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president’s message

Let’s Walk This Road Together
debe Campos-Fleenor, napaa president, Active Allstate Agent

As I gather my thoughts to write my opening remarks, I 
am overwhelmed with the tragedies we have faced recently 

in our nation. The recent succession of hurricanes and tropical 
storms brought devastation from Texas to the Carolinas, Puerto 
Rico and other Caribbean islands. These events underscore the 
importance of what we do every day as Allstate Agents – to 
provide security and protection to fami-
lies in a time of crisis. We can all take 
pride in Allstate’s immediate response 
in the wake of the storms. The Good 
Hands network of claims employees 
and agents has shown why we are here: 
to help in time of need. The hard-work-
ing Allstate agent community has been 
there to advise our clients daily with 
sound products and services providing 
protection of homes, autos and to their 
financial well-being.

We can take great pride in what we do to help protect our 
families, friends and insureds in their time of need. But let’s not 
lose sight of what we need to do to help protect each other’s 
careers by joining together to make positive changes within 
Allstate. Now, more than ever, we need to come together to let 
Allstate know the differences and concerns that we are facing as 
an agency force. It is through NAPAA where we can best voice 
those concerns to help the agent community succeed.

We are continually monitored for compliance and even have 
an IPS quota that needs to be managed to retain our good 
standing within Allstate. It is our locally owned and operated 
agencies that keep the Allstate business model afloat. In the ev-
eryday world, we – all the agents on Main Street USA – are the 
face of Allstate. Allstate holds agents accountable to achieve ac-
ceptable business results. But doesn’t Allstate have the responsi-
bility to provide the technology infrastructure necessary to carry 
out transactions? The numerous rashes of system outages in Al-
liance, Gateway, and Outlook have made it quite difficult for all 
to maintain operations. Quite frankly, it is adversely affecting 
our ability to efficiently operate our businesses. 

How do we effectively voice our concerns? Try NAPAA. It is 
a great place to come for support and to band together to peti-
tion the company for the appropriate changes needed to help 
our businesses thrive.

Like many of you, I have been able to circumvent technology 

issues with the RMBC and have shared my experience of how to 
work around various problems with my fellow agents. But should 
we have to circumvent these problems? Should not the company 
deliver to us a technology platform that is working and efficient? 
At our recent conference, a number of roundtable discussions 
were held where agents shared their experience and techniques 

to overcome obstacles and to maxi-
mize business opportunities. Through 
NAPAA I have had the advantage of 
putting a number of great ideas together 
to help grow my business. 

That is why I encourage you to join 
NAPAA. We are about working to-
gether and finding solutions. Our re-
cent conference was incredible, and the 
agents who attended discovered valu-
able information and solutions about is-
sues we face on a daily basis. Where else 

but NAPAA can one go to find solutions to problems for which 
management does not have the answers? What is better than one 
Allstate agent? The answer is a group of proactive Allstate agents 
who are working together to solve problems. As an agent, you 
have a unique ability to understand the day-in and day-out of 
what it takes to make this business work. 

No one understands you like your fellow Allstate agents do. 
This is why I encourage you to get involved with NAPAA. 
The board members, the executive director and I are here to 
hear your concerns and answer your questions. NAPAA was 
created for you, the agency force. While local, state, regional 
and even home office management teams have good inten-
tions and want to help, they can never completely understand 
the challenges and complexities of being an agent unless they 
have walked in our shoes. 

I am excited to be NAPAA’s president, I love being an All-
state agent, I love my clients, and I love what I do. Please call 
or email. I am ready to talk to you if you have any doubts or 
questions about joining NAPAA. It is a great organization, and 
I am so proud of the members who came to Las Vegas to show 
support and share their ideas. I was amazed at the informa-
tion that we all shared. Success is in your hands, take it, grab it 
and join NAPAA. If you have any ideas, share them with me 
whether you are a member or not. We do want to hear from 
you. NAPAA is about US and that includes YOU! Ef
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from the executive director

Who is Matthew Winter?
Ted paris,  napaa executive director

While I have had the opportunity to talk with Allstate 
President Matthew Winter up close and personal and I 

have heard numerous speeches that he has given, I am not in his 
inner circle. In all reality, I am not even in his zip code. I would 
recognize him, but he would not be able to 
pick me out in a police line-up.

Before I get started on an actual basis here are 
two things I’ve heard unofficially. One, in his 
younger days, he was an Eagle Scout. I’ve tried 
to confirm this via the Boy Scouts of America 
and the National Eagle Scout Association, but 
those darn privacy laws got in the way. Second, 
he was a Colonel in the U.S. Army. While he 
did serve our country in the U.S. Army for 12 
years, for me to get his military records proved 
to be a tougher task than I was able to achieve.

So what do we know about the president of 
Allstate, Matthew E. Winter? He has turned or will be turning 
60 years old soon. I am not sure which state he was born in, but 
he went to college at the University of Michigan. Wonder if he 
believes in Big Blue football? I know a lot of Ohio State fans will 
instantly dislike him just for that tidbit of information. How-
ever, I would like to point out that only two schools have over 
900 victories in college football and neither the Buckeyes nor 
Roll Tide are one of them. (Michigan is the leader followed by 
Notre Dame). From there Matt went to Albany Law School of 
Union University to get his JD, Master of Laws, from Virginia, 
and finally he completed Harvard Business School’s Advanced 
Management Program. He has been a member of the Bar for 
over 30 years.

Matt’s work history has been a steady rise to the top. He prac-
ticed law for a while early in his career before joining the insur-
ance industry. In 1996, he joined Connecticut Mutual Life and 
then the journey to Allstate started. Later he was with Mass-
Mutual and Delaware Life. At MassMutual he was in charge of 
their Career Agency system and their Broker and Dealers divi-
sion. From MassMutual he went on to AIG (American Gen-
eral), eventually becoming vice chairman and serving with Ed 
Liddy at that firm. In addition to his professional career, he has 
given time to serve on the board for Feeding America, chair-
man of the directors of the Houston Food Bank and a director 
of Houston Grand Opera.

All in all, his resume is quite impressive. One can readily see 
why Allstate came to call. In 2009, Matt came to work at Allstate 
along with Joe Lacher, Jr. and Mark LaNeve. They were hired 
for marketing and sales. Matt’s position was to take over Allstate 

Financial. In 2009 the financial world was in 
turmoil throughout the insurance industry. 

In 2011, Matt was promoted to the proper-
ty-casualty side of the business when Joe and 
Mark left the company. He has continued to 
take added responsibilities since then. Today 
he is the president of Allstate Corporation and 
CEO of Allstate Life Insurance Company.

So why publish the information on Mat-
thew Winter? The agency force needs to see 
and understand the person who is in charge of 
running the property-casualty side of Allstate 
and the person in charge of the financial side. 

What was his background? What can we learn about him from 
his education? What can we learn from his charity work?

From what I’ve seen in person, in his speeches, and in his 
body of work, he is driven and disciplined. He has strongly held 
beliefs in doing things right. And he truly believes in the agency 
system. He has been in charge of agency channels at various life 
companies and is now in charge of Allstate’s agency channel.

I think that Matt will listen to the agency force through 
NAPAA when we bring our concerns, viable suggestions and 
workable solutions to his attention. And there are legitimate 
concerns that need to be addressed for the agency force to grow 
and thrive as they have been able to do in the past. But they 
must be represented in a professional and logical manner — 
because that is who Matthew Winter is.

Let’s come up with workable and sensible solutions to give to 
Matt. It will need to be more than “I don’t like 9/9,” “I don’t like 
IPS,” I don’t like the EA/EFS program,” etc. Please send your 
concerns and solutions to me at tparis@napaausa.org. I’ll bring 
these to NAPAA’s board to formulate an appropriate response 
to send to Matt.

Make it a great first quarter and I hope you finished off 2017 
strong. Ef

At press time, we learned that Mr. Winter was retiring from Allstate 
as of 2-23-2018.  We wish Matt luck in his retirement.
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To the NAPAA Board:
Kudos on a fabulous conference! I’m 

sure there were some pitfalls along the 
way, but if there were, they weren’t appar-
ent. Congratulations on a job well done! 

I appreciated the send-off you gave 
me. Frankly, I didn’t know what to expect 
when I heard you were going to roast me, 
but the roasters were pretty kind to me. 
Of course, Dale couldn’t be there, and 
who knows what he was planning…I 
also want to thank you for the wine, the 
great record-collecting book and the 
prestigious NAPAA Service Award.

It was a great pleasure serving on the 
NAPAA Board with each of you.

Jim Fish
 

Jim & Nancy,
I just saw that retirement is coming up 

for the both of you! As you can attest, it 
has been a long, long haul for the both of 
you — all the years of service, from time 
with Allstate as an AM-MBC-FSL and 
agent, through your years with NAPAA.

The both of you have affected a lot of 
people in your tenure with NAPAA and 
with that I have to say a big THANK 
YOU for all you have done. Your lead-
ership has guided the association from 
its “dark days” to what it is today. I have 
great memories of the time that we spent 
all together.

Enjoy your new found “freedom” and 
enjoy life. Leave all of that TC crap be-
hind for a while!

One would think the verdict for the 
American Family agents being misclas-
sified is a big deal to Allstate agents and 
would have Allstate beyond concerned 
– but I doubt that upper management 
has even blinked an eye. The real win for 
Allstate agents being declared misclassi-
fied, as I see it, is it would eliminate the 
minimum business objectives used for the 
agency termination program. In order to 
be fired as an employee, there would be 
hard and fast rules that have to be fol-
lowed. I don’t think many agents want to 
be employees. They like the idea of being 
an independent contractor but want to be 
treated as one – not as an employee.

I’m sure you are well aware that the 
case with American Family is the same 
exact thing Allstate agents have been 
saying now for years. Court decisions 
seem to be based on precedent and I can’t 
imagine how the Allstate agents’ case is 
any different. If anything, it’s probably 
worse. It would seem like getting in 
touch with the law firms who handled 
this case makes sense. I personally have 
reached out.

