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president’s message

When Selling the Sizzle Goes Too Far

Jim fish
NAPAA President

Because we are salespeople, most of us are familiar 
with the expression, “Don’t sell the steak, sell the sizzle.” 
In times like these, when auto rates are sky-high and 
production is down, managers often point to agents as 
the reason for slumping sales, typically citing poor at-
titudes or insufficient marketing efforts as the cause.  

Of course agent attitudes are affected. Atti-
tudes rise when rates are competitive and fall when 
they’re not – it’s human nature.

The reality is that Allstate has rarely, if ever, 
been the lowest cost provider of auto insurance, so 
selling on price alone is not a long-term recipe for 
success. Improving closing ratios demands at least 
some degree of persuasion, which often entails in-
corporating more sizzle into our sales efforts.   

Believe in yourself, your brand and your product 
offerings, but don’t be a zealot

When agents believe in the brand they represent, 
prospects take notice. They hear and feel the honest-
to-goodness conviction and enthusiasm in an agent’s 
voice and see it in their eyes, which bolsters their con-
fidence in the brand. In normal times this is often 
enough to close sales over lower-priced competitors.

But these are not normal times, are they? All-
state’s lack of auto profitability has caused rates to 
soar, making it difficult for agents to sell the com-
pany’s most important product.

For a lot of agents, today’s rate disparities are the 
largest they’ve ever seen. The fact is, Allstate is some-
times three times more expensive than Esurance – its 
sister company – which has not turned a profit since it 
was acquired five years ago. How can this be?  

Yet despite Allstate’s uncompetitiveness, man-
agement is dismissive when pricing concerns are 
raised by agents. Instead of empathizing with 
them, they ask agents to ignore price disparities 
and step up their marketing to increase quote vol-
ume. Then with straight faces they remind us that 
“Allstate is worth the extra cost.” 

The reality is that there is only so much brag-
ging you can do before turning people off. You can 
boast about Allstate’s great claim service, unique 
policy features, and the fantastic customer service 
your agency provides, but in the end, price matters. 

“Desperate times call for desperate measures”
Sad to say, this age-old proverb can turn good guys 

into bad guys.  Work-related pressures can drive some 
agents to do things they would never otherwise con-
sider to save their jobs or avoid bankruptcy.  

In California, for example, a few managers have 
suggested that their agents add more sizzle to their 
auto presentations by engaging in a scheme to 
write more life insurance – lots more. The “secret” 
is for agents to write small term life policies with 
each add car. They call this practice “super bun-
dling.” And according to our sources, at least one 
of these agents is writing these small term policies 
“hand over fist.”   

So what’s not to like about selling more life policies?  
Well, for starters, it’s a con job. In short, participating 
agents are telling customers that the add car/term life 
combo is cheaper than the add car alone. Is it any won-
der that their life sales are skyrocketing?

It would be a great deal for consumers if it was 
true (and legal), but it’s not. Instead, it is a fraudu-
lent sales practice. 

Senior management would never approve of 
such behavior, but it seems there are some rogue 
managers eager to increase production at any cost 
– even if it leads to insurance department licensing 
troubles and/or terminations for those involved.   

No worries, though. This deceitful sales tactic 
has been reported to the company via the Allstate 
Alert Line. Our expectation is that the company 
will soon address the issue.   

it’s time to ride off into the sunset
After 21 years of working with NAPAA’s Board 

of Directors, it’s time for me to say good-bye. My 
term expires at the end of May, making this my 
final president’s message in Exclusivefocus. 

I have had the pleasure of meeting and work-
ing with some incredibly talented people over the 
years. It has been an honor to have known them 
and a privilege to serve with them. 

I am happy to report that when my term ends, 
our directors will all be active Allstate agents. They 
are smart, dedicated and eager. I am confident that 
the future of your association is bright and in ca-
pable hands.  

To our members: Thank you for your loyalty and 
support. Without you, NAPAA would not exist. 
For those of you who are not yet members, I hope 
you will join today. Ef
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I loved your president’s message in the 
winter edition. I feel the content in the 
publication is genuine and useful. It’s hard 
to tell how many agents around me read 
it or appreciate the organization, as it re-
mains a very polarizing topic, at least in 
my area. I don’t know the history or time-
line, so maybe it’s always been like this. 

2016 was my first full calendar year, 
and while I failed to meet life produc-
tion standards, I feel good about what we 
did accomplish. Management, of course, 
doesn’t share my sentiment, which baf-
fles me in many ways. Of all the things 
a new agent with no experience did ac-
complish, none seem to matter except 
life production, or lack thereof. 

I guess it really doesn’t matter much 
now because all those managers were 
promoted and have moved on. We’ll see 
what 2017 brings.

Thank you again for the great article. 

In my humble opinion, the last presi-
dent’s message was one of the best I have 
read. It directs a conversation to checks 
and balances, not only to ourselves as 
agents, but as a corporation. 

We all have our own ambitions. For 
some, it is to become as large as possible. 
For others, it is to earn a decent living 
to support their families, enjoy life and 
serve our customers. None of us is less 
ambitious than the next, we just have 
different goals. I believe everyone should 
have that choice. 

NAPAA also serves as a counterbal-
ance to the company. As a whole, we 
do not all agree with every program the 
company sends down, nor do we all dis-
agree. I firmly believe that fairness to 
achieve our individual personal goals 
should be respected. 

Growth is always in the forefront for 
each of us; after all, we are salespeople 
and must do what is necessary to survive. 
But how we achieve those goals should 
be our choice. If you want to be the big-
gest, NAPAA is here to help you. If you 
want to steadily grow, but not be the big-
gest, NAPAA is here to help you. We are 

one voice made of up many, regardless 
of our goals. The definition of success is 
different for each of us, but we all share 
some common goals, including being 
happy, achieving peace of mind and con-
trolling our destinies.

Good message, Jim. NAPAA is an ex-
cellent source for ideas to help run your 
agency more smoothly, as well as provid-
ing marketing ideas. It is so much more 
than management views it. Management 
doesn’t like that NAPAA will call a spade 
a spade and not bend a knee to corporate 
dictates without question. As we know, 
management doesn’t like being ques-
tioned. 

When all is said and done, NAPAA 
MUST EXIST to give agents a plat-
form to connect and share their concerns 
because management will say, “It’s only 
you, other agents don’t have this con-
cern/problem.” 

Thank you for your advice and for be-
ing a force for all. Why more agents don’t 
join is beyond me.

Has NAPAA ever looked into the le-
gality of forcing agents to write $1,000 in 
securities each year so that they can keep 
their Series 6 Securities license? This in-
evitably leads to agents having to buy a 
variable life policy on themselves to pro-
duce the $1,000 in securities business, 
or risk losing our agencies. It seems that 
this is a conflict of interest that could be 
in violation of the rules or regulations 
of FINRA, the SEC or the most recent 
DOL ruling. 

Response:
Thanks for writing. Let’s clarify Allstate’s 

actions: An agent who fails to meet the quota 
does not lose his securities license. He loses his 
affiliation with Allstate Financial Services, 
LLC - (LSA Securities in LA and PA). Your 
agency contract is then terminated because it 
requires that you be affiliated with AFS. You 
have two years to re-affiliate your license.

Allstate claims the quota is a requirement 
because affiliates are required to be “active.” 
While it is a violation of NASD rule 1031 
for a broker-dealer to “park” a license, we 
find no evidence that the definition of “ac-
tive” has anything to do with the amount 
of sales.

According to Pepper Hamilton, LLP: “An 
NASD member firm may only maintain 
registrations for persons actively engaged 
in the firm’s investment banking or secu-
rities business. Applying to register any 
individual as a representative, with no 
intent to employ the person in that role, 
is prohibited. Applying for such an im-
proper registration or wrongfully main-
taining a once-legitimate registration is 
commonly known as ‘parking’ a license 
and is, of course, a violation of NASD 
rules.” 

As far as we know, in most states, there 
is no law against a broker-dealer setting 
quotas for its agents to keep their affilia-
tion. It appears that Allstate feels it will 
avoid any question that it has engaged in 
“parking” by setting a minimum sales re-
quirement. 

The new DOL rule may be an area 
where NAPAA will raise questions. Allstate 
has published its 2017 ALR compensation 
scheme which, in their view, complies with 
the new rule. We have not yet expended any 
resources on this issue, partly because Allstate 
may change compensation again before the 
rule takes effect, not to mention the Trump 
administration’s view of the ruling. Rest 
assured, however, we will watch this issue 
closely.

I see that you are not currently a NAPAA 
member. I hope you will decide to join us. 
More members equal more resources – and 
more resources allow us to do more for you 
and your fellow agents.

Regards,
Nancy Fish
Executive Director

PS: My response is informational only 
and should not be construed as legal advice 
or legal opinion on specific facts.

Letters continued on page 32.

letters to NAPAA



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).

Whether you’re ready to expand via acquisitions, grow through hiring staff or 

prepare the path for new ownership, 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 knowledge of the insurance market and lending and 

many return to us for multiple rounds of funding. From initial growth, through 

the development and eventual divestiture of your firm, our experience and  

expertise can help you obtain capital.

Get a quote and learn more today.  
844.357.9348 · oakstreetfunding.com/allstategrow

f inancing for the insurance industry

Where do you want to take 
your Allstate agency?

a first financial bank company

Customized Loans
•  Flexible structures 

• Amounts starting at $25,000

• Terms up to 7 years

• Quick loan process

Uses of capital
• Mergers & Acquisitions

• Working Capital

• Successions and Owner Buyouts

• Business Debt Consolidation



10 — Exclusivefocus Spring 2017

Whether you know it or not, you have 
a huge impact on the results you get 
from your staff. The success or failure of 
an agency ultimately rides on the agency 
owner’s shoulders, but it is the staff who 
typically does most of the work. As such, 
agency owners should be very interested 
in the quality of the staff they employ 
and the type of results they deliver. 

