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president’s message

Setting a Course for the 
Future of NAPAA
debe Campos-Fleenor, napaa president, Active Allstate Agent

Recently your Board of 
Directors, along with 
other invited guests, 

gathered at our annual in-
person board meeting. I want 
to thank all the board mem-
bers, guests and NAPAA 
staff who took time away 
from their agencies and fami-
lies to attend. As you know, 
we are an all-volunteer board 
and all of us are/were Allstate 
exclusive agency owners. 

Our Executive Director 
and the editor of the Direct 
Express and Agent Informer 
newsletters were both long-
tenured Allstate agency own-
ers as well. We know Allstate! 
These meetings afford us 
an opportunity to reflect on 
NAPAA’s accomplishments 
over the last year. 

This year, those accom-
plishments included getting a group healthcare coverage op-
tion for all Allstate agents, staff and their families. I was proud 
to see this long-term goal to bring quality healthcare to our 
agents become reality. Another accomplishment was getting 
our membership numbers to grow. With this growth comes a 
stronger voice of representation for the needs of our agents. Our 
Executive Director has had increased dialog with top Allstate 
management. We are communicating your concerns to Allstate 
management in a professional and positive manner. We contin-
ue to advocate for our agents and promote changes in Allstate 
that can make us all more successful and more profitable.

Our focus at the in-person meeting was to have a strategic 
planning session. We took a hard look of where we have been as 
an organization and where we want to be in the future. We dis-
cussed our past successes and our past failures. We formulated a 
three-year plan on where we want to be going forward. I don’t 
have the space in this article to elaborate on the details, but we 
will be sharing them with our members in the near future. I felt 
our planning sessions were very effective.

I will continue to represent you as your president for another 
year, and I look forward to another year of representing you, the 
hardworking agents who are the backbone of Allstate. 

In another section of this magazine we invite you to meet 
your directors and officers. I hope you take the time to read it. 
I would like to take this opportunity to thank our many hard-
working agents who make NAPAA a success. We are a volun-
teer board and truly have one agenda: to support, educate and 
advocate for the agent. We are making a difference. 

I want to acknowledge Lezlee Liljenberg for her past service 
as vice president. She has been a tremendous asset to our team. 
We wish Lezlee the best in life and future endeavors and thank 
her for her past contribution, love and support of NAPAA.

If you are not already a NAPAA member, this is a perfect op-
portunity to join. I enjoy the many emails and phone calls that 
I get from so many of you. Many of you have also shared that 
you would like to join the Board of Directors and/or participate 
on a committee. Please reach out to me or to any of the board 
members to learn how you can make a difference with NAPAA. 



UNLOCK
THE ASNOA ADVANTAGE
THE KEY TO INDEPENDENT AGENTS’ SUCCESS
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VOLUME & 
CONTINGENCY SHARING

TOP TIER 
COMMISSIONS

ASNOA.COM              CONTACT@ASNOA.NET   (866) 484-9849
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president
debe Campos-Fleenor (Arizona Active Agent 2006)
treasurer 2008 - 2009, executive Vice president 2009 - 2017, president 2017- present

Debe began her affiliation with Allstate in 2004 as an LSP, opening her own scratch agency in 2006. She joined 
NAPAA shortly thereafter. She is active in many groups and organizations, including the Allstate Foundation 
programs for domestic violence and teen safe driving. Debe has been awarded the Allstate Helping Hands Award 
several times and has made significant contributions to the Allstate Giving Hands campaign. She was nominated 
for Woman of Influence in 2008.