Concerned EA

RESPONSE: NAPAA was contacted 
by Erin Dickinson, the American Fam-
ily agents’ attorney in early 2016. We have 
discussed the similarities in the treatment of 
Allstate agents and the contracts.

Erin was our keynote speaker at the 
NAPAA National EA Conference in Las 
Vegas in September where Allstate agents 
learned firsthand about her courtroom vic-
tory and potential parallels with the EA 
contract. [See her article in this issue of Ex-
clusivefocus.]

The AmFam lawsuit is based on ERISA 
– as it pertains to the termination payment 
for Am Fam agents. The Allstate TPP pay-
ment is different. Most significantly, Allstate 
agents can sell the “economic interest” in their 
book of business – AmFam agents cannot. 

Rest assured, NAPAA and its attorney 
are keeping a close eye on this one.

Hi Jim,
It’s kind of hard to believe that you’re 

actually retiring from this! These folks 
have some huge shoes to fill! Is Nancy 
planning to scale back as well? I truly 
wish you the best in retirement, your 
dedication to the cause for so long af-
ter leaving the company has helped 
more agents than you’ll probably ever 
know. If anybody deserves a stress-free 
life of leisure in retirement, it would be 
you, my friend. 

Stay in touch!
Scott Brodbeck

RESPONSE from Jim Fish:
Scott, thank you for your kind and gen-

erous remarks. This year marks 15 years 
since Nancy and I lost our agency. We 
both felt it was time to pass the baton to a 
new generation of NAPAA leaders, and we 
worked hard to achieve that goal over the 
past two years. I wish the new board great 
success and that they continue to “make 
waves” whenever appropriate. I honestly 
think our calls to action, exposés and com-
mentaries have made a difference for All-
state agents. 

Thanks again, Scott. I still plan to con-
tribute articles to this magazine from time 
to time, as I hope you will. I hope we’ll have 
an opportunity to meet someday. 

Best regards.

Jim,
Congratulations on your upcom-

ing retirement! You have always been 
a pleasure to work with, and I wish 
you the best as you transition to the 
next phase of your life. The foundation 
you’ve created will no doubt have long 
lasting impacts on the future state of the 
business.

Best of luck!
Bill Nicholson, Oak Street Funding

letters to NAPAA
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Letters continued on page 36.

Jim and Nancy,
Just a note of thanks to express my sin-

cere gratitude. I know I have not been 
the most involved member of NAPAA, 
but I have always appreciated all you have 
done for the agents. I will miss not seeing 
your names around, but I’m so glad you 
can enjoy the next chapter! After 27½ 
years (and 17 as a NAPAA member), I 
wish I could retire! I’m so envious!

Congratulations and good luck.

I really appreciate all the articles, the 
contacts, and the insightful commentary 
that NAPAA has provided me for the 
past 3.5 years.

I have to be both honest and frank. 
First, I’m not a member. I was raised to 
avoid unions and collective groups. Not 
saying that was right or wrong. I see both 
sides at age 49 more clearly than when I 
was 18.

That said, here’s where I am today. I 
bought a 30-year-old book of business. 
I was shown ADB grids that were sup-
posed to provide me incentives to drive 
hiring and marketing for four years. As 
you can guess, those grids/offers/incen-
tives were as valid as a politician’s cam-
paign promises. After three years of ex-
ceeding peer group sales, making some 
bonuses, I was finding myself completely 
helpless to do anything but watch as 
home office/region just continued to 
demand more money from my empty 
pockets, while allowing me zero relief.

In August 2016, I notified the prop-
er folks that I would gladly welcome a 
buyer to allow me to exit the company 
peacefully and with a little dignity that a 
bankruptcy wouldn’t allow. In late Janu-
ary 2017, I was approached by a current 
EA to buy the agency, and the proper 
steps were taken to seek approval. As 
of today, the company has still provided 
no explanation as to why they were un-
able to approve the transaction except to 
blame it on a “new contract” they are de-
veloping. And now the offer to buy has 
been rescinded. 

I’m, once again, encouraged to simply 
borrow more money to hire and market 
because it’s such a great opportunity that 
I should be willing to go even further in 

debt to realize the potential in store for 
me as an EA. 

So here’s my grief: I’ve read more than 
a few issues of the Exclusivefocus, but 
I am truly trying to grasp what is the 
real reason to join NAPAA. I have seen 
home office just roll over me and many 
others since I arrived. I have seen peti-
tions that you’ve asked us to sign that 
seem to be merely symbolic. It just seems 
that no matter what, home office wins. 
Their pockets are deepest, their lawyer 
teams are the deepest, and their patience 
is everlasting. 

So what’s the real point? I have come 
to the frustrating reality that this place is 
like the Hotel California: I can check-in 
but I can never leave...alive that is.

RESPONSE: Thanks for taking the time 
to talk today. Owning and operating an 
Allstate agency in today’s environment can 
be both challenging and rewarding. Buying 
an agency and growing it can be trying. Not 
all things go as planned, which is one of the 
reasons joining NAPAA might help. The 
most successful agents often learn from the 
experiences of their fellow agents. Knowing 
who to talk to and where to go for help and 
advice can make all the difference.

I would do a few things:
Whether you decide to stay or leave, your 

first priority should be to develop a plan to 
get back to 10% by getting to and staying at 
12 IPS. This would help solve your #1 prob-
lem — not enough revenue. (The difference 
would be about $1,500 a month.) Plus, 
if you are going to sell, your agency value 
would be increased, and you’ll attract more 
interested buyers. The TPP value would 
also increase.

Find a mentor – someone you trust.
Do a new business plan that is yours, 

based on your goals, income, expenses.
If you decide to stay, join NAPAA for sup-

port and ideas.
If you decide to sell, NAPAA has a com-

plete guide on the ins-and-outs of selling. 
We can provide personalized suggestions 
that go beyond the “proper steps” to help you 
get your buyer approved.

Is there any talk of Allstate’s restric-
tions regarding what inside buyers can 

buy an existing agency? The restrictions 
are so tight in my area, I was told only 3 
of the 50 agents are “qualified” to buy my 
agency. This seems to be unduly restrict-
ing my ability to sell my agency.

RESPONSE: Company guidelines for 
buyer approval change frequently and ex-
ceptions are commonly made when the ap-
proval request is done properly. Sometimes 
“unwritten rules” are fabricated by low level 
managers who are trying to protect their bo-
nus or performance objectives. Sellers should 
never dismiss a potential buyer because of 
a statement like this from a manager. The 
only way to know if an existing agent will 
be approved is to submit a formal request 
to the right people with the right informa-
tion. “Buy▪Sell▪Plan: A Guide for Allstate 
Agents” is a step-by-step guide designed to 
help agents have the best likelihood for buyer 
approval with the least interference from 
management, available for NAPAA mem-
bers only. 

letters and articles submitted 
to napaa may be edited for 

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

contributors will only be published 
with writer’s permission. 

Letters and other 
submissions can be 

e-mailed to 
exclusivefocus@napaausa.org 

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

madison, Wi 53703
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feature

Craig Wiggins started a scratch agency in 
Alabama in 1996. Today he has four agen-
cies in two states including the largest agen-
cy in Alabama. His agency is currently in 
the top 1 percent countrywide for Allstate 
agencies. In 2010 he started Craig Wig-
gins Coaching and Consulting to help other 
agencies grow their businesses. 

1. Tell us about your background, be-
fore you joined Allstate. I started with 
Allstate when I was 24 years old. Prior 
to coming to Allstate, I ran a Goodyear 
store and held various other retail and 
sales jobs. I was a terrible student in 
high school and dropped out of college 
as a freshman. I just felt like if I spent as 
much time in insurance as I was spend-
ing working for other people, I could be 
a lot more successful. 

2. Getting started, when were you 
hired? Scratch? If purchased, what size 
agency? I was hired in 1996 as a scratch 
agent. 

3. Anything about your early experi-
ence, the hiring process, sales training, 
FSL, mentors, etc. It was not easy for 
me at all. I failed the “test” twice, scor-
ing “no potential” both times. Luckily, 
my dad was an agent and was able to get 
me an interview with my TSL. My TSL 
wasn’t all that interested in hiring me, 
but after an hour or so, I basically talked 
him into letting me have a contract. My 
FSL was not happy and did pretty much 
everything he could to keep me from be-
ing successful. Thankfully, he retired and 
started a Farmers agency with his son. 
His agency is located next to one of my 
wife’s favorite Italian restaurants, so ev-
ery time we go there I make sure I back 
my Ferrari up to his front window so I 
can rub it in his face! Ha! 

I was a terrible agency owner early on. 

Agent Profile: Craig Wiggins

I had no idea what I was doing and made 
lots of mistakes. My big break came in 
1998 when I started a referral program 
for mortgage companies and won Line 
Leaders. On that trip I met several suc-
cessful agency owners who taught me to 
duplicate myself and delegate work. I 
didn’t have any money but I decided to 
write life insurance to pay for payroll. In 
order to hire three staff members, I need-
ed $10K a month in life commissions. 
So, I learned our five-year term product 
and our ULP permanent product and off 
I went. 

For three years, I did $10,000 of life 
insurance commissions a month until my 
book got big enough. I worked nights, 
weekends, whatever it took. It was the 
most difficult thing I have done in my 
life, but well worth the effort. 

I didn’t manage these people very well 
and had tremendous turnover. I managed 
with fear and intimidation for years. In 
2008, my youngest son was diagnosed 
with cystic fibrosis and this changed ev-
erything for me in terms of how I treated 
people. I changed everything and start-
ed looking at people as people and not 
pawns. I started treating them like fam-
ily. I took a serious interest in their lives 
and their development in my agency. 

When I did this, our growth took off in 
a significant way. Luckily, in December 
2008, we learned that my son was mis-
diagnosed and did not have CF. It was a 
terrible time, but one of the best things 
that has happened to me.

4. What does your agency currently 
look like? Size, number of locations, 
number of staff, relatives or family in-
volvement, demographics if pertinent. 
I now have four locations with about 
$35 million in premium: two locations 
in Alabama and two locations in Geor-
gia. I have 29 staff members and the only 
family involvement is my wife; she is my 
bookkeeper. 

