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OF YOUR OWN 
INDEPENDENT 

INSURANCE AGENCY 
 Are you locked with a captive and 
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 Are you tired of trying to write the  
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someone else? 
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 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 
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636-536-5005 
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president’s message

Hello, Goodbye: 
Important transitions ahead for NAPAA

debe 
Campos-
Fleenor

napaa president

It is my pleasure to introduce myself to you as the 
new president of NAPAA. This current election 

process has brought me to this new milestone and 
I am indeed honored to have the support and con-
fidence from the membership of this organization 
to become the first female president in NAPAA 
history. 

Before discussing where NAPAA is going in the 
future, I would first like to thank Nancy and Jim 
Fish, who built the NAPAA organization to what 
it is today. After more than 21 years of working 
with NAPAA’s Board of Directors, Jim Fish of-
ficially “retired” on May 31, and Nancy will soon 
follow. They have both worked tirelessly to advance 
the cause of the Allstate agent. Through their ef-
forts, significant changes in the organization have 
been made that focus on the success of our agents in 
their daily efforts to run successful, productive and 
profitable businesses. NAPAA will never be able to 
repay Jim and Nancy for all they have contributed to 
NAPAA, but we send them with many thanks and 
continued happiness in retirement.

As noted, the shoes that I have chosen to step 
into are very large but I take this challenge for the 
sake of making the life of Allstate agents better 
and hopefully more productive. There are many re-
quirements, compliance and quota issues that may 
be difficult to change but NAPAA can offer help-
ful suggestions on how to work within the exist-
ing Allstate system so your bottom line results in a 
rewarding and successful agency.

If you have never considered joining NAPAA, I 
would like to personally invite you to join us now. 
NAPAA offers a common foundation and a place 
for agents to find creative ideas and resources they 
need, outside the limitations of the official “company 
line.” Exclusivefocus, the official magazine publication 
of NAPAA, features articles on everything from so-
cial media marketing, to hiring and managing staff, 
to technology. The entire archive of Exclusivefocus is 
available along with a host of additional marketing 
and operational resources in the members-only portal 
of our website. Moreover, joining NAPAA opens the 
door to a variety of membership services you can ac-
cess to help you along the way. 

I am very excited to invite you to our upcom-
ing 2017 National EA Conference. We’re making 
a BIG comeback after missing a few years. The 
Golden Nugget in Las Vegas will host agents from 
Allstate (NAPAA), Horace Mann (UHMA) and 
Farmers (UFAA) during the week of September 
11, giving agents from these three associations the 
chance to network and discuss common issues. 
Check out page 12 for more details about this can’t 
miss event.

I started my Allstate agency from scratch in 
Tucson, Arizona after working a few years for an-
other Allstate agent. My NAPAA affiliation began 
in 2005, right after I opened my doors as an agent. 
I have served as a director-at-large, secretary, trea-
surer, and vice president. And now, as president I 
look forward to working alongside Allstate, but 
from the perspective of placing the value of the 
Allstate agent first and foremost. 

Most of you are aware of the recent unanimous 
decision, by an advisory jury, in favor of Ameri-
can Family agents. The class-action lawsuit al-
leges that American Family avoids complying 
with ERISA, the federal law that protects re-
tirement benefits, by improperly classifying its 
agents as independent contractors when they 
are actually employees. The AmFam case is not 
over, but many agents are asking how that case 
might impact our contract, which is why we’ve 
invited Erin Dickinson, the attorney representing 
the American Family agents, to speak at our Las 
Vegas event.

The industry is changing rapidly. It is always 
good to have knowledge and support as new op-
portunities and challenges arise. NAPAA will con-
tinue to be one of your best resources, helping you 
stay informed about issues that may affect you and 
your agency. 

Please feel free to contact me directly, or look 
me up when you visit Tucson. As an active agent, 
you’ll find me on the Allstate agent locator. Ef

Happy Selling and meeting those 
IPS requirements!

Debe Campos-Fleenor
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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. Many even return to us for multiple 

rounds of funding. From initial growth, through the development and eventual divestiture of your firm, our expe-

rience and expertise can help you obtain capital.

Get a quote and  
learn more today. 

844.357.9348  
oakstreetfunding.com/allstategrow

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

Uses of capital
• Mergers & Acquisitions

• Working Capital

•  Successions and Owner Buyouts
•  Business Debt Consolidation

Where do you want to take 
your Allstate® agency?

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

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

a first financial bank company

We’ll get you there.
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from the executive director

NAPAA’s New Executive Director

Ted paris
napaa 

executive director

Where does one start? How do I introduce 
myself to current NAPAA members and 

the rest of the Allstate agency force? I guess I will 
begin by saying “Hello.”

I was recently selected by the NAPAA Board of 
Directors to become the executive director of your 
professional association effective June 1, 2017. I’ve 
got big shoes to fill as I follow Nancy Fish, and 
prior to her, Jim Fish. 

There were also changes to NAPAA’s Board of 
Directors on June 1. We have a new president, a new 
executive vice president and a new treasurer. For the 
first time in years, all NAPAA directors are current 
Allstate agency owners, a goal that Jim Fish worked 
hard to achieve in his final term as president. 

This is a big transformation for NAPAA, but as 
we know, nothing remains the same forever. What 
has not changed, however, is our mission: “NAPAA 
is dedicated to the success of Allstate Exclusive 
Agency Owners and to advance the independence 
and entrepreneurial spirit of our members.” 

NAPAA takes its mission seriously. We believe 
that helping agents become successful is in the best 
interest of the consumer, the agent, the company 
and NAPAA. Without a doubt, the voices of many 
are heard much louder than the voices of a few. 
As we know from experience, agent voices must 
be heard loudly, clearly and frequently in order to 
bring about positive change. 

NAPAA recognizes that Allstate has the right to 
make changes in direction, pricing, underwriting and 
other matters. All we ask is for them to recognize that 
their actions have consequences – some of which are 
good and some of which are not. Undesirable out-
comes are largely preventable with advance planning 
and thorough examination. We think a more deliber-
ative process would yield less strife and more positive 
outcomes for the company and the agency force. Not 
all change is bad. Not all change is good.

The real paradox between management and the 
agency force is that they have similar goals. Both 
parties, for instance, want profitable growth and in-
creased market share. The difference is that agents 
and staff represent the face of Allstate, which may be 
the company’s sole reason for demanding that agents 
comply with Agency Standards and office appear-
ance guidelines.

Despite the company’s demanding nature, I think 
we can all agree that the agency force and the com-
pany are more aligned than apart. This commonal-
ity of purpose should be enough for both parties to 
want to nurture a mutually beneficial relationship 
for the sake of prosperity and growth. Is this simply 
a pipe dream? I hope not. For better or worse, we 
are both in this together, so let’s make the most of 
it. Needless to say, a little mutual respect would go a 
long way in mending the fences that divide us.  

Now before I forget, let me introduce myself. 
I’m from Indiana and I’m a proud fan of my Indi-
ana Basketball Hoosiers and fighting Notre Dame 
football team. I recently retired from Allstate, 
where I had the privilege of owning three agencies. 

My first agency was a small agency in a pint-sized 
town. It was so small, the STAR program was es-
sential for me. I purchased my second agency from 
an agent who failed and I merged it with my first 
agency. After eight years, I decided to sell in 2012. 

In 2013, I received a call from the TSL asking if 
I would like to buy a nearby agency and get back 
in the insurance business. Since the new agency 
qualified for the NOBIT program, I agreed. 

In both instances, I was fortunate to grow the 
agencies and sell at a profit. In my 12 years as an 
agency owner, I really enjoyed interacting with the 
insuring public. I had a great relationship with All-
state. I won numerous awards, including Honor 
Ring, Leaders’ Forum, National Conference, and 
Chairman’s Conference. I also served on the Re-
gional Advisory Board for three years. Prior to All-
state, I was a district manager with Farmers Insur-
ance for 18 years. My insurance career has mainly 
been spent in rural southwestern Indiana.

Now I am starting again, but in a different ca-
pacity. As NAPAA’s executive director, I will be 
facing a new set of challenges, and a new set of op-
portunities. While I enjoyed building my agencies, 
my real passion was working with agency owners. 
There is nothing more satisfying than helping oth-
ers reach their dreams and watching them become 
successful in this great business. With help from 
NAPAA’s Board of Directors, I’m hoping I can 
help some of you become even more successful. 
Let’s focus on the future. We need to forget the 
past and start anew. Ef
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Let me start with a disclaimer: I am 
not an estate planning attorney by 

trade, and I do not claim special exper-
tise. In my day-to-day dealings with 
business and agency owners, however, I 
see enough to know that proper estate 
planning forms a crucial part of your 
personal, financial, and business plan-
ning. A carefully prepared estate plan 
helps preserve the value of what you have 
built over your lifetime and to maximize 
efficiency (and harmony) in its distribu-
tion following your death. While I am no 
expert, I do know this for certain: When 
you need your estate plan – if you do not 
already have it in place – it is too late!

The basics
Like it or not, we are all going to die one 
day. When we do, the assets and liabili-
ties we leave behind form our “estate.” 
Estate planning is the process by which 

we take stock of our estate, the laws that 
impact it, and our preferences for how it 
is managed and distributed.

If you do no estate planning, you will 
die “intestate.” At that point, the laws 
of intestacy as established by your state 
will dictate what happens to your es-
tate. Many of our assumptions (e.g., It 
will all go to my kids, right?) may not 
be accurate. If you do no planning and 
allow your estate to pass under the laws 
of intestacy, you essentially are saying, “I 
really do not care what happens to my 
family or to my stuff.”

Some people try to avoid formal estate 
planning by taking shortcuts that they as-
sume provide the intended result. Com-
mon tricks are jointly titled property and 
bank accounts. I can speak from personal 
experience here to tell you such approach-
es frequently lead to disastrous conse-
quences. I have been involved in more 

than one lawsuit between family members 
disputing the deceased party’s intentions 
regarding jointly titled property and ac-
counts. This is not smart planning.