Debe is a regular contributor to Exclusivefocus magazine. An expert at locating marketing items available from the company, her 
presentations at NAPAA live events are always a big hit. Debe is a graduate of the University of Arizona, a member of the United 
Way, Tucson Hispanic Chamber of Commerce, and Tucson Urban League.

exeCutiVe ViCe president
Claudia Gamache  (Illinois Active Agent 2005)
director 2015 - 2016, secretary 2016 - present, Vice president 2018

Claudia’s early insurance career progressed from service positions into an underwriting trainee program. She landed 
at CNA as a home office commercial referral underwriter. She stepped up through numerous positions including 
branch and regional offices, leaving the home office as EVP. After resigning from CNA, Claudia joined an indepen-
dent agency as operational VP where she was exposed to both the wholesale and retail marketplace. She launched her 
Allstate career in 2005 with the purchase of an agency. At the time, her husband was also an Allstate agent.

Claudia currently serves on several boards including Chicago West Suburban CPCU, a commercial condo association, and 
Bridges to a New Day, a cause for which she has received numerous Allstate Agency Grants. She is a graduate of Roosevelt Uni-
versity, has CPCO and ARM designations, and is a past winner of Allstate’s Honor Ring. Claudia joined NAPAA the same year 
she became an agency owner, believing it is only natural to support the organization that supports you.

treasurer 
dale revels (Florida Active Agent 1987)
director 2001 - 2003, executive Vice president 2003 - 2004, president 2004 - 2008, 
immediate past president 2008 - 2014, director 2008 - present

Dale is the owner of Ark Insurance Group located in Kissimmee, Fla., and the longest serving director we have 
had at NAPAA. He was hired as an R1500 agent in 1987 and converted to the independent contractor agreement 
in 2000. Dale has earned Honor Ring (8) and National Conference several times, as well as achieved many local 
promotions and awards. He served as NAPAA president for four years, and as immediate past president from 2008 

to 2014. He is an active agent with a passion for NAPAA and the agents of Allstate. He is a graduate of Florida State University, 
a former Eagle Scout, and a big horse racing fan. 

from the executive director

Meet your NAPAA Officers 
and Directors

ted paris,  napaa executive director

I would like to introduce you to the NAPAA Board of Di-
rectors and Executive Officers. All have been Allstate agents 
for many years (one recently sold). Their tenure runs from six 
years to 39 years. They are a diverse group of four women and 
four men with backgrounds just as diverse. Each has their own 
stories to tell and are willing to share openly.

The agencies are located from Florida to Connecticut to Il-
linois to Arizona and some in between. The agencies’ sizes are 
small, medium and large, equally divided. All are volunteers. 
They do not get paid or get any special benefits to serve your 
organization. They meet via phone on a monthly basis and once 
a year in person to plan for the following year.



Fall 2018 Exclusivefocus — 9 

direCtor 
Virginia b. ottenberg (Ohio Active Agent 1979)
director 2015 - present, secretary 2018 - present

Virginia began her career in 1979 as a Sears booth agent. Nearly 39 years later, she is still around owning and 
operating her agency. Her original career plans included joining the airlines, but after coming back to the U.S. from 
the University of Grenoble in France, she started working for Arthur Murray Dance Studios. Marriage made her 
look to a career more conducive to family life, and that is when she found Allstate.

Virginia’s awards include several Honor Rings (14), National Conferences, Life Leaders Forums, and more. She 
is not all about the trips and awards, though, but rather doing things the right way. She considered herself a “trusted advisor” prior 
to Allstate promoting it. She believes that NAPAA provides a wonderful forum to share our common problems, help with solutions 
and keep agents informed. Virginia is active with St. Jude, Animal Welfare, the Humane Society and Disabled Vets.

direCtor
Janet begley (Indiana Active Agent 1987)
director 2016 - present

Janet started her career in 1987 in an office with another employee agent. Prior to her employment with Allstate 
she had been a real estate broker. Janet was hired as an R1500 and in 1999 converted to the independent contractor 
agreement. The most important thing to her, she says, is the customer; without them we are nothing. She has had 
a lifelong passion to help people and feels fortunate to have had careers that allowed her to do so.

The most important award she has earned was in 2011 Agency Loyalty Index – Top in Territory and in 2013 
Top in Region Agency Experience Score in the North Central Region. She proudly says, “My customers let me know I was doing 
something right and it meant the world to me.” Janet also achieved several Honor Rings and the Agency Achievement Award.