5. Do you have a policy and procedure 
manual? Employee handbook? Does 
your staff contribute ideas to agency 
processes? Is it important in your agen-
cy and why? Most definitely! Staff are 
regularly involved with our process mak-
ing decisions. Our operations manual 
and our employee handbook are vital to 
our agency. 

6. How do you pay staff? Salary? Hour-
ly? Commissions? Combination? Do 
you have sales contests? Rewards? Oth-
er motivational ideas? I have an opera-
tions manager, a sales manager, two office 
managers, a customer experience man-
ager, agents, service agents, administra-
tive assistants and sales assistants. They 
have different comp plans, but all are on 
a base salary with different commission 
schedules based on their position. We 
have monthly bonus programs and lots 
of off-site events for our entire team. If 
anyone is interested in my comp plans, 
bonuses, promotions, etc., they can email 
me and I will be glad to share them. 

7. How do you train staff? Do you use 
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FSL or other Allstate resources for 
training? Role play? What is key to em-
ployee retention? How do you find new 
people? Coaching, training and devel-
opment are the keys to our success. We 
have a very detailed hiring process that 
is designed to prevent bad hires. Expec-
tations are defined and communicated 
very clearly from the first interview. We 
do a ton of role playing and one-on-one 
coaching and utilize the on-demand 
platform to train all of our staff. We re-
cord all of our calls and review those calls 
with our team weekly. 

The keys to employee retention are, 1. 
Paying them correctly; 2. Treating them 
like family; and 3. Coaching and de-
veloping them to help them reach their 
full potential. We also offer benefits and 
health insurance to our entire team. My 
staff are some of the best in the industry 
and I want to do everything I can to sup-
port them. 

We are recruiting nonstop. We use In-
deed and Facebook and are always look-
ing for people while doing business in 
our community. We pay referral bonuses 
to our customers and our team members 
for successful hires.

8. Managing staff. Do you spot-check 
or monitor apps/endorsements? Do you 
have a policy on cell phone use? Dress 
code? When an employee is first hired, we 
double-check everything that they do. Ap-
plications, endorsements, etc. Once they 
have proven themselves to be competent, 
we will let them work on their own and 
spot-check periodically or as-need-
ed based on the situa-
tion. We have no policy 
on cell phones. My be-
lief is that if you have 
to have a cell phone 
policy you have the 
wrong team mem-
bers. The fewer 
rules the better. 
Our dress code is 
business casual with 
jeans on Friday as long 
as we are at pace for 500+ 
items. 

9. What do you outsource? Use a pay-
roll service? Who does bookkeeping?  

Surepayroll.com does our payroll and 
my wife does our bookkeeping. I 

also have a CPA and an em-
ployment law attorney. 

These professionals 
are worth every pen-
ny, and I strongly 
recommend every 
agency have them. 

10. What are you 
doing that really 

works to drive new 
business and reten-
tion? We work four 
basic areas to drive all 

of our new business:
1. Win-backs
2. Requotes

3. Cross sales
4. Referrals from COIs (centers of in-

fluence)
We use a lead management system to 

organize everything and help our agents 
stay productive.

11. What drives your passion? What 
do you love most about owning your 
agency? At this point in my career, I 
absolutely love seeing people develop 
and become successful. In the begin-
ning, it was all about money, trips, rec-
ognition, etc. And don’t get me wrong, 
those things are still great, but seeing a 
single mother come into our system hav-
ing never made more than $30K in her 
life and now make a six-figure income 
is very rewarding to me. There is simply 

45 Years old

Married for 22 years to my high school sweetheart, Wendy. 
Two boys, Tyler 15 and Jake 11. 

Love the outdoors, coaching my boys in baseball and foot-
ball and I am a huge Alabama football fan.

Graduated High School in 1989

Dropped out of college in 1989

Held various sales and retail jobs from 1989-1996

Started scratch Allstate agency in 1996

Began consulting agencies and staff in 2012

Founded Craig Wiggins Coaching and Consulting in 2017

Awards - Honor Ring, National Conference, Chairmans, Inner 
Circle, Line Leader, Agency Achievement Award
NAB, RAB and Agent Council

Serve on several local charitable organizations and commu-
nity causes 

Contact Craig at craig@craigwigginscoaching.com, www.
craigwigginscoaching.com

Craig Wiggins

“

“

We have no 
policy on cell phones. 
My belief is that if you 

have to have a cell phone 
policy you have the wrong 

team members.
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no better feeling than knowing you have 
helped someone become successful and 
build a life for themselves.

12. How do you keep 
yourself motivated? I 
have always been very 
motivated. I have 
a relentless desire 
to be successful 
and I have always 
looked to my 
family for mo-
tivation. I have 
two boys and an 
amazing wife, and I 
will do everything in 
my power to make sure 
they have a great life.

13. How do you keep yourself and your 
team moving forward when changes 
seem to undermine your agencies op-
erations? I have a saying - “Focus on 
what you can control.” Whatever hap-
pens with the economy, Allstate, natu-
ral disasters, etc. are totally out of our 
control. Let’s just focus on the things 
that we need to do to be successful, stay 
positive and everything else will take 
care of itself.

14. What two or three pieces of advice 
would you give to 10-year-old agency 
owner who is “stuck” at 2.5 million 
to get him/she back into the growth 
mode? 

1. Specialize. Separate your team into 
sales and service. Get the right people off 
the bus and the right people on the bus. 
And then make sure the people on the 
bus are in the right seats. Specialization 
solves a lot of issues that most agencies 
have when it comes to growth because 
you remove the excuses and have sales 
people selling and service people servic-
ing. Quarterbacks shouldn’t be playing 
linebacker or vice versa. 

2. Hire the right people, communicate 
clear expectations and hold them ac-
countable. Have a defined onboarding 
process with defined goals and let people 
go as soon as you know they are not a 
good fit. Find out what is important to 
your team. An owner should know the 
personal goals of team members so they 

can make accountability about THEM 
instead of the agency. 

3. Pay your team correctly and train. Lis-
ten to their phone calls and spend 

time coaching them on what 
they need to improve. 

Take development se-
riously and never be 
afraid to invest in 
your team.

15. What two 
pieces of advice 
would you give 

to a new agen-
cy owner who is 
buying an older, 
smaller book of 

business that would 
help them become success-

ful? Oh boy, this is a loaded question. 
There is so much to learn when starting 
out whether from scratch or buying an 
agency. Overall, understand that this is 
a business opportunity and that you are 
going to have to play a significant role in 
it. You cannot simply buy an agency and 
then sit back and let it run. You will 
never be successful like 
that. Don’t be afraid 
to get rid of the cur-
rent staff. Cus-
tomers don’t love 
them as much as 
you think they 
do. If they need 
to be fired, fire 
them and hire 
your own. Don’t 
let them hold 
you hostage. When 
things get bad, and 
they will, stay positive and 
keep grinding. 

16. How does your agency continu-
ally produce the quantity and quality 
of business needed to reach the larger 
bonuses that are needed to grow? We 
focus on the process instead of the re-
sult. In other words, we manage the 
activity required to get the results we 
need. For example, if we need to grow 
1,500 items for the year, we don’t worry 
about the growth. We calculate how 
many items we need per month, how 

many quotes are needed to generate that 
many items, how many phone calls are 
needed to generate that many quotes. It 
all starts with the activity. Then, we hire 
the right people, coach them daily and 
hold them accountable. We never settle 
for average and constantly work to help 
people reach their full potential. 

17. What are THREE IMPORTANT 
things that are critical to build and 
maintain a growing Allstate Agency? 
1. It all starts with staff. You must have a 
well-developed group of people who are 
bought in to what you are trying to do as 
an owner. 

2. Specialize your agency. Have a re-
cruiting, hiring, onboarding and training 
process that produces a high performing 
team. Define your standards and clearly 
communicate them to your team. Coach 
them, train them, develop them and 
hold them accountable while treating 
them like family. 

3. Have a good attitude. You are the 
only one that controls your own self de-
termination and your attitude requires no 

ability whatsoever. Stay positive with 
everything that you are do-

ing and stay focused on 
the things that you can 

control. 

18. Anything that 
you want to add? 
Again, thank you 
for the opportu-
nity. There is so 

much informa-
tion to share. I have 
made every mistake 
imaginable, but 

fortunately I have 
learned from them. 

19. Tell us why you like to teach and 
help other agents. Helping agents and 
staff is very rewarding to me. So many 
LSPs and agency owners are struggling. 
The turnover rate is ridiculous and there 
are a lot of people who can’t sleep at 
night. When I work with an owner or 
a staff and see progress, it is extremely 
rewarding to me and, at this point in my 
career, is the reason I look forward to go-
ing in the office every day. Ef

“

“

“

“

Separate your 
team into sales and 

service. Get the right 
people off the bus and the 

right people on the bus. 
And then make sure the 
people on the bus are 

in the right 
seats.

Find out 
what is important 

to your team. An owner 
should know the personal 
goals of team members so 

they can make accountability 
about THEM instead 

of the agency.
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This is not to offend you cat lovers 
out there, but some days I truly look 

at my dog and think, why can’t you come 
to work for me? Not with me, for me. 
My dog is by no means well-disciplined, 
but Frankie is persistent, consistent, 
determined, self-motivated, never ever 
gives up to get what he wants, loyal and 
protective. Unfortunately, for me as a hu-
man, he does not know the word “no.” To 
find these traits in an employee would be 
welcomed and appreciated.

To wrap it all into one word: Hungry! 
He is hungry to please, to fulfill his job 
as protector and to make sure his belly is 
fed. He has a hunger for life that I rarely 
find in humans, and his consistent love 
astonishes me every day. 

The great thing is that I don’t have to 
cheerlead, jump up and down or do much 
to get him fired up. A quick belly rub 
(not recommended in the office) a few 
kind words and he is all ears to whatever 
I have to say. He intently listens and when 
he gets bored he does not tune me out or 
walk away to go to another family.