In future articles I will address hiring 
and firing practices, but in this one I want 
to talk to you about you. If you’re any-
thing like me, you’ve probably thought or 
said, “My staff is not able to do this or 
that.” If so, does that mean you are hir-
ing individuals who are incapable, or are 
you simply failing to give them the level 
of training they need to get the job done? 

While a small percentage of staff are 
not trainable, most of them are. And 
those who aren’t probably don’t belong 
in the insurance business. So, before you 
start blaming your staff for all your woes, 
I challenge you to first look in the mirror. 

I am about to share four things you might 
be doing that destroy staff productivity. This 
self-examination may sting a little, but if you 
want to rise to the next level, hit your bonus 
numbers, and truly excel, it is critical that 
you be honest with yourself. 

Not giving clear expectations
Employers oftentimes hold their staffs 

accountable for expectations or goals 
that have never been clearly defined. If 
you are dishing out criticism for under-
performing but do not lay out clear goals, 
you are not delivering with any clarity 
what you expect from your staff. 

You cannot look at the numbers at the 
end of the month and be frustrated with 
your staff if you never itemized or commu-
nicated what their targets were. If you want 

Four Things That Can 
Destroy Staff Productivity

By David Neuenschwander

staff that is motivated to deliver what you 
want, you have to set clear expectations. The 
bottom line: poor leadership typically leads 
to mutual frustration and subpar results. 

Taking all the credit
Insurance is a tough business. Staff 

must deal with everything from issuing 
ID cards to irate customers questioning 
why their rates went up. Sometimes it is 
a thankless job. But when things go well, 
you may get a congratulatory email from 
your sales leader or from some mucky-
muck at the regional office. That’s a killer 
opportunity to share the credit for a job 
well done. So rather than take all the 
credit yourself, send a reply, including a 
copy to your staff, which says something 
like: “We were able to accomplish this be-
cause of our great team and the effort they 
put in day after day here at the office. I 
couldn’t have done it without them!” 

This is a simple thing that costs you 
nothing, but it can have a profound effect 
on your staff. You will be surprised by the 
impact it will have on team morale. 

Demanding rather than asking
These days, life is hectic for everyone, 

and your staff is not immune. Of course, 
you are the boss and your staff must deliv-
er what is expected, but if you are always 
grumpy, difficult or otherwise unpleasant, 
they will only begrudgingly do what you 
ask. If this describes you, try being cour-
teous to them. If you are a serious person, 
try to be cheerful and put a smile on your 
face. You will be amazed at how this one 
thing will affect your staff – and your own 
attitude will likely improve, too! 

If you feel you have to make hardline 
demands for every expectation, one of 
two things is going on. Either you need 

to work on your communication skills or 
you need to look for a different employee. 
Your team is made up of adults; find a way 
to speak to them the way you would like 
to spoken to. This will change the entire 
atmosphere of your office… guaranteed.

Not dealing with 
hard-to-discuss issues

I am not going to list the many deli-
cate issues that agency owners avoid 
talking about with their staff, but you 
know them and your staff knows them. If 
you have knowingly or unknowingly in-
stituted the “head in the sand” approach 
to management, there is no way you will 
get the best performance from your staff.

If there is a personnel problem, deal 
with it. The stress and strain that one bad 
apple can cause can be overwhelming, 
unbearable and destructive. It is up to 
you to set the tone in your agency. Don’t 
allow an issue you don’t want to deal with 
stunt your growth.

In closing, your staff is the backbone of 
your business. Work on getting the best 
out of them by being the best leader you 
can be. If you are interested in having 
more time for yourself while writing more 
business in 2017, I can help. I’ve part-
nered with NAPAA to offer a great op-
portunity to grow your sales and get your 
time back. Check out my information on 
the NAPAA website (see below). Ef

David Neuenschwander of Captive Agent 
Profits, a company specializing in proven 
SEO strategies, has recently partnered with 
NAPAA. To learn how this alliance can help 
you grow your business, go to www.napaausa.
org. Click on the Agency resources tab, then 
go to the Marketing & Professional services 
page and look for Captive Agent Profits.

staffing solutions



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

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

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

www.CaptiveAgentProfits.com/NAPAA
888-347-8683
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Selling and talking about insurance isn’t 
sexy. In fact, it can be downright dull. But 
your trade show experience doesn’t have 
to be. Think of your booth as another tool 
in your marketing toolbox — a chance to 
immerse yourself in your community, pro-
mote your agency brand and connect with 
potential prospects.

When planning your strategy, remem-
ber your primary objective is to gain ex-
posure and generate leads.

Where
Depending on your location, there can 

be dozens, if not hundreds of trade show 
opportunities to choose from. Simply 
Google “community fairs” to find: art, 
bridal, boat and RV, coin, county fair, 
craft, gun, health and fitness, home and 

garden, and holiday, for example. 
When deciding which shows to at-

tend, don’t limit yourself to those that 
are insurance-related. Sure, boat shows 
are a great place to get boat insurance 
leads. But why not pick something that 
interests you, and where you’re likely to 
meet like-minded consumers? 

If your hobby is home-brewed beer, 
try a beer festival. Love making pottery? 
How about an art fair? You’ll have more 
to talk about and with a little creativity, 
folks will remember you long after the 
show. 

Your exhibit
If your idea of a trade show booth is 

a skirted table and some brochures, it’s 
time for a refresh.

•	 Promote	your	community	support.	
This is your chance to show off something 
that people will remember about you and 
your agency. Are you involved in worthy 
causes such as Purple Purse, Good Hands 
for Literacy, coaching youth sports, X the 
TXT, or The Kindness Revolution™? 
Consider your exhibit a chance to show-
case your support. 

•	 Draw	 people	 to	 your	 booth	with	
something	fun	or	funny.	It doesn’t have 
to be expensive. For instance, display 
something they can’t resist taking a pic-
ture of. Hire a celebrity look-alike. Or, 
dress in costume. Use a life-size celebri-
ty cardboard character – or a cardboard 
stand-in that offers visitors a fun photo 
op. Allstate’s Mayhem character can be 
an amusing theme for your exhibit. Buy 
a customized life-size Mayhem char-
acter cardboard, or dress up like Mrs. 
Mayhem! 

•	 Make	 your	 place	 fun	 for	 kids. 
There is so much you can do with this! 
Lay out printed coloring pages and cray-
ons for a coloring contest. Many local 
businesses may be willing to provide col-
oring pages in exchange for advertising 
their business on the page. Give every 
entry a coupon to a local kid-friendly 
place, and have the “winners” vie for a 
more substantial prize. Take photos for 
Instagram or Facebook. When you do 
something that attracts children, their 
parents come, too.

•	 Consider	a	contest. Create a trea-
sure hunt, a photo caption contest, or a 
vote contest to pick the best Mayhem 
commercial. Any of these can be done at 
your booth. For added engagement, tie 
the contest to your Facebook page.

•	 Use	 social	 media	 to	 your	 advan-
tage.	If you have a strong internet con-

Trade Show Ideas: How to Generate 
Leads and Make It Fun

From the NAPAA Marketing Toolbox

feature
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nection in the trade show hall you can 
post, tweet and tag in real time through-
out the event. Consider connecting a 
projector to display your posts. Everyone 
loves to see their photos on a big screen! 
Change things up throughout the day by 
showing videos of your agency’s commu-
nity events, fun YouTube animal videos, 
or Mayhem commercials.

•	 Host	 a	 charging	 station	 at	 your	
booth. Everyone has a smart phone and 
they’ll likely be using it throughout the 
event. A charging station is a great way 
to draw traffic.

Giveaways
Who doesn’t love to take things home? 

•	 Make	 it	 a	 game.	Purchase a prize 
wheel (from Allstate Business Builders, 
Walmart.com or OrientalTradingCom-
pany.com) or make one of your own. 
Prizes can be trinkets from Business 
Builders or freebies from MOD (All-
state Material Ordering & Distribution). 
Customized key chains, car air freshen-
ers, cell phone pockets, tote bags or cal-
endars are all great ideas. 

•	 Trivia	anyone? Convert your prize 
wheel into a trivia game wheel with a 
mix of educational and funny questions 
to ask attendees. Get even more creative 
and make a “Mayhem” spin wheel.

•	 Give	away	treats. Set-up a popcorn 
machine or bake cookies. The smell, 
alone, will drive traffic. Even chips, 
branded gum or mints are fun.

•	 Contact local businesses for cou-
pons.	Many local businesses are happy to 
offer buy-one-get-one-free or other dis-
count coupons. They get free advertising 
and you have something of value to offer 
attendees. 

A car wash, pet groomer, restaurant, 
gift shop, beauty shop or fitness center are 
some likely participants. Print the cou-
pons with the local business offer on one 
side and include your agency information 
on the other (an inexpensive option is to 
use business card paper stock). Be sure 
to offer a download of the coupons from 
your website or Facebook page.

Don’t	forget	why	you	came:	
Lead generation

In all the excitement of creating a fun 

exhibit, don’t forget to include a way to 
gather contact information, even if it’s 
just an email address. 

Prize drawings are still a good way 
to gather prospect contact information. 
Let visitors enter online, by phone, or in 
person. Use Facebook, or set up a simple 
page on your website to make it easy. 
Many events now provide digital nam-
etags with QR codes (Quick Response 
Code), so be ready to use the technology 
instead of paper registration forms. 