A properly drafted will allows you to 
die “testate” instead of “intestate.” It will 
trump the laws of intestacy and will allow 
you to designate the person responsible 
to manage your affairs post-death (your 
personal representative or executor) and 
also to specify a distribution scheme that 
differs from the laws of intestacy. Wills 
are implemented (or “administered”) 
through the probate court. While vastly 
preferred to an intestate estate, wills do 
have certain procedural requirements, as 
well as some restrictions and limitations 
under state law that should be reviewed 
with an estate planning attorney.

Trusts allow for more sophisticated 
planning and are recommended for most 
business owners. Your trust is a sepa-
rate legal entity that holds assets in your 
stead. It is controlled by a trustee (typi-
cally you), and in most instances it can be 
modified as needed. As a separate entity, 
your trust survives after you die. Since 
it already holds your assets, there is no 
triggering event at your death that would 
require those assets to be administered 
through the probate court. This allows 
for both cost savings and greater privacy.

What’s my motivation?
Early in my practice, I had an office that 
shared a common wall with the office of 
my then-boss and subsequent partner, 
Bill Wright. Bill is an estate planning 
guru, and he regularly met with people 
to design estate plans and find creative, 
lawful ways to preserve and grow their 
wealth. While clients would sit in my of-
fice lamenting the tortures and expense 
of litigation, we could hear happy chatter 
and laughter flowing through the wall as 

Estate Planning 101
By Dirk Beamer

feature
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Bill and his clients discussed the endless, 
positive opportunities good estate plan-
ning offered to them.

At the most basic level, estate planning 
presumes that you want to have some say 
in how your assets are disposed follow-
ing your death. For many of us, first and 
foremost is the desire to protect our sur-
viving spouse and minor children, espe-
cially if they are solely dependent upon 
us for their support. Beyond that, we 
may have organizations or individuals we 
would like to remember, and we may also 
have certain individuals we may wish to 
expressly exclude from our estate. All of 
this can be managed through your estate 
plan. If you fail to plan, you give up that 
discretion. And even if you do not have 
strong personal preferences – or if you 
feel conflicted and unwilling to resolve 
those preferences – consider that you 
are really just delaying the inevitable and 
likely dumping responsibility on a sur-
viving loved one if you fail to plan.

In addition to maximizing your con-
trol over the distribution of your estate, a 
good estate plan also allows you to maxi-
mize privacy for your survivors and your-
self. As mentioned above, the opportu-
nity to avoid public disclosure through 
the probate court motivates many people 
to create a trust. Beyond the privacy the 
trust affords, it very often pays for itself 
by allowing your successor trustee to ad-
minister your affairs without the associ-
ated cost and expense of probate court.

For wealthier individuals, estate plan-
ning plays a pivotal role in helping to 
reduce or eliminate estate and gift taxes 
that will otherwise eat up your assets fol-
lowing your death.

powers of attorney 
and living wills
While we commonly think of our “stuff ” 
and who is going to get it, estate planning 
also provides the opportunity to put ad-
ditional legal protections in place such as 
Powers of Attorney (which allow other 
people to act on your behalf during your 
lifetime if you are unavailable or inca-
pacitated for a period of time), Powers of 
Attorney for Healthcare (which likewise 
empower other people to make medical 
decisions for you during your incapacity) 
and Living Wills (which set forth your 

preferences for end-of-life decision mak-
ing). These documents can be hugely im-
portant to you and your family if you find 
yourself unexpectedly ill or incapacitated, 
or if you need to make decisions about he-
roic measures. Many people have strong 
preferences about how they wish to be 
treated in these circumstances. But with-
out proper planning and documentation, 
medical professionals may have their hands 
tied and be forced to follow set protocols 
instead of your wishes.

and what about my agency?
If you are reading this article, chances are 
good you own an Allstate agency. As you 
probably know, your agency contract will 
terminate automatically on your death. 
Typically, Allstate will provide your es-
tate 90 days to propose replacement buy-
ers or to choose a termination payment. 
That is not a lot of time to identify po-
tential buyers, negotiate terms, and com-
plete the transfer. If you die intestate, 
that means you have not done the work 
to identify and empower someone else 
(whether your spouse, or child, or profes-
sional advisor) to act as your executor or 

trustee. Valuable time will be lost as these 
people scramble to open a probate estate 
and gain the necessary authorizations to 
conduct business on your behalf.

You can’t take it with you
Many people have an emotional aversion to 
estate planning. They struggle to acknowl-
edge the reality of their own mortality. While 
this may be an understandable response, it is 
also a highly illogical response. As business 
owners, we face and make tough decisions 
every day. If you do not have a plan in place, 
or if you have not updated your plan within 
the past five years, add this to the list of pri-
orities that you will face down and deal with 
in the weeks ahead. Ef

Dirk Beamer serves as general counsel to 
NAPAA. Serving NAPAA and the agents 
of Allstate since 2000, Dirk provides ex-
pert consulting on the EA agreement, 
agency sales and other legal issues. This 
article is for informational purposes only. 
The contents should not be construed as le-
gal advice or an endorsement from NAPAA 
or its attorneys, and NAPAA expressly dis-
claims 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
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The year is half over. You’ve worked 
hard. You need to get away and rejuve-
nate, and you’ve earned it. This is your 
Conference! 

The National Exclusive Agent Con-
ference is back – and it’s bigger and bet-
ter than ever! 

are you running your business, 
or is your business running you?
In today’s environment, it is more impor-
tant than ever to manage your cash flow. 
The days of earning bonuses by just “sell-
ing as much as you can,” are over. And if 
you’re not careful, part of your commis-
sions could be lost as well. Now more than 
ever, keeping your staff on board and your 
doors open takes planning.

Are you leaving money on the table? 
Do you understand the new ALR com-
pensation rules? Could you be selling less 
and earning more? 

The new commission formulas are 

2017 National 
Exclusive Agent Conference

A Conference You’ve Earned!

complicated. It’s time to take charge of 
your revenue by learning where and how 
to direct your effort and money. Budget 
for success and you’ll increase your per-
sonal take home income. 

meet me in las Vegas
Play golf, hear from experienced agents 
on topics essential to your success, learn 
about useful products and services, bid 
farewell to Jim and Nancy Fish, and 
meet your new NAPAA leaders. Come 
for the fun and camaraderie; leave with 
a fresh perspective and some new ideas.

network
This year, the National Association of 
Professional Allstate Agents (NAPAA), 
United Horace Mann Agents (UHMA) 
and United Farmers Agents Association 
(UFAA) are teaming up to bring agents an 
event that offers something for everyone.

Captive agents from these three com-

2017 National EA Conference

panies have much in common. Carriers 
are demanding more production and 
commissions have been cut. Classified 
as independent contractors, agents feel 
they lack autonomy to operate as true 
independent business owners. Unique to 
these companies is the agents’ option to 
sell the economic interest in the agency 
to a company approved buyer.

Besides the golf, gaming and the vi-
brant ambience of Las Vegas, the Na-
tional EA Conference is sure to be a 
memorable event that will inform and 
inspire. If you’re a past attendee, then you 
know you don’t want to miss this one. If 
you’ve never attended a NAPAA event, 
you’ll never want to miss another one! 
All agents, members and non-members 
alike, are invited. 

We hope you’ll decide to join us at the 
Golden Nugget Hotel and Casino, Las 
Vegas – Sept. 11-12.

S
C

h
E

d
u
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Sunday, Sept 10 Arrive and enjoy the ultimate destination to 
    kick off the NFL Season! Or, relax and soak out 
    the stress at the Golden Spa & Salon. 

Monday, Sept 11
Morning  Conference opens, General Sessions
Afternoon  Vendor Fair and Treasure Hunt
Evening  VIP Dinner and Farewell to Jim Fish

Tuesday, Sept 12 
Morning  Golf Tournament OR Casa de Shenandoah Tour
Afternoon   General Sessions  
Evening  Capital Resources Cocktail Reception
    Networking mixer with Farmers, Allstate and Horace Mann Agents 

Wednesday, Sept 13 Depart 
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The Conference line Up
Hear firsthand from top agents, EFS, at-
torneys and experts. Topics designed to 
prepare agents for moving forward in to-
day’s environment:
•	 	Maximize variable commission and 

bonus opportunities. How to cre-
ate and maintain a successful EA/
EFS partnership

•	 	Expand your sales strategies. From 
speaking gigs to The Allstate Founda-
tion, gain credibility and agency recog-
nition in your community 

•	 	Manage cash flow. Streamline opera-
tions for maximum return

•	  Agents as employers. Hire the right 
people, create the right environment, 
and stay abreast of the latest changes 
in employment law rules 

•	 	Panel of top agents. Learn what 
works, and what doesn’t

Vip dinner retirement party
Celebrate 40 combined years at Allstate 
and NAPAA with Jim Fish, and share 
your stories! 

2017 National EA Conference

NAPAA, UHMA, UFAA – 
Together in Vegas

The Fabulously Fun Vendor Fair
What’s missing in your agency? See a 
wide array of products and services you 
may not have considered before. An edu-
cational opportunity to meet and chat 

Thank you 
to our sponsors!

with exhibitors. Join in the treasure hunt 
and stick around for door prizes and a 
special grand prize drawing.
        
scramble Golf Tournament
Las Vegas golf is alive and swinging at 
Stallion Mountain Golf Club! Skill 
prizes for long putt, long drive, closet to 
pin. Preview the course at www.Stallion-
MountainGolf.com. 

Casa de shenandoah
Not golfing? Join us for a tour of Casa de 
Shenandoah, the home of “Mr. Las Ve-
gas,” Wayne Newton.  www.CasaDeSh-
enandoah.com. 

The Capital resources Cocktail 
reception: 
Networking mixer with Farmers, Allstate 
and Horace Mann agents sponsored by 
Capital Resources, specializing in loans 
for insurance agents, and hosting great 
cocktail hours. 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.COMWright Beamer
Expert consulting for Allstate 

agents and their attorneys. 
248-477-6300

Capital Resources 
Loans for refinancing, agency 
expansion and acquisitions. 