She is passionate about the well being of all animals. She serves and works with numerous animal rights organizations including the 
American Quarter Horse Association. She lives on a small farm and houses quite a few animals, including a number of quarter horses.

direCtor 
michael Garofalo (Connecticut Active Agent 2010)
director 2018 - present

Mike purchased a Greenwich, Conn., Allstate agency in 2010. Through hard work and new staff, he was able to 
turn the agency around and make Honor Ring, Chairman’s Award and Inner Circle Elite. He joined NAPAA in 
2011 and has been an active member ever since. He looks forward to helping NAPAA and its members grow their 
businesses and have a better working relationship with Allstate

Prior to joining Allstate, Michael was a series 7 and 63 licensed broker, selling stocks, bonds and mutual funds for 
clients with retirement and college funding goals. Over time, he has worked as a wholesaler with the Pilgrim Group and Kemper 
Financial selling 401k plans and Kemper Funds. He also worked with GE Capital Company and AXA/ Equitable group, where he 
helped start the bank wholesaling channel.

Michael has served on the Little League Board in his town for five years, on the Executive Committee for two years working as a 
players’ agent, and the local Babe Ruth board for five years (where he helped raise funds for kids to play baseball/softball). He loves 
to travel to the beach with his family and plays golf whenever he has the chance.

direCtor
John Harvester (Indiana Active Agent 2012)
director 2017- present

John joined Allstate in 2012, grateful for the opportunity to serve his customers and own his own business. Many 
years of service as a district sales manager helped John understand the journey that lays ahead. His agency achieved 
Honor Ring several times. Implementing processes has helped grow his agency.

John joined NAPAA early in 2017, realizing that there were other agents that he might be able to lend support 
to and help grow their agencies. He wanted to be part of an organization that helped all agents to be as productive 
as they could be while addressing concerns they may have. NAPAA has been the voice that speaks for us.

Over the years, working with others, he has developed Little League complexes and worked with Boy Scouts and Cub Scouts. 
John has coached many different sports to help develop youth. Currently, John is serving as a Court Appointed Special Advocate 
(CASA) to help families put their lives back together and especially help the children. John is an active member of Exchange Club 
and his local church. He is a graduate of Harding University in his beloved Arkansas and a big Arkansas Razorback football fan.
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but are Your HR and Payroll?

Your Customers
are in Good Hands,

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 mention code 5699

NAPAA@Paychex.com

paychex.com/allstate

direCtor
rob mcbride  (Indiana Retired agency owner)
director 2017 - present

Rob purchased a small agency in 2007 in Brownsburg, Ind., just west of Indianapolis. Through organic growth and 
acquisition, the agency grew as Rob accepted on behalf of his team multiple county and state-wide awards. Corporate 
recognition including Honor Rings, President’s and Chairman’s awards as well as back-to-back annual designations 
as an “Inner Circle Elite” winner are achievements he was proud to have accomplished with his staff. Having been an 
executive vice president of a communications company and a sales director for a publicly traded technology company 

prior to agency ownership, Rob believes those diverse business paths helped form the concepts he used for success within his agency.
Rob joined NAPAA a few years ago, initially to deepen the benefits package he provided to his employees by enrolling his 

entire team as members. He also saw value in sup-
porting a cause that looked to strengthen agency 
ownership at every level. Specifically, he says, “The 
significance of an additional ‘voice-of-many’ repre-
senting agency owners nationwide can be a power-
ful and beneficial tool.” He hopes to add value to 
that voice as well.

Personally, Rob is very interested in music and 
travel, as well as secretly being a bit of a technology 
nerd. Rob attended Purdue University via IUPUI, 
studying computer technology. He volunteered and 
served in the U.S. Army and in the Boy Scouts of 
America’s Leadership and BSA Wood badge pro-
grams. Professionally, he looks forward to sharing 
ideas, concepts and approaches to business that he 
hopes will help others. He is a professional song-
writer and co-founder of a new gaming company, 
Syther Gaming. Watch for it—coming soon.

