two, who would pick up the pieces 
and devote as much time and energy as 
you have to the agents of Allstate. The 
agency force, past and present, owe you 
a debt of gratitude for all you do. Most 
of the people who benefit from your ef-
forts aren’t even aware of what you guys 
go through to make their lives better.

Happy Thanksgiving to you and Nan-
cy. I hope good health is with you guys 
the rest of your lives.

Have a wonderful holiday season!
Steve & Anita

Editor’s response: Thank you for the kind 
words. People often ask why we continue to 
be involved with NAPAA after selling our 
agency 14 years ago. We simply remind them 
that people never lose their passion for the 
causes they strongly believe in. 

Of course, there will come a day when we 
will hang it up and move on – sooner for 
me than for Nancy because she’s 10 years 
younger. But even then, we will continue to 
support NAPAA. 

Sorry to hear about your medical issues. 
I’ve also had a few non-life-threatening 
health concerns myself – just part of the ag-
ing process, I guess! 

I have a concern that should be shared 
with agents whose books of business are 
$2 million or less and are shrinking in 
this uncompetitive market. My concern 
is about the minimum wage, especially 
now that Allstate has announced its sup-
port of a $15 per hour minimum wage 
for its employees, who enjoy other em-
ployee benefits as well. 

I am impressed when other agents can 
offer health insurance in addition to good 
wages, and I am sad that I can’t. It isn’t 
for a lack of sharing my income (I make 
slightly more than my producer). There 
just isn’t enough money left over to pay 
for benefits after expenses, such as rent, 
phone, marketing and business loan pay-
ments. 

Unfortunately, few of us with smaller 
books have a market where the remedy 
is as simple as writing more business to 
cover these benefits. There are excep-
tions, of course, which leads the rest of 
us to wonder how they do it. 

I think it would be interesting to do a 
survey, broken down by agency size, where 
survey respondents could offer solutions 
and best practices for solving this issue – 
including a conversation about how we 
can increase wages to $15 per hour. 

NAPAA Response: Your letter raises an 
issue that is all too common for small agency 
owners with limited resources. While a sur-
vey may provide some useful suggestions, the 
basic problem is that many smalls are un-
derfunded, leaving them with few afford-
able marketing choices. Borrowing money 
to finance a marketing campaign might be 
a good option under better conditions, but 
in the current environment, it may be too 
risky. A better idea would be to hold off until 
Allstate decides it wants to grow again.

Being an exclusive Allstate agent in 
a depressed area, I have been under se-
vere scrutiny for some time by regional 
management. In September of 2015, my 
contract was terminated for “not meet-
ing performance goals.” I maintain the 
company has damaged my book of busi-
ness, which I purchased in 2010, by in-
troducing variable comp, the town class 
reclassification program and a severe re-
inspection program. 

When Allstate was unable to find an 
approved buyer for my book in March 
of 2016, regional leadership requested 
that I “re-engage” and invest more in my 
agency, hire more employees and get my 
life and auto numbers back on track, and 
in exchange, they would rescind the ter-
mination. After taking time to consider 
their offer and to reflect on the bad taste 
they left me with, I did not immediately 

include “cause” marketing and search engine optimization (SEO). Cause marketing 
can easily become a passionate hobby that grows your business while helping others. 
The Kindness Revolution ™ offers a great program for Allstate agents. It promotes 
kindness, a cause nearly anyone can get behind. To reach them call 404-384-6060 or 
send an email to allstate@thekindnessrevolution.net. 

Improving search engine results is another key to driving more traffic into your 
agency and Captive Agent Profits can help. They can be reached at 888-347-8683 – be 
sure to ask about their special program for NAPAA members.

PRESIDENT continued from page 6.

LETTERS continued on page 34.

letter to NAPAA



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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Assuming you’re in front of the right 
prospect, there are three components in 
a successful sale:

1. Belief in yourself;
2. Belief in your product and service;
3. Your technique or sales process.
Most traditional sales training focuses on 

the third component, and while important, 
it is the least important of the three.

The key to the first two ingredients of 
the successful sale — belief in yourself and 
your product and service — is attitude and 
mindset. Without these critical pieces, the 
success puzzle will never be complete.

As the leader of your agency, your 
staff ’s proficiency and growth rests en-
tirely on your shoulders, so it is impor-
tant that you lead by example.

Number one is believing in yourself
Selling is a transference of trust and 

emotion. If you don’t believe in yourself, 
that’s a problem because your prospects 
will pick up on your lack of self-confidence. 
You must believe with your heart and soul 
that you are the very best person to help 
your prospects get the results they desire.

When I was an agency owner, I absolute-
ly believed that a qualified prospect would 
be crazy not to do business with me and my 
team. Of course I never said that to a pros-
pect, but there were times when I wanted to! 
My unwavering belief was that we had the 
ability to give customers the confidence they 
were looking for in a trusted advisor. 

Make no mistake, your prospects and 
clients will intuitively sense any hint of 
self-doubt and you’ll sabotage yourself 
without ever knowing it.

Number two is strongly believing in 
your product and service

When I first started at Allstate, two 

Sales Magic: 
Do You Have These Unwavering Beliefs?

By Allstate Hall of Fame Member, Bill Gough

of the best salespeople I ever met were 
Wayne Sandlin and Lowell Stinson. 
They were always the top two agents in 
our market of about 30 agents.

As a new agent, I was really excited to 
watch these guys and observe their tech-
niques. But when I spent a day shadow-
ing them, I didn’t see great techniques. 
They weren’t using the hottest “NLP 
(Neuro-Linguistic Programming) ninja 
technique.” Absent were fancy rebuttals 
to overcome objections. No power closes 
were used to make the sale.

Nope, they just talked to their pros-
pects and the prospects were happy to 
talk to them. Their secret was that they 
kept their focus on the prospects and 
their needs, wants and desires. They 
asked smart diagnostic questions, came 
up with a plan and presented it – and 
they closed sale after sale. At their core, 
they believed that Allstate – and their 
own ability to service their clients – were 
the best choices the prospect could make.

Contrast that with literally every other 
agent in the market, including me. We 
did not have the unwavering belief that 
Allstate was the best thing for our pros-
pects, and our sales reflected that. Wayne 
and Lowell, on the other hand, had total 
belief. As a result, that feeling was trans-
ferred to their prospects.

So, how strong is your belief in yourself 

and your product? Be honest with your-
self. If your mindset is not at the level it 
should be, do something to change it. A 
good start would be to watch the one-
and-a-half-minute video on YouTube ti-
tled, “Be Confident Like LeBron James” 
featuring Tony Robbins.

Number three is using your technique 
or sales process

If you are not using scripted, informa-
tion-gathering quote sheets along with 
the Alliance Quote System, you are most 
definitely losing sales. If you’ve convinced 
yourself, or if your sales superstar has con-
vinced you that she doesn’t need it be-
cause she’s better off winging it on the fly, 
you are mistaken. Sales pros do not wing it.

Would you get on an airplane if the pi-
lot did not have a flight plan or ignored a 
checklist of the systems operating the air-
craft? I’ve never heard a pilot announce, 
“Folks, the plane performed well on the 
flight down today. Since we’re running a 
little behind schedule, we thought we’d 
get up in the air before we do a systems 
check.” 

It’s the same with the most successful 
insurance agents. They use systems and 
processes, so everything is done the same 
way – the most productive way – each and 
every time. This is the best way to maxi-
mize your skills and grow your business.

Bill Gough is an Allstate Hall of Fame agent 
who has trained, coached and consulted more 
than 2,500 agency owners in North Amer-
ica. For more information, go to www.
BGISystems.com or call Darlene Wallace 
at 256-246-2182. Get a FREE recording 
on “How to Double Your Closing Ratio and 
Convert More Prospects into Clients” by go-
ing to www.BGIRecordings.com.

sales and marketing

allstate agency owner, 
Wendy murphy.



Increase QUALITY Lead Flow…  Increase Closing Ratio…   
Increase Cross Sales…  Write MORE Life Insurance…   

Hire the Best Sales Superstars…  Create More Freedom & Work Less… 
By: Bill Gough 
The “Wizard of Agency Success” 

Does it seem like magic when you look around at 
fellow agents? Are you mystified?  Baffled by how 
they’re doing it? 

The “Magician’s Code” is well known by most… 
NEVER Reveal Your Secrets! 

WHY do the most successful agents in this industry 
follow the Magician’s Code?!?  Wouldn’t you like to go 
behind closed doors to find out what they are doing…
that you’re not.  What are their secrets? 

The bad news… there is no magic wand… no magic 
pill… no magic words that can transform your 
business overnight.  But there are shortcuts!  In fact, 
2,751 insurance agents from all over the country (and 
even Canada and overseas) have turned to me and BGI 
Systems for help discovering those shortcuts. 

No matter how restrictive underwriting guidelines 
are or how uncompetitive your rates are… there are 
always agents that “operate above the fray” of the 
mundane majority.  They out perform by double…
triple…quadruple the ordinary agent’s results.  It’s not 
accidental.  And it’s certainly not magic.  They’ve 
figured out the secrets… 

We just mailed the advance 
priority invitations for our 
April 13-15, 2017 BGI Systems 
“Magic Camp” in Dallas, TX.
*Unless you are on our priority list, you wouldn’t have received a priority invitation. 

This is NOT an ordinary seminar like most of the 
boring crap put on for insurance agents.  Most 
seminars end with you jazzed up and motivated… but 
there’s no REAL action plan to bridge the cavernous 
gap from ideas to implementation. 