866-523-6641
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2017 National EA Conference

Scramble Golf Tournament
Don’t miss the fun, including prizes for long putt, 
long drive, closet to pin! Fee is $79, including cart, 
range balls, refreshments, box lunch and transpor-
tation to and from the hotel. Club rentals not in-
cluded. Golfers must register by August 10, 2017.

Casa de Shenandoah
Not golfing? Join us for a tour of Casa de Shenan-
doah, the home of “Mr. Las Vegas,” Wayne New-
ton. www.CasaDeShenandoah.com. Transporta-
tion included.

ThinGS To do

ThE offiCiAl hoTEl

Visit www.napaauSA.org for complete Conference information

newly renovated, luxurious and modern
Golden nugget hotel & Casino, las Vegas

Dazzling light shows, live music and vintage 
Las Vegas in the heart of the Freemont Street
experience.

Special room rates range from $59 to $99 
(plus $20 resort fee)

Select from Carson Tower, Gold Tower, Rush Tower 
Limited number of rooms blocked at this price – 
first-come, first-serve, so book early 

Discounted rate not available after room block is 
full, or August 10, 2017

Reservations – call 800-331-5731 or go to http://
tinyURL.com/napaaEA2017 Ask for group code 
GSNAP17. Deposit required, early departure fee, 
please check hotel for terms and conditions
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2017 NATIONAL EXCLUSIVE AGENT CONFERENCE 
THE GOLDEN NUGGET HOTEL & CASINO, LAS VEGAS – SEPT 11-12, 2017 

 

Send complete registration form and payment to ewiseman@napaainc.org  
Or mail to: 22 N Carroll St Ste 300, Madison, WI 53703 

To register online, go to www.napaaUSA.org and click on the “EVENTS” tab. 
Questions?  (877) 627-2248 

REGISTRANT CONTACT INFORMATION 

First Name: _____________________________________   Last Name: ________________________________________ 

Email Address: __________________________________   Phone Number: ____________________________________ 

Address: __________________________________________________________________________________________ 

City: _______________________________________   State: _____________________    Zip: _____________________  

Preferred Name on Conference ID Badge: _______________________________________________________________    

 I am registering a spouse/guest (non-agents) as well. Full Name: __________________________________________ 

REGISTRATION OPTIONS 

 REGISTRATION TYPE EARLY REGISTRATION  
(before July 31) 

LATE/ONSITE REGISTRATION  
(after July 31) 

 Member Registration $199 $225 
 Nonmember Registration $249 $275 
 Spouse or Non-Agent Guest Registration $99 $125 

 
SPECIAL EVENT(S) 
Please identify any special events you and/or your spouse/guest plant to attend below: 

DATE SPECIAL EVENT FEE QTY TOTAL 
Monday, September 11 VIP Dinner with NAPAA Board of Directors/Farewell to Jim Fish $25   
Tuesday, September 12 Golf Tournament $79   
Tuesday, September 12 Casa de Shenandoah Tour (non-golfers only) $65   
   TOTAL: $   

Please list any specific individuals you would like to golf with: ________________________________________________ 
 
PAYMENT INFORMATION 
Card:     Visa        MC       Amex       Discover    TOTAL (add up base fees plus any special events): $___________ 
 
Name on card: _____________________________________________________________________________________ 
 
Card #_____________________________________________________   CVV: _________  Exp Date________________ 
 
Billing Address/City/State/Zip (if different from above): _________________________________________________________ 
 
Authorized Signature: ______________________________________________________________________________ 
 
CANCELLATIONS 
Confirmed reservations must be cancelled by Friday, August 11 to receive a refund of the amount paid less a $50 cancellation 
charge. No refunds shall be made for cancellations after August 11.  

 
 

HOTEL RESERVATIONS 
A limited number of rooms have been set aside at a special rate of $59 to $99 (plus $20 resort fee). Call the Golden Nugget 1-800-
331-5731 ask for group reservation code: GSNAP17 or book online at http://tinyurl.com/napaaEA2017. Reservations must be made 
by August 10, 2017. Deposit required at time of reservation. Early departure fee. Cancellations must be made 72 hours prior to 
arrival date or forfeit deposit. Please check with hotel for terms and conditions.  

2017 National EA Conference
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Employee productivity could be one 
of the biggest variables in whether 

your agency thrives or struggles. Wasted 
time on the job can be especially costly 
for a small business owner. Whether it’s 
30 minutes or two hours, lost produc-
tivity adds up when multiplied by two, 
three or more support staff. Here’s a 
closer look at how employees commonly 
waste time and what you can do to help 
prevent these distractions in your agency.

Understanding the causes of 
wasted time
It’s important – and often legally mandat-
ed – that your staff have adequate breaks 
for lunch, to use the bathroom and take 
a breather during the workday. But too 
often, the time wasted goes well beyond 

these dedicated blocks. Surveys indicate 
the top causes of wasted time include:

•	 Cell	phones	and	texting
•	 Gossiping
•	 The	internet	and	social	media
•	 Snack	and	smoke	breaks
•	 Distractions	from	noisy	colleagues
•	 Meetings
•	 Personal	email	and	
 other personal business

How to respond
What steps can you take to help prevent 
these common distractions while also cre-
ating a positive work environment?

Employment policies and education: Do 
you have clear workplace policies for ac-
tivities such as cell phone and internet 
use, conducting personal business dur-

ing office hours or gossiping on the job. 
You may want to specifically address the 
amount of time, if any, allowed on so-
cial networking sites like Facebook and 
Twitter. Your written policy should in-
clude a reminder that mocking clients, 
or speaking poorly of colleagues can have 
negative consequences and is not a pro-
ductive use of time. Put clear policies in 
place and take the time to discuss your 
expectations with your staff. Awareness 
is the first step toward prevention.

Privacy expectations: Many agents 
have adopted policies that include ran-
dom periodic monitoring of web brows-
ers and agency email. Make it clear that 
your staff cannot expect any of their 
correspondence or activity to be private 
while using agency computers, net-

5 Ways to Improve Staff Productivity

agency management

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



•  Payroll and HR administration

•  Time and attendance

•  Employee onboarding

•  Custom handbooks

•  Manager training and development

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

for small businesses.

but are Your HR and Payroll?

Your Customers
are in Good Hands,

844-846-7827 
NAPAA@Paychex.com 
Mention code 5699
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works and email systems. They should 
understand that you expect them to use 
business hours to conduct agency busi-
ness. You are responsible for your staff ’s 
compliance with Allstate’s security con-
trols; monitoring and enforcing restric-
tions will likely improve productivity, 
but more importantly, may prevent your 
agency contract from being terminated 
due to your staff ’s actions.

Provide alternate team building oppor-
tunities: Gossiping and chatting with co-
workers is another common time waster. 
Agency owners can capture the benefits 
of workplace friendships by providing 
opportunities for staff to collaborate on 
office projects. 

Regular team meetings, and one-on-
one staff check-ins can keep the lines of 
communication flowing and the focus on 
important tasks.

Monitor time and attendance: Another 
time waster is an established break run-
ning too long. It’s important that staff get 
necessary breaks to help relieve stress and 
let them refocus on the important work at 
hand. But it’s easy for a 15-minute break 
to become 20, or an hour lunch to run 

over by 15 minutes. You could pay more 
attention, or you may decide to incorpo-
rate time and attendance software to au-
tomate office schedules. 

When adopting new technology, ac-
centuate the positive. Everyone likes to be 
more efficient. You are investing in your 
staff to simplify life and help them be more 
aware of their time. And you will be more 
accountable to your non-exempt workers 
in the event the new overtime regulations 
are implemented. 

Be visible and proactive in your manage-
ment: While it is probably not beneficial 
to micromanage your staff, there is an ar-
gument to be made for being more visible 
in your agency. Agents who check in by 
phone while away from the office, spend 
time in the reception area, and take time 
to discuss the status of an endorsement 
or quote with producers, create a sense of 
accountability. 

By proactively managing your team – 
and promptly addressing issues when they 
occur – it may be easier to keep your team 
focused and productive.

Employee productivity is an impor-
tant issue for agency owners. The right 

combination of clear policies and proac-
tive management styles can keep your 
team on track and productive. NAPAA 
members can log on to the members-
only portal at www.napaaUSA.org to 
read related articles including: “What to 
Do About Your Staff ’s Personal Use of 
Agency Technology, Cell Phones.” Ef

Adapted from “5 Ways to Improve Employee 
Productivity” by Paychex Worx, September 
28, 2016, www.paychex.com/worx. This 
information should not be considered legal 
advice, and should not be substituted for 
professional advice where the circumstances 
warrant.

Looking for more up-to-the-minute articles? 
Check out paychex.com/worx today! For spe-
cialized NAPAA member benefits on payroll 
and HR, contact Paychex at 844-846-7827 
and mention code 5699. Paychex, Inc. is 
a national provider of cost-effective pay-
roll and HR services trusted by more than 
600,000 businesses. NAPAA members save 
25% on Paychex payroll processing and 15% 
on HR setup fees. For more information, visit 
www.paychex.com/allstate.
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For as long as I can remember, a newly 
hired Allstate agent has 

been affectionately referred to 
as a “newbie” by fellow agents. 
Every one of us was a newbie 
at some time, even those of us 
who’ve made it all the way to 
“dinosaur.” What we all share 
is that our first indoctrination 
into the world of Allstate was several 
weeks of training. Back in the old days, 
newbies were sent to Zone School. Later, 
Allstate opened the NSEC (National 
Sales Education Center) in Chicago 
where agents from across the country at-
tend training. 

Regardless of the era, one thing re-
mains constant: The company focus for 
newbies is to get them into their office, 
selling as much new business as possible. 