Our support team members

Ted Paris, Executive Director. Former district manager with 
another multi-line carrier and an Allstate agency owner. Go IU 
basketball-ND football!

Emily Petersen, Director of Administration. She holds it all together.

Suzanna Hogendorn, Administration/Member Manager. It is her 
smiling voice that you get when you call the office.

Jeanne Weiss, Graphic Designer/Editor. She helps get the 
magazine in your hands.

Bryan Ahlquist, Direct Express and Agent Informer e-newsletter 
editor. Former Allstate EA.

If you have questions, comments or concerns, reach us at www.
napaausa.org or call 877-627-2248. Or email tparis@napaausa.org.
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USES OF CAPITAL
• Acquisitions
• Successions
• Business Debt Consolidation
• Business Growth

UP TO $30 MILLION
• Flexible structures
• Terms up to 12 years
• Quick loan process

Loans and lines of credit subject to approval. Potential borrowers are responsible for their own due diligence on acquisitions.  
CA residents: Loans made pursuant to a Department of Corporations California Finance Lenders License (#6039829). Copyright © 2018 Oak Street Funding 

What milestone will your  
Allstate® Agency conquer next?
Your insurance agency can only reach its full potential by planning and implementing strategic initiatives 
with specific long and short term goals. A capital management strategy that responsibly balances debt 
and liquidity could be an important key to your success. Check out our on-demand video series on 
capital options for your insurance agency at: oakstreetfunding.com/CapitalOptions2018

Whether you are in growth mode or striving to leave a legacy – our experience and industry 
expertise can help you obtain capital for:

Get capital to take your agency  
to the next level. Ready to learn more?  
Let’s talk. 844.357.9348 | oakstreetfunding.com/exclusivefocus2018 

a first financial bank company
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While no one is more sympathetic 
toward or supportive of the 
agency force than me, too often, 

agents fail to give an honest assessment of the 
legal arguments and positions available to 
Allstate. We all now know that the EA Agree-
ment is one sided. It was written for the benefit 
of the Company and the Company put itself 
first and foremost. Putting all emotion and 
bias aside, I ask you to consider the following:

What’s the difference between a contract 
and an agreement? One of the things I 
hear regularly is, “How can Allstate keep 
changing our contract? Does it not re-
quire our approval for Allstate to change 
it? How can Allstate change our com-
missions without our approval? How 
can Allstate make us write 12 or 18 IPS 
when it is not in the contract? How can 
Allstate make us sell x amount of pro-
duction credits or issue $1,000 in securi-
ties income in order to keep our contract? 
How can Allstate terminate me for not 

feature

Understanding the EA Agreement
The Good, the Bad, the Ugly

By the Devil’s Advocate

writing four auto policies 10 out of 12 
months (Agency Business Objectives)?”

First, I am not an attorney, nor do I 
want to be one. They have their own set 
of unique problems. So, the information 
I am going to share is from a layman’s 
viewpoint. No legal advice is being given 
nor should one consider it to be legal ad-
vice, but only my understanding of con-
tracts and agreements.

A contract is a specific type of agree-
ment that meets certain requirements de-
signed to create legally binding obligations 
between parties that are enforceable by a 
court of law. Not all agreements are con-
tracts, but all contracts are agreements. For 
the agreement to be legally enforceable as 
a contract it must contain the required ele-
ments of a contract: legal purpose, mutual 
acceptance, consideration, voluntary ac-
ceptance, and competent parties. 

Black’s Law Dictionary defines a con-
tract as “An agreement between...parties 
creating obligations that are enforce-

able.” The standard form contract is a 
contract between two parties, where the 
terms and conditions of the contract are 
set by one of the parties, and the other 
party has little or no ability to negotiate 
more favorable terms and is thus placed 
in a “take it or leave it” position. The 
R3001 agreement is an enforceable “take 
it or leave it” contract.