Imagine a world where people at your 
office were like your dog and they were 
down for anything. Excitement stirs with 
a new marketing idea, a contest for call-
outs jazzes them and they are so thrilled 
to have the opportunity to run. They are 
ready when you are, and are set to tackle 
anything you throw for them. 

If my dog could talk. he would tell it 
to me straight, not sparing my feelings. 
He’d just get it over with and leave all 
the drama at the door. He doesn’t have 
time for drama. He has a job to do: to 
protect and provide for his family. It is 
the easiest most basic task in the world 
— survival — and all the while doing it 
with a wiggle in his step and a smile on 
his face.

Here is an example of what I am talk-

ing about. I hurt my dog’s feelings the 
other day. His response was the most 
mournful thing I had heard in my life. 
My husband took off on the motorcycle 
and the dog went crazy — I mean like 
psycho crazy. Admittedly, I fussed at 
him. He was about to take the house 
apart! Not two minutes later I hear the 
saddest sound ever. He was actually cry-
ing with a howl. He was speaking right 
to me and making it clear he was hurt. 
I immediately knew what to do: con-
sole him and stop the drama. It was over 
within a minute. A hug and an apology 
cleared this right up. It should be that 
easy with people.

When properly trained and given con-
sistency, your dog will never go astray 
and start making up his own processes 
and following his own path of what 
seems easier. A dog does not understand 
the road of least resistance. He knows 
one way — the way you taught him and 
what you do as his leader. Failing to 
train, manage or create a disciplined en-
vironment will result in havoc for years 
to come. 

Breaking bad habits is the same for 
dogs and people. You have to break 
down their processes before re-teaching 
the new ways. This happens to many of 
us when we hire an agent from another 
agency that had no set rules or guide-
lines. We have just adopted the lack of 
habits and now must turn it around. It 
is hard work for all parties. So, when you 
think you won a good employee off of 
someone else, you must remember that 
there are reasons why that yard was not 
working so well for them. Then again, 
there are times when we get a gem of an 
employee who was just not the right fit 
for his past agency.

To be fair this whole theory has an-
other side. As employers we have a re-

sponsibility to be good, too. Dogs and 
people are more productive in a happy 
environment. Your business team is like 
a pack and we can all take a few point-
ers from our dog counterparts in how to 
treat employees.

1. Make sure they know they are ap-
preciated. Giving small treats costs you 
very little and it goes a long way to de-
velop loyalty.

2. Bark out approval and dole out at-
ta-girls and atta-boys.

3. You will have hard working Rott-
weilers, loyal Retrievers and persnickety 
Chihuahuas, so make sure you show ap-
preciation to each. They each offer their 
own unique qualities and need to know 
they are appreciated.

4. Encourage vacations to rejuvenate. 
Let them take off the leash to cut loose, 
refresh and replenish. It will drive moti-
vation.

5. Don’t always use meetings to bring 
out the newspaper and only correct bad 
actions. Make sure the good stuff is rec-
ognized too.

I have always been warned about get-
ting close to employees, but we spend 
more hours with them than we do our 
own families. It is a fine line to walk, but 
they are our pack and we need to treat 
them just like we want to be treated.

I can still dream, though, that one day 
I will wake up and Frankie will be walk-
ing on his hind legs, dressed in a suit 
ready to jump into the front seat, ready 
to ride to work. Paws down that would 
be the best day ever! Ef

Lezlee Liljenberg has been an 
Allstate agency owner since 2004. 
She currently has two locations 
in Arlington, Texas. Lezlee has 

proudly served on the NAPAA Board of Di-
rectors since 2011.

If I Could Hire My Dog
By Lezlee Liljenberg

humor
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I am a huge believer in having systems 
and processes for everything. These 

must be written down and a team mem-
ber needs to be responsible and “own” 
each process.

When a team member owns the pro-
cesses, he will be responsible for editing 
and updating them as time goes on and 
improvements are made. Also, if he was 
to leave or be promoted, the next person 
you hire will have up-to-date processes.

When you have developed systems 
and processes, and you use them every 
day, they can make running your agency 
so much more effective and profitable. 
And your team will be in sync.

Running a business without docu-
mented systems and processes costs you 
time and money, and won’t allow you to 
run your business effectively.

Let’s face it, operating systems are a 
huge part of your business. In fact, you 
may already have these processes in place 
right now in your business — perhaps 
even without your knowledge. They just 
happen. Things get done. And on a daily 
level that’s great, because you shouldn’t 
have to worry about every little thing 
going on in your agency. The break-
ing point, however, is when something 
changes and you suddenly find yourself 
having to recreate those processes with 
no reference or resource to draw from.

What if your processes are inefficient? 
You’re throwing time and money out the 
window every day by having your front 
office person do things the least profit-
able way. Things still get done, but re-
sources are being wasted.

How do you uncover this problem if 
you have no idea what processes are being 
used in your business? Perhaps your front 

office person is the greatest you could ask 
for; she’s been working for you for years 
and she’s streamlined and efficient. What 
will happen to those efficient processes 
when that person no longer works for 
you? How do you handle training a new 
hire when you don’t know the processes 
or they are not written down?

Right now is the time to create a writ-
ten process manual for all activities that 
occur throughout your business. Yes, it 
may be tedious. Yes, it may be boring. 
It may seem monotonous and repetitive, 
but it must be done! When faced with 
training a new employee, you will be 
thankful to have a detailed guide.

We all want to put together winning 
systems and proven processes so our 
businesses can function smoothly with as 
little “babysitting” as possible. This is ex-
actly what a written process manual will 
do for you. It will give you more money, 
more control, more time off, and the life-
style that you really deserve. 

be careful who you take 
business advice from
Just as we wouldn’t trust a babysitter who 
wasn’t qualified and had little experience 
or poor skills to watch after our chil-
dren, we shouldn’t trust our businesses to 
someone who doesn’t have the creden-
tials and success to mentor us to win. 

Watch out for opinions that are un-
founded and unreliable. If they don’t 
have it, they don’t know it. By that I 
mean, unless they have walked in your 
shoes, their opinions are just that: opin-
ions. Taking business advice from the 
wrong people does nothing but set you 
up to fail. If you seek advice, get it from 
those who are doing it successfully. 

I practice what I preach. When I first 
got into business coaching and reaching 
for success, about 15 years ago, I knew 
I had to seek out the best if I wanted to 
be the best. I joined a few business, mar-
keting, and mindset coaching groups and 
started associating with top performers. 
Quickly I found myself among them. 

Good business coaches will not only 
help you get to your goals more quickly, 
they will also keep you accountable to 
getting the results you want. Great busi-
ness coaches can see what you may be 
missing and can give agency owners a 
fresh eyes perspective. 

It’s no secret that we need to take action 
quickly and decisively to make good things 
happen. Your business coach should also help 
you make the best decisions that will make 
your business profit and grow most efficiently. 
The best business coaches are the ones who 
give you the tools and motivation you need 
to grow and profit. With a good business 
coach, remaining stagnant is not an option. 
Good coaches and leaders take initiative and 
are willing to do whatever it takes to catapult 
their players and businesses to the top.

We know that we must be committed to 
working hard and trying to improve more 
and more each day in order to get to where 
we want to be. Are you ready to take the 
next step forward? Standing still is not an 
option in today’s environment. 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 con-
ferences are among the best in the industry. 
For more information, go to www.BGISys-
tems.com or call 877-208-9649.

Why You Need to Develop Systems and 
Processes in Your Agency

By Bill Gough, Allstate Hall of Fame Member

sales and marketing
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Natural disasters happen. Sometimes 
in bunches. How do we deal with 

them? Hurricanes, floods, tornados, 
wildfires and the dreaded earthquakes? 
What can we do as insurance profession-
als to plan for these events? What plan-
ning and advice will we need to offer to 
mitigate loss and protect our families, 
staff and clients?

August to October 2017 was an espe-
cially difficult time for agency owners and 
their staffs, from Texas to the Carolinas 
and to the wildfires in Northern Cali-
fornia. Hurricane Harvey caused wide-
spread wind damage in Southeast Texas 
and catastrophic flooding in Houston 
and parts of the South. We saw loss of 
life and property in the tens of billions 
of dollars. Hurricane Irma swept the 
U.S. Virgin Islands and then the entire 
state of Florida from the Keys to Mar-
co Island, up the state and out through 
Jacksonville. Again, insured losses in the 
tens of billions of dollars. Let’s not for-
get Hurricane Maria, which devastated 
our brothers and sisters in Puerto Rico. 
And finally, the wildfires in California 
that started in early October destroyed 
thousands of homes, businesses and au-
tos and, sadly, a large loss of life. 

The worst part is that we know these 
victims personally! They are family, 
friends and clients. It is terrible that they 
are experiencing this devastation. 

My experience this year has been with 
Hurricane Irma. Some of the things we 
do at our agency can be used in all of 
these natural disasters to help our clients 
stay safe, report their claims and get back 
on their feet in a timely manner. Hurri-

Allstate Agents are a Force for Good: 
Serving Your Clients When 

Disaster Strikes
By Dale Revels

canes are different as you have more time 
to prepare a response. But the responses, 
techniques and tactics are similar. 

In Central Florida, once we knew Hur-
ricane Irma was likely to strike, we first 
prepared our family and staff, assembling 
the usual emergency supplies of water, 
food and gas, generators and portable air 
conditioning units. We also worked in 
our own community to be as self-reliant 
as possible in the aftermath of the storm. 
In my neighborhood, it meant asking a 
few neighbors who are in the construc-
tion industry to acquire front end loaders. 
For the debris clean up after the storm, 
as we learned from Hurricane Charlie, we 
needed more than just chainsaws, as they 
are not enough when dealing with giant 
fallen oaks and pine trees.

Then to our clients, we sent phone 
messages and emails two days before the 
storm, asking them to be prepared and 
not to be scared. We told them what to 
expect, to be self-reliant as much as pos-
sible and told them who to call after the 
storm. When doing these recordings for 

your clients it is important to be as calm 
and inspirational as you can. Your clients 
look up to you as a professional, there to 
help them after the storm. 