You’ll leave this BGI Boot Camp with a clear 
action plan; AND the knowledge, tools, and
resources you need to put that action plan into
motion.  You’ll actually learn HOW to do it…
not just WHAT to do.

No pretend experts here!  You know who I’m 
talking about… the speakers that have never done 
what they teach… or in their distant memories that 
none of their advice has any relevance nowadays.  I’ve 
worked hard to fill the 2017 BGI Systems “Magic 
Camp” with ONLY real experts… that practice what
they preach in the real world everyday.

In fact, at the conclusion of every BGI event I’ve 
ever done: people actually come up to me to 
complain that they have too many good ideas to 
implement.  These are the problems I like to create! 

Featured at the Boot Camp: 
Thomas Walters: A 23-year Allstate 
agency owner with a $13 Million agency 
and three locations…recognized by 
Allstate as the TOP AGENCY IN NORTH 
CAROLINA!  He’ll reveal his secrets 

for exceptional customer service and most 
importantly, how to translate that goodwill into 
deeper household penetration, greater financial 
production, rivers of referrals from ecstatic 
clients, and higher survey and ACES results.  

Jeff Jones: A 29 year agent from Miami, 
FL and a consistent rock star performer 
country wide.  With $16 Million in 
Allstate and brokered premium, Jeff’s 
single location agency has been #1 in 

commercial production for Allstate Exclusive 
Agents for the 4 most recent years in a row…and on 
pace to make it 5 (with his nearest competition hundreds 
of thousands of dollars away in written premium)!  Jeff ’s
office writes more commercial insurance in 1 
business day* than the average agent writes in 
a FULL YEAR of production.  In 2014 Jeff’s office 
wrote 1,411 commercial items totaling $1,950,255 
in NEW PREMIUM.  In 2015, 1,322 items and 
$1,998,176 in NEW PREMIUM. 

Lee R. Phillips is a nationally recognized 
attorney who has helped thousands of 
audiences understand the latest asset 
protection, business structuring and tax 
techniques.  For 30 years he’s specialized 

in solving asset protection and tax problems for 
high net worth individuals. The agency you’ve 
worked so hard to build could VANISH in an instant 
without the proper asset protection plan in place.  
This is a vitally important subject that “we” don’t 
want to talk about.  Not necessarily the most fun… 
but without having these “ducks in a row,” it could 
cripple your agency or worse your personal finances. 

Jason Juliano - LIVE Sales Call Demo: We 
are doing something we’ve never done 
before. In fact, I’ll bet no one in the 
insurance industry has ever done what 
we’ll attempt on stage in Dallas…  From 
the front of the room… We’ll set up a 

laptop and a special “red phone.”  I’ve asked agency 
owner Jason Juliano to take the live sales call.  You 
may already know Jason from his previous 
appearances at BGI events, audio CDs, or perhaps 
you have invested in one of his resources.  Jason is 
one of the best people I have ever seen at creating 
and crafting a sales presentation that makes price a 
non-buying decision. 

Bill Gough: And of course, you have me, 
your spellbinding host…  I’ll be teaching 3 
new presentations: 1) How to Conjure 
Up Realtor and Mortgage Broker 
Relationships that ACTUALLY Refer 
You New Clients! 2) SIMPLE Strategies 

for Multiplying Your Home and Auto Sales 3) 
NINE Things You MUST Do To Grow TODAY

PLUS, if you choose to attend the Boot Camp from 
the invitation, you’ll also receive these 3 bonuses… 
Bonus #1: 2 FREE Key Staff Member Seats: Bring 
your spouse, key business partners, key employees, 
or 1099 associates with you.  3 heads better than 
1… There is no better way to reinvigorate staff than 
to send them to one of our events! 
Bonus #2:BGI Systems Data Drive:  It’s a GIGANTIC 
TOOLKIT... manuals, templates, and marketing 
materials that are customizable... Every manual and 
document you’ll ever need for running and 
managing your agency AND marketing, growing, 
and retaining your book…  It will give you an 
“unfair” competitive advantage in your market!  
You’ll get our Operations Manual, Training 
Manual, Marketing Manual, Sales Manual, and 
our Employee Handbook.   
(The manuals alone are 427 pages… plus all sales, marketing, and process tools!)

Bonus #3: 30-Minute Post Boot Camp Action 
Planning Call with ME: After the 2017 “Magic Camp” 
has ended, you’ll leave with a lot of action plans, 
tools, strategies, and ideas that you’ll want to 
implement in your agency.  Following the event, 
we’ll spend 30-minutes on the phone discussing 
your goals and action plan.  The one-on-one 
insights I can give you will accelerate your results.   
(My 2016 consulting rates are $1,497 per hour, or $8,700 per day.  So, this 30-minute 
consultation represents a real $750.00 value.) 

The bigger you grow, the more you’ll be shackled 
to your agency without proven systems.  There are 
many agents that are “retired on the job.”  Golf 
every day, come and go from the office as they 
please, travel when they want… and yet their agency 
continues to grow and retain without them there.  
The secret is their systems.  We’ll give you the 
systems, then show you how to put them in place to 
free you from the straight jacket. 

More and more, we find our top-performing 
REPEAT attendees are the “slight edge 
practitioners.”  Already successful.  Already have 
systems in place.  But constantly looking to 
improve.  School is never out for the real pro.  If that’s not 
proof you should be in Dallas - then I don’t know what is. 

Let me repeat, because it’s that important… 
The top agents return to our events year after 
year after year.  That’s why many members of 
my private client group, “Top Producers Club” 
have tenure of 5+ years! 

The most successful agents don’t come in search 
of 100 new ideas.  They come in search of 2-3 new 
changes or improvements… Hunting for new 
contacts… New vendors…  For some, it’s about 
getting out of the rat-race to be around like-minded 
people.  It’s hard to talk about many of the trials 
and tribulations with your employees or family or 
friends.  It’s nice to talk to people that “get it.” 

It truly is a “rare breed” of agents that 
attend our events.  These are not the disgruntled 
agents you find at the regular market meetings.  We 
come together with one focus in mind… growing 
our profits, sell better, retain more, and thrive in 
this new economy.  Why not join us?  Please 
CALL Amanda  at (256) 246-2196 or go to 
www.BGIEvents.com/invite right now!

FREE! 4-CD “Boot Camp” Audio Set 
When you call to request the full Boot Camp 

invitation, we’ll also send you 4 of the best 
presentations from our 9 previous events!  
Please CALL Amanda at (256) 246-2196 or  
go to www.BGIEvents.com/invite to request 
an invitation online. There are several early-
bird discounts for advance registration that 
expire soon.  Please request your invitation 
NOW so there will still be time to get in before 
the discounts expire.

EXCLUSIVE INVITATION FOR N.A.P.A.A. MEMBERS:

FREE GIFT!!

Advertisement
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Bad Santa, Bad Teacher, Bad Grampa, 
Bad Moms, and Horrible Bosses! What 
sets these movies apart from the real-life 
saga of “Bad Employees”? Let’s just say 
that dealing with problematic employees 
usually doesn’t leave us laughing.

Most agency owners have run into 
employee issues they didn’t quite know 
how to handle. And while there are times 
when a little humor can go a long way to 
correct a simple problem, sometimes the 
problem is too big or too serious to be a 
laughing matter.

I constantly struggle to figure out ways 
to motivate staff while I try to maintain 
my sanity. The question I keep asking 
myself is, “Am I leading from the front 
or pushing from the back?” When I find 
myself pushing, pulling and dragging, 
my team usually responds by kicking, 
snarling and gnashing their teeth. That’s 
when I stop and remember some lessons 
I’ve learned along the way:

Problem 1: 
failing to Understand immediacy

I have had to learn to set specific dead-
lines for when things must be completed. 
In my mind, I have defined the immediacy 
of a situation, yet Ed Employee thinks the 
issue can be handled at renewal (45 days 
from now). And even though I’m certain I 
have explained that those 45 days give the 
customer too much time to shop, Ed has 
a pattern of putting things off. 

Solution: Reiterate and define dead-
lines, then ask if what you have said is 
clear and have your staff repeat your in-
structions to be certain they understand. 

Problem 2: 
Diminishing Production levels 

I love this one! Why? Because it makes 
me realize that, more than likely, Sally 
Staffer is learning from the others that 
she can slack off and now her production 
is suffering. She may be watching oth-

ers in the office do less than needed, such 
as gabbling around the coffee pot, taking 
longer lunches, slipping in a little later 
and later each day, and slow-walking to 
their desks. 

So, whose responsibility is it to cor-
rect the problem? You guessed it – it 
falls on us. Agency owners need to make 
sure everyone understands their expecta-
tions. Now, if you are OK with your staff 
sloughing off, remember that ignoring 
the problem can create a “snowball ef-
fect” that leads to an avalanche of other 
problems for you to correct. 

Problem 3: 
The Tattletale or saboteur 

These people are tricky. They come 
across as your confidant, but they are 
dangerous. We need to have an idea of 
what goes on when we’re away from the 
office, but never go along with the staffer 
who tattles on others and then asks that 
you “not say anything.” Nope, that does 
not work! You cannot let anyone – espe-
cially an employee – decide what issues 
you need to address. 

In some cases, I make the tattletale ad-
dress the matter with the other person. 
Usually, they figure out that it is really 
not that big of a deal, or they actually re-
solve it among themselves. I always offer 
to sit in on the discussion. 

Other times, I gather everyone in 
the same room and put the issue on the 
table. In my sorority, we called it “pass-
ing the gavel,” where the person holding 
the gavel is the only one who can speak 
(best to not do this with scissors, knives 
or hammers). What I have often found 
is that the tattler is jealous of the other 
employee and is trying to upset me so 
that I get rid of that person. By address-
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ing it together, this issue can be stopped 
in its tracks.