New agents (and LSPs) must com-
plete mandatory state-specific training 
before they are given binding authority. 
These classes cover the basics on the cur-
rent products offered as new business. 
This may be fine for a scratch agent and 
his newbie LSPs whose only mission is 
to write new business and subsequently 
service those policies. But what about the 
new agent who buys a book that is 10, 
20 or 30 years old? They’ll soon find that 
retention of existing customers is essen-
tial to success and that service is as im-
portant as sales, even though it was never 
mentioned in class. 

For someone new to insurance, learn-
ing about current products is already a 
challenge. But as the “new agent experi-
ence” progresses, the discovery that there 
are products that have come and gone 
before you should be the first clue that 
E&O hazards may lie ahead.

ancient history
It has been many years since I attended 
binding authority type classes; I do re-
member that they only taught us about 

Who Knew?

the current product mix. It was later that 
I learned about “cave-owner” 
insurance policies. I found 
myself servicing these long-
time customers, probably 
misstating coverage limita-
tions on a regular basis, and 
never knew! Of course, back 
then, Allstate covered E&O 

for us. Today, it’s another story.

beware of limits and exclusions
Here are a few examples showing some 
differences between products in my state, 
within our family of companies. 

There are three Line 10 Auto policies 
currently in force. AIC (Company 10) 
and AP&C (Company 65) are closed to 
new business. But existing policies in both 
of these companies have:
•	 Accident	 threshold	 of	 $1,000	 before	
any surcharge is applied
•	 No	age	rating	for	senior	citizens
•	 Guaranteed	 renewal	 regardless	 of	
claims

All preferred auto new business is cur-
rently written in AFCIC (Company 27). 
For this policy: 
•	 Accident	threshold	is	only	$500	
•	 Significant	age	rating	over	age	65
•	 NO	guaranteed	renewal

You must be careful when answering 
questions about how a claim will affect 
the rate. And more importantly, be care-
ful about rewriting a policy from a closed 
company to the “new” company to save a 
few bucks.

There is even more treachery on the 
property side. There are three Line 70 
homeowner policies currently in force. 
New homeowner policies may only be 
written in AVPIC (Company 64). For 
this policyholder, there is:
•	 No	coverage	for	cash
•	 $5,000/$1,000	limit	on	jewelry
•	 Depreciation	on	roofs	older	than	16	years
•	 $10,000	limit	on	lawn	equipment

•	 No	 vacant	 land	 coverage,	 unless	 pur-
chased

Two additional companies now closed 
to new business, each with more than 
one policy form with unique features, 
still have in force policies on the books. 
For example:
AP&C (Company 65) 
•	 $50	coverage	on	cash	(Base)
•	 $200	coverage	on	cash	(Gold	or	Plat)
•	 $1,000	jewelry	limit	(Base)
•	 $5,000	jewelry	limit	(Gold	or	Plat)
•	 $2,500	lawn	equipment	limit	(Base)
•	 $10,000	 lawn	 equipment	 limit	 (Gold	
or Plat)
•	 No	vacant	land	coverage,	unless	purchased
AI (Company 60) 
•	 $100	coverage	on	cash
•	 $1,000	jewelry	limit	(Deluxe)
•	 $2,500	jewelry	limit	(Deluxe	Plus)
•	 No	limit	on	lawn	equipment
•	 Liability	extended	to	vacant	land	at	no	
additional charge

 “am i covered?”
These differences represent only a few of 
the pitfalls in answering coverage ques-
tions off the cuff. I have instructed my 
staff to NEVER answer a coverage ques-
tion (except for the most obvious) be-
fore checking to see which policy form 
the customer has. This usually involves a 
call-back, but I would rather we not put 
our foot in our mouth. 

Variations in coverage limits and exclu-
sions are not limited to home and auto, so 
be aware that our minor lines including 
LPP, motorcycle, condo, and renter also 
have variations in their policy forms. Ef

Virginia Ottenberg began 
her Allstate career in 1979 as 
a “Sears booth agent.” She has 
served on the NAPAA board 
since 2015 and is currently 
the chairperson of NAPAAs 
National Advisory Council. 

agency management

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!
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We offer access to Auto, Home, Business, Life, 
and Health insurance policies from some of the 
most competitive insurance companies available.   

We Invest In 
Your Future 

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

What Makes Us Stand Out 

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

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

Core Values 
We Practice Integrity  
We Support the Team 
We Delight Our Clients 
We Demonstrate Competence 
We Are Daring 

Own Your Business & Future 
Owning an agency with AAI provides everything you need to 
reach your goals and give optimum service to your clients, 
while being surrounded by ongoing support from our carrier 
representatives, corporate staff and fellow agents.  

Affordable American Insurance 
Affordableamericaninsurance.com 
 

(877) 811-3224   
 

swoodworth@insuranceaai.com 

 Platform to leverage technology & social media 
 PC and tech support  
 Website with online quoting capabilities 
 Tech training classes  

Technology at AAI 

Agent Statistics 
 Our agents grow extremely fast for the first few years. 

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

Gain Back Your Future by Calling Us Today! 

I transitioned to an independent agency 
from a captive agency program over 13 

years ago. It was a huge step, but I was in-
terested in having more coverage options 
than were available to me as a captive. On 
my first day as an independent, it became 
crystal clear that my success would be up to 
me. I also realized how important it was to 
have the right tools, training and support. 

Whether captive or independent, suc-
cess often depends on the quality of train-
ing and support you receive. No agent can 
be an island in this business, which is why 
it is important to be diligent when as-
sessing the carriers or groups you may be 
considering. Will they provide you with 
first-class training and assistance, or leave 
in you in the lurch? In the latter case, both 
the agent and the group – or the captive 
carrier – suffer. For agents, being left in the 
lurch is demoralizing and frustrating, and 
often leads to disenchantment. And if it 
persists for a prolonged period, it can force 
the agent to seek opportunities elsewhere. 

If an agent decides to move from one 
captive company to another, the transi-
tion is often fairly smooth because of the 
agent’s familiarity with the captive sys-
tem. But if that same agent decides to 
become an independent, there is much 
more to consider. First, it is important to 
know that no two groups are exactly alike. 
The only similarities between groups are 
that they “aggregate” premium for con-
tingencies and provide carrier access. 

Getting the answers to the questions 
listed here will help an agent evaluate 
and understand the groups he/she may 
be considering. I also recommend re-
questing a list of agents affiliated with 
the group you are evaluating. The “real 
proof in the pudding” is how the group 
is viewed by existing agent associates. 

You Are Only as 
Good as Your Support Team 

By Steve “Woody” Woodworth

They will give “the good, the bad, and 
the ugly” reviews. Ef

Steve Woodworth currently is VP Southwest 
Region with Affordable American Insurance. 

He started his insurance career in 1992. “Woody,” 
as Steve is known, has assisted other agents full-
time in this process for nine years. Steve can be 
reached at swoodworth@insuranceaai.com or 
(623) 466-3942.

business tips

Following is a list of questions I’ve developed for anyone wishing to explore independent agen-
cy ownership opportunities, either for themselves or perhaps a family member. The answers 
will help decide which opportunity will be best suited for him or her.  

•	 Are	there	any	initial	startup	fees	to	join	the	group?	
•	 What	is	included	in	the	startup	fees?
•	 	What	tools/software	and	support	are	provided	by	the	group	to	get	my	agency	operational?
•	 	Are	there	other	tools	and/or	software	not	provided	by	the	group	that	I	will	need	

to purchase?
•	 Are	there	monthly	base	fees?	
•	 	What	ongoing	benefits,	services	or	programs	are	provided	in	return	for	monthly	

fees? (Software, E&O, technical support, etc.)
•	 Are	there	other	monthly	fees	(such	as	commission	splits)	that	I	am	obligated	to	pay?	
•	 Are	there	production	requirements	required	to	remain	in	the	group?	
•	 Are	there	premium	commitments	I	must	meet	for	continued	access	to	individual	carriers?	
•	 Does	the	group	share	in	contingency	bonuses?	If	so,	how	are	they	shared?
•	 	What	 are	 the	 criteria	 to	 earn	 bonuses?	 (Minimum	 earned	 premium,	 time	 in	

group, individual agency profitability, group profitability?)
•	 	Am	I	able	to	obtain	independent	financing	to	purchase	other	agency	books	or	

implement marketing plans without approval of the group?
•	 	What	additional	 tools	and	support	are	available	 to	assist	me	(and	my	 licensed	

staff ) in managing the growth, profitability and quality of business in my agency? 
•	 	Are	there	any	clauses	in	the	agreement	where	I	could	be	involuntarily	forced	to	leave	the	

group? If so, are there exit or penalty fees, and what happens to the book of business?
•	 	If	I	decide	to	 leave	the	group	and	keep	my	book,	are	there	exit	fees?	If	so,	how	

much? 
•	 	If	there	are	no	exit	fees,	is	there	a	period	of	time	that	I	cannot	compete	for	the	

book I built while with the group? 
•	 	Is	there	an	expressed	period	of	time	that	I	am	obligated	to	stay	in	the	group	be-

fore I can exit?
•	 	Is	there	a	specific	time	required	after	notice	before	I	can	exit	the	group?	(30	days,	

90 days, 180 days, etc.?)
•	 	When	 I’m	 ready	 to	 sell	 my	 agency,	 what	 costs	 do	 I	 incur	 when	 selling	 to	 an	

agency that’s affiliated with the group? 
•	 	What	 if	want	 to	 sell	my	agency	 to	an	 individual/agency	outside	of	 the	group,	

what is the process and cost to do so?
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carrier representation and revenue while removing 
carrier production requirements.  

What Makes Us Stand Out 

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

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

Core Values 
We Practice Integrity  
We Support the Team 
We Delight Our Clients 
We Demonstrate Competence 
We Are Daring 

Own Your Business & Future 
Owning an agency with AAI provides everything you need to 
reach your goals and give optimum service to your clients, 
while being surrounded by ongoing support from our carrier 
representatives, corporate staff and fellow agents.  