After Irma passed, we got to work, 
first on our own neighborhood, check-
ing on all our neighbors and clearing 
our streets for emergency responders and 
power companies. Because of our plan-
ning, that part of our work was done by 4 
p.m. the following day.

After the storm passed, and for the 
next two weeks, we were in the office 
directing clients to the different carri-
ers and to the Allstate CAT line to set 
up first notice of loss. Most clients were 
able to do this themselves with little or 
no help after we had worked with them 
in advance. Smart phone technology was 
a big help this year, making the claims 
process much smoother. Please take ad-
vantage of all the technology you can to 
make the claim process faster and more 
efficient. 

For all these natural disasters, here are 
some coverage tips that we may not al-
ways think of: 

Comprehensive coverage on older, 
paid-off cars. We try to keep comp 
coverages on our clients’ cars because of 
floods, hurricanes, and wildfires. Having 
some coverage on the older vehicles can 
be a real lifesaver for your clients. 

Flood insurance. Most people think 
it will never flood where they live. Take 
my word for it, it can and does happen. 
Just make sure you give your clients the 
option even for a small policy.

backup of sewer and drain should be 
discussed with all. It was not until Hur-

feature
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ricane Irma that I saw the value of this 
coverage. As power goes out, so do the 
lift stations that move sewage to pro-
cessing plants. If they go down, the sew-
age can come back up into your client’s 
home. The coverage is worth it. 

other structures: do your clients 
have a new dock, pool, barn or shed? 
It is not hard to add these structures to 
your client’s policy and have them cov-
ered correctly, Do it!

Once two weeks have passed after a di-
saster, you will see clients coming in with 
claim settlements and unpaid receipts 
and bills. This is where the Allstate CAT 
team comes in. When we have a prob-
lem or coverage question, or need to get 
a replacement check or additional check, 
we have set up an excellent process in our 
office. We use NCTAgentadvocates@
allstate.com for our clients to get fast an-
swers and additional checks. They have 
been exceptional, many times getting the 
issue resolved the same day and checks 
out to our clients the next day. 

Claim fatigue will set in after a month. 
You may hear from your staff that they are 
tired of this “claims crap.” We, as agency 
owners, need to lead by example and do our 
best to inspire our staff to stay empathetic 
and focus on helping our clients. With the 
tools of the CAT team agency advocates, 
you can expedite the claims process.

Remember to be proactive. Even 
though your client may have had an 
adjuster say something was not cov-
ered, that adjustor may only have a few 
months’ experience in the business. They 
are not the final say on coverage. Take 
the extra step if common sense tells you 
that the coverage should not have been 
denied. Make the call to double check 
whether it should be covered. We have 
been able to get additional funds for our 
clients just because adjustors were not 
reading the policy correctly.

Thirty years ago, I was lucky enough 
to get in the insurance business. Yes, it 
was for the opportunity for a good liv-
ing for my family and myself. But as I 
look back, the real satisfaction in being 
an agent is clear. 

We as Allstate agency owners are truly 
a force for good. We can genuinely help 
our clients get back on their feet and 
move forward with their lives in a posi-
tive manner. We all need to step back 
and realize just how important we can be 
and should be for our clients in times of 
natural disasters. 

Final tips: Always know your weath-
er forecasts. The Weather Channel is a 
great resource and there are others. Look 
at long-term forecasts for severe storms 
and other meteorological events that 
could affect you and your clients. These 

days, tornado outbreaks are forecast a 
week in advance. A particularly danger-
ous situation (PDS) is a term used in 
rare situations when long-lived, strong 
and violent tornadoes are possible. Ac-
cording to the National Weather Service, 
a PDS can also accompany severe thun-
derstorm watches for intense convective 
wind storms. Flooding is often forecast 
in advance, as well. When the National 
Hurricane Center forecasted 33 inches 
or more of rain in Houston, I knew that 
a catastrophic event was a high probabil-
ity. This is when you want to be proac-
tive with your clients and prepare for the 
worst. There are many mobile apps for 
all kinds of weather events. Everyone 
should subscribe to one. Ef

Dale is the owner of Ark In-
surance Group located in Kis-
simmee, Fla. He was hired as 
an R1500 agent in 1987, and 
converted to the independent 
contractor agreement in 2000. 

Dale has earned Honor Ring and Na-
tional Conference numerous times, as well 
as achieving many local promotions and 
awards. Dale served as NAPAA president 
for four years, and as immediate past presi-
dent from 2008 to 2014. He is an active 
agent with a passion for NAPAA and the 
agents of Allstate.

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

Thank You to our Vendor Members
support the businesses that support NAPAA
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NAPAA’s 2017 National EA Confer-
ence featured an A-list of informa-

tive and engaging speakers. But the star 
of the show, undoubtedly, was attorney 
Erin Dickinson. Erin is lead plaintiff ’s 
counsel in the class action lawsuit Jam-
mal v. American Family, and she recently 
won a trial court verdict on behalf of the 
plaintiff agents in federal court in Cleve-
land, Ohio. Speaking before a packed 
house of both Allstate and Farmers In-
surance agents, she walked through some 
of the key arguments and evidence that 
helped the American Family agents carry 
the day in court.

At its core, the Jammal case alleges 
that American Family has misclassified 
its agents as independent contractors in-
stead of employees. Erin and her team 
had to convince a judge and jury that, 
notwithstanding the labels used, Ameri-

Comparing Allstate and American 
Family: Similarities and Differences

By Dirk Beamer

can Family agents are in fact employees 
under applicable principles of law and 
that, by misclassifying them, American 
Family failed to make the appropriate 
payroll contributions and to provide cer-
tain benefits to which American Fam-
ily employees are entitled. Carefully 
working through mounds of evidence 
and many hours of testimony, Erin and 
the plaintiff class came out with a vic-
tory. They are currently waiting to hear 
whether the Sixth Circuit Court of Ap-
peals will allow American Family an im-
mediate appeal.

If you are reading this article, it will 
probably not surprise you to hear that 
many Allstate agents (and Farmers 
agents, and State Farm agents, and … 
you get the idea), think they are treated 
like employees too. Indeed, the several 
hundred attendees at Erin’s presentation 

clamored for similar lawsuits against All-
state and Farmers respectively. We don’t 
want to prejudge the facts, and we’ll leave 
it to experts like Erin to make the final 
call. But for now, we can at least consider 
a few similarities and a few differences 
that might tip a decision one way or the 
other in a similar case against Allstate.

False promises
Tell me if you have ever heard this one: 
“Work hard for five years, then kick back 
and enjoy your success. It’s your business 
— you can work as much or as little as you 
like.” Or how about this one: “Oh don’t 
worry about what that says. Allstate won’t 
ever terminate your contract so long as 
you don’t steal from the company.” Sound 
familiar? Well, as it turns out, American 
Family recruiters seem to have copied 
their script from Allstate management, 
and this history of bait and switch may 
have made an impression on the court.

office hours and other controls
If you ask Allstate, they’ll tell you that 
their agents do not have mandatory of-
fice hours or work requirements, so long 
as those agents can afford to pay some-
one else to mind the phones and accept 
payments during the hours of the day 
that Allstate insists the agency be open. 
In practice, all of the captive carriers ap-
pear to have become more aggressive in 
dictating the time, place and manner in 
which their agency force operates. For 
the court in Jammal, this was a key factor 
indicating agents are, in fact, employees, 
not independent contractors.

selling the book of business
Here is one area where the American 

feature
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Family case was cleaner. Like State 
Farm agents, American Family agents, 
apparently, receive a form of termina-
tion payment without the opportunity 
to look for buyers in the marketplace. 
In contrast, Allstate agents — at least 
in theory — have a contractual oppor-
tunity to sell. I know, I know … Allstate 
retains so much discretion and control 
that the “opportunity” is hollow for 
many folks, and I am sure a good plain-
tiff ’s lawyer would hammer that point 
on behalf of agents. Still, the “transfer” 
of the “economic interest” under the 
Allstate contract presents an added hur-
dle to Allstate agents looking to mount 
a case like Jammal.

sloppy paper trail
One of the highlights of Erin’s case 
against American Family was a series 
of training manuals in which Ameri-
can Family management repeatedly 
referred to agents as “employees.” Just 
imagine how much squirming went on 
as members of management tried to ex-
plain to the jury why agents were not 
in fact “employees” even though that 
is what American Family called them 
in print! Who knows what skeletons 
can be found in Allstate’s closet, but 
it seems hard to imagine that Allstate 
with all of its lawyers would make a 
similar blunder. (When Erin got to this 
part of her presentation, some attend-
ees joked that they could hear the paper 
shredders humming all the way back in 
Northbrook!)

no single factor controls
As the audience learned from Erin’s pre-
sentation, no single factor or piece of evi-
dence controls the question of whether or 
not an agent has been misclassified by his 
carrier as an independent contractor. In-
stead, the court considers a whole series 
of questions and weighs the answers col-
lectively to decide where the balance falls. 
Assembling the factual evidence to ana-
lyze and answer those questions is what 
lawyers do for a living. Given the success 
enjoyed by the American Family agents, 
it’s easy to imagine that a whole host of 
interested attorneys are working diligently 
as we speak to determine where the next 
big case might be. Stay tuned. Ef

Dirk Beamer serves as general counsel to 
NAPAA and helps NAPAA track legal is-
sues of interest to its members. NAPAA 
has provided this article for informational 

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

WRIGHT BEAMER, Attorneys
serVing naPaa anD THe agenTs oF allsTaTe since 2000

DIRK A. BEAMER, ATTORNEY

eXPerT consulTing For agenTs anD THeir aTTorneys on:
 allsTaTe corPoraTe securiTy inVesTigaTions

  Buying & selling BooKs

 allsTaTe ea agreemenTs

PH: 248.477.6300
wrigHTBeamer.com

       DBeamer@wrigHTBeamer.com

www.insuranceagencylawyer.com

Join the 
“ALL Agents Page” 

on Facebook

All new Group for Allstate Agents 
and Former Allstate Agents Only

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

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

Groups on your Facebook page.
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Disruption, data-driven, metrics, 
digital marketing, leads, consumer 

behavior and a plethora of new terms 
have entered our space over the last sev-
eral years. Whether the latest blog, social 
media post, newsletter or industry con-
ference, this is what everyone is talking 
about in our industry today. 

