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

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

Get this puppy moving at
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president’s message

National Conference Provides Tools, 
Strategies for All Agents
debe Campos-Fleenor, napaa president, Active Allstate Agent

I am proud and excited that your new NAPAA board of di-
rectors and executive director have hit the ground running, 

completing our very first conference in five years. We had a 
great deal of help from our outgoing executive director, Nancy 
Fish. Kudos to her and everyone else who put so much into the 
conference. It was an important conference offering solid ideas 
and processes to help us perform at our best.

Prior to the conference, I met with groups of agents to en-
courage attendance and membership in NAPAA. One of the 
most common threads that I heard was a concern that NAPAA 
is sometimes too negative. These agents have known me for 15 
years and can attest that if NAPAA was a negative organization, 
I would not be serving as president. I can state the rest of the 
board of directors’ members feel the same. NAPAA’s purpose 
is to be an advocate for the agency force. It should not be per-
ceived as negative when we speak out on issues that affect our 
agencies and livelihood. It’s our responsibility to raise concerns 
and question the Company’s actions when needed. It’s how we 
convey these areas of concerns that make the difference. We will 
continue to speak out on issues that need to be addressed.

There are areas in need of improvement. The IPS mover is a 
painful experience. Frequent technology outages adversely af-
fect our ability to close business. Like the big fish that got away, 
I’ve had more than one client impatiently leave because system 
outages wouldn’t allow me to bind a policy. Seeking to improve 
the Allstate working experience is one of the most important 
objectives of the NAPAA organization. NAPAA represents the 
best and most effective option to protect our interests as agency 
owners and to drive for positive changes within Allstate. That 
said, please complete the new agent survey that is included in 
this issue of the ExclusiveFocus. The Company needs to hear 
agents’ concerns from more than just the NAB and AEC.

This year’s NAPAA conference provided a number of valuable 
sessions to help address some of the issues we experience all too of-
ten. We learned from board members Lezlie Liljenberg and Dale 
Revels about how they have managed to work through some of the 
constraints by utilizing Ivantage. They truly have it down. 

Board members Virginia Ottenberg and Rob McBride gave 
agents alternative ways to deal with technology problems. Rob 
has years of IT experience and offered valuable work-around 
solutions to keep your business moving. Virginia is a long-time 
agent, and she is a great resource on how some policy provi-
sions have changed through the years. Our professional speak-

To our friends affected by this season’s hurricanes
As many of you know and perhaps some of you 
have experienced firsthand, hurricanes Harvey 
and Irma have affected the lives of many of our 
friends, fellow agents and loved ones. We at 
NAPAA send our sincere thoughts and prayers 
to each of you. We applaud the Allstate Founda-
tion for their $1.5 million commitment to help in 
Texas and Louisiana, which included a dollar-for-
dollar match of contributions made by Allstate 
agents. NAPAA’s Board of Directors will keep you 
informed of any other relief efforts the board 
may be able to incorporate. 

ers talked about how to run your business as a business. Many 
great tips and ideas were shared.

Unless something changes, it appears the 12-month IPS 
mover requirement will remain. At the conference, agents and 
EFSs shared how thinking outside of the box could be helpful 
in attaining those goals. Allstate agents with marketing back-
grounds shared creative ways to drum up new business. The 
attorney representing American Family agents related recent 
legal proceedings that arose as that company overstepped its 
boundaries, interfering with the independent contractor agent 
model. I don’t want to be an employee of Allstate, but I need to 
know when the Allstate rules and requirements get in my lane. 
That’s not negative, it’s just defensive driving. And I’ve got the 
Drivewise to prove it!

Where else but NAPAA can you just shoot the breeze with 
our own attorney, Dirk Beamer, and get insight into the legal 
issues important to your business? Be sure to check out Dirk’s 
article in this issue “Can they do that?” The insurance busi-
ness is dynamic and new legal issues seem to crop up monthly. 
NAPAA can help keep you updated.

My goal is to ensure that NAPAA remains a positive force in 
helping you make your daily business thrive. Identifying prob-
lems is not negative; it’s the first step in making positive change. 
If you haven’t before, I challenge you to give NAPAA a second 
look. As the president, I can assure you that NAPAA and the 
supporting board are dedicated to your success and protecting 
our rights as agents. We’ve got your back! Ef
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from the executive director

NEW! 2017 Allstate Agent 
Satisfaction Level Survey
Ted paris,  napaa executive director

We know you don’t like surveys. But in this case, we be-
lieve a large survey response will help the agents of All-

state voice their concerns. The company needs to be aware of 
the concerns of the agency force and how their decisions affect 
how we run and manage our agencies. Allstate’s agents drive the 
vast majority of revenue into Allstate. Agent morale is impor-
tant to analysts and to the Allstate shareholder. 

NAPAA is conducting a new survey that measures how satis-
fied agency owners are with Allstate. The Agent Satisfaction 
Level Survey is open to all active Allstate agents. What on your 
mind? IPS? Variable comp? Are technology problems costing 
you time and money? This is your anonymous opportunity to 
candidly tell company decision-makers how they are doing and 
where they can improve.

If you are skeptical about a how a simple survey can make a 
difference, when NAPAA conducted an agent survey in 2012, 
over 1,800 Allstate agents completed it. Troubled by the in-
fluence that negative agent sentiment might have on company 
performance, analysts with investment bank Stifel, Nicolaus 
& Co. contacted NAPAA requesting the use of the NAPAA 
survey results for their investors’ report on Allstate. The 2012 
NAPAA Survey was instrumental in encouraging Allstate 
management to soften changes to agent commissions and work 
toward improved relations with its sales force.

A large response to the Agent Satisfaction Survey will pro-
vide agents with:

• A comparison to the 2012 and 2016 overall agent satisfac-
tion level. 

• A consensus on the current issues of concern based on ma-
jority ranking. 

• A unified voice seeking changes in certain Allstate manage-
ment behaviors. 

The survey results will be shared with agents and Allstate 
prior to the Las Vegas Leaders/National Forum in May 2018.

The National Association of Professional Allstate Agents, 
Inc. is a nonprofit organization, providing its members with 
reliable communications on issues that affect Allstate agency 
owners and their customers. NAPAA is the only organization 
dedicated to advancing the interests of Allstate agency owners.

The advantages of NAPAA membership - find out what 
you’re missing! In addition to educational webinars, NAPAA 
members have access to a host of online resources for marketing, 
staffing and operating their agencies. To see a variety of ways 
NAPAA supports you as an agent, visit our advocacy page, tour 
our website and preview some of the benefits of membership. 
Membership is $375 per year, or $31 per month with the auto-
matic EFT draft option. Join online or fill out the membership 
application in this magazine. Ef

Have any questions? Please feel free to call or email me personally. 
Ted Paris, NAPAA Executive Director, 877-627-2248,  TParis@
napaaUSA.org , www.napaaUSA.org.

Take the survey at 
www.surveymonkey.com/r/2017_agentsatisfaction



Whether you’re maturing, expanding or planning to exit your 

agency, growth should be a common theme. Oak Street  

Funding’s loan products have helped numerous Allstate Agents grow their businesses by hiring staff, initiating 

marketing strategies, upgrading technology and more. Our clients appreciate our in-depth knowledge of  

lending to the insurance market.

Gearing up to grow? Check out our new white paper for best practices at oakstreetfunding.com/nd

Get a quote and  
learn more today. 

844.357.9348  
oakstreetfunding.com/allstategrow

Customized Loans
• Flexible structures
•  Amounts starting at $25,000
• Terms up to 12 years
• Quick loan process

Uses of capital
• Mergers & Acquisitions

• Working Capital

•  Successions and Owner Buyouts
•  Business Debt Consolidation

Where do you want to take 
your Allstate® agency?

Loans and lines of credit subject to approval. Potential borrowers are  
responsible for their own due diligence on acquisitions.  

CA residents: Loans made pursuant to a Department of Corporations  
California Finance Lenders License (#6039829).

a first financial bank company

We’ll get you there.
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Training new employees may be 
among a series of to-do items on 

a first-day checklist, but it should also 
be well planned and strategically devel-
oped. It’s widely understood that the new 
employee onboarding experience is a key 
element in the ability to retain a new hire. 
What’s critical is identifying and imple-
menting training and onboarding tech-
niques that can result in new employees 
who are eager to invest their skills and 
enthusiasm into your business.

Here are some techniques for training 
new employees to bolster your onboard-
ing program:

Clarify the underlying purpose. Ef-

fective onboarding involves much more 
than simply outlining the responsibilities 
and job duties of a new hire’s position. 
The broader purpose is to instill an in-
depth understanding of Allstate’s and 
your agency’s history, culture and mis-
sion. Presented in a positive, all-inclusive 
manner, this approach can result in a 
burgeoning sense of pride on the new 
employee’s part, and a strong willingness 
to hit the ground running.

Present the resources available to 
new employees. A certain amount of 
knowledge must be conveyed at the out-
set of the training process, but too much 
information all at once may become self-

defeating. Instead, provide all the mate-
rials a new hire needs to learn on his or 
her own during the onboarding process. 
This can include handouts, newsletters, 
and links to Allstate’s training, so new 
employees can easily locate and refer 
back to this information.

Design each training session with 
distinct goals and content. Structure is 
essential. Set up individual sessions (or 
modules), each with its own objective, 
and the tools needed to work through 
that session. As for the content of these 
modules, simple is often more effective 
than complicated. As you know, in order 
for the LSP to get licensed thru Allstate, 
the training is very detailed and outlined. 
Make sure you follow these step by step 
to complete in a timely manner. There 
are not many short cuts so just make sure 
the new hires follow the outline.