Affordable American Insurance 
Affordableamericaninsurance.com 
 

(877) 811-3224   
 

swoodworth@insuranceaai.com 

 Platform to leverage technology & social media 
 PC and tech support  
 Website with online quoting capabilities 
 Tech training classes  

Technology at AAI 

Agent Statistics 
 Our agents grow extremely fast for the first few years. 

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

Gain Back Your Future by Calling Us Today! 
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Awhile back I wrote about the myr-
iad of privacy issues that accompa-

nied the Windows 10 Express Settings 
installation. At the time, it was germane 
because the rollout of the free Windows 
10 upgrade was well under way. This was 
the first time that Microsoft offered a 
completely free upgrade of the Windows 
operating system to all current Windows 
users, regardless of when you had pur-
chased your operating system. This fact 
alone was a big deal and a lot of folks 
selected the “upgrade now” option. With 
“Express Settings,” Microsoft made it 
simple. It was the “set it and forget it” 
installation for a lot of people.

Unfortunately, the amount of per-
sonal information that Microsoft helped 
themselves to during this “Express” up-
grade was enough to anger many of their 
faithful users and that furor still hasn’t 
died down. We won’t discuss the ways to 
close the holes generated by the Express 
Settings because that was addressed in 
our last examination of Windows 10 [see 
“Upgrading to Windows 10” Exclusive-
focus Winter 2015/2016]. This month, 
we’re going to discuss some of the ongo-
ing privacy issues with Windows 10 and 
some online privacy concerns in general, 
as well as ways to protect yourself.

Nothing to Hide? Think Again
By Scott Brodbeck

Let’s make a distinction when it comes 
to privacy threats; there are malware and 
viruses that wreak havoc on your com-
puter and steal the data stored on it, and 
then there are privacy issues where bits 
and pieces of information about you and 
what you do with your computer are 
captured by what we consider to be le-
gitimate companies (Microsoft, Google, 
Apple, Amazon, etc.). We’re not talking 
about the first type of threat. A robust 
antivirus program should protect you 
from these threats, and if you don’t have 
one, stop reading now and get one – a 
necessity in an environment where all 
computers are interconnected through 
the internet.

We’ll be discussing the latter type and 
it’s important to start with one premise: 
these companies already know who you 
are. When you registered your operat-
ing system, signed up for a Microsoft 
or Gmail account using your real name 
or placed your credit card on file so that 
you can download apps from one of their 
stores, your IP address was stored along 
with your personal data. In theory, there’s 
nothing wrong with this because you’re 
establishing a business relationship of 
sorts when you do these types of things. 
But, when these companies continue 

over the course of time to collect various 
pieces of data from your online activities, 
the possibility exists for them to begin 
linking that data to the personally iden-
tifying information they’ve already col-
lected to start to put together a portrait 
of you. 

Why would they want to do this? In 
a word: marketing. Information that is 
known to be valid which will allow com-
panies to specifically target their audience 
is extremely valuable and a high price can 
be extracted for it. I write articles that 
explain how you can do the same thing 
in your agency — better target your pros-
pects to maximize your limited market-
ing dollars. Companies that are publicly 
traded worry about their bottom line and 
shareholders more than their customers. 
The more money they can make by sell-
ing information for targeting advertising 
purposes, the happier the shareholders 
will be. Do they all do this now? Yes, on 
some level, but most retain the data and 
offer the targeting services to advertisers 
as a value-added service rather than just 
selling them the data and letting the ad-
vertisers target users themselves. 

The threat comes when either that 
data is hacked and ends up in the hands 
of someone with nefarious intentions or 
down the road when these companies 
start changing their privacy policies to 
provide more and more personal infor-
mation to third parties without your ex-
press consent. 

nothing to hide
There’s a school of thought that says, “I 
have nothing to hide, so I really don’t care 
if these companies keep an encyclopedia 
about me.” This makes sense, but only 
if we accept the premise that all of the 
information gathered about you is true. 
Where the problem comes in is when 

feature



Summer 2017 Exclusivefocus — 23 

third party companies start buying this 
treasure trove of data and begin making 
assumptions about it or, when the gov-
ernment decides to reduce your right to 
privacy and starts using it to proactively 
seek out certain groups of people (in the 
name of “keeping us safe,” of course). 

What kinds of things might an insur-
ance agent use his computer to lookup? 
Maybe you research values of cars in Kelly 
Blue Book when customers call com-
plaining about claims settlements, or look 
up the closest body shop to a customer. 
Maybe you look up drunk driving laws in 
your state because a customer calls to tell 
you they just got their third DUI and they 
are asking how long they might face a pos-
sible license suspension and how it might 
affect their insurability. Remember, we’re 
not talking necessarily about what you 
did yesterday or today on your computer; 
rather, we’re looking over a long period of 
time to start drawing general conclusions 
about you based on your patterns of use. 
Congratulations, you might be flagged as 
a chronic alcoholic or as a perpetual reck-
less driver because the assumptions made 
were incorrect even though your usage fit 
a specific pattern. 

Think of potential consequences – 
health insurers may someday buy this 
data to compare new applications against 
it so they can avoid insuring someone 
with a possible alcohol problem. Or per-
haps the P&C company you represent 
will buy it down the road and choose not 
to insure your car anymore because they 
think you’re always totaling vehicles.

The real problem is that we don’t really 
know what data these companies have, 
we don’t know what type of flags they 
may incorporate or the conclusions they 
might make about us. Most importantly 
we have no way to correct anything that’s 
just plain wrong about us. Still think that 
it’s ok because you have nothing to hide? 

Cookie control
Have you ever noticed the phenomenon 
where you look at a product on Amazon 
and the next day you’re reading the Wall 
Street Journal online and sure enough, 
there’s a frame somewhere on the page 
showing an advertisement for the exact 
same product that you were looking at 
yesterday? This is done through the use 

of tracking “cookies.” These cookies al-
low a website to identify other websites 
that you’ve visited and utilize that infor-
mation to display content or products 
that you’ve previously viewed on other 
websites. Cookies have become a mar-
keters’ dream because they allow them 
to advertise to people who have already 
expressed some sort of an interest in their 
product. You can set up your computer 
to not accept cookies, but unfortunately, 
most websites today require that cook-
ies be enabled in order to interact with 
them. 

If someone could collect all the cookies 
from your computer and match them up 
with all the other data that has been col-
lected about you there would be a massive 
amount of information about you that may 
be right, wrong or a little of both (but you’ll 
never know which). It’s probably more in-
formation about you than your parents or 
spouse have. We’re not quite there yet, but 
we’re getting there and the primary reason 
for this is because storage is cheap and it’s 
getting less expensive every year. The idea 
of buying a portable hard drive the size of a 

deck of cards that stores 4 terabytes of data 
for	$150	would	have	been	a	 total	 fantasy	
just five years ago but you can walk into 
Best Buy and pick one up today. Compa-
nies can now store petabytes of data rather 
than terabytes or gigabytes at a negligible 
cost, and because it’s valuable they will just 
keep adding more storage.

The unfortunate reality is that we have 
to use computers to do our jobs and there 
will always be some information that gets 
shared that we simply can’t control. But, 
when we have an opportunity to control 
some of the data that we provide to com-
panies or how they use that data we should 
take every opportunity available to decline 
to share or at least minimize what’s be-
ing shared. You should always read the 
privacy policies of the companies that you 
deal with; many have opt-out policies in 
the fine print but you have to be proactive 
and make the request to opt out. 

microsoft gives back some 
control
This brings us back to Windows 10 and 
some of the concerns about the data it 

CUSTOMIZED 
MARKETING LEADS 

DATABASES

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

property in your county?

WANT THE X-DATE? It’s in there!

UNLIMITED USE – NO LONG TERM CONTRACTS!

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

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

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

WE ALWAYS OFFER A FREE PROOF OF CONCEPT.
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shares with Microsoft. In January, Micro-
soft finally acknowledged the privacy con-
cerns of its users and agreed there are some 
significant problems. They have also com-
mitted to addressing the problems and give 
users the control they have been lacking. If 
you utilized the Express Setup, I would urge 
you to revisit the settings we discussed in my 
previous article because some of those won’t 
be retroactively corrected. 

First, a new privacy dashboard is avail-
able. Sign into your Microsoft account 
and visit account.microsoft.com/privacy.  
Here, you will be able to turn on or off 
various options like your location infor-
mation, the ability to show “relevant ads” 
based on your browsing history coupled 
with the use of an advertising ID, the type 
of diagnostic data that gets sent to Mi-
crosoft to help them fine tune Windows 
and the use of the digital voice assistant, 
Cortana. 

Even if you turn all of these features 
off, there will still be some information 
that Microsoft collects which they refer 
to as “telemetry data.” There’s not a lot of 
definition provided by Microsoft about 
this data including how it anonymizes 

it, how long it’s retained and, depending 
on the version of Windows 10 (home, 
professional or enterprise), how much 
of this telemetry data you are forced to 
share. This is something that users are 
pressuring Microsoft to better define and 
explain, so this is an evolving issue. 

I am a firm believer in sharing as little 
information as possible. I’ve turned off all 
of the features on the dashboard and I’m 
looking forward to further clarification 
from Microsoft on the telemetry data. 

The newest version of Windows 10 
called the “Creators Update” was first 
made available for users who want to 
manually upgrade. This fall, all current 
Windows 10 users will automatically get 
this updated version as part of the Win-
dows Update feature. Fortunately, Mi-
crosoft has overhauled the privacy set-
tings on Install/Update option. Unlike 
the privacy issues found in the Express 
Setup, users will receive clear descrip-
tions and direction along with the ability 
to toggle on or off the various settings 
that were automatically turned on before. 