This shouldn’t bother us at all. In fact, 
after working with thousands of agency 
owners, carrier executives, agents, CSRs 
and other industry professionals, the 
number one reason we struggle is resis-
tance to change. If you look at the terms 
above, hopefully you’ve embraced some 
or all of them to some extent to improve 
your business. 

What you can’t listen to is that the 
demise of the local agent is inevitable 
and start-ups are going to put us out of 
business. That’s just not true because the 
local agent channel is far too valuable. 
One thing I’ve learned in my 27 years 
is that the demise of local agents has 
been occurring for…27 years. In 1990, 
the owner of an agency I worked for was 
convinced that direct carriers would take 
over the world and local agents would be 
left with the crumbs they didn’t insure. 

In 1999 Gramm-Leach-Bliley was 
going to clean our clocks because the big 
bad banks would be competing against 
us. With their money, efficiencies and 
customer base, we didn’t stand a chance. 
What happened? Banks were paying 
ridiculous amounts to acquire agencies 
and help owners then and now increase 
valuations. Thanks banks!

That’s not to say there hasn’t been 
consolidation. Data shows that in 1990 
there were roughly 100,000 independent 
agents in the country. Today there are 
around 40,000, so the channel is shrink-
ing, but the reason it’s shrinking is be-
cause it should. My guess is we’ll end up 

It’s Time to Become a Disruptor
By Stuart Ganis

with around 30,000 agencies in the coun-
try in the next 10-20 years, but they’ll 
be bigger, stronger, more efficient and 
probably employ as many or more people 
than we do now. Again, this is purely a 
guess, but we’re losing hundreds of agen-
cies every year to acquisition and from an 
aging base of owners. And the same is 
true in the captive world. The mom and 
pop main street agencies are struggling 
to survive. Just look at the small number 
of actual agents with Allstate, Farmers, 
and American Family, just to name a few.

Let’s face it, running an agency isn’t 
easy compared to years past. When my 
wife and I started our first agency in 
March 2000 the Yellow Pages were still 
a primary form of marketing. Today, the 
Yellow Pages are a doorstop, and not a 
very good one since it’s become so thin! 
If you ran a full-page ad, invested in a 
sign on Main Street, had a semi-com-
petitive rate and a desktop computer, you 
could make a great living. No more. 

Today, it’s time to think big. It’s time 
to stop being disrupted and become a 
disruptor. This starts with leadership 
in the agency and nowhere else. When 

sales and marketing

an agency sees growth and is profitable, 
leaders will not hesitate to pat them-
selves on the back. When we’re shrink-
ing and margins are squeezed, we point 
our finger at everyone except ourselves. 

I’ve learned in this industry that lo-
cal agents have nobody to blame for its 
shortcomings but local agents. Rather 
than disgrace the Internet and the con-
nected consumer 15 years ago, we should 
have embraced them. Rather than trying 
to sell insurance the way we wanted to 
sell it, we should have adapted to how 
the consumer wanted to buy. Rather 
than hunting for the magic pill to help 
us get back to the “good old days,” we 
should go back to basics and tout the ex-
pertise, options and desire to serve our 
local communities. Rather than replac-
ing strategies that worked for us in years 
past, we should enhance those strategies 
with a digital footprint and dominate our 
local community. 

It’s time to stop acting like victims 
and start acting like business owners. It’s 
time to stop blaming carriers for lack of 
growth and take responsibility for our 
actions. It’s time to take risks, be creative, 
execute on ideas and show disruptors 
that local agents are the greatest form 
of insurance distribution in the world. 
There are agencies having enormous 
success while building empires using a 
blend of old fashioned insurance sales 
and marketing, coupled with strategies 
of the disruptors we hear so much about. 
What’s stopping you from making that 
happen? Nothing but you. Ef

Stuart Ganis started as a personal lines pro-
ducer in 1990 and is the founder of Ganis 
Consulting, a firm dedicated to serving the 
Local Agent Channel in areas of sales, mar-
keting and M&A Advisory. Follow Stuart 
on LinkedIn and Twitter @StuartGanis
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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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Let’s address the elephant in the room. 
2017 was CRAZY! Hurricanes, 

storms, fires, you name it came from ev-
ery direction! This was the kind of year 
where agents truly earn their money. It 
was tough with thousands of claims. And 
we all know who bears the brunt of the 
load in those times – agencies and their 
staffs. However, think on this: cars have 
huge windshields and small rearview 
mirrors for a reason. You are never going 
to get where you are going focusing on 
what’s behind you. It’s time to shake it 
off and go after 2018 with all you’ve got!

In other words, don’t sleep now. I hope 
you got some rest through the holiday 
season, because now is the time to rise 
and grind! The beginning of the year is a 
time for resolutions, to start that diet you 
have been putting off, etc. Well, guess 
what? Everyone else is thinking the same 
thing. Let me share with you one of the 

Carefully Plan Your Selling Seasons
By David Neuenschwander

most powerful marketing concepts on 
Earth: When possible, be on the same 
side of human nature. In other words, 
don’t talk about Halloween at Easter.

You have to recognize the current cli-
mate, and go with it. It is no coincidence 
that stores begin to sell coats and sweat-
ers around September. They are getting 
positioned to be on the same side of 
human nature. So how does that apply 
to insurance sales? People at the begin-
ning of the year are looking to improve 
their lives. Could be about health, rela-
tionships, or being more wise with their 
money. This is your time to offer them 
what they are looking for — an opportu-
nity to save money or set up their estate. 
This is the time of year when mega agen-
cies make or break their whole year! 

I work with hundreds of agents all 
over the nation, and word on the street 
is 2018 is going to be a banner year. The 

company is strong and rates look stable, 
this has the makings to be one of those 
“Honey, let’s put in a swimming pool,” 
type of years. However, what got you 
here might not be enough to get you 
where you want to go. This is also the 
time of year to examine your marketing 
footprint. How do people find you? Is 
your agency in front of people searching 
for insurance in your city? If the answer 
is anything other than, “Yes, absolutely,” 
you are losing new business every single 
day. To put it plainly, your online posi-
tioning is ten times more important than 
anything else you are doing to generate 
new business. Ten times!

I know it’s a very obvious statement, 
but if you are not ranking online you are 
missing out. You have two options you: 
you can become an internet wizard or 
you can outsource the optimization of 
your online presence. If you go the DIY 
route it can work but requires time and 
expertise. 

Here’s to a great 2018 with a mon-
ster bonus in 2019. If you are interested 
in having more time and more busi-
ness in 2018 than you have had in the 
past, we should talk. I’ve partnered with 
NAPAA to offer a great opportunity to 
get your online presence where it needs 
to be. Check out my information on the 
NAPAA website. 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.

sales and marketing
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Why did you become an insurance agent?

I became an  
insurance 
agent to...

give my  
customers  

limited choices.

struggle to 
get carrier  

appointments.
pay monthly 

fees to a 
broker.

meet 
impossible  

volume  
commitments.

...we know that isn’t true.

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

from day one--no surprises!

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

ancillary products and services to help you build your business.

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

IF YOU WANT TO PROVIDE YOUR CUSTOMERS WITH THE BEST, 
THEN LET THE BEST HELP YOU AND YOUR AGENCY.
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Insurance agency owners nearing re-
tirement age must consider their even-

tual retirement and the continuation of 
the business without them. A family-
owned business may consider passing the 
baton to the next generation, but choos-
ing a suitable successor can prove to be 
a complicated and difficult decision. 
Legal, tax and business implications 
also weigh into this decision and require 
careful thought and planning. However, 
many owners are so focused on their 
day-to-day operations that they do not 
have a succession plan or an estate plan 
in place. Many lack the confidence that 
their business will go on without them. 
For those owners who want to preserve 
what they have built, a properly executed 
succession plan will give them peace of 
mind that the business will survive. 

What is the best process for starting 
a business succession plan? How can 
an owner choose the best candidate for 
a successor? How must a company take 
family wants and needs into consider-
ation? And how can a business properly 
prepare for a smooth transfer of power?

building a roadmap
While your exit may be abrupt, effective 
succession planning involves creating a 
long-term strategy, not a short-term so-
lution. The organization and preparation 
of a succession plan needs to involve the 
entire company as well as advisors such 
as tax accountants, attorneys, appraisers 
and other related specialists. These ex-
perts can help you stay informed about 
legal and financial obligations and offer 
advice on the proper way to develop your 
plan. Think about who should be includ-
ed in the succession planning effort, such 
as family or board members, who could 
help you make important decisions relat-
ed to the plan. Also select some individu-
als who can provide an objective view-
point and guidance during your planning 
process. Other considerations include: 
•	 Marketplace	conditions	
•	 	Company’s	 current	 financial	 position	

and assets 
•	 	Existence	of	capable	successors	within	

family or current employees
•	 	Impact	of	other	 stakeholders	 such	as	

family, board members, long-standing 

employees, key customers and vendors
•	 	Buy-out	 strategy	 and	 implications	 if	

a suitable successor cannot be chosen 
within the current family or company

•	 	Continuing	role	of	the	current	owner	
or manager in the new company, as 
board member or advisor, if desired

•	 	Alternative	exit	strategies	if	new	lead-
ership fails

•	 	Estate,	 tax	 and	 legal	 implications	 of	
the succession plan

all in the family
Family-owned companies tend to outper-
form non-family companies due to less 
bureaucracy, greater loyalty, long-standing 
values, and an emotional and financial com-
mitment. In addition, employing family 
members in the business can help the owner 
nurture and mentor future generations to 
eventually take over the business. However, 
few family-owned businesses survive past 
the first generation of ownership. With 
only 30 percent surviving the first genera-
tion and a mere 10 percent lasting through 
the third generation , poor planning, lack of 
interest and lack of proper skill set has led to 
the demise of the family business over time. 
In addition, family businesses often have a 
greater challenge when selecting new own-
ership and management because there may 
be multiple suitable candidates among the 
business owner’s family, and intra-family 
feuds can impact decision-making. There 
is also greater emphasis on preserving com-
pany value and assets for surviving heirs or 
future generations in a family succession 
plan. These factors can often lead to the de-
mise of a family-run business. The family-
owned business succession plan must care-
fully work through these details, leaving a 
clear path for future owners to follow, while 

Creating a Succession Planning Roadmap 
By Scott Stars, Oak Street Funding 

agency management

succession continued on page 36.
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Most successful business manag-
ers use their financial statement 

to generate more profit. If you haven’t 
been using all the financial tools avail-
able to you, here are some ideas to get 
you started.