The same can be said for what you’re 
attempting to communicate (information 
about policies, vision, etc.) and how you 
express it. Where possible, avoid lengthy 
blocks of text and also avoid using All-
state’s jargon and any acronyms. Opt in-
stead for easy-to-grasp bullet points and 
graphics that convey the essence of your 
message as clearly as possible.

Employ a variety of learning tools. 
Not everyone learns at the same pace 
or by the same methods, and successful 
onboarding programs embrace a variety 
of learning resources. In addition to fol-
lowing the requirements that Allstate 
has for binding approval and computer 
access, make sure you cover your agency’s 
rules, expectations, and the agency hand-
book. They work for you so make sure 
they know what is required to work in 
your agency. It also helps to offer some 
“real-life” experiences, such as shadow-
ing another employee or establishing 

Training New Employees Starts with an 
Effective Onboarding Program

staff solutions
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mentoring programs. Wherever new 
employees can apply what they learned 
in the training to the job it increases 
their sense of comfort and builds confi-
dence in their ability to master an unfa-
miliar work environment.

Develop an accessible, ongoing 
training program. Building on the prev-
alence of mobile devices, make sure your 
agency is compliant with current Allstate 
rules and requirements. More impor-
tantly, make sure that your agency instills 
the idea that training is ongoing, rather 
than something that new hires must sim-
ply start and complete during their first 
days on the job.

Consider setting up a detail sched-
ule for them to follow, both to reinforce 
what’s been taught previously and to 
introduce new elements. Knowing that 
training is part of their job makes the 
experience feel more consistent and rel-
evant to their growing knowledge base.

Seek employee feedback. After the ini-
tial training is over, invite your new staff to 
offer insights into what worked and what 
was less successful during the onboarding 
process. Understanding what elements of 
the program were most gratifying as well 
as what could have been better for easing 
in to a new workplace are critical to get-
ting producing early. Based on this input, 

you can consider refining the program to 
better ensure a higher level of success for 
future new hires.

Effective onboarding often translates 
into a sense of confidence and belonging 
on the part of new hires – a key factor 
in determining whether they will remain 
part of your agency. And their tenure is 
crucial: retaining talented employees can 
directly translate into greater stability 
and productivity for your agency. Ef

Adapted from “Training New Employ-
ees Starts with an Effective Onboarding 
Program” by Paychex Worx, June 14, 2017, 
www.paychex.com/worx. 

Looking for more up to the minute articles? 
Check out paychex.com/worx today! For spe-
cialized NAPAA member benefits on payroll 
and HR, contact Paychex at 844-846-7827 
and mention code 5699. Paychex, Inc. is 
a national provider of cost-effective pay-
roll 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.

Effective onboarding involves 
more than outlining responsibili-
ties and job duties. The broader 
purpose is to instill an in-depth 
understanding of your compa-
ny’s history, culture and mission.

Your Customers
are in Good Hands,

but are Your HR and Payroll?

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

• Payroll and HR administration  
• Time and attendance
• Employee onboarding  
• Custom handbooks
• Manager training and development

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

paychex.com/allstate
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sales and marketing

Are you ready? I mean, are you really 
ready? I hope so! The holiday sea-

son is right around the corner and no-
body, and I do mean nobody, is thinking 
about buying insurance on Christmas 
Eve. In other words, if you are going to 
maximize your bonus and make a trip, 
now is the time to act. I want to talk to 
you about something that, for many, has 
changed the entire atmosphere of their 
agency. And no, I am not talking about 
someone bringing in four-day-old tuna 
salad. I am talking about the change that 
happens when you quit hoping people 
can find your agency online, and you be-
gin knowing you’re positioned online to 
intersect with everyone who is searching 
for insurance in your market.

When the Internet first came about, it 
was reserved for a few people who had 
the understanding of the power of what 
was to come. Now, thanks to incredible 
development (primarily by huge tech 
companies), the web has become the in-
terchange where people do their research. 
Think about it: you can go online and 
find anything you can think of to spend 
money on. Not to mention, unless you 
live under a rock, everything you person-
ally look for starts online – probably on 
your phone! Boiled down, if you do not 
have a STRONG plan for online expo-
sure, you are significantly missing out. 

So maybe that is where you are today. 
Maybe you have spent a fortune on In-
ternet leads, or maybe you have bought 
into the idea that some massive corpo-
rate plan is going to somehow make you 
stand out. I don’t mean to be blunt, but it 
is time to wake up! You have to get your 
name and your agency out there. The 
one group guaranteed to make money 

Start with a Presence Online, 
Then Learn How to Maximize It

By David Neuenschwander

on Internet leads you buy is the company 
that sold them to you. By the way, how 
fun is it to call a lead that six other agents 
have called in the last five minutes? It’s 
terrible! 

Allow me to point you in the right di-
rection. First, you don’t need to get your 
agency ranking (this means showing up 
when people search for insurance) in 
states or countries in which you do not 
do business. You need your agency and 
your name to rank when people in your 
market are looking to shop for coverage. 
Forget about what you have heard — 
that it has to cost a fortune.

Your first step is setting up an account 
with Google so you can begin to show 
up in local search results. This is actually 
free as a song! (Which is a funny saying, 
considering I have to buy all the songs 
I like on iTunes.) Once you have a lo-
cal Google listing, you have a chance to 
show up when people are looking for in-

surance in your area. Next, if you want to 
really maximize your exposure, you have 
to learn how to “optimize” your listing. 
This is where it gets tricky, because there 
are great things you can do to cause your 
listing to be ranked more prominently, 
but there are also things you can do that 
will cause Google to bury or even remove 
your listing (yikes). 

If you are not ranking online, you are 
missing out. You really have two options: 
you can be a great insurance agent and 
become an Internet wizard, or you can 
outsource the optimization of your list-
ing. If you go the DIY route, it can work, 
but takes time. However, I have devel-
oped extremely successful processes (spe-
cifically for Allstate agencies) to get you 
where you need to be, and I mean fast. 
One agent I have worked with for nearly 
10 years has grown from $4 million to 
$10 million in premium and my program 
is his number one online effort. 

Here’s to a great 2017 with a fat bonus 
in 2018. If you are interested in having 
more time and more business in 2017 
than you have had in the past, I can help 
with that. I’ve partnered with NAPAA 
to offer a great opportunity to get your 
online presence where it needs to be, 
quickly. Check out my information on 
the NAPAA website. Ef

David Neuenschwander is a nationally rec-
ognized specialist in helping Allstate agents 
grow their BOBs and bonuses using tested 
and proven, though sometimes unconven-
tional, strategies. If you would like help with 
your online presence, visit the Marketing 
& Professional Services page at www.
napaaUSA.org for more information. Dis-
counts available to NAPAA members.
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Have you been in business long 
enough to fully understand how 

dramatically computers have trans-
formed our industry? Quotes that used 
to take days to produce are now expected 
within seconds. Computers and software 
not only make it easy to deliver, but have 
also eliminated time-consuming paper-
work and freed up a lot of file cabinet 
space, as well. Today, it is difficult to 
imagine how business was ever done 
without a computer and a smartphone.

Another transformative technological 
change is taking place now and it will 
disrupt the way you currently do business 
– as big changes always do. Successfully 
harnessing the power of this change can 
result in a more efficient, profitable and 
successful agency.

big data has arrived
Most of us are aware of the ever-growing 
stream of data due to the expansion of 
technology. Just consider all the ways you 
generate data each and every day. From 
web browsing data – think of that ad 
that keeps popping up with the shirt you 
were just thinking of buying – to every 
smartphone call, text and email. Fitness 
trackers, GPS, toll roads – more data. 
Visit the doctor for a checkup? Elec-
tronic medical records are created. It has 
been estimated that society is creating 
2.5 quintillion (one million raised to the 
power of five) bytes of data every day. Big 
data has arrived.

Of course, there has always been data, 
but it is the immediacy of availability 
and the ability to analyze it to make bet-
ter business decisions that is the game 
changer. 

big data and agents
How can big data work for you? Over-

feature

The Big Data Difference
By Scott Stars

all, data can provide confidence when 
making business decisions. Specifically, 
data can help you to be more effective in 
marketing to current and potential cus-
tomers. It can uncover potential business 
opportunities that may not be obvious. It 
can also accentuate employee strengths 
and weaknesses so you can better assign 
responsibilities to the appropriate team 
members and more fully understand the 
impact they are making. For example, Joe 
may sell more policies than John, leading 
you to believe Joe is doing a better job. 
Upon analyzing the data, however, you 
may learn that John’s policies produce 
higher profits and fewer claims. 

Tracking and analyzing data can help 
you identify trends within your agency. 
Data analysis may show renewals for 
homeowners’ coverage have been slip-
ping over the last few years or that people 
who have reported claims aren’t renew-
ing. While the data alone may not pro-
vide the answer, it can give you direction 
for further investigation to find the root 
cause, whether internal or external, for 
the declines.

Know your customers
As part of the process of obtaining insur-
ance, your customers provide and entrust 
you with a great deal of personal infor-
mation. By analyzing this information, 
you may find opportunities to sell new 
policies or enhance existing coverage. 
Every stage of life affords new needs for 
coverage. For example, customers who 
have children are going to be more apt 
to consider life insurance than those who 
do not.

Your opportunities are limited only by 
the available data and your imagination. 
Get creative. Many college students 
who live in apartments may not realize 
they need renter’s insurance. Perhaps 
you could develop a renter’s insurance 
promotion for those parents who still 
provide auto insurance to kids between 
age 17 and 22. And while the thought 
of using big data sounds a bit “Big 
Brother,” realize that your customers 
will more than likely view your efforts 
as simply providing highly personalized 
service.