Problem 4: 
Cursing, body odor and bad breath

This problem can come in many forms 
and is always a tough topic to address 
because it is quite personal. The cursing 
thing is easy, but the odor stuff? Well, let’s 
just say it “stinks” to have to sit some-
one down over this one. In truth, I really 
suck at this one-on-one. The last time I 
had to deal with this, I went to Dollar 
Tree and bought six of everything: bath 
gel, shampoo, toothbrushes, mouthwash, 
toothpaste and deodorant. I packed each 
employee a cool bag with the items and 
gave them to everyone at a group meet-
ing. I was able to discuss the issue broadly 
and without embarrassing any individual. 
Those who were offended by “stinky 
pants” (this is what my 6-year-old grand-
daughter tends to call everyone) realized 
I had confronted the issue, and each of 
them had to wonder if it was them. OK, 
so my approach was a little wussy, but I 
have a hard time hurting someone’s feel-
ings. I hope you will try this tactic if you 
have a similar problem in your agency. By 

the way, it worked really well. 
Cautionary reminder: Keep in mind, it 

is your job to maintain a pleasant, non-
hostile work environment. If you don’t, 
you may be on the wrong side of a lawsuit.

Problem 5: 
When i am not there, less work gets done

Over time, I have learned to listen in-
tently to my teams’ stories. We may be hav-
ing lunch together when story after story 
will emerge, and I’ll ask, “When did you 
guys have time to share all of these person-
al stories, did you go to dinner together?” 
This puts them on the spot, but it also lets 
them know that I am listening – all the 
time. It also shows that I am no dummy. If 
they were being productive, they would not 
have had time to converse so much. 

Use every opportunity to discuss time 
management and assist your staff with 
utilizing their time to close more sales and 
make more money. You can have a great, 
productive staff, but they are human. 

When the cat is away the mice will 
play. If you really listen when they start 
telling their stories, you can have better, 
results-driven conversations.

None of these ideas are intended to be 

introduced in a punitive manner. Dealing 
with employee issues won’t be the highlight 
of your day, but taking the right approach 
can be a win-win for you and your staff. Yes, 
there are “bad employees” who cannot be 
fixed, and where progressive discipline and 
termination are inevitable. However, deal-
ing with problems upfront can mean the 
difference between losing an employee with 
great potential, or helping her be a superstar 
in your agency. Have the conversation, and 
be specific. 

For a long time, I tiptoed around chal-
lenging discussions. I still have a long way 
to go, even after 13 years, but addressing 
personnel issues head-on has made my life 
much easier. I think I have graduated from 
“bad” to “acceptable” as a boss, but if you ask 
my team, they will tell you I am “awesome.” 
And that is as good as it gets, even if I am a 
chicken about discussing body odor!

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 
currently has two agencies.

Thank You to our Vendor Members
support the businesses that support NAPAA
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Most of you reading this are too young 
to remember a famous advertising cam-
paign that came from a leading distribu-
tor of evaporated milk, the Carnation 
Company. The tagline of their evapo-
rated milk product claimed it was made 
from “the milk from contented cows.” 

A few years ago, a couple of my au-
thor colleagues co-wrote a book entitled 
“Contented Cows Give Better Milk.” It is 
a terrific book but has nothing to do with 
either milk or cows! What it does have 
to do with should be of interest to every 
manger, supervisor, and agency owner. 

The theme of the book is simple but 

How to Cultivate Contented Employees
By Ed Horrell

powerful… just as the best milk comes 
from contented cows, the best job perfor-
mances come from contented employees. 

I like that perspective and fully agree 
that contented employees make a sig-
nificant difference in the workplace, from 
both a customer service view, as well as for 
creating a fun workplace that encourages 
employee retention and an overall feeling 
of well-being on the job. That said, most 
employee surveys suggest that too few 
workers are content with their jobs. 

With that in mind, here are a few sug-
gestions as to how agency owners can de-
velop more contented employees:

•	 Make	 sure	 that	 they	 feel	 appreci-
ated. Surveys conducted consistently in-
dicate that the vast majority of employ-
ees don’t feel appreciated by their bosses. 
While it is awfully easy to overlook the 
importance of an employee’s job, the 
simple fact is that if the job wasn’t im-
portant, it wouldn’t exist! It is important 
that employees feel like they are needed 
and appreciated. 

•	 Appreciation	 doesn’t	 need	 to	 be	 a	
big deal. Those same surveys indicate 
that simple acts of appreciation have a 
great deal of meaning to most employees. 
Comments such as “You really crushed it 
during the auto promotion,” or “I really 
appreciate your good work this week,” 
let your employees know that you are 
watching their efforts. 

•	 Appreciation	doesn’t	have	to	cost	a	
lot, either. While it is easy to get caught 
up in “Employee of the Month” pro-
grams (and I am NOT knocking those), 
they sometimes become so expected that 
employees view them as part of their 
compensation. Try a spontaneous “let’s 
go to lunch” instead. 

•	 Listen	 to	 your	 employees.	 Ask	
them about their lives outside of work… 
what motivates them, what their hopes 
and dreams are, or what their goals are. 
You may just find some hidden surprises 
that will make your team stronger and 
even more effective! 

Remember this… showing apprecia-
tion to your employees makes them more 
efficient, more loyal, and more contented! 

Ed Horrell is the author The Kindness Rev-
olution™ and founder of the national ini-
tiative of the same name. Ed can be reached 
at ed@thekindnessrevolution.net. To learn 
more about getting involved, call Dave 
Daily at 404.384.6060 and be sure to ask 
about using your Executive Advantage.

staff management
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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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How did the end of the year go for 
you? Were you stressed out until the last 
minute about whether you were going 
to hit your life insurance numbers? Was 
selling life insurance a struggle last year? 
If so, then this article is meant for you. 

There is an easy marketing strategy that 
you can use all year to consistently drive 
life leads so you aren’t running around at 
the last minute to hit your numbers.

A Campaign to Generate Life Leads 
All Year Long

By Robyn Sharp

When does life insurance go on sale?
How do most businesses get someone 

to buy certain products? They have a sale! 
Unfortunately, this doesn’t work well for 
insurance agencies because you have no 
control over the price of your product. 
You can’t give coupons or run a promo-
tion. But there is one particular time 
when life insurance goes on sale – and 
that’s typically right before your prospect 

becomes a year older as defined by the 
insurance company.

Technically, it’s not really on “sale,” but 
the price will increase when the insur-
ance age changes. And once you’re a year 
older, the price goes up! You can use this 
to your advantage when marketing life 
insurance in 2017. 

I call this the “Life Birthday Cam-
paign” and it’s incredibly simple and ef-
fective. It has a clear, motivating call to 
action and allows you to continue mar-
keting to different clients every month. 
What could be better?

Who to target
This campaign works best with cur-

rent clients. They already have a relation-
ship with you and you know a little bit 
about them. 

Run an audit of your book and look 
for clients who are a good match for life 
insurance. Key demographics may be cus-
tomers who are likely to have young chil-
dren, such as those clients ages 25-50 and 
married. Some agents will be very specific 
while others will target any customer in 
the agency who doesn’t currently have life 
insurance. It’s up to you. Just look at the 
size of your book of business and decide 
what you can reasonably follow up on. 

Once you have your client list, divide 
it by birthdates. You could run the entire 
list now for 2017 or run it each month to 
keep it fresh. 

You should begin marketing heavily to 
your clients about two months before their 
birthday, when their rate will go up. This 
gives you enough time to do a campaign, 
follow up, quote and close without being 
too rushed. Once you know who you want 
to target, create the marketing pieces and 
a timetable for sending and follow-up.

feature



Winter 2016/2017 Exclusivefocus — 17 

The marketing sequence
First, warm-up your client with a post-

card. Most people aren’t going to call you 
from the card alone, but that doesn’t 
mean it won’t get them thinking about it. 
Explain the limited time to lock-in the 
current rate because the cost will increase 
after their age change. Note…please 
don’t put this in a birthday card. No one 
wants a birthday card that says “Happy 
Birthday, you’re one year closer to death!” 
Nothing positive will come of this.

Send the postcard, then follow-up a 
few days later with a phone call. The call 
is designed to follow-up on the postcard. 
Some agents will give the quote over the 
phone immediately, while others may 
focus more on setting appointments. 
Whatever works for you. Make sure to 
have a plan for voicemail too. You know 
that you’re going to be leaving a few.

other ways to follow up
Consider expanding your marketing 

mix by using a targeted Facebook ad. 
You can create a custom audience on 
Facebook and only show your ad to spe-
cific people. That means you upload your 
list of postcard recipients and they’re the 
ONLY ones who will see your ad! This 
keeps your ad cost lower. 

Create your Facebook ad using the 
same message and image you used on 
the postcard. This keeps the message 
strong and increases your response. 
Even if they aren’t clicking on your ad, 
just seeing it is going to reinforce the 
message from your postcard and the fol-
low up calls. If Facebook ads aren’t for 
you, just stick to good old email. Send 
an email a few days after you’ve made 
your calls and then follow up with those 
clients again. Personalize your emails by 
using salutations like, “Hi Susie” instead 
of “Dear Valued Customer.” This is also 
great for following up with people when 
you’ve left a voicemail. 

Keep the message clear 
Throughout every phase of the cam-

paign, make it really clear that there is a 
hard DEADLINE for getting the best 
rate. If they need life insurance, then 
NOW is the time to do it! 