There is no need to feel intimidated 
by your financial statements. If your 
company’s record system is properly de-
signed, you should be getting from your 
accountant regular financial reports that 
are easy to understand. In addition to 

accounting tips

the traditional balance sheet and income 
statement, you should get special reports 
and ratios specific to your industry. You 
will be able to use this past performance 
information to help you generate higher 
profits for your company.

Accurate financial reports compared 
with industry standards and with your 
company’s past performance will also 
serve as an early warning system of prob-
lems or opportunities which need your 
attention.

There are three basic levels of finan-
cial statements: compiled statements, 
reviewed statements, and audited state-
ments. How do you get the best financial 
information for the least cost? The type 
of report you need may be specified by 
your banker. Banks often require a high-
er level of assurance. This adds cost so if 
you don’t need the extra level of assur-
ance don’t ask your accountant for it.

Compiled statements 
Compiled statements are management’s 
information put in the form of financial 
statements. The accountant is making 
no assurances as to the accuracy of the 
information in those statements. This 
shouldn’t matter if you have firsthand 
knowledge of the information and be-
cause of the limited involvement by the 
accountant, this is the least expensive 
level of statements.

reviewed statements 
Reviewed statements require more in-
volvement by the accountant than is 
required for compilations, but less than 
is required for audited financial state-
ments. The accountant needs to obtain 
a general understanding of the business’s 
organization. There will be little or no 
verification of specific figures on the fi-
nancial statements. Reviewed statements 
are often required by lenders and owners 
who do not require a full audit.

audited statements 
Audited statements are the highest level 
of financial statements. Accountants 
must spend whatever time is necessary to 
allow them to express an opinion as to 
the accuracy of the numbers. Because of 

Using Your Accountant to Help 
Generate Larger Profits

By H. Edward Gallatin MBA, CPA, CTRS
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the time involved, audited statements are 
the most expensive financial statements. 
Unless an audit is required by outsiders, 
reviewed or compiled statements should 
give you the decision-making informa-
tion you need.

Do not hesitate to ask for assistance to 
understand your financial information. 
The key to good decision making is ac-
curate information.

seeing inside the mind of the 
irs and Using the irs audit 
Technique Guidelines
While most of us are never audited, when 
it happens we can feel like a lamb thrown 
in a room with a lion. IRS auditors do 
these audits every day. They know what 
to look for, and may ask leading ques-
tions that are easy to answer incorrectly. 
Here are some tips to help you when you 
are in the crosshairs of an IRS audit.

Timely address IRS correspondence. Do 
not let any issues raised in an IRS cor-
respondence letter get to a point where a 
face-to-face examination is required.

Ask for help. Do this right away. Too 

many clients think the problem is easy to 
resolve, but inadvertently say the wrong 
thing, resulting in another audit issue.

Understand what’s being asked. Clear-
ly understanding the core question be-
hind the audit can simplify the solution. 
Why is the IRS asking to see your 1099s? 
Do they have a form that you do not? 
Why are they asking about your small 
business profits? Are they thinking your 
business is a hobby?

See the audit the way an IRS auditor 
is trained to see it. The IRS focuses au-
ditor training on several areas. These are 
published in Audit Techniques Guides 
(ATGs) and are available for review on 
their web site at www.irs.gov (search for 
“Audit Techniques Guides” in the search 
bar). They are invaluable in identifying 
areas for potential audits, and can help 
you understand what the IRS likes to 
question. While most of the ATGs deal 
with business taxation, reviewing the 
topics can be useful in understanding 
where audit risks are and what you can 
do to prepare yourself in case of an audit.

If you get a letter from the IRS re-

questing information it makes sense to 
understand how IRS auditor is trained. 
By reviewing this with your accountant 
you will know the process of the IRS au-
dit and gain some insight into how the 
auditor will proceed. Ef

H. Edward Gallatin MBA, CPA, CTRS, 
graduated from Indiana State University 
in 1980 with a B.S. in political science, 
in 1996 with a B.S. in accounting, and in 
1998 with a degree in master of business 
administration. He is a senior instructor 
at Indiana State University teaching ac-
counting and finance. Ed is also very ac-
tive in the community and is also avail-
able to speak to groups on the subjects of 
personal finance and tax strategies. He can 
be reached at reached at hgallatin@aol.com. 

This material has been prepared for infor-
mational purposes only, and is not intended 
to provide, and should not be relied on to 
replace tax, legal or accounting advice. You 
should consult your own tax, legal and ac-
counting advisors before engaging in any 
transaction.

Your Customers
are in Good Hands,

but are Your HR and Payroll?

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

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

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

paychex.com/allstate
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Paying your employees may seem like 
a fairly straightforward task, but 

there are many common payroll mistakes 
that you could be making. Staff turnover, 
not keeping up with local, state, and fed-
eral payroll and tax laws, and the sheer 
busyness of running a business can all 
lead to critical errors.

These mistakes can cost a business 
money and be detrimental to its repu-
tation. The IRS penalties for non-com-
pliance with tax laws may be steep and 
administrative staff may spend a lot of 
time trying to fix mistakes. Companies 
also want to avoid being known as an 
employer that doesn’t pay its employees 
on time or correctly.

Take a look at these five common payroll 
mistakes, and tips for how to avoid them.

paying the wrong amount. This could 
happen for several reasons. Perhaps the 
payment amount was originally entered 
into the payroll system incorrectly or the 
employee over- or under-reported hours 
worked. It’s important to carefully set up 

5 Common Payroll Mistakes – 
And How to Avoid Them

your payroll system and double-check 
all employee information, tax withhold-
ing amounts, and payment information. 
If the initial data is entered incorrectly, 
you’re bound to have payroll problems 
and errors later on.

processing payroll late … or not at 
all.  Business owners may get so con-
sumed by day-to-day operations that 
they forget to process payroll altogether. 
Reduce this risk by considering the use 
of a payroll processing service that can 
help you stay on schedule.

overlooking bank holidays. Bank 
holidays aren’t counted as “business days” 
for payroll processing. It’s important to 
know which holidays your bank closes on 
and adjust your payroll-processing time-
lines accordingly.

depositing and reporting employ-
ment taxes incorrectly. After you›ve col-
lected payroll taxes from your employees 
and contributed your share, you need to 
submit those taxes to the federal, state, 
and local tax authorities. You can opt 

to file those taxes on one of two differ-
ent schedules, but failing to file them on 
time could result in a 15 percent failure-
to-deposit penalty, according to the IRS.

misclassifying employees as inde-
pendent contractors.  The federal gov-
ernment has been cracking down on 
companies that classify a worker as an in-
dependent contractor when they should 
technically be an employee. The effect on 
payroll is that when a business misclassi-
fies employees as independent contrac-
tors, they will need to pay retroactive pay-
roll taxes. Companies need to understand 
the rules for how to properly classify their 
workforce to avoid trouble with the IRS. 

These common mistakes are just 
the tip of the iceberg. There are many 
federal and state laws and regulations 
regarding payroll that your company 
needs to be prepared for as well. That’s 
why you can see that managing payroll 
is often more complex than many busi-
ness owners realize until they try doing 
it on their own. You can avoid these 
mistakes at your company by working 
with a payroll provider that can help 
you navigate the constantly changing 
laws, and help you keep your payment 
processing on track.

Looking for more up to the minute 
articles? Check out paychex.com/worx 
today! For specialized Ef

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.

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

We Invest In 
Your Future 

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

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

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

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

Affordable American Insurance 
 

Affordableamericaninsurance.com 
(877) 811-3224   
 

swoodworth@insuranceaai.com 

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

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

Gain Back Your Future by Calling Us Today 

Find Out More Watch this Video 

Own Your Business  
& Future 

Agent Statistics 

• Platform to leverage technology & 
social media 

• PC and tech support  
• Website with online quoting  
       capabilities 
• Tech training classes  
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You might need to call your agent 
if…

•	 	You	have	changed	your	address,	email	
or phone number. We need to be able 
to contact you.

•	 	You	have	married,	divorced	or	changed	
genders. In many cases it can affect 
your premium and coverages.

•	 	You	are	thinking	of	buying	a	2017	ve-
hicle and replacing a 2005. Of course, 
your premium is going to increase!

•	 	You	 are	 debating	 which	 car	 to	 pur-
chase and money is an issue. Get pre-
mium cost prior to buying rather than 
getting sticker shock afterwards.

•	 	You	are	remodeling,	adding	new	floor-
ing and fabulous granite. Make sure 
you have enough replacement cost 
coverage in case of a fire.

•	 	You	 are	 driving	 across	 the	 border	 of	
Mexico or Canada. You may need ad-
ditional insurance depending on how 
far into the country you will be driving.

•	 	You	just	had	a	baby.	Let’s	talk	life	in-
surance to protect your family!

•	 	You	bought	a	car	for	your	business	(pest	
control, construction, pool service, real 

You Might Need an Agent If...

estate, etc. These businesses may not 
be covered on your personal policy-ask 
about commercial coverage.

•	 	You	 got	 a	 new	 job	 and	 now	 have	 a	
company car. You may be eligible for 
some discounts.

•	 	You	are	running	a	business	from	your	
home. This may not be covered under 
your homeowners insurance and you 
may need additional coverage.

You might need an agent if…
•	 	You	 don’t	 know	 why	 everyone	 should	

not have the same amount of coverage.
•	 	You	don’t	know	why	choosing	amounts	

of coverage for your various belongings 
is critical to be better protected.