In coming years, the use of big data 
and ever-evolving analytical tools and 
strategies will become as indispensable 
to agents as computers are today. Em-
bracing the use of big data now can pro-
vide a powerful competitive advantage 
over those who choose to cling to the 
status quo.  Ef

Scott Stars is the Sales Manager for Oak 
Street Funding. Scott understands insur-
ance agency businesses and their unique 
capital needs. He has successfully developed 
growth strategies for financial service com-
panies, overseeing the close of more than 
$120 million in insurance industry loans. 
He can be reached at scott.stars@oakstreet-
funding.com
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If you’ve attended a NAPAA Confer-
ence in the past, you’ve seen first-hand 

the level of quality NAPAA events have 
come to be known for. This year’s con-
ference was no exception. 

As with every agency expenditure, 
agents must seriously consider the best 
investment of their hard-earned revenue. 
Sure, the expense of registration, hotel, 
travel and meals are tax deductible as or-
dinary business expenses, but the bottom 

Convention Recap… 
2017 National EA Conference

Reflections of a veteran attendee

line is, anything that consumes your 
time and money should pro-

vide a good return on the 
investment. As a vet-
eran attendee, NAPAA 

events, without fail, have 
exceeded my expectations. If 

you wondered why the NAPAA 
Conference registration fee is far less 
expensive than other similar events, just 
remember that NAPAA does not seek to 
earn a profit from agents. 

A critical factor for a successful con-
ference is the environment, and first 
impressions make a difference. Upon ar-
rival, it was apparent the Golden Nugget 
was an excellent choice. Not only were 
the hotel staff friendly and efficient, the 
property was modern and luxurious. So 
far, so good!

The morning session on day one was 

all about selling Allstate products, maxi-
mizing Allstate revenue, and using All-
state resources to be more productive and 
efficient. The entire agenda was built to 
inspire the success of an Allstate agent’s 
business operation. 

After eating a great lunch, which was 
included in the registration fee, it was 
time to head over to meet the various 
vendors also attending the Conference. 
There were representatives from finan-
cial institutions, phone and technical 
suppliers, payroll vendors, marketing sys-
tems, consultants and other business op-
portunities, all eager to talk about ways 
they can help Allstate agents grow and 
operate cost-efficient offices. For some 
added fun, each exhibitor had the answer 
to one scavenger hunt question. A visit 
to every vendor gave attendees a chance 
at the grand prize drawing: a $500 VISA 

Exceptional Programming
Here are just a few of the amazing speakers featured at this year’s convention.

Lynn & Troy 
McDonald

How to Network in 
Target Rich 

Environments

Jim Bologna
 Understanding the 

New EA/EFS 
Agreement; How to 

Maximize Your Bonus

Gary Olson
IPS Hacks

Dirk Beamer
Latest Employment 

Law rules and updates 
Under the New 
Administration

Erin Dickinson
 American Family 

Agents are Winning 
Their Battle: Judge 
Affirms Company 
Treats Agents as 

Employees
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Scenes from the 
2017 National Exclusive Agent Conference in Las Vegas

card! The questions about Tom Wilson 
and Allstate were amusing, but they also 
served as a great ice-breaker to open 
conversations about some products and 
services that many agents don’t realize 
are available to them. There were more 
door prize giveaways from the vendors, 
too. Aside from being an entertaining af-
ternoon, the opportunity for interaction 
was a great way to learn about improving 
our offices.  

Notably absent from all of this, so far, 
was Allstate. The day was catered to en-
courage the success of an Allstate agent’s 
business operation and none of the infor-
mation had come from Allstate manag-
ers. No propaganda either. NAPAA in-
vests the time and expense to organize a 
conference at which the only agenda is to 
communicate, educate and advocate for 
the success of Allstate agents. NAPAA 

does not present select information to 
encourage a particular investment. It’s 
simply take what you like and leave what 
you don’t. No other agenda. 

The VIP dinner was an entertaining 
evening with friends old and new, shared 
anecdotes of years’ past, and ushering in 
the new NAPAA team, who all seem to 
have a real passion for taking NAPAA 
into the future.

The next morning, we either headed 
out for the golf outing or a tour of Wayne 
Newton’s home, Casa de Shenandoah. 
Both options offered some fun with 
newfound friends. The afternoon that 
NAPAA had planned for us on was as 
informative as day one. The agents from 
the Farmers Association (UFAA) joined 
us to hear from the attorney representing 
the American Family agents in the land-
mark decision that their company treat 

agents as employees — a topic of interest 
to all captive agents. We closed the day 
with the opportunity to meet with the 
speakers, vendors and agents from the 
Farmers group at the Capital Resources 
Cocktail Reception. 

There wasn’t a lot of extra time; I did 
manage to take in the Fremont Street 
light show but I passed on the zip line.

With technology today, it’s tempting 
to think we can get the same benefit 
from online webinars as we can from 
live events. But there is really no com-
parison. The comradery, the excellent 
line-up of speakers and the ability to 
interact with fellow agents and compa-
nies that can positively affect my agency 
aren’t on my computer screen. Hats 
off to NAPAA for providing Allstate 
agents with another very professional 
and positive conference. Ef
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To learn how you could become the owner of your own independent agency, contact us today.
info@siaa.net | www.siaa.net

• Over 3,800 start-up agencies • $6.8 Billion in Premium 
• Full & highest commissions • 6,350 member agents signed since 1983

• No minimum volume requirement for profit sharing and excess compensation
• Your clients and companies are always yours
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Do you ever talk about prospecting to 
“cold leads?” In the past, cold leads 

were associated with the dreaded “cold 
calling,” but not anymore.

When I create a sales campaign, I like 
to begin by breaking a prospect down into 
one of three groups: cold, warm and hot.

Imagine three big buckets of water at 
each of these temperatures. These are 
your marketing buckets! You never mar-
ket to each bucket the same way. They 
all have their own strategy, message and 
marketing tactics. When you segment 
prospects properly, you get better results!

First, let’s focus on the cold water 
bucket.

These prospects don’t know you. 
They’ve never been a client and never 
requested a quote. They haven’t been to 
your office or met you at a networking 
event, and they don’t have a child who 

goes to school with your kids. They are 
totally COLD.

The goal
Our goal with cold prospects is to over-
come all the noise going on in their world 
and get them to stop and request a quote.

Now this is not an instantaneous pro-
cess. You won’t send one single postcard 
and get a quote from every person on 
the list. You won’t run one Facebook ad 
and get everyone in town to ask for an 
auto quote. Typically, you’ll get responses 
from 1 percent to 3 percent of your mar-
keting list with each campaign.

That’s why consistency and choosing 
multiple marketing tactics are so impor-
tant (and what most agents lack).

Before you begin to do any marketing, 
stop and ask yourself who you really want 
to quote for. To whom can you offer the 

best rate? Who does your company (or 
companies) want you to target? For some 
of you, it will be a family with good cred-
it that owns a home. For others, it will 
be single men with bad driving records. 
Depending on what you sell, you must 
first define who your ideal customer is.

now ask yourself what your ideal 
customer’s biggest problem is
Rates too high? Prefer to sign up online? 
Are they overwhelmed with too much 
mail from multiple insurance compa-
nies? Are they underinsured because they 
aren’t working with a pro? Do they lack 
time to deal with this stuff?

Now ask yourself how you can solve 
your ideal customer’s biggest problem. 
Write down the answer and that is the 
marketing message that you want to 
share with them.

As an Allstate agency owner, you 
might say that when someone combines 
all their policies with your agency, they 
have no gaps in coverage, less paperwork, 
and one person to call or visit in town 
when needed. You’ll even encourage 
them to text your cell phone.

TIP: The more unique you can make 
these messages, the better your result because 
it will differentiate you from other agents. 
However, don’t go so unique that people are 
confused or unsure what you actually do.

Once you’ve clarified your customer 
and your message, it’s time to get it out 
to the masses. Choose multiple marketing 
tactics (email, telemarketing, direct mail, 
Facebook ads, networking, etc.) to reach 
out to people who haven’t heard of you. 
It’s not one mail blast and done! You need 
to pick several tactics and regularly send 

Choosing the Right Marketing Message 
for the Right Prospect

By Robyn Sharp

sales and marketing
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out your marketing message to these cold 
leads. Once you create your system, keep 
it going on a consistent basis for at least 
three months to give you time to measure 
the results. Then adjust as needed.

What about the people who 
have heard of me?
You’ll want to use a similar strategy with 
your warm and hot leads, but not exactly 
the same. First, let’s look at who goes in 
each group. 

Your warm marketing bucket is for 
people who have heard of you, but are not 
currently clients. These could be people 
you’ve quoted but never closed. Or those 
who used to be clients but, for whatever 
reason, decided to go with someone else. 

They are warm leads because you don’t 
have to educate them about who you are 
or what you sell, but you do need to get 
their attention and win them over again. 
The great thing about warm leads is that 
you already know who they are. They are 
on a list. You have their names, mailing 
addresses and phone numbers. You just 
need to create the right message and start 
reaching out.

How do you do that? The best way is 
to dangle a carrot in front of them to get 
them to pay attention and give you an-
other chance. Maybe you offer a $10 gift 
card if they let you requote their auto and 
home policy. Or you send them a free 
pizza if they let you quote it but you can’t 
beat their current price. 

If you’re looking to avoid price com-
parison only, you could offer a free finan-
cial planning consultation or a seminar 
on a topic that applies directly to them. 
The key is to offer them something that 
captures their attention and gets them to 
take action. Once they’re back in your 
marketing funnel, you can requote and 
work at winning them over. 

if those are cold and warm, who 
is hot?
Your current clients! 