The key to making this work is be-
ing uncompromisingly direct: the price 
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is INCREASING. If you knew those 
golf clubs you’ve been eyeing for six 
months were about to become more ex-
pensive, you are much more likely to buy 
them NOW. If you know that the house 
you want is in a great neighborhood and 
will sell above market value, you put in 
your offer NOW. It’s how we’re wired. 
We typically take action only when 
forced and often at the very last minute. 
So don’t give up on those clients after 
your first try.

rinse and repeat
If you’ve got time, keep the process go-

ing right up until date of the age change. 
In fact, consider a quick “last minute” 
phone call or email one week before the 
birthday as the VERY last chance to 
lock-in the lower rate. You’ll likely get at 
LEAST one more lead just for doing that! 

But here’s the best part… you get to 
start all over again next month with a 
new list of people! It’s truly a marketing 
campaign that keeps on giving.

Once you have the campaign pieces 
created and the system in place, it will be 
easy to repeat each month. Put the dates 
on your calendar and delegate the work 
to your team so you know it’s flowing 
smoothly. 

When December 2017 rolls around, 
you’ll be glad you created a consistent 
process and didn’t have to stress out at 
the end of the year. Why not give it a try?

Robyn Sharp, owner of Mega Agency Mar-
keting and former Allstate agent, specializes 
in helping insurance agents get referrals and 
leads through social media. Visit the Market-
ing & Professional Services page at www.
napaaUSA.org for more information. 
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Employee absenteeism can be a serious 
and costly concern for your agency. The 
problem can lead to decreased productiv-
ity, a decline in the quality of service to 
your customers, and time added to your 
already busy schedule. Worse, other em-
ployees who pick up the slack for absent 
employees may start complaining about 
being overworked and become frustrated 
by the adverse conditions in the agency.

It’s important to recognize, of course, 
that your staff are human beings. They 
get sick from time to time, and some-
times need to attend to personal and 
family issues. Occasionally, they may 
simply fail to take their responsibilities 
seriously. Whatever the cause, agency 
owners must address the issue of absen-
teeism before it gets out of hand.

Here are some things you can do to 

curtail time and attendance abuse:
Be clear about attendance expecta-

tions 
If you haven’t established clear-cut 

attendance policies, your staff won’t un-
derstand the repercussions of being late 

or missing a day of work. It’s imperative 
that, as the employer, you outline clear 
expectations about what will be tolerated 
and what is unacceptable in this area. 
This is best done before their first day on 
the job.

Establish, communicate and enforce 
a formal attendance policy 

Include a formal attendance policy 
as part of your employee handbook, or 
policy and procedures manual. Be sure to 
address the following points:

•	 Agency	hours	of	operation
•	 Lunch	and	break	time
•	 How,	when	and	whom	to	notify	in	

advance of not showing up for work
•	 When	 and	 what	 documentation	

may be required (i.e., a note from their 
doctor)

•	 Amount	 of	 illness,	 vacation	 and	
personal time allowed

•	 Disciplinary	practices	for	misuse	or	
chronic absenteeism

Don’t expect employees to remember 
every facet of the attendance policy. Take 
time to communicate frequently, and in 
detail, the need to adhere to the policy 
for the good of the business and one’s 
fellow employees. Make sure everyone 
understands the consequences of poor 
behavior. Let your staff know that if they 
weren’t an important team member, they 
would not be here.

Contending with Employee Absenteeism

staff management
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•  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

Also, your attendance policy must be 
enforced fairly across the board. If you 
have an office manager supervising your 
staff, be certain she doesn’t make excep-
tions in individual cases that can lead to 
charges of favoritism or discrimination.

Track and oversee attendance
Most agency owners mentally track 

employee attendance. As soon as there 
appears to be a problem, it is best to 
begin documenting attendance for all 
employees. 

Whether you track manually on pa-
per, in an Excel spreadsheet or with a 
more sophisticated, integrated time and 
attendance solution, you should moni-
tor attendance, requests for time off and 
schedule adjustments until the problem 
is resolved.

Absenteeism is an issue every employ-
er must grapple with at some point, but 
by communicating expectations and pro-
viding options to your staff, you can re-
duce the impact of unplanned absences. 
This, in turn, can lead to improved at-
tendance, greater productivity on the job 
and increased morale.

Looking for more articles? Check out pay-
chex.com/worx today! Paychex, Inc. is a na-
tional provider of cost-effective payroll and 
HR services trusted by more than 600,000 
businesses. 

NAPAA members save 25% on Paychex 
payroll processing and 15% on HR setup 
fees. For more information, visit www.
paychex.com/allstate or call 844-846-
7827 and mention code 5699.

Join the 
“ALL Agents Page” 

on Facebook

All new Group for Allstate Agents 
and Former Allstate Agents Only

https://www.facebook.com/groups/304988616263352/

Click JOIN
once you’re a member, the link will be under 

Groups on your Facebook page.
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When agents consider their need for a 
temporary “techie,” they typically think 
about getting help with projects like set-
ting up new computers, designing and de-
ploying networks, or troubleshooting and 
repairing a computer that’s on the blink. 
Since these are all hardware-related issues 
that require some level of expertise, it is 
not uncommon for agency owners to call 
in outside technical support. 

The idea of hiring someone to do 
custom programming or systems devel-
opment work is something most agents 
have never really pondered. Since All-
state provides the systems, pro-
grams and databases that they 
work with every day, there isn’t 
a perceived need for agents to 
develop their own databases and 
marketing tools. 

If you think about it, you 
probably don’t have any pro-
grams, databases or other elec-
tronic repositories of information that 
are unique to your agency. But since in-
formation is a fundamentally basic ele-
ment for any marketing strategy, try to 
imagine the benefit of having a source of 
information that others don’t. The inter-
net is filled with great information. The 
problem is that we are typically limited 
to seeing such information one webpage 
at a time, which often means visiting 
several webpages on a website to see all 
of the available information. 

Suppose, for example, you have a com-
petitive commercial auto rate for plumb-
ers and you want to use the internet to 
find prospects. When using a Yellow 
Pages website like www.yp.com to find 
plumbers, you can either search for a 
specific plumber, or get a list of all the 
plumbers in your area. To see the detailed 
information available for each plumber, 

Hiring a Systems Developer to Boost 
Your Marketing Efforts

By Scott Brodbeck

however, you must click on each indi-
vidual result from the list of plumbers. 
While producing a spreadsheet using 
this method is possible, it is painstak-
ingly slow, mainly because you must click 
on each plumber and cut and paste the 
information into your spreadsheet. After 
all the cutting and pasting, however, you 
will have a great marketing database of 
plumbers.

so much information, so little time
There are many websites that contain 

vital information that you can leverage 
for your marketing database. 
But just like the Yellow Pages 
example above, you are limited 
to seeing the data elements one 
page at a time, which means 
you’ll spend a lot of time cut-
ting and pasting information 
into a single spreadsheet. Da-
tabases related to selling in-

surance include county property assess-
ments, county deeds recorded, Chamber 
of Commerce membership directories, 
and local newspaper birth, wedding and 
business opening announcements. If you 
were to create databases from the ma-
terial found on websites like these, you 
would have some unique prospecting 
tools to proactively find new prospects, 
while gaining a competitive advantage 
over other agents in your market.

Technically, the concept we’ve been 
discussing is called web scraping. The ex-
ample above might be considered manu-
al web scraping, a process that takes an 
inordinate amount of time because it is 
literally done by hand. The good news is 
that there are software programs that can 
automate this process by extracting data 
from each webpage on a site and consoli-
date it into a single spreadsheet. 

Take the case of a county’s property 
assessment website, for example. If there 
are 50,000 property parcels in the county 
and each one has five webpages associ-
ated with it, there would be two differ-
ent “scrapes” that need to take place. The 
first would scrape the list of the 50,000 
parcel numbers and the second would 
scrape the data from the five pages asso-
ciated with each parcel number. If we do 
the math, the complete scrape consists of 
300,000 webpages (50,000 + (50,000 X 
5)) in order to obtain all the data nec-
essary for our spreadsheet. Obviously, it 
wouldn’t be realistic to have one of your 
support staff visit 300,000 webpages and 
cut and paste the contents into a spread-
sheet. This is an example when it would 
be prudent to hire a programmer/devel-
oper to create a program that automates 
the process. An automated web scrap-
ing process can extract data from several 
webpages virtually simultaneously. 

how does it work?
There are web scraping software pack-

ages available for purchase that include 
a scraping engine which a developer can 
set up to extract data elements from a 
website. Some developers are experts at 
the extremely detailed configuration re-
quired with these programs, while oth-
ers bypass the prepackaged scraping en-
gines and create customized programs 
(or scripts) from scratch. Then there 
are some who favor using a hybrid ap-
proach, wherein they decide on one or 
the other after analyzing the website 
they are going to scrape. There are pros 
and cons to each method and developers 
who specialize in web scraping take them 
into account when deciding on the best 
approach. Don’t be surprised if you get 
proposals from different developers that 

feature
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use completely different approaches and 
methodologies.

With very few exceptions, any website 
can be scraped for information, although 
some are more difficult than others. The 
skill and experience of the developer will 
make a difference, so if a developer tells 
you a website can’t be scraped, get another 
opinion. The legality of web scraping has 
come under scrutiny in recent years but 
there have been no edicts to indicate it is 
illegal to scrape data from a website for 
your own use, particularly if the data is 
publicly available. Scraping a website that 
contains the owner’s intellectual property 
would most likely be viewed more nar-
rowly. It is a good idea to read through 
the terms of service of the website you are 
considering, and if there are any grey ar-
eas, run it past your legal counsel. 