While Microsoft is giving users more 
control this time, they’re also introduc-

ing new controversy with the “Dynamic 
Lock” feature that is found in the Cre-
ators Edition of Windows. This “feature” 
uses the camera on your computer to 
monitor when you’re in front of it so that 
it can automatically lock when you step 
away. Fortunately, you can easily turn this 
feature off. But in the uproar over privacy 
concerns that accompanied the Win-
dows 10 rollout, the idea of your camera 
automatically turning on and monitor-
ing you as a security feature was prob-
ably well intended, but the timing wasn’t 
necessarily the best in terms of convinc-
ing users that Microsoft is committed 
to their privacy. The idea of a hacking 
organization figuring out how to redi-
rect the camera stream so that instead of 
the camera watching you, some stranger 
is watching you – perhaps panning the 
camera and turning the light out so that 
it looks like it’s turned off – is enough for 
a lot of folks to wonder what Microsoft 
was thinking. When you upgrade, this is 
a feature that you’ll probably want to just 
go ahead and immediately turn off.

in summary
We simply can’t do our jobs today with-
out sharing some information about our-
selves, but none of the companies that 
hoard as much information about us as 
they possibly can will go out of their way 
to stop the one-way flow of information 
they receive from us.  Often though, they 
will give us the ability to control some of 
it, and in some cases, eliminate it. But, 
it’s up to us to learn how to do it – what 
options are available, what settings to 
change, the ability to opt out, etc. It’s 
important to take the time to understand 
what options you have, to read the pri-
vacy policies, and do the things within 
our purview to control how much of our 
personal information is handed over to 
the companies that make the tools we 
use daily. Ef

Scott Brodbeck is a Microsoft Certified Sys-
tems Engineer and a Master Certified No-
vell Engineer who is also a former EA and 
IA. Currently, he develops technical market-
ing tools and provides marketing consulting 
services specializing in the profitable growth 
of insurance agencies. Scott can be reached 
via email at scott@scottbrodbeck.com.

marketing

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.   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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Technology - See page 35 of spring 2103 for ad that goes with this article
technology

Last summer, we published a call to 
action asking agents to write a let-

ter to Matt Winter offering constructive 
feedback and suggested solutions to the 
issues and problems most prevalent in 
our agencies.

The response was excellent. NAPAA re-
ceived hundreds of letters to Winter. We 
organized and condensed the suggestions 
into a single, easy-to-read, nine-page doc-
ument which was emailed to Winter and 
to each of the Field Senior Vice Presidents 
(FSVP) across the country. 

We are calling on all agents again, for 
another letter writing campaign.

Our National Advisory Council (NAC) 
is working to augment the collective voice 
of the Allstate agent. Last year, NAPAA 
facilitated (1) an agent satisfaction sur-

vey, (2) a letter writing campaign and (3) 
a petition to end variable compensation. 
Thousands of agents participated; the re-
sults can be found on our Advocacy page 
at www.napaaUSA.org. 

Strong agent participation on these 
NAPAA initiatives supports the results 
of the company’s own Agency Relation-
ship Survey, and the work of the Region-

al and National Advisory Board (RAB, 
NAB) agents who provide agent feed-
back to the company. There is no doubt 
our chorus is being heard by Allstate 
management.

Now is not the time to diminish our re-
solve. We must continue to professionally 
present our concerns, because our silence 
is regularly interpreted as acceptance.

So, please take the time today to write 
a brief note to Allstate senior manage-
ment (to Matt Winter, Tom Wilson or 
your FSVP). Send your letter to NAPAA 
by: email (info@napaainc.org), online at 
www.napaaUSA.org/Feedback, or by fax 
(866-627-2232).

We’ll send a professional representa-
tion of agent concerns to Allstate man-
agement on your behalf. Ef

Let Our Voices Be Heard…Again
By the National Advisory Council

feature

SAMPlE lEttER:

Dear Matt Winter,

I’m concerned about the new ALR compensation rules. All agents and all companies are supposed to have financial 
dealings that are only in the BEST INTERESTS of the client. At Allstate however, agents are encouraged to sell life 
insurance and financial products to our clients in order to receive an extra 1% in renewal commission on our non-
financial	products.	In	essence,	in	the	case	of	a	$2	million	agency,	there	is	a	$20,000	incentive	to	sell	12	IPS,	whether	it	
is the best interest of the client or not. Throw in the new “IPS Upside” component and the amount for the ALR Bonus 
Multiplier,	and	the	incentive	can	top	$40,000	of	additional	P&C	compensation	for	the	sale	of	ALR,	which	includes	life	
and qualified retirement products. With or without the new DOL rule, there can be no doubt that this compensation 
framework is designed to incentivize the sale of these products. 

Most agents would never intentionally sell anything that is not in the best interest of their client. However, some Allstate 
agents or their staff may not have sufficient training to understand why a product would not be in the best interest of a particu-
lar customer. These incentives could also push a desperate agent to do something they would not otherwise consider. 

The reputation of Allstate is probably the most important asset we have. We have already heard of agents gaming the 
rules with “add-car plus life super bundles.” I hope that Allstate will reexamine and eliminate this complicated structure. 
Remove tie in sales, bring back P&C commissions for P&C production. Let’s not witness a “Wells Fargo fiasco” at 
Allstate. 

agency operations
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There’s an old story about a lion and 
gazelle. It applies to everyone, espe-

cially to all of us who are in the business 
of selling and servicing insurance. 

Every morning in Africa, a gazelle 
wakes up. She says, “I must run faster 
than the fastest lion, or I will be eaten.” 
Every morning, a lion also wakes up 
thinking a similar thought. “I must run 
faster than the slowest gazelle, or I will 
starve to death.”

What is the moral? It doesn’t matter 
whether you are a lion or gazelle — when 
the sun comes up, you better be up and 
running.

The world today is moving faster than 
ever and will only continue to speed up. 
If you are not proactive in establishing 
goals and the plans to reach them, like 
the slower lion or gazelle, your business 
may die.

Consider the following five questions: 
1. What do you do when you first wake 
up?
2. Are you controlling your day, or are 
you allowing external forces to control 
you and your team?
3. How can you improve your plans to 
achieve your definition of success?
5. Are you doing everything possible to 
achieve that success?
6. What can you improve or change to 
get your agency on the right track? 

I want to share an example of how out-
side forces are controlling the majority 
of people not only in the United States, 
but also in every civilized nation on the 
planet: 

Many people sleep with their so-called 
smart phone next to the bed, or worse, in 
the bed. If this were solely for the pur-
pose of an alarm clock, that might be 
okay. But, this is not the case. For one 

business tips

thing, it’s not very smart. Most of these 
people are checking email and/or get-
ting sucked into social media when they 
first wake up. When this happens, you 
become a prisoner to outside forces and 
lose all control.

A lot of people ask me, “How do I get 
so much done?” 

Believe me, for years I was as trapped 
by technology and got caught up in al-
lowing outside forces to control me. 
That changed for me in 2004 when I 
had a major breakthrough and learned 
the value of my time when I was working 
productively. 

Never confuse being busy at work with 
being productive at work! 

For several years, I have practiced a rit-
ual of beginning and ending my day on a 
positive note through prayer, meditation, 
and concentrated breathing. Since I’ve 
been practicing this, I have gotten pretty 
good at it. But I have to be careful not to 
just read or say words without meaning. 

Each morning, I think about the 24 
hours ahead and make sure to ask God 
for help in my thinking and actions. 

At night, just before going to sleep, my 
thoughts are of gratitude. I do a nightly 
inventory, a review to see if I’ve been 
wrong, resentful, or where I could have 
done better.

At the end of each workday, I record 

three or more wins for that day and what 
I will be working on tomorrow. 

At the end of each week, I review 
my wins and list a few major items that 
I need to implement in the following 
week. These items should align with my 
strategic goals. A weekly accountability 
call can yield amazing results and help 
you continue to practice these principles. 

Years ago, we began using daily task lists 
in my insurance agency. We built systems 
and processes that allowed us to build a team 
of winning employees, to be a proactive sales 
and marketing business that we control, and 
to provide extraordinary customer service by 
being unique and delivering on the promises 
we make to our customers.

You also can make the switch from be-
ing controlled by outside forces – such 
as staff, clients, email, social media and 
family – by deciding how you are going 
to do your work. 

If you are overwhelmed, just remem-
ber that nothing will change unless you 
make some changes. If you’re guilty of 
sleeping with your phone and having 
the world dictate to you, move it tonight 
and wake up in peace tomorrow asking 
your higher power to guide you in your 
thoughts and actions. It takes 60 seconds 
or less. 

If you’d like some of the material that 
I meditate on to start and end each day, 
please email support@bgisystems.com 
with “meditate” in the subject line. Ef

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

Wake Up Call
By Bill Gough, Allstate Hall of Fame member
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buying and selling

Advertisement 
If You Sincerely Want to INCREASE Lead Flow...  
GROW Your Agency Profitably... 
WIN Top-Level Allstate Achievement Awards...  
SELL Effortlessly Despite Rising Rates... 

Over 100 Allstate Agents Traveled from Across the Country to  
Come Together for 3 Agency-Transforming Days At the BGI “Magic” Boot Camp  

 

Many of  the BEST AGENTS in the Country…  
All Together in the Same Seminar Room Sharing 

Ideas and Strategies that WORK in the REAL-WORLD 
By: Bill Gough - Allstate Hall of Fame Agent 

Even though you weren’t at our “Magic” 
Boot Camp,  I don’t want you to be SHUT-
OUT permanently from the valuable busi-
ness strategies we revealed in Dallas like...  

 Sharpening Sales Skills…  
 Proven Marketing Campaigns…  
 Boosting Referrals from Realtors... 
 WOW Customer Service... 
 Agency Succession Planning 

For a very limited time… You can 
“attend” this business transforming event 
from the comfort of your home or office, for 
a FRACTION of what it would have cost for 
you to be there live! 

The NEWEST Treasure Chest of  
Marketing, Sales, and Profit  

Increasing Secrets for  
Insurance Agency Owners is  
NOW Available on Audio AND  

Video Recordings! 