The prize should be something fun 
and on display at your event. Here are a 
few ideas:

•	 A	flat	screen	TV	or	an	iPad	
•	 Bikes:	Give	away	two	—	one	adult	

and one child. The kids will encourage 
their parents to come to the booth.

•	 Tickets	 to	 an	 upcoming	 sporting	
event

Leverage	technology
•	 Prior	to	and	during	the	event,	pro-

mote your booth on social media and on 
your website. 

•	 Create	a	share	button	so	your	fans	
and friends can promote the event on 
their network. 

•	 Use	 a	 hashtag	 and	 promote	 it	 at	
your booth. 

•	 Generate	 a	 QR	 code	 that	 can	 be	
scanned at your booth or added to the 
customized items you’re giving away.

•	 Use	a	dedicated	landing	page	with	
the trade show theme. Offer a free 
download or hyperlink to additional in-
formation. 

•	 Create	 a	 Foursquare	 location	 for	
your booth.

•	 Many	 trade	 shows	offer	 their	own	
technology, including mobile registra-
tion apps, beacons and event hashtags. 

mix it up
Exhibiting at a trade show takes a lot 

of time and effort, so if you’re going to 
do it, it’s important to maximize your 
return.

Following the event, announce the 
drawing winners and ask them come to 
your office to pick up their prizes. Be 
sure to take a photo of them for Face-
book and your agency newsletter. Your 
local newspaper may also be willing to 
run a short story on it.

Armed with these creative yet simple 
strategies, you can create top-of-mind 
awareness at your next trade show, present 
a booth to remember, and have some fun 
in the process. Who says insurance has to 
be dull? Ef

napaa members: Find more great marketing ideas when you check out the 
marketing toolbox in the members-only portal at www.napaaUSA.org. 
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So, you finally followed Paychex’s ad-
vice and went out and found an employ-
ee handbook for your agency. (Maybe 
you found it online or borrowed it from 
your cousin in Vermont.) The good news 
is, you have a handbook. All set, right? 
Well, not quite. You took the first step, 
but your work isn’t done. To do its job, 
your handbook needs to reflect your 
state’s current laws and your agency’s 
actual practices. In my opinion, the only 

Your Employee Handbook 
Should Fit Like a Glove

By Dirk Beamer

thing worse than not having an employee 
handbook is having one that doesn’t de-
scribe your actual policies and practices.

Variation in state Law
Federal legislation like the Fair Labor 

Standards Act (FLSA) and the Family 
Medical Leave Act (FMLA) dominate 
much of the conversation about employ-
ment law. Generally speaking, where 
state and federal laws conflict, the fed-

eral law will “preempt” the conflicting 
state law. But where there is no federal 
legislation in place, states remain free to 
establish their own workplace standards 
on a wide variety of topics. The result is 
a patchwork of rules and standards that 
vary from state to state. An office hand-
book created for use here in Michigan 
won’t provide the right fit for an agency 
in California. So agency owners need to 
pay attention to make sure the handbook 
they implement properly reflects the ap-
plicable law in their locale.

Common Areas of Conflict
Here are just a few areas of the law that 

differ dramatically from state to state:
•	 Minimum	Wage. The federal gov-

ernment sets a base minimum wage na-
tionally, but each state is free to increase 
– and many do – the applicable base 
wage in that state. 

•	 Possession	of	Firearms	or	Medical	
Marijuana. Historically, employers have 
enjoyed broad discretion to prohibit guns 
or controlled substances in the work-
place. But as more states move to liberal-
ize gun ownership rights and the use of 
marijuana, employers’ discretion may be 
limited.

•	 Payroll	 Schedules	 and	 Payment	
Methods. Many states have statutes 
mandating certain minimum payroll 
schedules. Frequently, those laws require 
that employers pay their employees at 
least twice per month (or even bi-week-
ly). Employers with a once-per-month 
payroll may run afoul of these laws. 

Similarly, while more and more em-
ployers make the move to direct deposit 
and away from paper checks, some states 
prohibit mandatory auto-deposit rules 
and require that employees retain the 
option to receive paper checks.

staffing solutions
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•	 Use	 it	 or	 Lose	 it	Vacation. Some 
employers allow employees to “roll” or 
“bank” unused vacation days. Others of-
fer the option of exchanging unused days 
for cash. Still others insist that unused 
days be forfeited at the end of the cal-
endar year. Depending on your state’s 
law, and on the actual provisions in your 
handbook, any one of these may or may 
not be appropriate.

These are just a few of the many ex-
amples of state specific employment law 
requirements. Take the time to develop a 
handbook that captures the laws in your 
state.

make sure Your Practices 
mirror Your Policies

Even where a given policy is legal un-
der state and federal law, you may run 
into trouble if your employee handbook 
doesn’t clearly express that policy. For 
example, the “use it or lose it” vacation 
policy discussed above is permissible 
in many states provided it is clearly set 
forth in a written policy. If the handbook 
is silent, it may be presumed that unused 
vacation days are not waived. 

A similar problem arises if you don’t 
clearly define how and when employees 
earn or “accrue” vacation days. If I earn 
“two weeks” paid vacation per year, does 
that mean 14 paid days or ten paid busi-
ness days? Are all the days available to 
me on January 1, or must I accrue days 
pro rata over the course of 12 months? 
If the latter, may I use days in advance 
of accrual? 

If I am allowed to use days before they 
accrue (essentially taking an “advance” 
on my vacation days) and then I quit be-
fore accruing the days, must I repay the 
employer for the days advanced?

finish the Job
Devoting the time and effort to get a 

handbook in place was an important first 
step – one that will set you apart from 
the competition. Whether working with 
your payroll provider or your attorney – 
or braving it alone – take the final step of 
reviewing and modifying your employee 
handbook to make sure it is consistent 
with your state’s laws and your agency’s 
practices. Ef

Dirk Beamer serves as general counsel to 
NAPAA. Serving NAPAA and the agents 
of Allstate since 2000, Dirk has provided 
expert consulting on the EA agreement, 
agency sales and other legal issues. NAPAA 

has provided this article for informational 
purposes only. The contents should not be 
construed as legal advice or an endorsement 
from NAPAA or its attorneys, and NAPAA 
expressly disclaims any such advice.

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

Join the 
“ALL Agents Page” 

on Facebook

All New Group for Allstate Agents 
and Former Allstate Agents Only

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

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

Groups on your Facebook page.
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I am a former Allstate agent whose 
career spanned 36 years. That’s a mighty 
long time in this day and age! Although 
I oftentimes didn’t appreciate the way 
management treated the agents over the 
years, I had great respect for Allstate’s 
products, and never once did I have any 
doubts that I had given my customers 
anything but top-quality coverage. To be 
honest, I truly believed in the products 
I was selling and sold them with a clear 
conscience.

In 1999, Allstate acquired American 
Heritage Life, which is known today as 
Allstate Benefits. They offered a broad 
suite of products, including individual 
cancer policies. Like many people, the 
thought of getting cancer and not having 
adequate coverage was very disconcert-
ing, so I decided to do something about 
it and bought a policy. It gave me peace 
of mind to know that if something hap-
pened, I would be okay financially. 

A few years later - in April of 2003 – I 
suggested to Woody, my then fiancé, that 
he also purchase a policy. At the time, 

Practicing What You Preach
By Chris Miller

Woody was receiving treatment from the 
VA for basil cell skin cancer. He was hav-
ing regular checkups every six months to 
check for new spots, thinking that was all 
he needed to do. 

Thankfully, I was finally able to per-
suade him that it would be in his best in-
terest to buy a cancer policy, “just in case.”

Four months later, the unthinkable 
happened. Woody started feeling ex-
tremely tired and was running a fever in 
the evenings. But strange as it may seem, 
when morning came, he would feel fine 
again. Clearly something was amiss, but 
it took a month to convince him to go see 
a doctor. His lymph nodes were swollen 
but the doctor didn’t feel it was “cancer.” 

When the symptoms persisted, we 
sought a second opinion. In October 
2003, just six months after he purchased 
the cancer policy, extensive blood work 
and biopsies revealed that Woody had 
anaplastic large B cell non-Hodgkin 
lymphoma.

Woody valiantly fought the cancer, 
but we didn’t have to worry about money 

because of the cancer policy he had pur-
chased. Throughout his yearlong fight – 
and after – the claims department stayed 
in touch with us to make sure we were 
receiving all the benefits provided by the 
policy. I sent in over 1,000 pages of med-
ical records, treatments, living expenses, 
transportation costs and other expenses 
we had incurred.

Not once during the entire experience 
was there ever any negative feedback 
from the claims department. In fact, they 
contacted me to say they didn’t think 
they had all the information and asked 
that I mail them everything we had so 
they could analyze it while we concen-
trated on Woody’s health. Their first-
class service and timely claim payments 
gave us peace of mind during a period 
that would have otherwise been much 
more stressful and burdensome. 

Although Woody lost his battle 
against cancer in October of 2004, he 
was thankful to Allstate for relieving our 
family of any financial burden. I take 
comfort knowing that the policy I felt so 
strongly about – and prodded Woody to 
buy – provided the benefits we needed 
during a difficult time.