Web scraping is generally not a DIY 
project. It is possible to purchase scrap-
ing engine software and teach yourself 
to use it, but this would likely consume 
much more of your time than warranted 
when compared to the cost of hiring a 
developer. 

finding a developer to hire
The two most prevalent options for 

finding a developer are either from an es-
tablished consulting firm specializing in 
web scraping or finding a freelancer from 
a freelancing website such as upwork.
com or freelancer.com. There are advan-
tages and disadvantages to both and cost 
tends to be one of the biggest differences. 
Unfortunately, many people allow cost to 
be the primary determining factor, which 
is not always a good idea. 

As an example of how much the price 
can vary, I solicited bids to scrape a spe-
cific website that was fairly straight-
forward and didn’t contain any unique 
challenges. The project deliverable was 
an Excel spreadsheet containing sixteen 
specific fields for about 50,000 records 
from a single website that consisted of 
approximately 125,000 webpages. The 
responses ranged from $125 from an 
offshore freelance programmer, whom 
I found through a freelancing website, 
to $3,270 from an established domes-
tic consulting firm specializing in web 
scraping. As you can see, the difference 
is pretty significant. Interestingly, the 

CUSTOMIZED 
MARKETING LEADS 

DATABASES

Why buy leads that are being sold to other agents when you 
can have an exclusive customized database containing every

property in your county?

WANT THE X-DATE? It’s in there!

UNLIMITED USE – NO LONG TERM CONTRACTS!

BRODBECK MARKETING SERVICES
Founded by an agent and a marketing consultant. We 

offer some of the most cost-effective technical solutions 
to help you exceed your Expected Results.

724-622-2904 or by 
email scott@scottbrodbeck.com

WE ALWAYS OFFER A FREE PROOF OF CONCEPT.

offshore programmer committed to de-
livery within four days of executing the 
contract while the established firm re-
quired three to four weeks.

Considerations
Because of the variance in price, there 

are a few things you should consider 
when you make the decision to hire a 
developer. The first thing is whether it 
will be a one-time scrape or if you will 
need to scrape it again in the future to 
update your spreadsheet or database. For 
instance, a membership directory won’t 
change as often as a county property 
assessment database in that the former 
may only have a few members added and 
deleted each quarter while the latter will 
have many property owners changing 
daily. 

When you hire a developer, you typi-
cally hire them to scrape a “snapshot view” 
of the website. Beyond this specific point 
in time, both the look and the underly-
ing HTML code on the site can change. 
Therefore, a program used to scrape a web-
site today may not work later if the web-

site is changed after the initial scrape. The 
scraping program may need to be signifi-
cantly modified, or in some cases, rewritten 
from scratch, depending on how signifi-
cantly the website has changed. Updating 
your data is not usually considered when 
developers submit their initial bids, so if 
you know you will need future updates, ask 
how they will charge for subsequent scrapes 
– both with and without programming 
modifications to accommodate changes to 
the website. If one developer charges $600 
to scrape the website and is willing to scrape 
it again in the future at no charge if they 
don’t have to modify their program, it may 
be more economical than a developer who 
charges $400 for the initial scrape and the 
same amount every time you want the web-
site scraped, even when there have been no 
changes to the look or the underlying code 
of the website. 

The contract
The contract between you and the 

developer should specify which data ele-
ments from the website are to be included 
in the final deliverable. If you are having 
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a property assessment website scraped 
and the developer doesn’t include the 
property owner name in your database, 
the rest of the dwelling characteristics for 
each parcel won’t be of much value since 
you won’t know who the property owners 
are. So remember to be specific and list 
each data element. I recommend creating 
a list of individual fields so that things 
like city, state and ZIP Code are three 
separate fields. In addition, you should 
specify the format and delivery mode. 
Should it be an Excel spreadsheet, an 
Access database, a comma delimited text 
file, etc.? Should it be emailed to you, 
sent on a disc in the mail or posted on a 
website for you to download? 

Don’t entrust these decisions to the 
developer – if you do, you risk them pro-
viding it in a format that you are unable 
to read or requiring a program that you 
don’t know how to use. Make sure to in-
clude a delivery date. Even if you don’t 
have a tight deadline, you don’t want the 
project dragging on indefinitely. This is 
even more important when hiring a free-
lancer because they sometimes just dis-
appear, which could cause you to have to 
start all over again. 

Ask for references and contact them. 
Find out how easy the developer was to 
work with and how flexible they were 
if something unexpected was discovered 
while they were trying to scrape the 
website. Did they communicate effec-
tively throughout the process? Did they 
meet the agreed-upon delivery dead-
lines? Did they return calls in a timely 
manner? When support was needed, 
were they responsive and did they solve 
the problem? 

How will you contact the developer? 
Hiring an established consulting com-
pany means you should have a contact 
person with a phone number. When 
you hire a freelancer, all communication 
might be done via email and sometimes 
it’s not even directly between you and 
the developer but through the website 
you used to hire them. This isn’t neces-
sarily a hindrance, but it may be more 
challenging than what you expected. It’s 
important to know what to expect and 
that it will be an acceptable communica-
tion method. 

Will language be a barrier? When hir-

ing freelancers from a freelancing web-
site, you will often be hiring someone 
based offshore and English may not be 
their primary language. It’s important 
that you clearly articulate your needs and 
that they are completely understood by 
the person who will be scraping the web-
site, which is all the more reason to have 
a written contract detailing the specifics 
of the project deliverable. 

Will they handle updates if you want the 
website scraped again in the future? What 
if the same program works again without 
modification, or needs only minor modi-
fication, versus starting all over? Consider 
including in the contract the delivery of 
any source code the developer writes to 
scrape the website. That way, if the same 
developer isn’t available when you want 
to update your database, you at least have 
something to provide to a new developer. 

One of the biggest drawbacks to us-
ing a freelance developer is the risk that 
they will disappear between the point of 
completing the initial web scrape and 
the time that you want to update your 
database. The old adage, “you get what 
you pay for,” applies here. You may save 
a lot of money initially by hiring a low-
cost freelancer, but you could shoulder a 
much bigger risk in the future, compared 
to hiring an established professional, 
who will likely still be in business a year 
from now. 

When and how will they be paid?
Do not pay the developer before your 

results are delivered. Most freelancer 
websites require payment to an escrow 
account for the protection of both you 
and the developer. This keeps you from 
paying up front, only to have the de-
veloper disappear, and ensures that the 
developer will be paid the agreed-upon 
fee when they provide the agreed-upon 
deliverable. In addition, it allows the 
website that put you in touch with the 
freelancer to take their cut. 

If you are fronting the money into an 
escrow account, don’t be afraid to insist 
on the inclusion of monetary penalties 
for failing to deliver the finished product 
by the agreed-upon date. This will reduce 
your cost if the developer fails to deliver 
within the agreed-upon time frame. You 
should also consider including a deadline 

that gives you the ability to walk away 
and cancel the contract if the deliverable 
hasn’t been received by that date. For ex-
ample, if you agree the project is due in 
30 days, you might add a clause whereby 
the fees will be reduced by 15 percent if 
the project is not delivered on time, and 
after 60 days, gives you the right to nul-
lify the contract and receive all of your 
money back from the escrow account. 
This ensures that you won’t be strung 
along for months and then have the de-
veloper disappear without completing 
the project. 

finally, remember to negotiate! 
Web scraping is a professional service 

just like any other service you hire for 
your business, so don’t be afraid to nego-
tiate price and/or terms with the devel-
oper. You may find that you like specific 
things about one developer’s proposal 
and different things from another pro-
posal. In this event, try to get the devel-
opers to agree to the elements you find 
appealing so that you end up with the 
best fit for your needs. 

Hopefully, now as you surf the web 
you will ask yourself: “Is there something 
I could do with the information on this 
website by incorporating the data from its 
webpages into a single, searchable spread-
sheet? Would it give me an advantage 
over my competitors and help me grow 
my agency?” If the answer is yes, consider 
hiring a technical programmer/developer 
to scrape the website into a unique mar-
keting database. Information is one of the 
most important tools that you can have, 
and web scraping allows you to consoli-
date information from across a website 
into a single searchable database. 

If you have a particular website you 
are considering but aren’t sure if it will 
provide the information you’re looking 
for, feel free to drop me a note and I’d be 
happy to discuss it with you. 

Scott Brodbeck is a Microsoft Certified Sys-
tems Engineer and a Master Certified No-
vell Engineer who is also a former EA and 
IA. Currently, he develops technical market-
ing tools and provides marketing consulting 
services specializing in the profitable growth 
of insurance agencies. Scott can be reached 
via email at scott@scottbrodbeck.com.
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YOUR CURRENT PROVIDER?
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Destroy E&O with automatic call recording.
Be first to the sale with auto hot-lead 
dialing.
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with advanced software
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Blitz Lead Manager!

Get this puppy moving at
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customer service, incredible all-inclusive feature set, and money-back guarantee!
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transition planning

It has been over 25 years since I opened 
my doors. I remember the day I sold my 
first insurance policy. It was to my next 
door neighbor’s daughter, who needed 
auto and renter’s insurance. Ironically, I just 
wrote a policy on her kid’s car last week. 

Times have sure changed. I went from 
clocking in and out at the Sear’s booth to 
paying rent for my very own location. I 
went from a single agent location to one 
that includes me and my daughter run-
ning the show with one assistant. I even 
bought my own building seven years ago. 
I would have never been able to do any of 
this without the revenue from my insur-
ance agency. 