These are the people who have an ac-
tive policy with you right now. (Remem-
ber, if they used to have a policy, they are 
a warm prospect.)

Your hot prospects know you, like you 
and trust you. They don’t need to know why 
to pick you and don’t really need a special 

card or give them a call letting them 
know that they could save $200 a year 
on their home insurance if they also 
had their autos with you. Or you might 
remind them to lock in their life insur-
ance rate before their birthday so the rate 
doesn’t increase. 

The key to great insurance marketing 
is to be consistent. Look for ways to get 
the right message in front of the right 
people and you’ll always have new quotes 
rolling in. Ef

Robyn Sharp is the founder of Mega Agency 
Marketing a former Allstate agent who 
writes about insurance marketing and social 
media. Visit the Marketing & Professional 
Services page at www.napaaUSA.org to 
find out how Mega Agency Marketing can 
boost your marketing to the next level.

offer. What they need most is your trusted 
advice and recommendation (plus a good 
discount here and there).

If you have a mechanic who has 
worked on your car for years, you trust 
him. He always takes good care of you, 
and when he recommends you do some-
thing to your car, you listen. You expect 
him to take care of you and keep you in-
formed when it comes to your car. Same 
goes for any professional service provider 
you work with. 

Your current clients want to know that 
you’ve got their backs and are keeping an 
eye out for their best interest. 

So, your marketing message to them is 
simple. You just let them know of what 
they need to stay protected and get the 
best rate.

For example, you might send a post-
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I spend a lot of time providing expert 
consulting services to agents and their 

local attorneys all across the country. On 
average, I probably speak to two or three 
agents every week. Most of the time, 
they are calling to clarify what is or is not 
permissible under the R3001 Exclusive 
Agency Agreement.

Although Allstate uses the same form 
contract across the country (except in 
New Jersey), you should keep in mind 
that contracts are ultimately subject to 
state law. Since each state has its own set 
of laws, how the contract is construed in 
one state may be different than in an-
other. Additionally, the unique facts and 
circumstances of each situation need to 
be carefully considered when analyzing 
the legal ramifications of actions under 
the contract. With these caveats in mind, 
let’s take a look at some of the most fre-
quently asked questions I receive from 
agents.

We don’t have a Contract, we 
have an “agreement,” right?
I hear this a lot, and I assume it is be-
cause the title of the Allstate contract 
is the R3001 Exclusive Agency Agree-
ment. Typically, the person asking 
seems to believe there is a legal differ-
ence between a “contract” and an “agree-
ment,” and that this difference makes 
the agreement somehow less binding or 
enforceable. Turning to the Black’s Law 
Dictionary that I purchased many years 
ago in law school, I can confirm that the 
definition of the term “contract” is “an 
agreement between two or more persons 
which creates an obligation to do or not 
to do a particular thing.” In other words, 
a contract is, by definition, an “agree-
ment.” Call it what you will, the R3001 

Can They Do That?
Frequently asked questions about the Allstate contract

By Dirk Beamer

Exclusive Agency Agreement is the con-
tract that underlies and forms your legal 
relationship with Allstate.

Can they require me to attend 
meetings?
Yes and no. According to the Agreement, 
the agent will, when requested, “meet 
with company representatives at mutu-
ally convenient times to discuss various 
business topics.” I understand this to 
mean that an agent will respond to a re-
quest for a meeting and make a reason-
able effort to find a mutually convenient 
time to meet. I also understand this to 
mean that local management may not 
unilaterally dictate that an agent show up 
at a set time and place without making 
accommodation for the agent’s schedule. 
So if your FSL shows up unannounced 
in your office and says, “We need to talk 
right now,” you would be within your 
right to determine whether this, in fact, 
was a convenient time to meet. By the 

same token, if you receive a phone call 
asking to find a convenient time over the 
next few weeks for a meeting, you should 
make a reasonable effort to comply.

if i receive a 90-day termination 
notice, may i continue to oper-
ate my agency during the 90-day 
window?
According to the Agreement, once writ-
ten notice of termination has been given, 
the agent will “upon request of the Com-
pany, cease to act or to represent itself in 
any way as an agent or representative of 
the Company.” So if Allstate affirma-
tively asks or directs you to stop working 
in the agency as an Allstate agent, you 
should do so. However, many agents do 
not realize that pursuant to the Manual, 
a terminated agent may make a request 
to allow the agency to remain open, es-
pecially in those instances where closing 
the office will cause “significant undue 
hardship” to the business. If you have 
licensed staff, you should pursue such a 
request if you receive notice of termina-
tion.

What are the restrictions on 
competition for a departing 
agent?
Terminated agents (whether by All-
state or voluntarily) agree for a period of 
one year not to “solicit the purchase of 
products or services in competition with 
those sold by the Company” 

• From the departing agent’s customers;
• From Allstate customers the de-

parting agent learned of while working 
as an Allstate agent; or

• From any location within one mile 
of the departing agent’s former Allstate 
agency.

feature
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A bar against solicitation differs 
somewhat from a bar against competi-
tion. Under the contract, former All-
state agents may sell competing products 
within the one-year window so long as 
they have not improperly solicited the 
sale of those products.

Remember, the prohibition against us-
ing information Allstate considers pro-
prietary or confidential continues beyond 
the one-year non-solicitation window. If 
Allstate believes you are improperly so-
liciting business with the assistance of an 
Allstate customer list, it may initiate le-
gal action even after the one year window 
has closed.

do they really own my phone 
numbers?
According to the Agreement, “All tele-
phone numbers used in connection with 
business conducted pursuant to this 
Agreement are owned by the Company.” 
I would be very interested in hearing a 
judge’s reaction to this provision, espe-
cially if the number was obtained and 
paid for by the agency over a number of 
years. Additionally, the language begs 
the question, “What numbers are ‘used 
in connection with’ business conducted 
pursuant to this Agreement?” Does that 
include the agent’s cell phone number? 
Or additional rollover phone lines that 
are not advertised to the public? My 
general rule of thumb is to give them the 
primary office number that is published 
in connection with the agency. 

Who determines the sale price 
of an allstate agency?
Routinely, Allstate agents call to com-
plain of management interference with 
the negotiation and sale of a book of 
business. More than once, have I heard 
of situations where a selling agent and 
his buyer have agreed on a sale price only 
to have the buyer balk at the price based 
on feedback from local management. 
Such interference is clearly improper 
and should not be tolerated. According 
to the Manual, “In sale of agency situa-
tions, Allstate is never the buyer or seller. 
The only times Allstate is involved is to 
approve the buyer and when you elect to 
receive the termination payment. …It is 

your responsibility to establish a value 
and negotiate the sale price for your eco-
nomic interest in any of the business in-
cluded in the transfer.”

Why am i being disciplined for 
my staff member’s misconduct?
Allstate routinely encourages its agents 
to expand their agency’s staff. But this 
does not change the fact that, in Allstate’s 
words, “You are accountable for the con-
duct of your agency’s staff. You much 
ensure that all agency staff comply with 
all laws affecting your agency operation 
and meet the Company’s standards with 
respect to ethical business practices.” I 
have spoken with numerous agents who 
are surprised to learn that Allstate corpo-
rate security is recommending the termi-
nation of their agency agreement based 
on overzealous or sloppy sales practices 
by one or more staff members. Twenty 
and thirty-year agents shake their heads 
in disbelief that, notwithstanding their 
long careers and impeccable records, All-
state most often follows a one strike and 

you’re out rule when staff members devi-
ate from company best practices.

Conclusion
All combined, the R3001 Agency 
Agreement and the ancillary materials 
(Manual, Supplement, Reference Guide, 
and Standards) cover hundreds of pages. 
And those pages get updated and modi-
fied routinely. Nonetheless, I urge you 
to take the time to read them and un-
derstand them as best you can. To para-
phrase an old legal maxim, “Ignorance of 
the contract is no excuse.” Ef

The information presented in this article is 
not intended to replace independent evalua-
tions by your professional advisors. NAPAA 
has provided this article for informational 
purposes only and should not be construed 
as legal advice from NAPAA or its attor-
neys or accountants, and NAPAA expressly 
disclaims any such advice. NAPAA recom-
mends that agents consult with their profes-
sional advisors before taking any action that 
could affect their tax or legal status. 

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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That’s an attention getting and pow-
erful promise, right? Now, that I 

have your attention, read further and 
take action on something that works re-
ally well when you use it.

In the few minutes that it takes you 
to read this article, I’m going to give you 
those life-changing words and tell you 
how you and your winning team can use 
this powerful technique to increase new 
business, referrals, cross-sells, retention, 
life insurance, win-back campaigns, and/
or anything else your heart desires.

I have used these simple, but influen-
tial, words to create hundreds of thou-
sands of dollars in commissions for my 
Allstate agency and for many Allstate 
agency owners just like you!

Before sharing these words, here is 
how I discovered them a decade ago after 
some massive failure on my part. 

In 2006, I began mailing my own 
agency newsletter (yes, paper and ink 
with a stamp) to only my best clients. 

Our referrals, retention, and cross sales 
improved so much we added all our cli-
ents and referral sources (COIs) to our 
agency newsletter mailing list.

Next, we added a list of “dream cli-
ents.” Dream clients are those who look 
like they’d be a good “fit” for our agency 
— high value homeowners with mul-
tiple cars and “toys” that we can insure. 
This “dream list” of our ideal clients is 
very profitable for new business sales. For 
me, these were 200+ people not insured 
through our agency, but who belonged to 
my country club, rotary club, or church 
and whose mailing addresses I had ac-
cess to. 