In closing, I think it is important for 
insurance agents to believe in – and own 
– the products that they sell. Selling your-
self a life insurance policy, for example, 
will better educate you on the product, 
help you to believe in it, and give you 
more confidence when selling it. Ef

Chris Miller dedicated her 36-
year professional career as an 
Allstate agent to taking care 
of her clients (and friend’s) in-
surance needs. Chris has been 
a long-standing member of 
NAPAA, which she believes 

had a positive influence on her career. She cur-
rently serves on the NAPAA board of directors.

feature
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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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Finding qualified, hard-working staff is 
a challenge for any small business, so when 
an employee quits, the negative effects can 
be significant. No agency owner should get 
complacent about this; it’s a situation every 
owner should be prepared to handle. 

Obviously, it’s best to influence your 
top talent to stay before they make the 
decision to leave (see “Identifying Em-
ployee Flight Risk: Signs to Watch For,” 
Fall 2016 Exclusivefocus). 

Even when you’ve done all you can to re-
tain your staff, there’s a chance they’ve been 

offered an opportunity that is simply better 
than what you can offer in your agency. Or 
perhaps there are issues in the agency you 
are unaware of. Either way, you need a use-
ful strategy to cope with – and learn from 
– a star employee’s departure.

Stay	Calm	and	Keep	
Emotions in Check

Your first reaction may be “What am I 
going to do now? How could you do this 
to me?” Okay, a short, selfish moment 
is allowed, but these are not the right 

questions to ask aloud. Take the time 
to overcome the shock, disappointment, 
betrayal, anger, or whatever emotion hits 
you first. Accept the resignation grace-
fully, then:

Get All the facts You Can
Employees make the decision to quit a 

job for many reasons, money may be only 
one of those reasons. Once their decision 
is made, you have a valuable opportunity 
to learn why. Soon after the employee in-
forms you of his or her decision, have an 
open, honest discussion about the reasons 
behind the departure. Of course, “open 
and honest” may include criticism of you 
and your managerial style. Becoming de-
fensive or denying what the soon-to-be 
ex-employee says will get you nowhere. 
Focus on asking questions that can lead 
to improvements in your team and your 
agency’s culture. When an employee 
quits, perhaps the most important ques-
tion to ask is, “What changes to the agen-
cy might have kept you from leaving?”

Be prepared with questions designed 
to gently uncover sensitive issues. For 
more information about exit interviews, 
including sample questions, NAPAA 
members can log on to the Agency Op-
erations page in the members-only por-
tal at www.napaaUSA.org.

The Counter-Offer
It may be tempting to try and entice 

your star employee from leaving, but be 
selective. In some cases, counter-offers 
do more harm than good. For one thing, 
the employee has already made the critical 
decision to leave and may not be open to 
reconsidering. Even when an offer is pro-
posed and accepted, problems may follow. 
More money will only be a temporary fix 
if what they want is more responsibility or 
potential for advancement. You may even 

What to Do When Your 
Star Employee Quits

staffing solutions
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begin to resent them or question their 
dedication to the agency. 

Also, how will a counter-offer impact 
your other employees? Will another LSP 
threaten to quit if they think you’ll re-
spond with a lucrative counter-offer? 
This approach is rarely successful in re-
taining an employee long-term or as a 
tactic in salary negotiations. 

Another approach is to simply be sup-
portive of their decision to try a new job 
while leaving the door open for them 
to return if it doesn’t work out. A ca-
sual open-ended “what could we do to 
keep you?” will let them know they are 
valued without pursuing a true negotia-
tion. It is much easier to lose someone if 
you genuinely care about what is best for 
their future. If their new job doesn’t work 
out, you’ll be more likely to recruit them 
to come back if you’ve been honest and 
helpful, and you’ll be confident in their 
loyalty if they choose to return.

Reassure	Your	Other	Employees
A star employee’s departure will likely 

affect everyone in your agency. Rather 
than let rumors spread and damage mo-

rale, get in front of the situation and let 
your other staff know what’s happening as 
soon as possible. Meet with them in per-
son and give them time to ask questions. 
Find out what concerns they have and 
brainstorm possible changes to work pro-
cesses that will make the transition easier 
for everyone involved. How will you help 
employees cope with the additional work-
load caused by their colleague’s impend-
ing absence? How will you ensure no one 
is saddled with so much work that they, 
too, will consider leaving?

“A good company will support 
and wish its employees well, especially 
if they know that these employees will 
be leaving for better opportunities,” says 
business writer Iliana Snow. “Acknowl-
edge the loss for the company and con-
vey your appreciation for the employee’s 
efforts. Let your employee say his parting 
words and immediately get into action to 
put your team into transition.”

move On
A star employee’s exit doesn’t have to 

be all doom and gloom. Instead, it marks 
an occasion to take a fresh look at the 

agency culture and processes, with an eye 
toward making changes that enhance ef-
ficiency and boost morale.

Star employees will come and go – it’s in 
the nature of business today. Be prepared to 
manage the transition. Then make improve-
ments to create an environment that attracts 
future star employees to your business. Ef

Adapted from “What to do When Your 
Star Employee Quits” by Paychex Worx, 
May 27, 2016, www.paychex.com/worx. 
The information in these materials should 
not be considered legal or accounting ad-
vice, and it should not substitute for legal, 
accounting, and other professional advice 
where the facts and circumstances warrant. 

For specialized 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 payroll and HR services trusted 
by more than 600,000 businesses. NAPAA 
members save 25% on Paychex payroll pro-
cessing and 15% on HR setup fees. For more 
information, visit www.paychex.com/all-
state.

•  Payroll and HR administration

•  Time and attendance 

•  Employee onboarding

•  Custom handbooks

•  Manager training and development

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

for small businesses.

but are Your HR and Payroll?

Your Customers
are in Good Hands,

844-856-7827
paychex.com/allstate

NAPAA@Paychex.com
Mention code 5699
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As a result of our presence in over 
300 cities across the country, I have the 
pleasure of speaking to leading insurance 
agents multiple times a day. In each of 
these conversations, marketing is dis-
cussed in one way or another. 

I have often stated that if I was be-
ing paid to consult on what marketing 
programs don’t work, I would be a very 
rich man!  I have heard horror stories 
about billboards, shopping cart ads, bus 
station ads, SEO positioning, telemar-
keting, buying leads, etc. I’m confident 
that whatever marketing program you 
bring up, I’ve probably heard a negative 
story about it. This isn’t to say that these 
strategies don’t work, because they do, to 
a certain extent. It’s just that the results 
seldom match the hype that motivated 
you to try them.

In my experience, the gold standard of 
marketing practices is a good, solid refer-
ral process. I am convinced it is the best 
source of marketing and among the least 
expensive. What could be more powerful 
than having clients refer their friends to 
you and then having those friends refer 
their friends and business associates to 
you?  In baseball terms, it’s like hitting 
a grand slam. 

The Key to Great Marketing
By Ed Horrell 

Becoming proficient in procuring refer-
rals is an art form in itself. Like most any-
thing, some individuals grasp and apply 
the basics quickly and they’re off and run-
ning, but for the rest of us, it’s not quite 
that easy. Developing a referral process 
that works for your agency often takes 
time, effort, and a little trial and error.   

Now that we’ve established that the 
vast majority of us need some guidance, 
let’s review the basics.

We’ll begin with the different types 
of referrals. Let’s call the first type a 
“cool” referral.  A cool referral is simply 
a name…nothing more. It consists of 
something as simple as, “Why don’t you 
give Charlie a call?  Here’s his number.” 

Charlie doesn’t know you are going to 
call him; he may or may not need your 
service, and he doesn’t know that his name 
has been given to you. Cool referrals are 
better than cold calls, and often get your 
foot in the door, but they are typically less 
effective than other types of referrals. 

A “warm” referral includes a pre-in-
troduction, which is a notice (phone call, 
email or text) from the referral source to 
the prospect letting them know that you 
will be contacting them. It can be some-
thing as simple as, “I’ll call to let Charles 

know you’ll be in touch with him.”  
Last, a “hot” referral is one that in-

cludes a notice to the prospect who not 
only is expecting your call, but also is in 
the market for insurance now. 

Here is an important note about refer-
rals, regardless of the type: It is impor-
tant to differentiate yourself – something 
that makes you stand out – from other 
agents. It helps etch your name or your 
brand into their minds. It could be a 
common organization membership, such 
as church, social club, or civic club, or a 
niche that you have chosen to special-
ize in. In my city, for example, we have 
a very large medical school. I knew of an 
agent who specialized in that niche. He 
was on campus all the time, hanging out 
with students, and writing policies. 

Or it could be something altogether 
different. I happen to know of a local 
agency owner who is renowned for his 
annual client appreciation parties. They 
are huge, fun, and talked about all over 
town. Millennials want to do business 
with him just so they get invited to the 
events. He will often collaborate with 
another company or two and they share 
the cost and cross-promotion. 

The key to closing a hot referral is 
your ability to offer something more to 
the client than just being a “good” guy 
or gal. The trick is to uncover “that spe-
cial something” or uniqueness that sets 
you apart from your industry peers. Once 
you find out what it is, and you combine 
it with hot leads, the world will be your 
oyster and your business will boom! Ef

Ed Horrell is the author The Kindness Revolu-
tion™ and founder of the national initiative 
of the same name. Ed can be reached at ed@
thekindnessrevolution.net. To learn more about 
how you can get involved, call Dave Daily at 
404.384.6060 and be sure to ask about using 
your Executive Advantage funds.
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   I paid it forward and it 

felt great!”“

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

The Kindness Revolution
Simple. Powerful. Affordable. Effective.

Be a community champion:
Email allstate@thekindnessrevolution.net
or call Dave Daily at 404-384-6060
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Many of you have been using Face-
book for a long time. You’ve created a 
page for your agency, you post content 
occasionally (usually what Allstate pro-
vides), and you check in daily or so. But 
you don’t necessarily see it as a strong 
“marketing” method. It’s just something 
that’s nice to have.