•	 	You	have	a	question,	start	a	conversa-
tion and then have a follow-up ques-
tion or need for clarification after you 
hang up. We value relationships!

•	 	Suddenly	 you	 realize	 you	 don’t	 have	
insurance and you need help with a re-
instatement.

•	 	You	 don’t	 understand	 what	 the	 claim	
representative is telling you or if you are 
not sure if you should submit a claim.

•	 	You	 want	 your	 new	 driver	 to	 have	 a	
conversation with the insurance guy or 
gal about safe driving and the cost of 
insurance and the way to keep the cost 
to insure a young driver down.

•	 	You	want	the	agent	to	know	your	fam-
ily and your needs — someone who 
checks with you to see if any changes 
have occurred in your life and amend-
ed your policy protection to reflect 
your current situation.

•	 	You	are	 looking	for	a	 local	 referral	 to	
another professional. The agent is part 
of the business community.

•	 	You	need	something	new	to	you	such	
as Travel Insurance, Pet Insurance, 
Travel Trailer Insurance, etc.  

Where are you going to start to get these 
answers? Is your motor scooter parked in 
your garage covered by your homeowner 
policy? You may need an agent.

You may need an agent to point out to 
you or remind you that protecting your 
family and planning for your retirement is 
as important as insuring your house. You 
can’t replace you, but you can help replace 
your income and make sure your family 
can go on and achieve your dreams.
1.  When your kid goes to college: Does 

that impact existing coverages for 
them? What if they take a family car 
with them? Out of state?

2.  If you buy a drone for fun: Am I cov-
ered if it does damage to someone 
else’s property? For invasion of privacy 
if my 13-year-old takes photos in the 
neighbors’ windows?

3.  If you change jobs and change your 
commute: Does that potentially im-
pact my coverage?

4.  If you buy a pit bull or exotic pet: Am 
I covered if they injure a third party?

5.  If someone in the household starts us-
ing their car in or for another’s busi-
ness, or a part-time job. Ef

feature
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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: _____________________ 



36 — Exclusivefocus Winter 2017/2018

I’m a 33-year agent, ready to retire. My 
buyer was told he must have three licensed 
sales producers in addition to himself on 
the day he opens for business. I have two 
LSPs, but my $2 million book does not 
merit one more extra licensed staff, and 
the loan for the new buyer won’t cash 
flow with the added expense. Mergers are 
not allowed. The recent heavy-duty rate 
increases and underwriting guides do not 
support a profitable growth matrix for a 
new buyer. In my mind as seller, I just lost 
$75K - $100K value off my book. Am I 
missing something? 

RESPONSE: The newest guidelines for 
buyers include three licensed staff (in some 
markets the requirement is four) regard-
less of the size of the book, and $100,000 
start-up capital, which has foiled the sale 
for many agents. First, we suggest that, as 
a seller, you inform prospective buyers of 
the requirements so they are not surprised 
by Allstate management, and are less likely 
to question the unreasonable control be-
ing placed on their new venture before they 
even get started. Many sellers consider of-
fering to work for the buyer for a period of 
time, which is usually a good idea for reten-
tion/transition anyway. Lastly, once the 
agency is transferred to a buyer, the number 
of staff they retain does not currently affect 
their commissions or relationship (threat of 
termination) with Allstate. Let your buyer 
know that once they are up and running, 
they will be able to make their own decisions 
about staffing needs.

It was interesting to read about the 
long, hard decline of Sears in the news 
this summer. 

Boy, were the Allstate agents who 
faced down Sears in Chicago Federal 
Court prescient! Had they not pursued 
and persevered as they did, Allstate 
would probably be disappearing down 
the same black hole into the dustbin of 
once-great corporations. 

Letters continued from page 11.

succession continued from page 28.

letters to NAPAA

Now might be a good time to re-visit 
a history of the stockholder fight they led 
against the nexus of Sears Profit Sharing 
Trustees and Sears management in the de-
bacle created by the arrangement of buying 
Sears Stock with Profit Sharing Funds. 

As you may recall, a handful of agents 
persisted and succeeded in helping protect 
the interests of all Allstate Employee Profit 
Sharing participants and preserved the re-

tirement equity value of their Profit Sharing.
I cannot say definitively, but were 

it not for these brave agents, Allstate 
would not today be a separate surviv-
ing corporation as was the point of 
the Agent Profit Sharing Complaint, 
quite profitably without the draining of 
our assets by an albatross disguised as 
a Retail/Catalog Sales Giant, towering 
above the Industry.

considering the needs and desires of surviv-
ing family members and future generations.

Choosing a suitable successor 
Often the hardest part of the succession 
plan for an agency or business owner is de-
termining the best candidate to take over 
the company. This process is both an emo-
tional and practical decision which can have 
future implications on your family and even 
your estate, and thus requires careful consid-
eration. Here are some successful strategies 
for choosing the perfect replacement and 
carrying out your succession plan:
•	 	Determine	 the	vision	and	mission	of	

the future company
•	 	Include	the	owner’s	future	retirement	

and lifestyle goals in the strategy
•	 	Get	advice	from	others	who	have	re-

cently implemented a succession plan
•	 	Analyze	the	strengths	and	weaknesses	

of potential successors
•	 	Separate	 emotion	 (love,	 fairness)	 in	

favor of responsible decision-making, 
particularly in a family-owned business

•	 	Identify	adequate	skill	sets	required	in	
your new leadership

•	 	Start	documenting	processes	and	sys-
tems to transfer responsibilities 

•	 	Develop a process of training and 
mentorship to ready your successor 
over the next year to ten years

•	 	Document the company’s current 
worth as well as projected revenues 
and earnings for the next five years

•	 	Include a timetable for transition of 
ownership

•	 	Adjust your plan regularly as the com-
pany or owner’s needs change

•	 	Include a plan which prepares for a 
sudden loss of a business owner due to 
death or disability

•	 	Include an option to sell the company 
to a third party, considering family 
and financial considerations regarding 
the sale

•	 	Communicate your succession plan to 
current team members

•	 	Consider the structural re-organization 
of your company after the transition 

•	 	Have a back-up plan if your initial 
candidate or plan fails

don’t fear the inevitable
While creating a business continuity plan 
may appear to be a daunting task, ensuring 
that one is in place for your agency will give 
you peace of mind that all your hard work 
in building the business does not disappear 
when you leave. With proper planning and 
execution, you can feel more confident that 
the next generation of leadership can be 
well prepared to continue your hard work 
and preserve your legacy.  Ef

Scott Stars is the Sales Manager for Oak 
Street Funding®. With experience oversee-
ing the close of more than $120 million in 
insurance industry loans, Scott truly under-
stands insurance agency businesses and their 
unique capital needs. For more than 6 years, 
he has successfully led sales organizations in 
highly competitive environments and de-
veloped growth strategies for financial ser-
vice companies. He can be reached at scott.
stars@oakstreetfunding.com.
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ARIZONA
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. Retiring 
owner willing to stay at no 
charge up to 4 months and 
staff will stay on as well.

CONNECTICUT
Guilford
The Colella Agency LLC
203-500-2164
davidcolella@allstate.com 
Asking Price: $1,975,000 
PIF: 2,766 
Premium: $3,800,000 
Number of Staff: 4 
40-year award-winning agen-
cy. High-tech, fully-alarmed 
office. 90% retention, 40% LR, 
Bundling 65%, TPP is 466,032. 

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

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

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.

MISSOURI
Southwest Missouri
Allstate Insurance Agency
417-230-5296
johnstauffer@allstate.com 
Asking Price: $750,000 
PIF: 2,700 
Premium: $2,500,000 
Number of Staff: 4.5 
Multiple locations, only All-
state agencies within a 45+ 
minute radius. Good reten-
tion, AES, LR and HHB. 

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, newly remodeled 
storefront location. LR 39%, 
high retention. 90% Allstate, 
10% brokered.

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

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

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

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 pre-
mium $2M, brokered $800k. 
Diversified book, LR 53%.

Miami Lakes
Miller Insurance Agency
954-829-1355
jms119@bellsouth.net
Asking Price: $850,000
Premium: $4,250,000
Number of Staff: 3
High-traffic location. Pre-
mium is 65% Allstate, 35% 
brokered. 90% retention, 
44% LR

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

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

The NAPAA market place…where buyers meet 
sellers. Place your classified ad here for just $99 
per issue of Exclusivefocus 
(Price reduced to $50 if ad is in conjunction with 
online ad.)

For more information, go to www.napaausa.
org, or contact NAPAA at 877-627-2248, or 
ewiseman@napaainc.org.
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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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Real Integrity is doing the right thing, knowing that nobody's 
going to know whether you did it or not.

 
It takes Courage to let go of the familiar and embrace the new.
 

Commitment is an act, not a word.
 

Where there is no struggle, there is not Strength.
 

Keep your word. Honor commitments, and they will double back 
to honor you.

This is what TWFG’s “Our Policy is Caring” Means.

Integrity in all that we do Strength in our solidarity 
and financial success

Courage to make goals, 
choices and actions

Commitment to proved 
peace-of-mind and 

protection

Honor our responsibility 
to ourselves, each other, 

and our customers

Today we are ranked #1 in Texas and Louisiana for Personal Lines as an Independent, Privately-owned Agency, and #8 in 
the nation out of 32,387. 

Truly extraordinary, and together we have reached a new milestone newly ranked #28 for all lines in the U.S. up from #32

A testament to our solidarity, strength, courage and tenacity.

We want you to choose!

Why TWFG?

We are focused on helping Agents hit their Financial Goals and reaching their full potential.
Access to Competitive Carriers. 
“Leadership with actual Agency experience.”
80% Equity Interest in your Book of Business

Added Value

Acquisition Funding Opportunities for TWFG Agents for Financing and resources to help agents buy books of business. 

TWFG Support 
 
Multiple training opportunities
Internal Sales & Support Team

Contact Judy Rush at judy@twfg.com  Freedom Starts Here: www.twfg.com/freedom   