One day, I was having lunch in the 
19th-hole at my country club when a 

Nine Magical Words that Guarantee You 
Whatever You Want

By Bill Gough, Allstate Hall of Fame Member

very successful business owner on that 
same list sincerely complemented me on 
our newsletter. I was completely caught 
off guard, and my response was horrible!

I told him about how much effort goes 
into every issue, the costs, etc. Sadly, I 
did this again to another person on 
the dream list be-
fore it hit me that 
I’d been investing 
money trying to get 
“in the door” of these 
ideal prospects only to 
slam it shut because I had no 
response prepared for when 
I received a comment about 
the newsletter.

I went to work on this immediately 
and came up with a couple of easy to an-
swer questions to get the new business 
results we desired from our dream list. 

The first question is simply, “Who is 
their current provider?”

This question is designed to be easy to 
answer and get them engaged before we 
go in for what we’re after — permission 
to quote.

Over the years, I have revised the 
words and have come up with variations 
to get more referrals, cross-sell quotes, 
life insurance and policy reviews. 

The magical nine-word question is…
 
“Would you have any objection to me 

reviewing your ____________?”

You fill in the blank with what is ap-
propriate, whether it is insurance for 
home, auto, life, boat, motorhome, mo-
torcycle, etc. 

For referrals after a successful new 
business sale or during a policy review 

you can say, “Would you have any ob-
jection to me talking with some of your 
friends and family members about their 
insurance?” 

Or with an assumptive question of, 
“I assume you’d be okay with me talk-

ing with a few of your friends and 
family members about their 

insurance. Let’s take 
one-minute, Mr. 

Jones, please tell 
me just one of 
your friends 

who could benefit like 
you from our services?”
You can also use these powerful 

words in letters, emails and text messages
So now that you have this info, what 

should you do next? 
How about writing out a plan by your-

self or, better yet, with a team member 
to begin using this powerful script. Two 
heads usually work better than one and 
your team member will feel appreciated.

One thing that I strongly suggest is 
to practice. Role-play how you’re go-
ing to use this technique in your agency 
right now, today. Also, do not let this be 
a one-hit-wonder that slowly dissipates 
into the abyss. You know the old saying: 
It worked so well we stopped using it to 
look for the next new thing. Ef

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

sales and marketing
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Advertisement 

Each Month, Bill Gough Trains Hundreds of Agency Owners & Their Staff … 

Who Else Wants To Be Trained 
 By a Hall of Fame Allstate Agent? 
If you own or make decisions for an 

insurance agency, this may be the most 
important thing you read all year.  

Here’s why: As a NAPAA reader, 
you’re entitled to claim $362.00 in Free 
Gifts and 2 Free months in the Gold 
Coaching Group from BGI Systems. 
Allstate Hall of Fame Agent Bill Gough, 
president of BGI, has agreed to give you 
these resources as a way to increase the 
value of your NAPAA subscription, for a 
limited time only. 

What makes the Gold Coaching 
Group so effective at building your 
team? 

Because it comes from working 
directly with more than 1,747 agency 
owners and Bill’s own 31 years of 
experience running high-performing 
insurance agencies. Here’s proof ... 

“I followed Bill’s system to the letter.  
I didn’t have to reinvent the wheel or 
anything. In less than one month, my new 
guy helped me sell 59 items -- that’s 20 
more than we do in an average month. Just 
figuring production from 20 new policies, 
that’s an extra $147,360 this year from only 
one of Bill Gough’s ideas.” - Dean Day, 
Allstate Agency Owner, Lake Charles, LA  

“My Sales Superstar is producing up to 
$50,000 per month in new business 
premium! This is life changing. Everything 
you teach is ‘real world’ and by far the best 
training we get. Your system for hiring and 
paying a Sales Superstar on straight 
commission is pure genius.” -Paul Phanuef, 
Allstate Agency Owner, Tampa, FL 

When you activate your 2 months’ 
Free Membership in the BGI Gold 
Group, you get 3 Big Advantages: 

Advantage #1: You discover exactly 
what to do to maximize your profits. So 
much of what passes for “marketing” these 
days is just shiny new objects. The Gold 
Group is different -- it gives you BIG ideas 
to build your agency at warp speed. 

Advantage #2: You get just the right 
amount of new ideas. Not too much and 
not too little. Because we’ve all got a stack 
of books, magazines, CDs, and other 

“important” stuff to get through … and 
you know how that goes. This is different. 
These are ready-to-use ideas you will 
implement, every month. Boom. Done. 

Advantage #3: You can laugh at 
money worries. Unlike anyone else who 
may be giving you advice, Bill Gough has 
built and run agencies in the top 3%. And 
here’s a hard truth: The vast majority of 
insurance agency owners are not 
successful. Why imitate them? True 
success in this business comes from doing 
things differently. That’s how financial 
freedom happens -- and that’s what you 
get in the Gold Group. 

This is not for everyone, however. 
Here are 2 facts about BGI Gold that you 
may not like ... 

Fact #1: You must take action. You 
will get coaching and staff training on our 
monthly calls, you can ask any questions, 
and you will get proven systems ready to 
deploy. But ultimately, success is up to 
you. If that doesn’t sound fair, please stop 
reading now. This is not for you. 

Fact #2: You don’t know what’s 
coming each month, because Bill always 
features the latest applications of proven 
strategies. If you crave an unvaried routine 
and are not flexible, this is not for you. 

However, if you sincerely want to 
make an extra $147,360 or $50,000 ... 
you’ve got an open mind ... and you’re 
willing to follow instructions, I can 
promise you an agency transformed -- a 
business that finally works for you.  

When you activate your Free 
Membership in the Gold Group, a box with 
$362.00 in Free Gifts is waiting to be 
shipped to you. Here’s what’s inside: 

One classic issue: The BGI Systems 
Newsletter. Each gives you 30 days’ of 
money-making ideas in just 30 minutes. 
It’s like getting 2 half-day, moneymaking 
seminars in your mailbox! 

One classic Video Training Session: 
Join Bill Gough as he trains you and your 
staff in the secrets to closing more sales 
today, while keeping customers on the 
books for years. These are the same 

systems that took him to the Allstate Hall 
of Fame – revealed to you on DVD. 

Free Book: Informed and Insured. It 
lets you create “sales jiu jitsu” by 
positioning yourself as the expert in the 
eyes of your prospects and clients. It’s 
easy, when you know how. 

Quick Start Guide: Puts you on the 
fast track to more profits and time freedom 
in 2017. With results you can see in your 
bank account, in as little as 7 days! 

Plus, you get all your sales and service 
staff trained by Bill --with 2 months’ 
FREE membership in the Gold Coaching 
Group. Here’s what you’ll get: 

Two Gold Training Webinars. As an 
agency owner, you are responsible for 
training your staff. Why not delegate that to 
us? Role playing, cross-selling, scripting -- 
all the money-making skills your team needs 
are taught every month on these webinars!  

Two more issues of the BGI Systems 
Newsletter. With moneymaking news, 
tools, and shortcuts delivered to your 
mailbox – like putting 31 years of 
experience to work in your agency for an 
afternoon every month. 

Join other Gold members who are 
watching their sales explode in 2017: 

“I was only able to start a few processes 
(like the goal setting one)... and ended the 
week with an agency record $22,594 in 
P&C premium!” - Joe Webster, Allstate 
Agency Owner, Las Vegas, NV 

Of course, there’s no obligation to 
continue in Gold after 2 months -- cancel 
any time. But there is a catch, and it’s 
perfectly reasonable: There are only a 
limited number of Free $362.00 Gift 
Boxes to give away ... and once they’re 
gone, they’re gone. Don’t miss out. 

Join the hundreds of Allstate agents 
who are enjoying explosive profits and 
more time off, thanks to BGI. This free 
invitation will end without notice. Take 
action now. Here’s how to activate your 2 
months’ Free Membership in BGI Gold: 
 

Call 877-208-9649 or visit 
www.BGIFreeGift.com/NAPAA 
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Let’s face it, agency owners are easy 
targets. Ask most vendors that serve 

local agents about their clients and you’ll 
get an eye roll, a chuckle and a few good 
stories. We golf way too much, most of 
us don’t know how to run a business, and 
the carriers put up with us as a source of 
distribution because of their “commit-
ment” to us.

I recently wrote an article for Agency-
Nation titled “Why Agents need to …”. 
The response was overwhelming and the 
comments, emails and calls I received 
were extremely positive. It got me think-
ing though: everyone is more than happy 
to pile on agents, but why do the compa-
nies get a free pass? Insurance companies 
have been trying to figure out how to live 
without us for years. Most companies are 
great to work with and I have great rela-
tionships with many of them as an agen-
cy owner and consultant. However, the 

Diversity is the Answer 
to Your Growth Headache

By Stuart Ganis

attitude toward agents has changed for 
the worse. And while I can understand it 
changing toward the agents who golf too 
much or don’t care about their business, 
what about the others? 

For me, the strangest part of owning 
an agency in 2017 is competing with the 
company you’re representing. Not only 
are you competing with the agent down 
the street who sells the same product, but 
now the company you’re appointed with 
is competing with you directly through 
call centers and other companies they’ve 
purchased such as Esurance and 21st 
Century. They tell you to underwrite 
a certain way, yet they write business 
exactly how they told you not to. It’s a 
mess! The battle scars from good and 
bad times you’ve endured together over 
the years are irrelevant. Companies an-
swer to shareholders and executives who 
have probably never signed the front of 

a paycheck. But they need profits and if 
it’s at the expense of their captive agents, 
so be it. 