I had always planned to pass the agen-
cy down to my daughter, but I am not 
sure she wants it now. There have been 
so many changes over the past five years. 

Thinking of Selling? 
Does this Sound Like You?

By Mel Clemmons

The scary thing is that my book has lost 
over 300 items this year, yet my premium 
is bigger than it was last year. I guess 
that’s a good thing, but I don’t like the 
fact that my clients are canceling their 
policies in droves. 

My best friend’s rates recently in-
creased from $1,200 a year to a whop-
ping $3,000. He called me and said, “I 
love you like a brother, but I can’t jus-
tify paying triple just to keep you as my 
agent.” What could I say? He has a bud-
get just like everyone else. 

I just don’t know where the company is 
going. I understand that we have to make 
changes to adjust for losses, but do we 
have to do it so often? What I do know is 
that I am a local insurance agent, and my 
job is to sell insurance. The company’s 
job is to run this billion-dollar enterprise 

that I represent. 
I often struggle with the decision of 

which direction I should go. I love what 
I do and I love working with my clients, 
but I don’t want to lose everything I’ve 
worked for. Still, I don’t really know if I 
could ever part with my agency. 

My sales leader told me to let him 
know when I was ready to retire and he 
would help me. I told him my daughter 
might take over. He said, “No way. If 
you’re not growing, the company won’t 
approve her.” He also told me my buy-
er would have to be someone new, and 
someone without a current agency. 

I told him that seemed a little strange 
to want someone with no experience 
with my customers, my processes and 
the company itself. But what do I know, 
I only sell insurance. I started to think 
that I really needed someone to represent 
my interests, because it seemed the deck 
was stacked against me. Then I heard 
that we have a person who recruits for 
the company and would list my agency 
on the company website. So I decided to 
call them. 

The regional recruiter was great. I was 
told that they keep a list of people who 
are interested in buying an agency, and 
then they offered to add my name to a 
list of people to call if one of the buyers 
was looking to purchase an agency in my 
area. I said, “Wait a minute! I just want to 
explore my options. I am not ready to ad-
vertise to the world that I am leaving just 
yet.” Unfortunately, the recruiters’ job is 
to connect sellers with buyers, and once 
they do that, other people might find out 
about it. Since they couldn’t guarantee 
confidentiality, I told them to hold off. 

Still interested in getting some an-
swers, I thought the company bank could 
give me some advice, seeing as they lend 
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money to agency buyers. So, the bank 
was my next call. And yeah, they have 
someone dedicated to help agents transi-
tion or discuss transitional-type services, 
but after speaking with them, I was even 
more confused. They made me feel like 
my book was too small to sell, and even 
if I could sell it, I would have to give the 
new buyer a loan using something called 
a promissory note. To me, this was just a 
bunch of bull. All I need is for one per-
son to tell me what my book is worth 
and whether it’s a good time to sell. It 
shouldn’t be this complicated. 

I was disappointed, but I had not giv-
en up. I decided to call my sales leader’s 
boss. I just knew he could help. He told 
me my manager would work with any 
approved candidates to assist in devel-
oping a business plan that they could 
submit for approval. Then I asked how 
much I should ask for my agency. He 
said he couldn’t say, but he had heard 
that most agencies sell for two to two 
and half times. I asked, “What about 
my brokered income?” He didn’t know 
about that. Then he suggested I work 
with my sales leader, but that it might be 
best to wait, because the new agent pro-
gram might change in a few months. I 
asked if it would make my agency worth 
more money. He said he couldn’t answer 
that because everyone’s case is different. 
The one thing he did know was that I 
needed to sell more life insurance so that 
the next agent wouldn’t be in the hole in 
life insurance sales. I pressed him further, 
“What about me getting a higher value 
for my agency after my 25 years’ service? 
Are you as concerned about my well-
being in retirement as you are about the 
new agent hitting his bonus?” He looked 
shocked and said, “Thanks for stopping 
by; your manager will handle this matter 
from now on.”

Three months later and I still didn’t 
know what to do. I don’t think I want use 
a broker/consultant. I decided to call the 
agent down the street who sold last year; 
maybe he would be willing to tell me 
how he did it. After three weeks of try-
ing to track him down, he finally called 
me back from the beach. He sounded 
happy and said he has never felt better. 
He said he went through the same phone 
calls with management and the bank as I 

did – and got the same headaches. 
But then he told me that during the 

process he learned there were three ques-
tions that a seller must answer before 
they decide to sell: 

Do you feel comfortable representing 
your agency to get the best value?

Do you know what it takes to get the 
bank to see that your agency as a good 
investment?

Do you know what it takes to get the 
company, buyer, and bank to approve 
your sale for the price you want?

He said if you answer “no” to any of 
those questions, then you should prob-
ably call someone who helps people sell 
insurance agencies.

I asked, “Should I just look for a high-
profile business broker? He said there 
were three ways to go about selling an 
agency:

•	 Try	to	sell	it	yourself;
•	 Trust	the	company	to	find	a	buyer;
•	 Trust	a	professional	who	gets	paid	

to represent you in the transaction.
In the end, I decided to call the pro-

fessional. The way I see it, most of us 

only have one chance to get it right 
when we decide to sell our business. 
My advice: Don’t rush into selling your 
business based on a change in the busi-
ness climate. Keep in mind that times 
are changing – so don’t hold on to your 
agency because you think things will 
get better and stay that way. Before you 
make a move, analyze where you are 
in your commitment to dealing with 
change, where your business stands in 
this new climate, and what you want 
your end game to be. Once you under-
stand all of that, you’ll be better able to 
make what might be the biggest finan-
cial decision of your life – which could 
include hiring a professional business 
broker to get you the best deal possible. 

Mel Clemmons is an author, motivational 
speaker, business owner and founder of 
SAMM Staffing & Consulting, the #1 con-
sultant in the merger and acquisition of cap-
tive insurance agencies. Interested parties 
can contact SAMM Staffing & Consulting 
at www.sammconsulting.com or by call-
ing 678.223.7397.

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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Is a member of your staff running your 
agency down? Is he failing to achieve sales 
goals, or providing poor service that is 
leading to customer defections? Is he nega-
tively impacting the morale of your team? 

If you have owned your agency for a 
long time, you have probably encoun-
tered at least one employee whose per-
formance is unacceptable. Even if this 
is your first time dealing with this, you 
know it is awkward and unpleasant. How 
can you best handle this situation? 

Where to begin
Before you can address poor perfor-

mance, you need to determine exactly 
how the staffer’s work falls short. A good 
starting place is a clear, comprehensive job 
description that spells out the required 
tasks and skills, as well as your expecta-
tions. Documenting all of those aspects 
will make it much easier for you to pin-
point problems and identify solutions.

Developing a job description forces 
you to think through your expectations, 
as well as the way the job is structured. 
When you step back and look at the po-
sition, you may realize that it isn’t well-
defined, that it has too many responsi-
bilities, or that too much time is being 
devoted to unproductive tasks.

Lacking a job description, you could 
actually be setting your staff up to fail 
without realizing it. For example, maybe 
they don’t have a clear understanding of 
your expectations. They may be confused 
about important aspects of the job, and 
are underperforming as a result. Have 
they had adequate training for all of the 
tasks you expect of them?

You can avoid misunderstandings by 
sharing job descriptions with your staff 
members up front and taking the time 

to discuss your expectations. If someone 
doesn’t have the right skills and person-
ality for the position, either adjust the 
position to better match their attributes 
or help them find another position.

measurable expectations
If you want performance to improve, 

you have to determine a fair and effective 
way to measure it. If you tell your LSPs 
that you want them to make more sales 
calls next month, they may think just one 
more call over this month’s levels is suf-
ficient. On the other hand, if you say you 
expect each of them to make at least 60 
calls next month, they will have a clear 
understanding.

The fact of the matter
It can be difficult to explain how an in-

dividual’s performance is falling short if 
it becomes a matter of conflicting opin-
ions. If you focus instead on facts, and 
keep track of those facts, you’ll make a 
more convincing case that’s harder for 
the employee to dispute. Suppose one of 
your CSRs has been absent far too often. 
Noting that he’s missing too much work 
is vague, but saying, “Our office policy 
allows five sick days per year, but as you 
can see here, you’ve missed seven days in 
the last two months” will make it more 
difficult for him to object. Similarly, if 
you’ve told an LSP that she is expected 

to write at least six new auto policies a 
month, and she’s written just four in the 
last two months, you have solid evidence 
that her productivity is lacking.

Don’t dwell only on deficiencies; let em-
ployees know where they have done well. 
Be sure to listen to their points of conten-
tion because you may discover legitimate 
roadblocks. Address their concerns and 
invite employee input for solutions. Work 
together on new performance objectives 
and mutually agreed-upon goals. Ask how 
they would like to improve, and if there are 
new skills they would like to learn?

Then follow-up by monitoring their 
progress toward those goals and reward 
improvement. Occasionally, disengage-
ment stems from feeling undervalued. 
Saying “thank you” or “job well done” 
can go a long way to boost morale and 
productivity. 

When all else fails
Sometimes, an employee just isn’t the 

right person for the job. In those cases, 
termination may actually be a compas-
sionate step. The key is in how you han-
dle the process. If the relationship with 
the employee has been friendly, you may 
be willing to recommend other potential 
employers. Terminating people in a sup-
portive way is less stressful for everyone 
concerned, particularly when the rest of 
your staff feels it was handled fairly. 

Bill Nicholson is executive director of sales 
for Oak Street Funding. With experience 
overseeing the close of more than $100 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.