Meet Some of the Speakers: 
We had over 20 agents and speakers on 

stage through the Boot Camp. Some speaking 
to the whole group, some on panel  
discussions, and some leading breakout  
sessions. Here are some of the highlights of 
the who’s - who of speakers… 

WOW Customer Service Expert: 
Thomas Walters 

          Thomas Walters is a 23-year  
                Allstate agency owner that owns a          
                $13 Million agency with three  
locations…recognized by Allstate as the TOP 
AGENCY IN NORTH CAROLINA! At the 
event, he revealed his secrets for exceptional 
customer service and most importantly, how 
to translate that into more sales, more  
referrals, and higher survey and ACES  
results.  

BGI Systems Founder: 
Bill Gough 

Of course, you get ME! I 
gave 3 brand-new presenta-
tions including the 7-Step 
Marketing and Sales Secret 
That You Need In Your  
Insurance Business Today! 

Asset Protection Guru: 
Lee Phillips 

Lee Phillips is a nationally  
recognized attorney who has helped 
thousands of audiences understand the latest 
asset protection, business structuring and tax  
techniques. With his time on stage, Lee 
taught us how to reposition ourselves in the 
law and shield our assets.  

The Commercial Conjurer: 
Jeff Jones 

If you’re an Allstate agent, you  
almost undoubtedly know of Jeff 

Jones. A 29 year agent from Miami, FL and a 
consistent top performer. Jeff shared with us 
how he built his agency and how he domi-
nates in commercial insurance year after year! 

Process and Systems Queen: 
Wendy Murphy 

Wendy WOW’s us year after  
year! She revealed some of the top 
processes and marketing plans  
she’s been using in her agency to put sales on 
the books. She talked about how the systems 
work start-to-finish with examples of the doc-
uments and marketing tools. AND she even 
shared the documents to take back and use in 
your agency for easy implementation. 

OK, Bill!  How Do I Attend From Home? 

Folks that attended the event paid $500-
$1,497 tuition, plus $300-$600 for airfare, 
plus $600-$700 for hotel and food… and 
that’s if they came alone. Many agents 
brought 2 team-members to gain hands-on 
training.  

Attending from the comfort of your car, 
office, and home will save you money and 
you can listen over and over again with the 
added benefit of the pause button. Plus, many 
smart agents also use the recordings to train 
their staff! 

Even though you would have spent 
$1,400-$2,500 to attend live, you can 
invest in the full RECORDINGS via 
INSTANT DOWNLOAD for just $597 
or 2 payments of $327! You will have  
immediate digital access to all the 
recordings from the event! You can 
listen from your smartphone, tablet, 
iPod, or other techie-device.  

 

PLUS, be one of the first 11 agents to 
invest in the AUDIO AND VIDEO Recordings 
of the event and I’ll give you 3 Fast Action 
Bonuses! What could be fairer? 

BONUS #1: 1 agent and 2 staff tickets to 
the 2018 Super Conference! (Value $1,800) 
Even though you missed this year’s event, 
you SHOULD NOT miss next year’s Super 
Conference, April 5-7 in beautiful downtown 
Chattanooga, TN.   
BONUS #2: 30-Minute One-on-One 
Coaching Call with ME! During our half 
hour, we can discuss any area of your  
business that you need help with. My current 
consulting rate is $1,500 per hour, so this 
coaching call has a REAL value of $750. 
BONUS #3: The BRAND-NEW updated 
for 2017 BGI Systems Toolkit!  

How would you like to have a 412 page 
manual on how to run a successful Allstate  
Agency? The BGI Systems Toolkit is it!  

There’s 17+ Email Templates, 30+ Free 
Reports, 20+ Key Forms, the Process  
Manual, the Sales Manual, the Systems  
Manual, 25+ Marketing Campaigns, 35+ 
Processes, 20+ Quote Sheets, 25+ Phone 
Scripts, Sample Spreadsheets, and MUCH, 
MUCH MORE! 

Also included in the toolkit is the  
12-Month Marketing and Sales Plan! We’ve 
built your entire marketing calendar,  
designed all the ads, letters, emails, web  
videos, scripts, everything! (Value: $1,997) 

Value Breakdown 

Recordings $997.00 

3 Tickets to 2018 Event $1,800.00 

30-Minute Call w/Me $750.00 

BGI Systems Toolkit $1,997.00 

Total Value: $5,544.00 

Go to www.BGIEvents.com/NAPAA 
or call Lantz at 256-246-2612 today to  
invest in the BGI Systems Boot Camp  
Recordings for only $597!  

Remember, the Fast Action  
Bonuses are only available for the first 
11 agents... Go online or call today!  
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Marketing insurance can be tough. 
You’re constantly working to strike 

a balance between finding new prospects 
to grow your customer base, while retain-
ing what you have now. In the hunt for 
new quotes, it can feel like you’re stuck 
in a pattern of always searching for more, 
yet never arriving where you want to be. 

Have you ever heard the “Acres of Dia-
monds” story? Here’s the short and sweet 
version: A farmer learns about diamond 
mining and sells his farm to go out and 
get rich hunting for diamonds. (Spoil-
er…. he doesn’t find any!) But, the buyer 
of his farm later found acres of diamonds 
buried on the property, right under the 
original farmer’s nose the entire time. 

The moral of the story? We often go 
searching for riches in new places, when 
the opportunity for them may be right 
in front of us! We just need to make the 
most of what we already have. This same 
reasoning lies behind that other familiar 
saying: “The grass isn’t always greener on 
the other side.”

sales and marketing

Mining for Diamonds in Your Agency
By Robyn Sharp

So how can we apply this story to in-
surance agency marketing? 

If you’re frustrated that your sales goals 
aren’t happening fast enough, ask your-
self, “How can I…”
•	 work	with	the	client	base	I	have	right	
now to increase sales?
•	 work	with	the	rates,	even	if	they	aren’t	
ideal? 
•	 work	with	the	insurance	products	I	of-
fer right now?
•	 make	 my	 office	 run	 more	 efficiently	
with the tools I have available?
•	 train	my	current	staff	to	improve	their	
results quickly?
•	 mine	some	diamonds	 from	my	agency	
starting today? (Remember, diamonds 
look a lot like rocks at first; it takes some 
work to get them shiny and valuable.)

some places to start
Mono-line to multi-line: Studies have 
shown that it is cheaper and easier to sell 
something to a current customer than to 
a new one. Take advantage of this! Pro-

mote home or renters’ policies to mono-
line auto clients. Promote auto insurance 
to mono-line property clients. Market 
life insurance, PUP, boat, motorcycle 
and RV policies to your current book of 
business on a continuous basis. Make it 
a team goal to find every possible line of 
business a customer may have a need for 
and actively prospect, contact and cross-
sell to them.

Get competitive: Find your most 
competitive product right now – the one 
with the best rate or is the most unique. 
For example, if you have great home-
owner’s rates in the 12345 ZIP Code, 
you need to actively prospect for one to 
four family homes in that area.

Don’t waste time and marketing 
money on areas that aren’t competitive. 
Chances are you’ll be competitive with 
other products at some point in the fu-
ture, but you need to be smart with your 
budget until that time.

Integrate Facebook: Facebook is an 
inexpensive way to reach thousands of 
people in those targeted ZIP Codes. If 
your home insurance rates are competi-
tive, create a Facebook ad about home 
insurance and target it to anyone who 
lives in that ZIP Code.

If you want to focus only on your cur-
rent book of business, you can upload a 
spreadsheet of your client email address-
es so they are the only ones who see the 
ad. This can save money and really target 
your ad down to the people most likely 
to respond.

Get serious about referrals: Referrals 
are one of the top sources of new busi-
ness. And most agents will tell you that 
referrals typically come from current cli-
ents and strategic networking partners. 
Creating a solid referral rewards program 
is a great way to increase them. 

When you offer a gift card for each re-
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ferral, it’s not so much about the reward 
itself. It’s about systematically promoting 
referrals on a regular basis. Now you have 
something to offer to clients when you ask 
for referrals. You have something to share 
on your social media accounts. You can 
take photos of winners and send thank 
you messages to clients who refer others. 

This can be even more effective when 
you market your referral program to local 
real estate agents and mortgage lenders. 
Start visiting those professionals who can 
refer clients to you. Drop off a copy of 
your referral rewards flyer and send them 
an occasional email to check in. Growing 
those strategic partnerships can quickly 
increase your referral program results.

look at your current connections: 
Who do you know that could be a strong 
referral partner? How can you grow those 
networks and connections in your local 
community? What opportunities are you 
missing out on? Start scheduling coffee 
chats at least once a week with a new 
person. Build your circle of influence 
strategically and become known in your 
area as an insurance expert. This isn’t ac-
complished overnight, but starting small 
will get you there over time.

What help is available? Look for 
money and opportunities. Are there 
free promotional incentives from MOD 
(Allstate Material Ordering and Distri-
bution) that you’re not taking advantage 
of? Do you have Executive Advantage 
funds that haven’t been used? Do you 
take advantage of the Allstate Founda-
tion grant programs for working with 
a local non-profit organization? These 
things grow goodwill in your commu-
nity, create publicity opportunities, and 
promote your agency brand – without 
costing you anything!

Be consistent: Consistency is the mar-
keting secret that no one talks about. It’s 
not very exciting. It’s the small, slow ac-
tions we take every single day. It’s mak-
ing prospecting calls, sending postcards, 
following through on campaigns day in 
and day out. Consistency means show-
ing up, giving great service, and looking 
for new opportunities. Look back at your 
sales over the past six months and get an 
idea of where they came from. Referrals? 
Walk-ins? Facebook ads? Billboards? 
When you see a pattern, look for ways 
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you can be more consistent with this 
marketing to increase your results im-
mediately.

The point of this entire article? Use 
the resources that you have available 
RIGHt NOW to make sales happen 
in your agency. Yes, we all want new 
leads and quotes – and they are necessary 
– but we can’t sit by the phone twiddling 
our thumbs and waiting. Use what you 
have that’s right in front of you, and start 
mining for those diamonds! Ef

Robyn Sharp is a former Allstate agent who 
writes about insurance marketing and social 
media. Visit the Marketing & Profession-
al Services page at www.napaaUSA.org 
to find out how Mega Agency Marketing 
can boost your marketing to the next level. 
Be sure to ask for a copy of her free monthly 
Insurance Marketing Calendar. 