Are agents so bad at sales and market-
ing that carriers had to build out con-
sumer portals, sales teams and agencies to 
meet growth goals? The short answer is, 
unfortunately, yes. Too many agents sat 
on big books of business, earned a great 
living from their revenue stream and 
growth was associated with a headache. 
Agents thought the Internet was a pass-
ing fad like a rate increase, so the likes 
of Flo and the Lizard commoditized 
auto insurance and now it’s bleeding into 
renters/condo/home. Carriers built tools 
for consumers, but agents were left to 
conduct business as if it was 1980.

What about the agents who want to 
grow? The ones who are in the office 
“bell to bell,” Sunday to Sunday trying to 
write new business and build a respectable 
agency? Could companies have contrib-
uted more to this portion of their agency 
base rather than treating them as if they’re 
doing something wrong? Probably. 

Anyone who owns an agency knows 
the drill. The company comes in and 
wants more new business production so 
you give it to them. Then they return ex-
plaining that it’s not profitable enough 
and you need to underwrite more effec-
tively. You underwrite more effectively, 
but the production drops. This vicious 
cycle continues until you end up like 
the agent mentioned earlier because you 
finally decide that growth is indeed - a 
headache! 

What’s the solution? For starters, most 
of us (myself included) must understand 
that focusing on auto insurance is tough 
to sustain. There are so many insurance 

feature
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products we can sell, but we tend to focus 
on what’s comfortable. Auto is an easy 
sale; immediate gratification, plus most 
states enforce laws mandating that you 
carry it to register a car. If your agency 
has terrible customer service, you’ll re-
tain 70% of your clients; if you’re a super 
star you can retain in the 90% range, so 
why not write the heck out of it? 

One thing I’ve learned over the past 
10 years of consulting over 700 agencies 
is that there aren’t many multi-million 
dollar agencies focused solely on auto 
insurance. Sure, there are a few mega 
agencies, but they’re the exception. The 
typical small agency needs to try some-
thing different. 

The best agencies, with the best peo-
ple tend to lean toward commercial lines, 
benefits and/or high value personal lines. 
Perhaps those of us addicted to the quick 
reward of auto insurance commissions 
should learn about general liability, life 
insurance and other coverages. When 

prospecting or marketing for life insur-
ance, you’ll find the ideal auto/home cli-
ent since that client is more likely going 
to want auto and home insurance for 
protection, not price, and not because 
the DMV or a lienholder requires it. 

By diversifying your book, you’re not 
so dependent on any single line of busi-
ness. Granted, you don’t want to become 
a jack of all trades and master of none, 
but you can specialize in one or two 
commercial niches. You can round out 
life insurance for every client you quote 
and most importantly, be an agent who 
can weather any storm from rate change, 
loss ratios or, God forbid, economic con-
ditions. Most of us who focus on person-
al lines (auto and home) have a healthy 
portion of our income based on those 
and that’s no way to live.

If you focus on diversifying by expand-
ing your product offering, helping your 
clients find the best price and coverage, 
loving your customers like no other agent 

or carrier can, marketing and earning a 
great living, you’ll win every day. Ef

Stuart Ganis started as a personal lines pro-
ducer in 1990 and is the founder of Ganis 
Consulting, a firm dedicated to serving the 
IA Channel in areas of sales, marketing and 
M&A Advisory. Follow Stuart on Linke-
dIn and Twitter @StuartGanis

Join the “ALL 
Agents Page”
All New Group for 

Allstate Agents 
and Former Allstate 

Agents Only

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

Thank You to our Vendor Members
support the businesses that support NAPAA
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In my work as a sales and marketing 
coach, I am astonished at the number 

of insurance agents who are trying to sell 
price. Their focus is on “giving quotes.”

Unless you are the cheapest brand, sim-
ply giving quotes is a losing proposition. 

In spite of what some sales leaders will 
portend, insurance agents should not 
simply be selling coverage. They should 
be selling coverage AND expectation, 
and there is a distinct difference. 

I can get coverage anywhere. I can go 
online, get quotes, and be covered in mo-
ments. No problem. 

What I am missing, when I buy on the 
cheap, is the difference in my expectation 
of what I will experience when I file a 
claim for the inevitable accident (or even 
death). This is what most agents miss 
when they are selling to a prospective 

client; they don’t focus enough on what 
their prospect should expect when they 
need to use the coverage they are buying. 

Unlike Motel 6, which bases its mar-
keting on price, you will never see price 
touted by The Ritz-Carlton. Quality 
agents should never focus on price. They 
should focus on the expectation. 

And that expectation should be de-
scribed as what is going to happen when 
their client needs them, not in terms 
of “our service” or “our people” or “our 
company” — that is exactly what your 
competition is trying to sell. If a pros-
pect hears the same story from numerous 
service providers, they begin to think it 
is available from everyone, so they defer 
back to price. That can’t happen!

The differentiator, then, has to be the 
deliverable. What is going to happen 

when the real need comes, when the in-
surance is used and the claim is filed?

That is what the story should be about. 
It involves detailing precisely what the 
client should expect, step by step, when 
they make the call for the claim. That 
is what they are paying for. Coverage is 
only a part of what the premium buys. 
Coverage plus expectation is what should 
be sold. 

And that expectation should be de-
livered in a beautiful package! It should 
include the passion for service that your 
team has, displayed by examples from re-
cent clients whose experience exceeded 
their expectation when that passion for 
service was on display at the time their 
claim was filed and paid. 

It should include community involve-
ment and causes that you and your team 
support, which are indicative of your val-
ues and interest in others. It should be 
reflected in your courtesy and kindness, 
to both your clients and your employees.

It should be recognized as soon as your 
phone is answered or as soon as I walk in 
your door. 

It should be as distinct as the differ-
ence between walking into a Motel 6 
and walking into a Ritz-Carlton; one is 
selling price, the other is exceeding ex-
pectations. Ef

Ed Horrell is the founder of The Kindness 
Revolution™, a national non-profit cause/
marketing initiative, and author of the 
best-selling book of the same name. He is 
member of Forbes’ National Coaches Coun-
cil. Ed@EdHorrell.com or at www.thek-
indnessrevolution.net. To learn more about 
using Executive Advantage to get involved, 
call Dave Daily at 404.384.6060.

Motel 6 or Ritz-Carlton…
Which is Selling What?

By Ed Horrell
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GROWTH IS A  
BEAUTIFUL THING 

Learn about lending  

opportunities to grow  

your agency with  

Providence Bank Agency Finance 

Visit pbagencyfinance.com to learn more. 

Loans and lines of  credit are subject to approval 1.877.894.2785 
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As the owner of an Allstate agency, 
one day, you will leave your business 

– either voluntarily or otherwise. A Suc-
cession Plan is a tool that can help you 
accomplish your personal and retirement 
goals or your estate plan arrangements, 
whichever comes first.

For many agents, their home and their 
Allstate agency are the two most valuable 
assets they own. But unlike a home that, 
if kept in good repair, generally increases 
in value over time, agency owners who 
do not continuously invest energy and 
money in their agency risk devaluation. 
Owners who are not paying attention 
may find this part of their retirement nest 
egg is much smaller than they expected.

It is never too early to give serious 
thought to your exit objectives. Who 
will be the next owner of your agency? 
You may have a son, daughter or staff 
in mind. Will you find an outside buy-
er who will keep your values intact and 
treat your customers well? What will the 
agency be worth at that time and how 
will you be compensated for that value? 
When would be the ideal time? 

Having a plan doesn’t mean you have 
to have ironclad answers to these ques-
tions. But by developing a plan and up-
dating it regularly, you’ll be taking steps 
to make your agency increasingly valu-
able. Exiting your business has serious 
implications for your financial future, 
your staff and your customers. Develop-
ing a written plan affords the best chance 
for successful succession.

prepare for the eventual sale of 
your agency now
Many agents are so tied up with the 
day-to-day operation of the business 
that only when the time comes to sell 
the agency do they realize they have 
no idea where to begin. “How much is 
the agency worth? What should I list as 
the asking price? What are negotiating 
points? Do I have the skills for negoti-
ating? Who are potential buyers? Where 
will I find a buyer? Will Allstate approve 
the buyer? What will Allstate require of 
them? Where will they get the money? 
What if I have to finance all or part of 
the sale? What should be included in the 

sale and non-compete contracts with the 
buyer?” It can become quite overwhelm-
ing if you don’t give yourself enough time 
to learn about the selling process.

Bottom line – it can take months, 
sometimes years, for an agency owner 
just to “get ready.”

plan ahead
When you think about it, there are many 
good reasons to keep your agency “ready” 
for sale, not the least of which is the 90-
day termination clause in your Allstate 
contract.

Certainly, a 90-day notice could never 
happen to you — unless of course, some-
thing unexpected occurs. Many former 
agents can say first-hand that termination 
can happen to anyone. Countless agents 
have lost their agency at the hands of staff 
who were falsifying customer data, offer-
ing unsubstantiated discounts or other-
wise gaming the system. Or, events out-
side of your control like an illness in the 
family or personal health problems could 
cause you to fall behind on production. 

Beyond the possibility of an unantici-
pated 90-day termination notice, your 
unforeseen death is reason enough to get 
your affairs – and your agency – in order, 
for the benefit of your loved ones. If you 
don’t even know the current value of your 
agency, how well do you think things will 
go for your spouse, who must prepare 
your agency and complete the sale in 90 
days, without your help?

The good news is keeping your agency 
ready to be sold at a moment’s notice 
will heighten your awareness of your 
strengths and weaknesses, lead to better 
decisions and probably increase the value 
of your agency.