But the truth is that Facebook is a 
powerful marketing tool that can take 
your agency to the next level in sales, 
customer service and retention. 

Facebook is incredibly popular and is 
the second most visited website on the 
internet (after Google). Its user base 
spans from teens to seniors with the ma-
jority of users checking in multiple times 
for up to 40 minutes per day! 

Facebook is like the busiest hangout in 
town, only it’s digital. Which is exactly why 
it’s important for you to build your agency 
presence there. Let’s look at a few ways you 
can make Facebook work for you.

Daily	Content
Content is what you share on your 

page each day. It may be photos, videos 
or articles. There is no cost to post on 
your page, but it does require a little bit 
of advance planning. 

Why Facebook Advertising is 
Good for Your Agency

By Robyn Sharp

You should post at least once per 
workday with a mix of content that in-
cludes images, links and helpful infor-
mation. Since people are checking in at 
all times of the day and the newsfeed 
moves quickly, you can’t just show up 
once a week and expect anyone to notice. 
Posting on a consistent basis helps your 
agency be seen.

What is helpful information? Think 
about how you can educate your clients 
on their insurance needs without being 
boring. That’s probably the biggest chal-
lenge when it comes to insurance mar-
keting. The topic of insurance isn’t excit-
ing or fun – but it is really important. So 
you have to find a way to educate while 
keeping your prospect’s attention at the 
same time.

Think about funny jokes you see on-
line or at holidays and give them an in-
surance spin. For example, did you see 
lots of photos of destructive “Elfs on the 
Shelf ” last Christmas? You could use 
that to talk about protecting your home 
from intruders. 

Or what about the classic “Christ-
mas Vacation” movie? Remember when 
Clark Griswold let the squirrel loose in 
the house? Or when he breaks the neigh-

bor’s window? All great opportunities to 
talk about insurance in a fun, non-boring 
way! You just have to get creative.

Customer service
As you build your Facebook presence, 

you’ll begin to notice that the people 
most prone to “like” your agency page 
and connect with you, are your current 
clients.

It makes sense. You probably wouldn’t 
follow a Facebook page for a plumber or 
an attorney, unless they’re your plumber 
or attorney. You have an ongoing rela-
tionship and you look forward to hearing 
from them. 

Now this doesn’t mean that you won’t 
generate new business from your page. 
You definitely will. But it will most likely 
be in the form of multi-line quotes and 
referrals to friends and family. 

That’s why customer service is impor-
tant here. Think about what would best 
serve your customers. When there is bad 
weather, you might share posts from the 
local weatherman. If there has just been 
a severe storm, you might hop on your 
page and share the office phone number 
and claims process. You might let cus-
tomers send private messages through 
Facebook so you can answer questions 
about their policies.

The most important thing to keep in 
mind here is that no one likes to be ig-
nored. Install the free Facebook Pages 
app on your cell phone and turn on no-
tifications for your page. That way you’ll 
always know when someone makes a 
comment or sends a message so you can 
quickly respond.

Paid Ads
Now let’s look at what you can do 

when you want to reach NEW people, 

marketing
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beyond your current client base. While 
you’ve probably posted lots of articles 
and helpful information over the years, 
have you taken the next step and tried 
paid Facebook advertising?

Facebook advertising is simple and 
easy to understand. You create an ad and 
it is shown to people when they log into 
Facebook. Ads are shown in the sidebar 
and right in the Newsfeed like a post 
from a friend. If they click on the ad, the 
prospect can go to your website or your 
Facebook page and you pay a low cost-
per-click. The cost varies depending on 
your area, but 20 cents to 80 cents per 
click is pretty typical.

When you create your ad, you’ll choose 
a daily budget. Most Facebook ads will 
require that you spend a minimum of $5 
per day in order for the ad to run. Once 
you hit that daily budget your ads will 
shut off for the day and start again the 
next day. This allows you to plan your 
budget while keeping your ads running 
on a consistent basis. 

So what makes this powerful? The 
ability to target! Facebook allows you to 
only show your ads to people in your lo-
cal area or even to a specific list of email 
addresses. You can let Facebook find 
married homeowners in your city over 
the age of 35 or single renters under the 
age of 30. Or you could upload a list of 
email addresses you gathered from your 
most recent trade show exhibit. Your 
target customer is easy to find and easy 
to reach.

Billboard	Style	Ad
One of the best ways to use Facebook 

ads for an insurance agency is by creat-
ing an ad that is similar to the “real life” 
billboard you’ve probably done in the 
past. But instead of having a billboard on 
Main Street, you have one on Facebook 
– the busiest street in town! 

Think about the billboards you see for 
agencies in your area. Most have a photo 
of the agent and some sort of branding 
included (Allstate, State Farm, or an in-
dependent agent’s branding, etc). 

Create a similar image, target your local 
market, and plan to spend around $5 per 
day while your ad is running. Prospects 
can go directly to your Allstate website to 
request a quote or call your agency.

how Do facebook Costs 
Compare	to	Other	Marketing?	

Facebook is incredibly affordable com-
pared to other kinds of direct marketing. 

To run a TV commercial, you would 
typically spend around $500-$750 per 
month for around 20 actual commercial 
spots (and not be able to choose optimal 
times or programming). 

For a newspaper ad, you’ll spend 
around $120 per week (appx $500 each 
month) to advertise. And how many 
people do you know who actually read 
the newspaper every day? Especially 
consider your target market here – if they 
are younger families, they most likely 
consume their news online. 

Direct mail can also get expensive in a 
hurry. Mailing 1,000 postcards will cost 
$340 in postage (plus design and print 
costs), and usually lead to about a 1 per-

cent response rate. 
Facebook, on the other hand, will let 

you reach thousands of local people in a 
specific demographic for a much lower 
cost. You can spend $5 per day ($150 a 
month) and reach around 10,000 local 
people with your ad.

Not every click is going to lead to a 
quote, but building your name recogni-
tion and creating a strong marketing po-
sition in your city will help your agency 
grow. It’s all about consistency. Make 
Facebook marketing a priority in your 
agency for 2017. Ef

Robyn Sharp, owner of Mega Agency Mar-
keting and former Allstate agent, writes 
about insurance marketing and social me-
dia. Visit the Marketing & Professional 
Services page at www.napaaUSA.org for 
more information.
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10

Your beliefs are not your own. You are 
brainwashed. Everything you believe you 
were programmed to believe.

In reality, our beliefs are holding us back.
We are not born with beliefs. What we 

believe is a result of where we are born 
and others in our lives. A child’s belief 
system may be radically different if he is 
born in Canada vs. India, China, or even 
South Africa. Same goes for Los Ange-
les vs. Texas or New Jersey vs. Arkansas. 
The same child – just subjected to differ-
ent surroundings. His beliefs about reli-
gion, football teams, politics…will all be 
shaped by his environment. 

As a child, you had no choice in the 
name you were given, the language you 
spoke, where you lived, or where you 
went to school. These were all choices 
that were made for you. The adults in 
your life even decided what you were 
supposed to believe. They passed onto 
you their personal view of the world. 
They offered their opinions about every-
thing and everyone; who you are and are 
not, what you can do and cannot — like 
downloading a program onto a comput-
er. You had to agree with their opinions 

or points of views or beliefs in order to be 
accepted, a basic requirement of child-
hood survival skills. 

Unfortunately, if those views of the 
world are infected with irrational fear, 
they act like a computer virus by creat-
ing beliefs grounded in the very same 
fear. A young child doesn’t have a reli-
gious belief, a political party affiliation or 
a favorite sports team. She is not racist, 
homophobic, liberal or conservative. She 
doesn’t judge the world as dangerous, 
lacking, unfair or discriminatory. She 
doesn’t have body image issues, fear of 
failure or hang-ups about money. 

All of these beliefs are programmed 
into her and subconsciously adopted — 
or rebelled against. 

Further, recorded in the recesses of ev-
ery mind are images of your childhood 
experiences and feelings, including fear, 
love, anger, joy, dependency, insecurity 
and self-centeredness. Like little videos, 
they continue to shape your beliefs about 
yourself, author your story and form your 
destiny… But they don’t have to! It’s time 
to take control and become the author of 
your own life.

It’s time to interrupt the narrator in 
your mind and short circuit your installed 
belief systems. I’m not suggesting that all 
your beliefs are bad, only that they were 
given to you before you had a chance to 
choose. It’s time to “reboot” your system 
entirely. Decide to write your own story 
from scratch. Question every belief you 
have. Eliminate the ones that have cor-
rupted your system and install those that 
will take you in the direction you desire. 

Becoming aware of the way your belief 
system was developed should enable you 
to grow by changing some of your ideas 
and beliefs into new and better capabili-
ties. One of the best ways to “reboot” is 
to do so with a positive mindset.

Your thoughts are the most impor-
tant advantage you have in your desire to 
achieve your dreams. The truth is, your 
thoughts are responsible for where you 
are right now.

Nobody would argue that energy ex-
ists. You can’t touch, smell, hear or see 
it, but its effects and power are evident 
everywhere you look. 

Your thoughts are like energy and they 
drive your life just as electricity drives 
a motor. Having a positive mental atti-
tude is powerful. There is power in your 
thoughts and in positive thinking. When 
you choose positivity, you enjoy positive 
energy and positive results.