The reason insurance companies such 
as Allstate, Farmers and others use en-
forceable agreements as the specific type 
of contract between them and their agents 
is so that they can make changes without 
having to get approval from the agents 
who are contracted with them. In All-
state’s R3001 Exclusive Agency Agree-
ment, page 1, Section C, it states that:

C. The Supplement for the R3001 Agree-
ment (“Supplement”) and the Exclusive 
Agency Independent Contractor Manual 
(“EA Manual”), and the Allstate Agency 
Standards (“Agency Standards”) as they 
may be amended from time to time, are ex-
pressly incorporated in their entirety as part 
of this Agreement. The Company reserves 
the right to amend the Supplement, EA 
Manual, and Agency Standards at any 
time without prior notice to Agency, except 
that notice regarding changes to commission 
amounts will be given as indicated in Sec-
tion XV. “as the specific type of contract 
between them and their agents” Allstate 
does change the EA Agreement at will. 

In addition, I often hear, “When I was 
being recruited I was told things that 
might or might not have been true, not 
totally accurate or specifics were left out. 
I should be able to use that against All-
state since they ‘misled’ me. They didn’t 
tell me the whole truth.” If one could 
prove intent, you might have legal re-
course. But, again, being the Devil’s Ad-
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vocate, let me introduce you to a com-
mon law doctrine call Parol Evidence 
Rule. Again, I am not an attorney and 
not giving out legal advice.

The Parol Evidence Rule is a rule in 
the Anglo-American common law re-
garding contracts and governs the kind of 
evidence parties in a contract dispute can 
introduce to identify the specific terms of 
a contract. The rule prevents parties who 
have reduced their agreement to a final 
written negotiation from introducing 
content of oral discussions previous to 
signing the contract. In other words, one 
may not use evidence made prior to the 
written contract to contradict the writ-
ten contract. So, once you signed the EA 
Agreement all statements and under-
standings not in the written instrument 
cannot be considered later unless one can 
prove intent. Allstate actually put this in 
the EA Agreement, page 1 Section B:

B. This Agreement is the sole and entire 
agency agreement between the Company and 
Agency, and it supersedes and replaces any 
prior employment, agency, or other agree-
ment between the Company and Agency 
and any of its officers, directors, sharehold-
ers, members, and employees. This Agreement 
also supersedes any prior oral statements and 
representations by the Company and any 
prior written statements and representations 
by the Company in letters, manuals, booklets, 
memoranda, or any other format.

How Can allstate change my 
compensation? 
Compensation:

A. The sole compensation to which Agen-
cy will be entitled for services rendered pur-
suant to this Agreement will be the commis-
sions set forth in the Supplement, as may be 
amended from time to time. All commissions 
will be paid solely to the Agency, except as 
described in Section XIX. below. The Com-
pany will pay Agency its commissions at 
the time and in the manner set forth in the 
Supplement. However, due to the inherent 
uncertainty of business conditions, the Com-
pany reserves the right to increase or decrease 
any commission amounts and to change the 
commission rules. If the Company changes 
commission amounts, it will provide Agency 
with written notice of the changes at least 
ninety (90) days prior to the date on which 
they are to become effective.

How can Allstate terminate me for lack 
of production? There are not supposed to 
be any quotas, based on the IRS private let-
ter ruling. You need to look at Duties and 
Conditions on page 2, section B;

B. Agency will meet certain business ob-
jectives established by the Company in the 
areas of profitability, growth, retention, 
customer satisfaction and customer service. 
Agency will build and maintain a profitable 
book of business, assist the Company in its 
efforts to achieve market penetration for all 
forms of insurance offered by the Company 
and other Company Business, and service 
the Company’s customers in a manner con-
sistent with the Company’s goodwill, repu-
tation, and overall business strategy. 