Join the 
“ALL Agents page” 

on Facebook

A Closed 
Discussion Group 
for 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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If anyone should understand the value of 
asset protection, it’s an insurance agent. 

So why is it that many of the same agents 
put so little thought into managing what 
may be their own most important asset?

While you may not include your sup-
port staff on the left-hand side of the 
balance sheet, they represent one of your 
agency’s most important intangible as-
sets. They keep your business running 
and your clients coming back by provid-
ing great customer service. What’s more, 
the knowledge they’ve accumulated al-
lows them to handle your business more 
effectively and efficiently. 

Could you survive without them? For 
a short time, perhaps, but consider what 
having to replace your staff would in-
volve. First, you would have to attract, 
interview and hire their replacements 
at a cost of many hours of your valuable 
time. You would have to spend addition-
al time bringing them up to speed. Even 
if they already have a strong knowledge 
of insurance products, you would need to 
instill your way of doing business. Then 
you would face the added time of having 
them establish relationships with your 
customers. While all that was going on, 
your available time to add new business 
and revenue would be minimal. That’s 
why it makes sense to focus on keeping 
your current staff happy and productive.

opportunities to grow
Often, people change jobs because they 
feel that they’ve gone as far as they can 
with their employer. They don’t see op-
portunities to grow. You can retain these 
employees by creating growth opportu-
nities within your agency, and making 
sure your staff know about them. As part 
of each performance review (you are con-
ducting regular reviews, aren’t you?), ask 
about career goals.

agency management

Protecting Your Most 
Important Asset

Then work together to develop a plan 
to pursue those goals. If an LSP wants to 
make more money, you may be able to set 
aggressive sales goals with hefty rewards. 
If they want to expand their knowledge, 
you can provide access to continuing edu-
cation programs or college classes. 

it’s about the money
Not everyone is motivated by money. 
That said, we all need money to live, and 
in our culture, paychecks are viewed as 
a key performance measure. Make sure 
your compensation stays in line with 
other employers, particularly competing 
agencies that could entice your employ-
ees to join their ranks.

Compensation isn’t limited to wages. 
Other types of benefits – from more days 
off, to flexible scheduling, to assistance 
with tuition – may be more attractive to 
your employees. There’s an easy way to 
determine what types of benefits they’ll 
value most: ask them during their reviews. 

add rigorous responsibilities
Making a job harder may not sound appeal-
ing, but many people respond well to being 
challenged, especially if it allows them to 
use skills they haven’t been able to demon-
strate. Perhaps you can put them in charge 
of a specific product line or ask them to 
come up with a plan to target a particular 
demographic of prospects. Be sure that you 
provide an incentive that will reward them 
for success, along with patience for mistakes 
they may make along the way.

This approach can also be effective for 
employees who appear to be “coasting” or 
just “going through the motions.” Ask-
ing more of them may bring out their 
best. Alternatively, it may motivate them 
to seek employment elsewhere, allowing 
you to replace them with stronger per-
formers. 

switch up their roles
If an LSP has the right skillset, consider 
moving them into an entirely new posi-
tion that will make the best use of those 
skills. Sometimes, a complete change can 
invigorate an employee and unleash a 
new sense of purpose. A completely dif-
ferent role within the agency can feel like 
a new job.

This approach is also a good way for you 
to hand off parts of your workload that you 
either don’t enjoy or that make ineffective 
use of your valuable time. Planned care-
fully, it can also allow a gradual transition 
toward an eventual sale of the agency to 
your team or another exit strategy.

Call attention
One of the best ways to keep your top per-
formers happy is to recognize them for a job 
well done. Public praise is a great way to do 
this. You can use your social media platforms 
and other marketing tools, such as customer 
newsletters, to recognize performance.

The other side
Just as you want to retain your top per-
formers, it’s important to approach the 
other end of the scale strategically. If an 
employee isn’t performing at the desired 
level, he is negatively impacting your 
agency’s health and creating resentment 
among stronger performers. Why should 
they work hard if someone else is getting 
away with doing far less?

If the employee has the ability and 
willingness to do better, work with him 
to develop an improvement plan with 
specific goals and milestones. If the 
employee fails to meet the goals – or 
doesn’t show any desire to make prog-
ress – it may be time to terminate. Fir-
ing an employee can be difficult, but it 
may be the best option for the rest of 
your staff. In addition, it may be a wake-
up call for the employee, who probably 
isn’t in the right job. Ef

Scott Stars is the Sales Manager for Oak Street 
Funding. Scott understands insurance agency 
businesses and their unique capital needs. He can 
be reached at scott.stars@oakstreetfunding.com.
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By the time you read this we’ll be 
more than halfway through 2017, so 

if you aren’t on pace to reach your 2017 
objectives, you’ll need to stoke the fire 
and turn up the heat. This doesn’t mean 
tomorrow or next month; it means today. 

I have met and worked with success-
ful agents for years. I have also met a fair 
number of less than successful agents. 
What I have found is that successful 
agents are wired differently than their less 
successful brethren. Both groups say they 
want the same things – like being able to 
write more new business – but their ap-
proaches to achieving common goals are 
worlds apart. One difference is that suc-
cessful agents have a “do it now” attitude, 
while less successful agents seem to lack 
a sense of urgency and are more likely to 
put things off. Another difference is that 
the minds of successful agents are always 
churning, as they search for new ideas to 
write more business or ways they can im-
prove their agencies. They not only ex-
pect more from themselves, they expect 
more from their staffs. In a nutshell, they 
are rarely satisfied with the status quo. 

When successful agents stumble upon 
a new idea they like, they implement it 
ASAP and go for broke. They under-
stand it may or may not be successful, but 
they are willing to take a chance. Less 
successful agents expect instant success, 
so when something doesn’t work right 
away, they give up.

The fact is, there are very few silver 
bullets. In a decade of working with 
agents, I have never come across a pro-
cess or program that magically solves 
every marketing issue. The reality is that 
effective marketing is fluid, meaning that 
it must constantly change. If you’re still 
investing heavily in Yellow Pages adver-
tising, for example, you’re 10 years be-
hind the times. 

Years ago, there was a great book ti-
tled, “Who Moved My Cheese.” It was a 
tale about mice in a maze that were given 
cheese every day in a certain spot. After a 
period of time, the location of the cheese 
was moved. The smart mouse recog-
nized the original location of the cheese, 
but continued to look elsewhere until he 
found it again. This is a simple example, 
but the concept rings true in the insur-
ance business, too. You have to remain 
committed to being effective, but must 
also be willing to look for other ways to 
accomplish your goals.  

Sounds simple, right? But first, you 
have to define what effective looks like 
in your agency. If you’re a start-up, effec-
tive might mean writing 20 autos a week. 
If you’re a large agency, effective might 
mean maximizing your bonus this year. 
In other words, you have to determine 
what success looks like to you, so you can 
pursue it properly. Find some time this 
week to write down some very concise 

targets and goals and plan how you in-
tend to accomplish them. In other words, 
plan your work, and work your plan. This 
one step can revolutionize your agency!

Finally, I want to share a couple of 
traits that many highly successful people 
have in common. First, most very suc-
cessful people go for a walk every day. Al-
abama football coach Nick Saban can be 
found nearly every morning at 6:15 a.m. 
with his hands in his pockets walking the 
practice field for 20 minutes. Sometimes 
we don’t just need an idea, we just need 
to give ourselves an opportunity to think 
of one. A scheduled short walk can give 
you time for just that. Second, most very 
successful people schedule their day. If 
you don’t take your day seriously, why 
should anyone else? Take time at start 
of your day to lay out what you plan to 
do and when you’ll do it. If you’ve never 
tried these suggestions, you’ll be amazed 
how much more prepared you’ll be!

Too often, we look for our cheese in the 
same spot where it’s always been, when 
in reality, it’s constantly being moved. If 
you are interested in having more time 
and more business in 2017, I can help 
with that. I’ve partnered with NAPAA 
to offer a great opportunity to get your 
time back. Check out my information on 
the NAPAA website on the Marketing 
and Professional Services page. Ef

David Neuenschwander of Captive Agent 
Profits, a company specializing in proven 
SEO strategies, has recently partnered 
with NAPAA. To learn more how this al-
liance can help you grow your business, go 
to www.napaausa.org. Click on the Agency 
Resources tab. Click again on the Marketing 
& Professional Services page and look for 
Captive Agent Profits. NAPAA members 
log on to find a special discounted offer on 
the Member Benefits page.  

Where’s My Cheese?
By David Neuenschwander

sales and marketing
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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-years same location. 10+ 
years with same EFS. Retir-
ing owner willing to stay at 
no charge up to 4 months and 
staff will stay on as well.

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

FLORIDA
Delray Beach
Banyan Financial Group
561-303-3938
kelly.davis@allstate.com
Asking Price: $290,000 
PIF: 600 Premium: $1,300,000 
Number of Staff: 2 
Please call for more informa-
tion. 

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

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

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

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

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 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

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

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

GEORGIA
Various Locations 
Mel - Seller Rep 
855-306-8627 
mel@sammconsulting.com  
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 beautiful 
Big Island. Turnkey, excel-
lent staff, new technology. 
LR 42.26%, Retention 90.73%. 
Qualifies for enhanced com-
missions. 

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

The NAPAA market place…where buyers 

meet sellers. Place your classified ad here 

for just $99 per issue of Exclusivefocus 

(Price reduced to $50 if ad is in conjunction 

with online ad.)

For more information, go to www.napaau-

sa.org, or contact NAPAA at 877-627-2248, 

or ewiseman@napaainc.org.
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National Association of
Professional Allstate Agents, Inc.

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

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

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

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

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

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

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

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

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

Our General Goals:
•		To	provide	an	organization	specifically	tailored	

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

Agents and their clients
•		Provide	reliable	communications	on	all	issues	

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

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

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

For more information, 
please visit 

www.napaaUSA.org
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