Remember: you are what you think! You 
are in control — not fate. Just you. You are 
in charge and you can make it happen. Ef

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

Break the Cycle 
By Bill Gough

feature
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Book Review  
By: Tracey Lowe 

The journey we take through life is 
rarely easy.  Life has a way of throwing 
obstacles and challenges into our path.  
Retired insurance agency owner turned 
consultant, Bill Gough, is no stranger to 
life’s adversities that threatened to 
shatter everything he’d worked for in 
his life. 

25 Years to Build… 
Almost GONE in an Instant 
This riveting book tells Bill’s 

“tragedy to triumph” story.  After the 
shocking loss of his son in 2007, Bill 
went into a downward spiral of 
depression and turned to alcohol to 
soothe the pain. 

3 years later, Bill hit his breaking 
point.  On a second “life changing” day 
in 2010, Bill found himself at rock 
bottom… you’ll need to read the book 
for yourself to discover this shocking 
turn of events and how it saved his life. 

You will need a box of tissues for 
the first few chapters of the book!  It’s 
an emotional journey through the 
challenges Bill faced, how he put his 
life back together, and the steps he took 
in his agency and consulting business to 
put him back on the success track. 

“Insuring Success” is an eye-
opening candid look into the inner 
workings of a top-performing agency. 

The chapter on 13 keys to being an 
effective business owner is a must read 
for any business owner, especially 
insurance agents.  You’ll relate to the 
business challenges Bill faced, and can 
learn from the steps he took to grow and 
improve his agency. 

His strength, fortitude, and deter-
mination in the face of adversity makes 
this an inspiring read. u 

A Few of Bill’s Success Stories: 
   “We became the #1 P&C agent in Indiana due to 
what Bill Gough has taught me.” 
-Keith Mathews, Allstate Agent, IN

“Just by implementing a couple of Bill’s processes, I 
have written 6 life policies totaling $12,942.00 in 
production credit, a term conversion totaling $3,600.00 
and we now have a steady flow of appointments. This 
is a total of $16,542.00 in Production Credit in less than
2 months.”  -Dan Ratkewitch, Allstate Agent, NY

“Our retention has increased 3.18% in only 11 
months.  That’s an additional $19,125.00 of annual 
agency income that will roll in year after year.  The ROI 
is staggering.”  -Devery Prince, Allstate Agent, AK

“I have seen a 294% increase in my production! All it 
took was putting in place everything I had learned from 
Bill Gough and the BGI Marketing Systems just as it 
was taught to me at Bill’s Workshops.”  
-Keefe Duterte, Allstate Agent, TX 

“In the last 3 months, we’ve implemented 17 different 
strategies in my agency.  I can already show on paper 
that we’ll make over $100,000.00 extra in revenue.”  
-Jeremy Radabaugh, Allstate Agent, WV 

A Message From: 
BILL GOUGH:

   “As part of the book launch, for 
a limited time, you can request a 
FREE advance copy.  I will be 
giving away 250 copies my NEW 
book “Insuring Success” for free 
on a first-come first-served basis. 
   “Why, you may be wondering, 
would I give away a $20 book for 
free?  I am looking for 
testimonials and reviews from 
other fellow agents.  All I ask in 
exchange for the free advance 
copy of the book: please send me 
your comments and success 
stories after you’ve read the 
book.  That’s it.  If you promise to 
send me a few comments, I’ll send 
you the book for free!” 

   “When you call, be sure to ask if 
there’s any availability for a 
FREE 30-minute Strategy 
Session.  I make myself and my 
marketing consultants available 
for 20 FREE strategy sessions 
per month where one of us will 
spend 30 minutes on the phone 
helping you with the specific 
challenges in your agency. 
   “The strategy session has a 
value of $750.00.  When you call 
Lantz, he can let you know if 
there are any available time slots 
this month!  Simply call  
(256)246-2612  or go to
www.BGIbook.com.”

Who Is Bill Gough? 
And Why Should You Be 

Paying Attention To Him: 
   Bill Gough started his 
career in insurance in 1984 
with Allstate working in a 
booth at a Sears Department 
store.  Since the early 90’s 
Bill’s agencies have 
consistently ranked in the top 
1-3% of all Allstate Agencies
across the country.   
A Few Highlights of Bill’s 
Career with Allstate... 
★ 5 Inner Circles 
★ 13 Chairman’s Conference 
★ 6 President’s Conference 
★ 24 Honor Rings 
★ 21 Leaders Forums 
★ 2011 Hall of Fame Inductee 
★ Alabama Agent of the Year 
Bill has won countless awards with Allstate,

but none of these awards mean as much to Bill 
as the philanthropic work he does through his 
son’s memorial charitable fund.  Since his son’s 
death in January of 2007, Bill has donated over 
$700,000.00 with a goal to donate 
$1,000,000.00 by November 2018 - exactly 10 
years after starting BGI Marketing Systems. 
   Bill founded BGI Marketing Systems to help 
other insurance agency owners to achieve the 
level of success he has seen throughout his 
career by teaching real world proven systems, 
strategies, and processes that he has developed 
throughout his career.

To Request Your FREE Book  
“Insuring Success” simply go to: 

www.BGIBook.com
Or call Lantz at (256) 246-2612.

Advertisement

FREE BOOK: 
“Insuring Success” 

By: Bill Gough 

“How to Build a Top-Earning Insurance Agency… 
No Matter What Life Throws Your Way” 
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Six Cost-Effective Marketing Ideas
By Lezlee Liljenberg

As agency owners, we all try to stand 
out from the crowd. With social media 
and other distractions, it gets tougher 
and tougher to get the attention of the 
consumer that we so desperately need. 
Often, it can be overwhelming and ex-
pensive. 

Over the years, I’ve done a bit of grass-
roots marketing for my agencies and I 
would like to share some ideas that really 
worked.

I’ve found the best way to keep active 
(and visible) on social media is to desig-
nate one staff person for each social me-
dia platform: one to handle Instagram, 
another to post to Facebook, etc. They 
share the same information so that it 
stays consistent across the board.

One of the best places to find ideas 
for social media topics is from a national 
days/months calendar. I tend to lean 
toward “National Food Days” because 
many items can be purchased cheaply 
and delivered without going bad at the 
office or in the car. Pick obscure days to 

recognize, not Valentine’s Day or Fourth 
of July. Go for being different to make 
you stand out and be remembered.

Here	are	a	few	ideas	for	you	to	try.
1.	Colors	for	a	Cause:	Start a campaign 

for “Colors for a Cause” in your commu-
nity. We take a picture of everyone in my 
agencies wearing the same color. Then, 
on the first Monday of every month, we 
post photos on all of our social media 
platforms: Facebook, Instagram, Snap-
chat and Pinterest. For example: February 
was National Heart Awareness Month, so 
we posted some fun pictures of the office 
team wearing red. These causes are easy to 
find through Google. To avoid a monthly 
distraction, we bring three different out-
fits on a given day and take photos for 
three different causes - now we’re ready to 
post for the next few causes.

2.	 Puppy	 Love	 (and	 kitties):	 People 
love their pets! You’ll find a way into 
their hearts by doing something nice for 

our furry friends. In my area, we have an 
organization called “Don’t Forget to Feed 
Me.” They collect dog and cat food and 
distribute it to those in need or to those 
who are in a situation of having to give 
up their pet. We sponsored a pet food 
drive and we tagged and connected with 
four veterinarians and pet spas in the 
area. We were all supporting and sharing 
information. This is a great opportunity 
to partner with other businesses and gain 
name recognition in your community.

3.	 Come	 Out	 of	 the	 Cold: Many of 
you deal with cold weather and snow all 
winter, but it’s rare for us here in Texas. 
When a cold front is coming our way, we 
host a “Come Out of the Cold” day. We 
set up a hot chocolate bar with marsh-
mallows, sprinkles, roasted coconut and 
peppermint sticks and start promoting 
the event a few days prior to the expected 
cold front. Of course, it could backfire 
with no cold weather arriving, but who 
cares? Everyone could use a hot cup of joe 

marketing
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technology

or chocolate. If you are in a cold climate, 
you could host this event most any day 
without having to wait for a “cold snap.” 

4.	Freeze	Day: You would be amazed 
how many people do not own an ice 
scraper – well, here in the south at least. 
Order some branded ice scrapers and, 
when snow or ice are in the forecast, go 
to a neighborhood gas station and get 
permission to hand them out. We started 
by going out in the snow, handing them 
out to drivers when they stopped at a 
nearby stop light. However, I wouldn’t 
necessarily recommend this because the 
police came by and were not too happy 
with us – but it was a great story to post, 
and got lots of laughs.

5.	Because	We	Care: Spring forward or 
fall back – both are great occasions to do 
something different for your customers. 
Order 9-volt batteries online for around 
$1 each. Package them with your business 
card and a clever note. For example: “Be-
cause we care: As we spring forward and 

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

change our clocks, remember to check 
your smoke detector batteries. A gift from 
the Lezlee Liljenberg Agency. Protecting 
your assets today so that you have them 
tomorrow.” Be as creative as you like. This 
is another way for you to show you care 
that is well within budget. 

6.	 National	 Fortune	 Cookie	 Day: 
This is a fun one! National Fortune 
Cookie Day is in September. You can 
order small take-out boxes, chop sticks 
and fortune cookies for minimal cost. 
Check out Oriental Trading Company 
for great prices. We filled the boxes with 
three fortune cookies. Then we printed 
our own fortunes: “Your future holds 
great service with the Lezlee Liljenberg 
Agency. Call today 817-794-5887.” 
Then attach the fortune to the outside 
of the box along with a business card. 
The chop sticks fit perfectly down the 
side panel of the box. I loaded them 
up and delivered them all over town to 
mortgage partners, realtors and busi-
nesses. Everyone loved it!