Value is not determined by 

A Guide to your Agency Succession Plan
From the NAPAA Buying and Selling Agencies Toolkit

feature
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premium volume alone 
If you were in the market to purchase an 
agency and could choose between two 
agencies with the same premium volume, 
what other questions would you ask? What 
unique aspects make one agency more de-
sirable than the other? The answer could 
help you identify weaknesses in your agen-
cy and guide you to improvements which 
will enhance the value of your agency. 

Get started
Gather all of the information about your 
agency into an organized portfolio. In-
clude everything needed for someone 
else to walk in and continue running the 
agency in your absence, without skipping 
a beat. Your spouse or executor will only 
be able to keep the office operational if 
they have access to your bank, payroll 
company, phone/internet providers, and 
so on. The portfolio should also include 
things like:

• Introduction, history and descrip-
tion of the agency.

• Contracts, including the R3001 
agreement, expanded markets, office 
lease, telephone and internet providers, 
payroll provider, etc., and your log-in and 
contacts for each. 

• Staff names, resumes, job descriptions, 
compensation details, employee handbook, 
and performance review history.

• Agency operational details, includ-
ing book of business reports, financial re-
ports, and policy and procedure manual.

• Contact information for your ac-
countant, attorney and regional senior vice 
president and Allstate human resources.

• The name of your trustee, or copy 
of your trust.

be ready for prospective buyers
We all remember when we first be-
gan selling insurance. We followed our 
homeowner or auto policy sales presen-
tation so that we wouldn’t forget some-
thing important. Those presentations are 
now ingrained in our memory and pre-
sented to our prospects without the need 
to follow a visual talk path. They have 
become second nature. 

The presentation for selling your 
agency is not second nature. Some of the 
information you gathered above should 
be used to create a visual presentation, 
to assist you in educating prospective 

buyers who may be unfamiliar with the 
insurance business, and help you stay on 
message without forgetting key points 
you want to make. The presentation 
should walk through how the business 
works (residual income), where revenue 
comes from and what expenses are nec-
essary for operations. Beyond that, you 
should assume that the buyer is choosing 
between two agencies with the same pre-
mium volume, and explain what makes 
your agency the best choice?

Your goal is to create a sales presenta-
tion that provides the answers to ques-
tions that potential buyers didn’t even 
know they should be asking. Luckily, 
you are the most qualified person to find 
those features that make your agency 
more valuable than any other.

For example, does your agency operate 
efficiently? Are routine procedures, claims 
handling, and marketing calls scripted for 
uniform handling? Do you have a pro-
cess for annual policyholder reviews that 
increases retention? Can you show off a 
Policy and Procedure Manual which gives 
your staff confidence, increases productiv-
ity and simplifies training new employ-
ees? How do you encourage and reward 
staff for suggesting changes to improve 

processes? Is your staffs’ tenure, experi-
ence and expertise one of the most valu-
able assets of the agency? Do you have an 
effective referral process or social media 
presence? Is the agency well-known for 
its community involvement?  

This presentation should be developed, 
perfected and practiced before you get in 
front of your first prospective buyer.

an honest assessment
While listing the unique aspects that en-
hance the value of your agency for your 
sales presentation, make a separate list of 
the areas you see as weaknesses. Then, 
use that list to begin making improve-
ments. Every step you take to improve 
deficiencies will be a step toward making 
your agency ever more valuable.

The best-case scenario is that you will 
personally be presenting this sales pre-
sentation to prospective buyers when 
you’ve decided to retire or move on to 
a new venture. But in your absence, you 
want the executor of your estate to have 
everything needed to get the highest 
price for the agency.  If your planned de-
parture is years away, your presentation 
should be updated regularly as you con-
tinue to grow and improve operations.

napaa members have a variety of tools available on the napaa website, 
www.napaausa.org, including in-depth articles on buying and selling agencies
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Become a Member

Join Today!

Proactive and pro-agent, NAPAA is a professional 
association committed to maintaining and enhancing 
the Allstate Exclusive Agency opportunity.

•	 Continuing	Education	Reimbursement*

•	 E&O	Deductible	Subsidy*		

•	 DirectExpress	e-newsletter	

•	 Member-to-member	referrals	

•	 Archive	of	Exclusivefocus magazine*	

•	 Discounts	from	nationally	recognized	vendors

•	 Towing	Reimbursement*

•	 Group	Dental	and	Vision

•	 Help	when	buying	or	selling	agencies

* Limitations apply, call NAPAA for details

www.napaaUsa.org or (877) 627-2248

Need a Reason?

The value of your agency and the 
market trends affecting sales
Now that you have a good overall picture 
of your agency, it’s time to consider what 
the agency might be worth to a buyer. 
The premium volume of your agency is 
a key starting point, but it is not the only 
consideration. 

A common benchmark for valuation of 
an Allstate agency is a multiple of agency 
revenue. Over the last ten years, the aver-
age multiple has ranged from 2.0 to 4.0. 
The “going rate” is affected by several 
factors, including constantly changing 

rules and requirements for buyer approv-
al by Allstate and the number of agencies 
on the market for sale.

PPC Loan publishes a quarterly “All-
state Agency Value Index” which dis-
closes average agency prices expressed as 
a multiple of new/renewal commissions. 
This publication is based only on agency 
sales involving buyers who have obtained 
a loan from one lender: PPC. Because re-
quirements and restrictions mandated by a 
lender could affect negotiations, the selling 
price of these agencies may have been af-
fected. Even though it doesn’t represent all 

sales, the report does depict the trends well 
and is worth monitoring each quarter.

Staying abreast of agency value and 
monitoring changes in Allstate’s require-
ments is especially important as you get 
closer to selling. Allstate’s ever-changing 
approval or denial of existing agents, for 
both mergers and satellites, greatly af-
fects the market of available buyers. If 
you are not paying attention, you could 
miss the proverbial “window of oppor-
tunity” when an interested agent with a 
high offer could be approved. Sometimes 
timing is everything.

Your exit objective 
Outline your wishes. What is your time-
line? Who will succeed you? Will you 
play a role in the agency after the sale? 
How will you structure the sale? What 
are the tax consequences? Line up your 
experts: CPA and attorney. Setup a ten-
tative plan now, and revise as you go.

Just do it!
Keep the information about your agency 
in one place and easy to access, on a flash 
drive, a disc or in the cloud with a ser-
vice such as Dropbox. Alternatively, you 
could use a three-ring-binder. Be certain 
your spouse, attorney or trustee has ac-
cess to the files. Once it’s done, it will be 
easy to update as needed. In the tragic 
event of your unexpected death, your 
spouse/family/executor will know they 
are carrying out your wishes, and that 
you cared enough to make sure they have 
the best opportunity to receive the full 
value of your hard-earned work. 

Learn more: NAPAA members can 
log in to the members only portal of www.
napaaUSA.org to find extensive informa-
tion about buying and selling agencies, in-
cluding Buy–Sell–Plan, A Guide for All-
state Agents, sample forms, and a detailed 
outline of suggested items to include in 
your agency transition portfolio. Ef

The materials in this article are for infor-
mational purposes only. They are not offered 
as and do not constitute professional or legal 
advice or legal opinion from NAPAA or its 
attorneys, and NAPAA expressly disclaims 
any such advice. These materials should not 
be used as a substitute for obtaining profes-
sional or legal advice. 
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Why did you become an insurance agent?

I became an  
insurance 
agent to...

give my  
customers  

limited choices.

struggle to 
get carrier  

appointments.
pay monthly 

fees to a 
broker.

meet 
impossible  

volume  
commitments.

...we know that isn’t true.

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

from day one--no surprises!

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

ancillary products and services to help you build your business.

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

IF YOU WANT TO PROVIDE YOUR CUSTOMERS WITH THE BEST, 
THEN LET THE BEST HELP YOU AND YOUR AGENCY.
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Definition of rut: “a habit or pattern of be-
havior that has become dull and unproduc-
tive but is hard to change.” 

Have you ever seen the movie How 
Stella Got Her Groove Back? I won’t 
bore you with a lot of details, but basi-
cally, Stella is a woman that can’t seem to 
get back into the routine that made her 
successful. Only by breaking out of her 
day-to-day habits is she able to rally and 
rediscover what is important.

It seems a lot of us lost our groove last 
year, and as soon as I think I’m about to 
start “grooving” again, I hit another pot-
hole created by senior management.

A recent example is the company’s 
decision to block us from being able to 
locate customers by using their address. 
Now we need the customer’s policy 
number to service them. Honestly, how 
many customers carry their policy num-
ber with them? It’s like backsliding into 
the Allstate Stone Age (pre-1985), when 
agents had no computers and had to rely 
on customer service to get the informa-
tion needed to service the customer.

I don’t go along with the explanation 
that the reason for the change was to 
keep agents from stealing quotes or to 
protect customer privacy. I don’t know 
about you, but I never encountered this 
problem in the past. If anything, the 
change has complicated our efforts to 
purge Allstate customers from our mail-
ings and prospecting campaigns. Not to 
mention servicing out-of-location cus-
tomers with transparency and expedi-
ency. Management says, “Well, you can 
call the 800 number to get the policy 
number.” Alrighty then, let’s spend valu-
able agency revenues downgrading our 
efficiencies by shifting our LSPs into slo-
mo so they can spend their days calling 
the 800 number. Who has time for this? 

The Rut
By Lezlee Liljenberg

We’re running a business here.
Whew! Okay, let’s move on to the next 

pothole: IPS/ALR. If you ever saw the 
movie It’s Complicated, you can prob-
ably relate. The point of the movie is that 
everything can and should be easy, but 
things usually turn out being far more 
complicated than necessary.