How to Manage an 
Under-Performing Employee

By Bill Nicholson

staff management
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My Reasons for Joining NAPAA

The reasons I joined 
NAPAA are many. I be-
lieve in mentors and 
NAPAA offers assistance 
with almost any matter 
pertaining to Allstate, in-
cluding expertise in buy-

ing and selling options and up-to-date 
information on legal matters of interest 
to Allstate agents. I also appreciate its 
ability to recognize and analyze national 
trends and global marketing strategies, 
all of which it shares with agents nation-
wide.

 Debe Campos-Fleenor

I joined NAPAA be-
cause I want to be heard 
by a group that represents 
the agents. I make it a 
point to affiliate with or-
ganizations for the things 
I’m involved in. Here are 

some examples:  
•	 As	a	CPCU,	I	have	been	a	member	

and on the board of their professional as-
sociation;

•	 As	 a	 homeowner,	 I	 have	 been	 a	
member and on the board of the home-
owners’ association; 

•	 As	 a	 condominium	 owner,	 I	 have	
served on the board of the condominium 
owners’ association; 

•	 As	a	student,	I	was	a	member	of	the	
student council; 

•	 I	also	vote	because	I	pay	taxes.
How many times have you elevated a 

concern to the corporation or your sales 
leader only to realize that you are whis-
tling in the wind? As part of an associa-
tion, your voice is much more likely to 
be heard and your chances of affecting 
change or getting the help you need are 
greatly enhanced.

 Claudia Gamache

I joined NAPAA be-
cause I firmly believed 
that if there were enough 
members, the company 
would back off some of 
its heavy-handed dealings 
with agents. I still be-

lieve it, but am disappointed that so few 
agents see that value. When the com-
pany failed to live up to the promises it 
made to agents who voluntarily switched 
their contracts to independent contractor 
status, I was outraged and felt like I had 
been scammed. It’s hard to be loyal to a 
person or company that insists on abus-
ing you.

Judy Ost

When I first started out, 
I could not even consider 
joining NAPAA because 
my husband was a manag-
er for Allstate. The think-
ing was that my career was 
just beginning and joining 

NAPAA would be frowned upon. 
Once my husband was forced out of 

the company because he refused to re-
cruit agents into a difficult situation, I 
decided to act. I called Nancy Fish and 
we had a long talk. I knew I wanted 
NAPAA in my corner if the occasion 
ever arose.

Not only did I join, but I ran for a po-
sition on the board! I have never looked 
back, and to the best of my knowledge, 
I have never been penalized by Allstate 
management for joining NAPAA.

Frankly, I needed NAPAA’s support and 
understanding. I am not a negative person 
or need to vent my frustrations, so it wasn’t 
about any of that. Instead, I truly needed 

moral support at a very difficult time in my 
life and they helped me get through it. I ex-
perienced the value of NAPAA firsthand, 
and as a result, I decided do my part by giv-
ing back to other agents.

We are all in this together, and if I 
can help my fellow agents by sharing my 
ideas, then perhaps I will eventually pay 
forward all the good that NAPAA has 
done for me.

Lezlee Liljenberg

My main reason for 
maintaining a member-
ship in NAPAA all these 
years is to know that I’m 
not NUTS!

In all seriousness, we are 
so isolated from one an-

other that management can spoon-feed 
us all kinds of nonsense to make us be-
lieve we are the source of the problems 
– not the company, not the system, and 
not underwriting. Yes, they will have you 
believing you are the problem and that 
everyone else is doing great!

New agents, in particular, need to 
know there is another side to what they 
are being told so that they can make 
proper decisions about their businesses. 
These agents need access to the kind of 
balanced information only NAPAA pro-
vides.  

We used to work in groups. We had 
holiday parties and picnics. We talked 
shop, shared ideas and solved problems. 
Now we have teleconferences (to keep 
us apart) and blogs, which are fine, but 
the blogs don’t have the power to change 
anything, whereas NAPAA does.

It’s worth a dollar a day to know some-
one has your back!

Virginia Ottenberg

NAPAA highlight

Continued on page 30.
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Allstate Agents:
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One constant you will find 

is that through thick and thin, 
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the agents of Allstate.  Our organization 

takes a stand to help ensure the 

success of Allstate agency owners.  

Let us count you as one of the 
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877-627-2248 or visit us at 

www.napaaUSA.org.
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The big reason I joined 
NAPAA was because 
Allstate made us inde-
pendent contractors and 
then treated us the same 
as before. My hope is that 
someday, the IRS will act 

on the materials they have in their pos-
session and force Allstate to treat agents 
properly. 

Greg Thompson

I have been a member of 
NAPAA since the original 
agents got together. My 
reasons for joining haven’t 
changed. We agents, need 
representation. Without a 
strong organization, our 

concerns will not be addressed and no 
one will have our backs.

A strong association has the ability to 
bring about change and keep the agent’s 
welfare in the forefront. Allstate hasn’t 
dealt fairly with the agents for many years. 
Promises haven’t been kept, rules change 
on a whim and no thought is given as to 
how the many changes will affect agents 
in the field. The company needs to be held 
accountable, just as we are. 

Agents need to stand together for mor-
al support, and exchange ideas on ways 
to make our careers better and more re-
warding – and without fear of being fired 
for not meeting whatever quota the com-
pany has decided to enforce this year.

NAPAA is a positive influence. It has 
only the best of intentions for Allstate 
agents and has no hidden agenda. 

I am proud to be a long-standing sup-
porter and current board member of this 
great organization.

Chris Miller

I joined NAPAA to 
make a statement to man-
agement that I do not 
agree with the decisions 
and actions the company is 
taking. In the past, agents 

could depend that decisions made in 
Home Office were based on three prin-
cipals. Is it the best interests of the Com-
pany? How will affect our mutual clients - 
our insureds? How will it affect the agency 
force?  All three were weighed nearly 
equally in importance. I am not sure 
this is the case today. Recent decisions 
appear to be based on the benefit to the 
company’s bottom line and stock price 
– first and foremost. Agents need their 
voices and concerns heard. One voice is 
not loud enough. Through NAPAA, we 
can have the volume needed to be heard.

Ted Paris

I am a person who be-
lieves you must be in-
volved in some small way 
in the things that mean a 
lot to you: your children, 
your family, and in what 
you do every day. I became 

an Allstate agent because I liked taking 
care of people and I thought I could do 
that, and make a good living for my fam-
ily – the best of both worlds. I’m still 
here almost 30 years later. 

Early on, Allstate gave us a chance to 
help clients and sell a product we could be 
proud of. Management took time to know 
agents and promoted a strong and honest 
work ethic. Today, not so much. Joining 
NAPAA was my way of fighting for what 
I believed in – a great company with great 
people and great product. There will al-
ways be change, but the core beliefs and 

actions of a company in the business to 
make people whole should not change.

Take care of people and they will take 
care of you. This is a simple concept, but I 
believe it with all my heart. I have a small 
office and I know every customer and every 
customer knows me. To me, that is being a 
“trusted advisor.” I always tried to walk the 
talk. I felt NAPAA had most of those same 
beliefs, and I wanted to be involved with an 
organization that made the effort to encour-
age fair treatment for agents. Without fair 
treatment, we can’t run our offices profitably 
or take care of the very people that take care 
of us, which, in turn, allows both us and All-
state to grow and flourish. 

NAPAA is interested in the long-term 
success of Allstate and its agents, not short-
term profit for the sake of management and 
a board of directors who see only dollars and 
not people. Agents are the backbone of this 
company along with the people we serve. 

Janet Begley

I joined NAPAA be-
cause it’s the only orga-
nization whose sole pur-
pose is the success of the 
Allstate Exclusive Agent. 
In my almost 30-year ca-
reer, there have been ups 

and downs, but NAPAA has always 
been there for its members. Although 
you hear it on the Weather Channel, I 
believe that NAPAA coined the phrase: 
“Together We Know More.”

Dale Revels

Check it out….
Visit the Agency Operations tab for members only at  

www.napaaUSA.org 

•	 Staffing
•	 Compensation
•	 Sales	Contest	Ideas	
•	 Training
•	 Employment	Best	Practices

And… more great content online at www.napaaUSA.org

For members only! Login today.

Continued from page 28.
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There is nothing like the beginning of 
the year to find some much-needed mo-
tivation. Last year had its ups and downs 
and this year will have its own challenges, 
but setting your goals now and sticking 
to them throughout the year will greatly 
enhance your chances for success.

Unfortunately, some of us set goals that 
are unrealistic and therefore unattainable. 
Some folks always seem to aim too high, so 
they fail consistently. Most of them don’t 
even come close to achieving their objec-
tives. The first rule in goal-setting is to 
make them believable and achievable. To 
establish an attainable goal, use your best 
year as a starting point, and increase your 
target goal from there. If, for instance, you 
wrote 250 autos last year, will it be possible 
to write 300 this year? If so, how? 

To achieve 300 autos, you might have 
to do a few things differently, which will 
require a little reflection on your part, 
starting with what you could have done 
better last year. To do this, you’ll need to 
critique yourself. There is always room 
for improvement, so analyzing last year’s 
success or failure will undoubtedly reveal 
information that, perhaps, you may have 
never otherwise realized. 

It seems simple enough, but if we really 
think about it, the definition of success is 
different for everyone. For some, success 
means making more money, increasing 
asset values, and writing more business. 
For others, it might mean spending more 
time with family, volunteering for a cause 
you believe in, coaching your kid’s sports 
team, or not missing a single recital. And 
others may just want more leisure time in 
order to get away from work, travel the 
world, or fulfill their bucket list. As you 
can see, success often means something 
different to each of us.