Communicate – Educate – 
Advocate

Here at NAPAA, our goal is to sup-
port the agency force. We will to go to 
the mat for agents when we need to, but 
we do more than advocacy. Our mission 
includes supporting you and your busi-
ness with tools and ideas to help you 
succeed. 

I hope some of these fun ideas can 
help you in a small way to give you bet-
ter results. In return, I hope you will 
consider supporting NAPAA with your 
membership.

Happy marketing. Ef

Lezlee Liljenberg is an ac-
tive Allstate agency owner 
with two locations in Ar-
lington, Texas. She is active 
in her community leading 
workshops, hosting local ra-
dio 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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The economy is going to become sig-
nificantly stronger in 2017. Or maybe it 
won’t. Congress will overturn many of 
the regulations that have limited our in-
dustry. Then again, that might not hap-
pen. Eliminating the Affordable Care 
Act will create new opportunities for 
insurance agents. Or perhaps not much 
will really change.

Any agency owner who thought the 
changes in Washington would bring 
clarity to business planning has discov-
ered that there are more questions these 
days than definitive answers. So, what 
is an agency owner to do? How can you 
plan? Should you even bother? 

Absolutely. If you’re obsessing over the 
changes and the impact on the econo-
my, you’re not doing your business any 
good. Instead, you should be obsessing 
about your business. History proves that 
companies that follow the right path are 
more likely to succeed, regardless of the 
way the economy moves or whatever 

happens with interest rates and inflation.

Which	path	is	right?
I suspect you already know which path 

is the right one for your business. The 
key is developing the confidence to pay 
less attention to outside factors and focus 
your energy on moving forward along 
that path. In this article, I’ll explore some 
of the choices available to you and point 
to those that present the greatest oppor-
tunity for long-term benefit. My purpose 
isn’t to tell you what you already know – 
it’s to remind you that you already know 
the right steps to take to make 2017 your 
best year yet.

Emphasizing	value	instead	of	price
Yes, it’s maddening when competi-

tors tempt your customers with lower 
rates for similar coverage. Every night, 
TV commercials promise them huge 
discounts. Every day, you get calls from 
prospective customers who don’t want to 

talk about their needs – they only want 
you to give them a number they can 
compare to everyone else. Many of them 
never call back.

Someone will always offer a cheaper 
rate. Since you can’t compete on that ba-
sis, you need to focus on selling the extra 
value that you provide. That starts the 
moment the phone rings. How you and 
your team handle those calls makes all 
the difference. Be friendly and helpful. 
Educate the caller and make sure they’re 
asking the right questions. Alert them to 
issues they probably haven’t considered. 

Is it inevitable that you’re going to lose 
some of those price-sensitive shoppers? 
Yes, but that’s okay. People who focus 
solely on price probably aren’t going to 
do business with you for the long term, 
and they’re often most difficult custom-
ers to deal with. Emphasizing value may 
take more work, but it will pay off in the 
long run.

selling service instead of policies
Nobody calls to ask about the role you 

can play in managing their finances and 
protecting their families’ financial inter-
ests. They call and ask what you’ll charge 
to cover their home or their car. But that 
first conversation gives you a way to get to 
know them. You can either sell them what 
they’ve asked for, or ask questions that 
show an interest beyond a single transac-
tion. Tracking the information you gain 
can help you cross-sell other products 
and services down the road. It can also 
give you little hints you can use to deepen 
relationships. If they mention that their 
daughter is in college, you can ask how 
she’s doing in future conversations. 

Every insurance agent has access to the 
same basic lines of coverage. What differ-
entiates you is the way you approach your 

Are You on the Right Path?
By Bill Nicholson

marketing
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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 3,740 start-up agencies

• $6.6 Billion in Premium

• Full & highest commissions

• No minimum volume requirement for 
 profit sharing and excess compensation

• 6,100 signed member agents can’t be wrong

• Your clients and companies are always yours
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customer relationships. If your service at 
every step of the relationship – from that 
initial inquiry to helping them resolve a 
difficult claim – is extraordinary, they’ll 
be less likely to move to another agent 
at renewal time, and more likely to share 
your name with friends and relatives.

Keep	the	right	people
Most insurance agents are inherently 

nice people. Sometimes, that works 
against them, such as when they’re reluc-
tant to terminate an employee who just 
isn’t performing or doesn’t treat custom-
ers as well as he should. But having the 
wrong people represent you is a great 
way to lose customers. If customers are 
being treated rudely or even just indiffer-
ently, they’ll be more likely to move on to 
a competitor.

What if you have great people? Do 
everything you can to keep them. Com-
pensate them generously, offer benefits 
that increase their satisfaction (some, 
like flexible schedules, don’t even carry a 
financial cost), and make sure they know 

you appreciate what they do. Little ges-
tures like treating them to breakfast or 
lunch every couple of weeks or giving 
them gift cards at holidays are one way 
to strengthen your relationship. Encour-
aging them to grow as professionals is 
another. For example, you can send them 
to sales training and cover the cost. That 
will sharpen their skills while telling 
them you think highly enough of them 
to make the investment.

Avoid quick fixes
When we’re faced with problems, our 

impulse is to fix them right away. How-
ever, quick fixes typically fail to address 
longer-term issues. It’s better to stick to 
your business plan and make only the 
changes that are consistent with that 
plan. (Don’t have a current business 
plan? There’s the first item on your 2017 
to-do list! Check out the business plan-
ning resources in the members-only por-
tal at www.napaaUSA.org and click on 
Agency Operations.)

Investing	in	your	business
I’m sure that you recognize the value 

of investing in your people, technology 
and training, but you may also be strug-
gling to stay profitable. One approach 
some agents have used is to take out a 
loan that allows them to do what it will 
take to move their businesses to the next 
level – whether that’s adding staff, up-
grading technology, improving their of-
fices or investing in additional market-
ing. While a traditional bank loan may 
not be an affordable strategy, there are 
specialized lenders who provide growth 
financing that’s based on the future cash 
flows from your current book of business. 
Borrowing this way allows you to tap into 
your success so you can become more 
successful and increase your income. For 
many agents, it’s a much smarter way to 
achieve their business goals. Ef

Bill Nicholson is executive director of sales 
for Oak Street Funding. With experience 
overseeing the close of more than $100 mil-
lion in insurance industry loans, Bill truly 
understands the unique complexities of the 
insurance agency business model and its 
unique capital needs. He can be reached at 
bill.nicholson@oakstreetfunding.com.
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Great Savings - Group Buying Discounts
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I am a retired agent and a long-time 
NAPAA member. Through a lot of hard 
work, I became a high-performing agent. 
I attribute much of my success to the 
company’s message that we were “selling 
a promise” to our clients. I believed it to 
be true and my customers picked up on it.

If only Allstate would live up to that 
standard with its retired agents. Many 
agents made their long-term plans based 
on the promise that their life insurance 
benefit would remain in effect for the 
rest of their lives. With the coverage 
terminated, it is now cost-prohibitive to 
obtain replacement coverage.

Maybe you can answer my question 
regarding the retiree life insurance law-
suit: If there is an affirmative judgment 
for the retired agents, will all retired 
agents have their coverage reinstated or 
only the 17 named plaintiffs?

Response: It is my understanding that 
the attorneys are seeking class certification, 
which will determine who is affected by the 
outcome. We may know by mid-year if the 
class is certified. We’ll continue to publish 
updates as we receive the information.

I signed the “9 and 9 is not fine” peti-
tion, and I appreciate NAPAA’s efforts 
to protect our compensation. I’m won-
dering if we can use the new DOL rule 
to combat the IPS requirement in our 
variable compensation. The new rule has 
caused State Farm to get out of the vari-
able life and variable annuity business. 
Merrill Lynch has discontinued selling 
commissionable life and annuity prod-
ucts. Many other life insurers are discon-
tinuing incentives like trips, bonuses, en-
hanced commissions – even pizza parties 
– in order to make sure they don’t violate 
the new rule. Yet Allstate puts all of its 
agents on the same playing field when it 
comes to the points needed for Honor 
Ring, but then comes up with differing 
IPS and P&C requirements for different 
agencies.

The fact that agencies need to sell a 
certain number of IPS to gain back the 

1% commission on P&C tells me there 
is an incentive. Additionally, the fact 
that qualified products – such as those 
used in 401Ks, IRAs and mutual funds 
that trade within a qualified plan and 
exceed $5,000 – count as IPS should be 
considered incentive-based selling. The 
fact that agencies have different IPS and 
P&C requirements is also a disservice to 
the public. I believe it is reasonable to 
assume that unknowing consumers who 
contact Allstate agencies with higher IPS 
and P&C requirements stand a greater 
chance of being steered into products 
that are not in their best interests. 

It would seem Allstate is in direct viola-
tion of the new DOL Rule. I hope you will 
look into this if you haven’t already done so. 

I’d like to share an observation that may 
inspire NAPAA to respond to an op-ed 
Tom Wilson wrote and posted in the 
Washington Post this past September. In 
his op-ed, Mr. Wilson wrote, “Corpora-
tions should be encouraged and rewarded 
for stepping up to solve society’s prob-
lems” He goes further to say, “The corpo-
ration of the next 100 years must take on 
societal problems. On their own, govern-
ments, social service and charitable orga-
nizations simply to not have the capabili-
ties and resources to solve the problems 
of inadequate education, poverty or public 
fiscal insolvency.” 

There is an old saying that states, 
“charity begins at home.” If Mr. Wilson 
feels corporations should help solve soci-
etal problems such as inadequate educa-
tion, poverty or public fiscal insolvency, 
why doesn’t he reinstate the group life 
insurance he took away from the retired 
Allstate agents? By doing so, Allstate 
could help achieve all of the above.