The first complication that comes to 
mind is the number of platforms we have 
to deal with. Here are but a few: Alli-
ance, eAgent, Gateway, Ivantage, Con-
nexis, TAG, ASDT, Business Builders, 
Blueprint Marketing, DASH, Bonus 
Forecasting Tool, MOD, POD, Allstate 
Benefits… I better stop here because my 
head is about to explode!

Don’t misunderstand me. I am not 
complaining, and I am not being nega-
tive. In fact, I love and appreciate all of 
the opportunities available to us. But I 
have to wonder if anyone in Home Of-
fice ever heard of the KISS philosophy?

I just want to conduct business with-
out so many complications and barriers. 
Give me superior technology and fewer 
roadblocks and I’ll give you an incredible 
performance! I want the platforms to 
talk to each other so I don’t have to du-
plicate or triplicate work that I’ve already 
done. The bottom line: I JUST WANT 
TO WORK!

All of us want to make more money, 
but our compensation plans are too in-
tricate and complicated – so much so, 
in fact, they are counterproductive, dis-
tracting and cause many agents to lose 
trust in Allstate. Keeping them simple 
would improve the trust factor and allow 
agents to fully understand their compen-
sation structure. Isn’t that sensible?

Despite these problems, I believe each 
of us will still manage to succeed in our 
own way. But I also know there are bet-
ter ways to get things done. Many of us 

are bruised and beaten by fighting in the 
trenches. It doesn’t make sense for us 
to have to deal with inept systems, too. 
Sometimes the enthusiasm we had at the 
beginning of the year ends up on the cut-
ting room floor. Why? Could it be that 
we are overwhelmed with time-wasters 
like figuring out multipliers with ump-
teen tiers or coaching our customers into 
answering surveys correctly? Is this really 
a good use of our time? Does it make me 
a better Trusted Advisor?  

These are some of the potholes that 
cause us to lose our groove. The trouble 
with potholes is that they give us an ex-
cuse to fall back into our old routines. 
It’s like a recurring scene playing out in 
our own soon-to-be-made movie called 
“The Rut.” It will be loosely based on 
Ground Hog Day, and will have a cast of 
thousands. I’m predicting it will be a box 
office sensation! 

Don’t let this happen to you. Stick to 
the plans you made last January. Em-
brace those goals and resolutions. Don’t 
let distractions impede you. Write down 
your definition of success for this year. 
It will play out differently for each of 
us. We cannot ignore all of the potholes 
we encounter nor can we ignore com-
pany requirements. We have to deal with 
them positively and keep our minds open 
to new ideas. 

We may not see each other at Inner Circle 
this year, but I will definitely see you at the 
Academy Awards of Our Own Success! Ef

NAPAA Vice President Lezlee Liljenberg is 
an active Allstate agency owner with two 
locations in Arlington, Texas. She is active 
in her community leading workshops, host-
ing local radio shows and volunteering at 
the YWCA. Lezlee has been with Allstate 
since 2004 and has served on the NAPAA 
Board of Directors since 2011.
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We offer access to Auto, Home, Business, Life, 
and Health insurance policies from some of the 
most competitive insurance companies available.   

We Invest In 
Your Future 

Affordable American Insurance provides a  
turn-key business model for a captive insurance 
agency to transition to the independent world;  
or for an existing independent agency a platform to 
increase carrier representation and revenue while  
removing carrier production requirements.  

Team Concept 
We like to say that Affordable American Insurance 
agents are “independent, yet not alone”. We have a 
growing group of agents that think like a team, act 
like a team, and win like a team.  

Training & Technology 
AAI has developed a unique and sophisticated plat-
form combining the best technology, innovation, IT 
support staff. We have modern tools to ensure accu-
racy and efficiency.  

Owning an agency with AAI provides everything you need 
to reach your goals and give optimum service to your cli-
ents, while being surrounded by ongoing support from our 
carrier representatives, corporate staff and fellow agents.  

Affordable American Insurance 
 

Affordableamericaninsurance.com 
(877) 811-3224   
 

swoodworth@insuranceaai.com 

• Our agents grow extremely fast for the first few 
years. 

• In the 7th year, where other agents become 
dormant AAI agents grow 14%  

Gain Back Your Future by Calling Us Today 

Find Out More Watch this Video 

Own Your Business  
& Future 

Agent Statistics 

• Platform to leverage technology & 
social media 

• PC and tech support  
• Website with online quoting  
       capabilities 
• Tech training classes  
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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: $900,000 
PIF: 2,867 Premium: $3,600,000 
Number of Staff: 3 
40+ year multi-generational 
agency for sale. Great location 
near university, hospitals. 
1200sf; turnkey; new comput-
ers, printers and desks.

North Phoenix
Tony Silva Agency
602-863-2909
tonysilva2@allstate.com  
PIF: 1,200 Premium: $1,325,000 
Number of Staff: 1 
28-years same location. 10+ 
years with same EFS. Retir-
ing owner willing to stay at 
no charge up to 4 months and 
staff will stay on as well.

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 
1600sf fully equipped store-
front office in booming area. 4 
offices plus conference room, 
kitchen and restroom. Owner 
carry available; lease/manage-
ment option.

FLORIDA
Delray Beach
Banyan Financial Group
531-303-3938
kelly.davis@allstate.com 
Asking Price: $290,000 
PIF: 600 Premium: $1,300,000 
Number of Staff: 2 
Please call for more informa-
tion.  

Port Washington
Brien Sullivan Agency, Inc.
631-261-6744 after 5pm 
a051792@allstate.com  
Asking price: negotiable  
PIF: 2,296 Premium: $3,742,008 
Number of Staff: 2 
L/R 37.45%, retention 91.73%. 
Comp @ 10.5% AES 150. 30-yr 
agent retiring.

PENNSYLVANIA
Pipersville
The Sanfratello Agency
215-589-0793 
jsanfratello@allstate.com  
Asking Price: $550,000 
PIF: 1,700 Premium: $2,300,000 
8 yr agency. 85% retention, 
50% LR.

TEXAS
Abilene
Tom Massey Agency
325-669-6904 
tmasseytx@suddenlink.net  
Asking Price: $850,000 
PIF: 1,800 Premium: $3,100,000 
Number of Staff: 3 
30+ year award-winning 
agency in newly remodeled 
storefront location. LR 39%, 
high retention. Book is 90% 
Allstate, 10% brokered.

Fulshear
Paul Lytle Insurance Agency
713-302-9718 
nesum@yahoo.com 
Asking Price: $70,000 
PIF: 331 Premium: $408,628 
Number of Staff: 1 
1200sq ft downtown location 
on main road. Closest agency 
4 miles away. 

Houston
Allstate Galleria Area Insurance
281-620-7968
zxinvestments77@gmail.com  
Asking Price: $329,900 
Premium: $1,532,000 
Number of Staff: 1.5 
Great AES. Many out-of-state 
transfers. Additional books for 
sale: flood, TX wind, TX Fair 
Plan and Ivantage.

Wichita Falls
Amaryllis Mullins Insurance 
Agency
940-636-0149 
amaryllismullins@gmail.com  
Asking Price: $800,000 
PIF: 2,286 Premium: $3,107,000 
Number of Staff: 2 
Great location; lots of retail 
traffic. 

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

the NAPAA market place
Agencies for Sale Agencies for Sale Agencies for Sale Agencies for Sale

Hallandale Beach
Alesia C Gutierrez Agency
954-214-7979
myallstate4sale@gmail.com 
Asking Price: $860,000 
PIF: 1,128 Allstate, 900 Ivan-
tage 
Premium: $2,423,586 Allstate, 
$1,265,000 Brokered 
Number of Staff: 4 
Successful 27-year agency. 
Quality book of business. Furni-
ture and equipment available.

Lake Worth
Perez and Associates, LLC
561-790-5390
elvisperez@allstate.com  
Asking Price: $650,000 
Premium: $2,800,000 
Number of Staff: 2 
10+ year agency in area high 
growth area. Allstate premium 
$2M, brokered $800k. Diversi-
fied book, LR 53%.

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

HAWAII
Hilo
Allstate Insurance Agency
808-927-2160
hawaiilawaia@gmail.com
Asking Price: Negotiable 
PIF: 1,556 Premium: $1,234,702 
Number of Staff: 2 
Profitable agency on beautiful 
Big Island. Turnkey, excel-
lent staff, new technology. 
LR 42.26%, Retention 90.73%. 
Qualifies for enhanced com-
missions.

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

The NAPAA market place…where buyers meet 
sellers. Place your classified ad here for just $99 
per issue of Exclusivefocus 
(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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Professional Allstate Agents, Inc.

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 phone number. We reserve the right to edit 
letters for clarity and space.

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

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

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

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

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

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

Our General Goals:
•  To provide an organization specifically tailored 

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

Agents and their clients
•  Provide reliable communications on all issues 

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

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

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

For more information, 
please visit 

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

INSURANCE AGENCY 
 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? 

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

 FRANCHISE BENEFITS... 

 Access to competitive nationwide and regional insurance markets 
 Personal  & Commercial lines property & casualty 
 Life & Health products 

 Access to a premier agency management system 

 Brand Identity 
 Co-Branded with the name you choose 

 Inclusion in carrier contingency BONUS plan 

 Ability to sell your agency and receive FULL VALUE 

Call or email JEFF WILSON today 

for the opportunity of a lifetime! 

636-536-5005 

877-452-5476 (toll free) 

jwilson@ggiausa.com 

Equity One Franchisors, LLC 
15455 Conway Rd., Ste. 315 

Chesterfield, MO 63017 

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