Our interpretation of success can also 
change from year to year. We are all at 
different stages in our lives and careers. 
What used to be vitally important to us 
may no longer be the center of our focus 
anymore. Maybe you have built up your 
agency and are still experiencing great 
momentum, yet you find that you now 
are too busy to enjoy the fruits of your 
labor. Or maybe you are just starting out 
and all you have is time. Everyone needs 
to be real honest with themselves and 
ask, “In my current stage of life, what is 
the meaning of success for me?”

I know this seems a little like sing-

ing Kumbaya around the campfire, but 
if you really think about it, if you don’t 
know where you’re going, how will you 
know when you have arrived? Think of 
2017 as a great road trip. The first thing 
you should determine is where you want 
to go. Then chart a course that will take 
you to your destination as efficiently 
as possible. While this might seem 
simple enough, don’t forget to plan for 
unforeseen roadblocks. They will hap-
pen along the way and when they do, 
they seldom occur at opportune times. 
Think of your role in this journey as 
that of a navigator, and remember, it is 
your job to stay on course, which is best 
accomplished by taking these obstacles 
in stride by not letting them hijack your 
plan for success. 

In closing, there are many versions of 
success. It is up each individual to deter-
mine what they want to accomplish in 
their life and business. People often lose 
focus because they haven’t found an ef-
fective and consistent method of keeping 
new business flowing into their agencies 
without sacrificing tons of personal time 
and energy. The good news is that such 
methods do exist. Perhaps the best single 
new business driver is search engine op-
timization (SEO). In my opinion, it is 
the one gift that keeps on giving. You 
may want to give it a try.

David Neuenschwander is a nationally rec-
ognized specialist at Captive Agent Prof-
its, a company specializing in proven SEO 
strategies. In an effort to help keep NAPAA 
members informed on SEO developments 
and how SEO benefits their agencies, 
NAPAA had partnered with Captive Agent 
Profits. To learn more, go to www.napaau-
sa.org. Click on the Agency Resources tab. 
Click again on the Marketing & Profes-
sional Services page and look for Captive 
Agent Profits.

Navigating Your Course in 2017
By David Neuenschwander

sales and 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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respond. After Allstate believed it had 
found a suitable purchaser for my agency, 
it rescinded the offer for me to “re-en-
gage,” forcing me to either take TPP or a 
very unacceptable purchase offer.

At this point, I am in negotiations to 
sell at month’s end. Instead of forcing 
me into TPP, Allstate used me as a place 
keeper for their customers in the area. As 
a reputable business owner, I could not 
leave the people I worked hard to acquire 
and whose trust I gained, so I committed 
to stay on until the deal was done. Now 
I am forced to accept less than 50 cents 
on the dollar on the amount I paid for 
my book in 2010 – all because of the 
detrimental actions Allstate has taken 
since then. I experienced a 20% drop in 
policies immediately following the 2010 
town class modifications, and more than 
60% of my property re-inspections over 
the past 3+ years have come back unac-
ceptable and virtually uninsurable. With 
all those terminations, I suffered a huge 
loss of business, which was further ag-
gravated by the loss of the supporting 
lines of business that followed those 
angry customers out the door. It is my 
contention that Allstate does not have 
the small rural agents’ interests in mind 
when making such devastating decisions. 

I want to thank you for circulating the 

petition to end variable compensation. 
Although it is too late for me, I hope 
that NAPAA plans to present the peti-
tion to Allstate management and that it 
will make a difference for others who are 
struggling with these issues that plagued 
my business plan. 

I offer my story as a cautionary lesson 
for your members and readers. Thank 
you for taking the time and consider-
ation to read my email.

NAPAA Response: I am saddened by your 
story, and wish you the best as you move on 
and put this experience behind you. We will 
be forwarding the petition results to Allstate 
management soon. When agents participate 
in our surveys and petitions, management 
pays attention. NAPAA will continue to 
give agents the opportunity to voice their 
views in future surveys and petitions, which 
will also be passed on to senior management.

We had an excellent response from 
the Good Hands for Literacy article you 
published in Exclusivefocus last year. I’m 
hopeful we can attract even more agency 
owners to become involved in their com-
munities in the New Year. 

Following this letter are some respons-
es to our Good Hands for Literacy proj-
ect since last summer. I’ve also attached 
our summer newsletter in case you want 
additional information on our project.

We now have a 501(c)(3) non-profit 
called Golfers For A Cure. Some of the 
charities we support include: Juvenile 
Diabetes Research Fund™, Coins for 
Alzheimer Research Trust™, Autism 
Research Institute™, and The Leukemia 
and Lymphoma Society™. Your readers 
can learn more about this non-profit at 
www.GolfersForACure.org.

Thanks for all you do!

Sincerely,
Shannon Harvey 
864-228-2122

“Attached is my donation. Thank you 
for getting the word out!” 

Tom W., Parker, CO

 
“This is my personal passion. I offer 

my congratulations to you for developing 
a great way to reach out to all our kids.” 

Barbara H., Morristown, NJ
 
“Enclosed is my donation. I’m glad 

this is something you’re passionate about 
also.” 

Debbie S., Winston-Salem, NC
 
“I thank you for helping us start this 

program in North Carolina.” 
Tammy F., Swansboro, NC

 
“Sign me up! Thanks!”

Rich P., Charlotte, NC
 
“This is such a worthwhile effort and 

I pray it will be a big success. Thank you 
for reaching out to me and extending the 
invitation to participate.” 

Carolyn G., Charlotte, NC
 
“I’m sharing this with others I know 

to see if we can get some traction for this 
program around the country.” 

Justin B., Louisville, KY

LETTERS continued from page 8.

letters and articles submitted 
to napaa may be edited for 

clarity, space, grammar, syntax 
and suitability. names of agent 

contributors will only be published 
with writer’s permission. 

Letters and other 
submissions can be 

e-mailed to 
exclusivefocus@napaausa.org 

or mailed to 
napaa, 22 n. Carroll st., suite 300

madison, Wi 53703
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To learn how we can help you increase your agency 
income and value, contact us today. 

info@siaa.net | www.siaa.net

Become instantly

BIG!
With over $6 Billion of in-force premium nationally, SIAA provides 
independent insurance agents with the ability to compete with much larger 
agencies, including access to very competitive insurance companies. 
Our business model empowers member agencies to write more premium, 
increase agency income and grow agency value.
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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:       DOB 
(MM/DD):       

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:       

Mentorship:  I am looking for a mentor  I would like to be a mentor for a new agent  Not Interested  

      
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.

North Phoenix
Tony Silva Agency
602-863-2909 
tonysilva2@allstate.com  
Asking Price: Please call 
PIF: 1,200 Premium: $1,325,000 
Number of Staff: 1 
28-year agent, retiring. Great 
location, long-term clients. 
Outstanding EFS in agency 10+ 
years. Owner willing to stay at 
no charge for up to 4 months 
and staff will stay on as well. 

CALifoRNiA
Sherman oaks  
Insurance Town Agency, LLC
213-210-5185 
aries3116@yahoo.com 
Asking Price: $460,000 
PIF: 1,443 Premium: $2,300,000 

CoLoRADo
Littleton
Stamm Insurance Agency
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. Owner 
carry available; lease/manage-
ment option.

LoUiSiANA
Lafayette
Allstate Agency
337-207-0148 
raginmario@gmail.com 
Asking Price: Please call 
PIF: 267 Premium: $448,332 
Number of Staff: 1 
2-year agency qualifies for 
100% enhanced commissions. 
800 sf, rent $850/mo. Shopping 
center location.

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 agency, retiring.

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. 26-year agency in 
professional area of Pleasant 
Hills.

TExAS 
Houston 
Allstate Galleria Area 
281-620-7968
zxinvestments77@gmail.com  
Asking Price: $425,000
PIF: 828 Premium: $1,531,000
Number of Staff: 1.5
Great location in Houston’s 
Galleria Area. Many out-of-
state transfers. Additional 
revenue from flood, TX wind 
policies, TX Fair Plan and 
multiple iVantage books.

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 OBO 
PIF: 2,200 Premium: $1,600,696 
Number of Staff: 2 
Established perennial Chair-
man’s and MDRT. 1200 sf, 
custom furniture, new comput-
ers. Only Allstate agency in 
Jefferson county. 

Poulsbo
Hubbard Financial Services
360-316-9237
hubbardcrew@msn.com 
Asking Price: Negotiable 
PIF: 1,293 Premium: $1,249,000 
Number of Staff: 2 
Excellent location, new furni-
ture, computers. Fast growing 
new home market.

the NAPAA market place

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

Longmont
Allstate Agency
303-902-2649 
lukiandloli@gmail.com  
Asking Price: $500,000 
PIF: 1,600 Premium: $2,048,000 
Number of Staff: 1 
22-year turn-key agency in 
busy strip mall. High retention, 
great staff, excellent AES, new 
F&E.

CoNNECTiCUT
Maritza Valentin
860-794-1986 
mia@allstate.com 
Asking Price: Negotiable 
PIF: 462 Premium: $579,052

fLoRiDA
Southwest florida
Large Allstate Agency
successisachoice3@gmail.com 
Asking Price: $4,200,000 
PIF: 4,381 Premium: $13,000,000 
Number of Staff: 6 
Award-winning agency, high 
retention, experienced staff. 
Busy strip mall location. 
Revenues 60% Allstate, 40% 
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 

SOLD!

SOLD!

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.
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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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