If retirees have their life insurance 
back, they will save out-of-pocket costs 
for the protection they may not be able 
to afford or purchase anymore due to 
their age and health conditions. It may 
even help reduce poverty for some retir-
ees on fixed incomes. 

By reinstating the retiree life insurance 
benefits, Mr. Wilson, in a small way, may 

help improve education and reduce pub-
lic fiscal insolvency. With these benefits, 
some retirees’ children or grandchildren 
may use the proceeds for education. The 
proceeds may also be used for final ex-
penses, which, if not received, may have 
to be picked up by the public, depending 
on the retiree’s financial situation. Last 
but not least, just the transfer of wealth 
in the form of a death benefit may keep 
the heirs from needing public assistance, 
financial aid, etc. 

As I recall, Allstate’s response to why 
the company was discontinuing the re-
tiree life benefit was that it was a cost-
cutting measure, and that it was only 
following a trend among other major 
corporations. That excuse sounds pretty 
hypocritical in light of Mr. Wilson’s op-
ed. The affected retirees are agents who 
preceded us and built Allstate into what 
it is today. 

Shame on him. 

Yesterday I listened to an economist 
talk about why the political climate 
was changing in Western countries. He 
pointed out that since the 80s, people 
have been taking on more debt. The idea 
behind incurring more debt was based 
on the premise that the debtor’s income 
would rise over time, making it easier to 
pay back the debt. The problem is that 
wages have remained stagnant while in-
flation has increased the cost of goods, 
leaving debtors with little room to ma-
neuver, thereby putting household bud-
gets in a chokehold. 

I don’t know about you, but I can see 
the results in my family and customer 
base. It’s no wonder people are shopping 
heavily for their insurance and moving 
to less costly areas. The bottom line is 
that if you want to keep your customers, 
you’ll not only have to provide excellent 
service, you’ll have to stay competitive.

There is a reason stores like Aldi are 
successful and growing (despite the fact 
that you pay a quarter to rent a cart and 
have to bag your own goods). Other 

Letters continued from page 8.

RUN YOUR AGENCY WITH A POWERFUL
SUITE OF MANAGEMENT TOOLS!

877.97.VOICE

HAVING A “RUFF” TIME WITH
YOUR CURRENT PROVIDER?

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

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

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

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

Letters continued on page 34.
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stores will need to react and find ways to 
keep people coming into their stores or 
they will die.

In our business, the agent is the special 
offer. What is our worth to the customer 
and how much does the company pad its 
premiums for the “privilege” of having 

an agent? What are they doing to help 
agents find and retain customers? How 
do they answer the question of why they 
can’t write segments like seniors and 
young drivers at a reasonable cost? How 
can our competition afford to keep prices 
so much lower and still make money? 

Lots of questions, yet few credible 
answers. 

Why I’m a Member
  
Everyone has their own rea-
son for supporting NAPAA. 
Here’s what some of our 
members recently said: 

I am a member because I 
am hopeful NAPAA can help 
us with Variable comp and 
IPS removal. 
 

I believe that we need a uni-
fied voice, even if manage-
ment won’t play nice. We 
need to be together on criti-
cal issues to keep manage-
ment in line. 
 

The number one benefit is the 
information that I would nev-
er get from a manager about 
processes and new ideas. 
 

I keep hoping that more and 
more agents will join, which 
would give NAPAA a much 
stronger voice when ad-
dressing issues with the 
Company. 

Tell us why you’re a 
member at 

napaaUSA.org/Feedback. 

 

Letters continued from page 32.

Following is NAPAA’s email to: 
The Allstate Corporation’s Board of Directors and Senior Management

January 10, 2017

More than 2,600 Allstate Exclusive Agents recently signed the following peti-
tion in support of eliminating variable compensation:

 The signatory Allstate Exclusive Agents would like to voice our concerns 
regarding variable compensation:
•	 	The	base	commission	rate	of	9/9	percent	is	inadequate	to	fund	the	expense	

of operating an Allstate agency. 
•	 	P&C	commissions	should	be	simple,	and	should	not	be	based	on	the	sale	

of life insurance (IPS) or any other unrelated components.
Therefore, we request that variable compensation be rescinded; that 10/10 

percent be restored as a solid, simple base commission which we can rely on to 
pay our staff and agency expenses.

This opinion is supported by Allstate’s 2016 Agency Relationship Survey, 
which cites “the top categories commented on as needing improvement were 
competitive position, total compensation and underwriting.” In addition, con-
cern over the variable compensation scheme has often been repeated in agent 
surveys, petitions and letters to Allstate.

Workers who petition their employers are looking for an opportunity to be 
heard. This petition represents a large percentage of loyal Allstate agents, all of 
whom seek serious consideration and resolution to this crucial matter.

As most everyone now knows, two years before the recent Wells Fargo scandal 
became headline news, more than 5,000 of its employees petitioned the company 
to review its community banking program and called for lower sales targets for 
team members. They said: “Sales at all costs is no way to build trust with our com-
munities.” No one listened. Many Allstate agents believe the pressure to meet IPS 
sales goals are not unlike those experienced at Wells Fargo.

Please do not simply dismiss this petition without serious consideration. Let 
agents know you are listening. Without a doubt, a decision to return P&C com-
missions to 10/10 and move all other factors back to the bonus structure would 
earn trust and respect, boost morale, and demonstrate the company’s true desire to 
fulfill its commitment of providing fair and equitable compensation. 
 
CC: Field Senior Vice Presidents 
Allstate Exclusive Agency Force

Agent Commission Petition Delivered to Allstate
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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: $3,200,000
Number of Staff: 3
40+ year multi-generational 
agency for sale. Great location 
near university, hospitals. 1200 
sf; turnkey; new computers, 
printers and desks.

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

COLORADO
Littleton
Stamm Insurance Agency
303-904-1611
fstamm@allstate.com
Asking Price: $275,000 OBO
PIF: 925 Premium: $1,200,000
Number of Staff: 1
1600 sf fully equipped storefront 
in booming area. 4 offices plus 
conference room, kitchen, 
restroom. Owner carry available; 
lease/management option.

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

Southwest Florida
Large Allstate Agency
successisachoice3@gmail.com
Asking Price: $4,200,000
PIF: 4,381 Allstate Premium: 
$13,000,000
Number of Staff: 6
Award-winning agency, high re-
tention, experienced staff. Busy 
strip mall. Revenue 60% Allstate, 
40% brokered.

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 
agent, retiring.

PENNSYLVANIA
Pittsburgh
Lawrence Ross Agency
LarryRoss67@gmail.com
Asking Price: Negotiable
PIF: 2,636 Premium: $2,522,201
Number of Staff: 1
Retention: 91%, LR: 45%, Pol/ 
HH: 2.08. 26-year agency in pro-
fessional area of Pleasant Hills.

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. 
3.5 years of solid growth. Book is 
90% Allstate, 10% brokered. 

Houston
Allstate Galleria Area 
281-620-7968
zxinvestments77@gmail.com 
Asking Price: $329,900
Premium: $1,532,000
Number of Staff: 2
Great location, high AES score. 
Many out-of-state transfers. 
Multiple books - flood, TX wind, 
TX Fair Plan and IVantage also 
for sale.

VIRGINIA
Woodbridge
Imperati Agency
703-492-1530
eimperati@aol.com 
Asking Price: Please call or 
email
PIF: 1,498 Premium: $1,346,000
Number of Staff: 3
One of fastest-growing coun-
ties in Virginia, top performing 
territory. Qualifies for enhanced 
commissions.

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

Port Townsend
Hubbard Financial Services
360-316-9237
hubbardcrew@msn.com
Asking Price: $550,000 OBO
PIF: 2,200 Premium: $1,600,696
Number of Staff: 2
Established perennial Chair-
man’s and MDRT. 1200 sf, 
custom furniture, new comput-
ers. Only Allstate agency in 
Jefferson County.

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

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

Tampa
Tampa Agency
tampaagencyforsale@gmail.com 
Asking Price: $1,000,000
PIF: 3,350 Premium: $4,200,000
Number of Staff: 3
25-year agency; same location 
for 17 years. Best contact is 
email.

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

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

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

LOUISIANA
Lafayette
Allstate Agency
337-207-0148
raginmario@gmail.com
Asking Price: $127,000
PIF: 267 Premium: $448,332
Number of Staff: 1
2-year agency qualifies for 100% 
enhanced commissions. 800 sf, 
rent $850/mo. Shopping center 
location.

The NAPAA market 

place…where buyers 

meet sellers. Place your 

classified ad here for just 

$99 per issue of Exclusive-

focus (Price reduced to 

$50 if ad is in conjunction 

with online ad.)

For more information, go 

to www.napaausa.org, or 

contact NAPAA at 877-

627-2248, or ewiseman@

napaainc.org.

SOLD!
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Exclusivefocus and DirectExpress are official publi-
cations of NAPAA - The National Association of Pro-
fessional Allstate Agents, Inc. No part of this publication 
may be reproduced without prior written permission of 
the publisher. It is the policy of this publication to reflect 
the professional thoughts and attitudes of our members 
and to advance the professionalism of the insurance in-
dustry to the ultimate benefit of the insuring public.

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

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

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

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

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

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

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

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

Our General Goals:
•		To	provide	an	organization	specifically	tailored	

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

Agents and their clients
•		Provide	reliable	communications	on	all	issues	

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

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

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

For more information, 
please visit 

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

INSURANCE AGENCY 
 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 