In other words, while you don’t have 
production quotas, you did agree when 
you signed the EA Agreement to pro-
duce an acceptable business result. And 
that acceptable business result is deter-
mined by Allstate. 

Allstate won’t let me sell my agency. 
I hear time after time, Allstate won’t ap-
prove my buyer. I have the right to sell 
my economic interests without inter-
ference. You can only request a transfer 
of your interest. EA Agreement page 8 
Transfer of Interest Section B:

 XVI. TRANSFER OF INTEREST:
A. Agency may not execute a transfer of 

its interest in this Agreement without the 
prior written approval of the Company. 
A transfer of interest in this Agreement is 
described in the Supplement and EA Man-
ual and includes, but is not limited to, any 
sale, merger, or assignment, in whole or in 
part, directly, indirectly, or contingently, of 
this Agreement or any rights or obligations 
under it. Neither Agency, nor any share-
holder or member of Agency, shall transfer 
any shares or interest in Agency, including, 
but not limited to, any sale, assignment, 
conveyance, or the granting of any lien, se-
curity interest, pledge, or mortgage thereof, 
without the prior written approval of the 
Company. Agency has the obligation to no-
tify the Company of a proposed transfer and 
to request Company approval.

B. Agency has an economic interest, as de-
fined in this Agreement and the incorporated 
Supplement and EA Manual, in its Allstate 
customer accounts developed under this Agree-
ment. Subject to the terms and conditions set 
forth in this Agreement and the incorporated 

Supplement and EA Manual, Agency may 
transfer its entire economic interest in the busi-
ness written under this Agreement upon termi-
nation of this Agreement by selling the economic 
interest in the business to an approved buyer. 
The Company retains the right in its exclu-
sive judgment to approve or disapprove such a 
transfer. Any failure to disclose and obtain the 
prior written approval of the Company for any 
transfer of Agency’s interest in this Agreement or 
any share or interest in Agency shall constitute a 
breach of this Agreement and cause for termina-
tion of this Agreement.

I am being terminated and I did not 
do anything wrong. What can I do? 
Depends- have you received an official 
letter? Or a verbal warning? Anything in 
writing? A termination letter? You need 
to find the reason why and try to rectify 
the problem. EA Agreement under Ter-
mination of Agreement, section B

b. This agreement may be terminated:
1. At any time by mutual agreement of 

the parties in writing;
2. By either party, with or without cause, 

upon providing ninety (90) days prior 
written notice to the other, or such greater 
number of days as is required by law. Once 
written notice of termination has been giv-
en by either party, Agency will, immediately 
upon request of the Company, cease to act or 
to represent itself in any way as an agent or 
representative of the Company, but it will 
receive compensation pursuant to Section 
XV. from the Company for the period up 
to and including the specified termination 
date; or If, for cause, it could be immediate 
on written notification.

Why join an association like NAPAA? 
To have a voice-to have strength in 
numbers-to have a viable organization 
to negotiate on your behalf. While we 
cannot “change” the EA contract we 
have with Allstate, we can affect change 
in other ways. We can join together to 
convince and encourage the Company 
to make “changes” in the wording of the 
EA Manual and the R3001 supplement 
to our benefit. Those are a part of the EA 
Agreement that all agents sign. But only 
if we have a strong voice, a strong mes-
sage, and strong resolve to make things 
better. We must have strengths in num-
bers to get TC to listen to our concerns. 
It’s the best way to move forward. 
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feature

Of all the responsibilities facing 
business owners, managing em-
ployees may be the least popu-

lar. And the most important. Agency 
owners, in particular, seem to struggle 
to find time (or to take the time) to lay 
out their expectations, develop workable 
procedures and coach employees toward 
success. The skills that make a good sales 
person don’t always translate to being a 
good manager. If you don’t like the em-
ployee management aspects of owning 
your own business, odds are good you 
don’t like handling employee termina-
tions either. Ironically, odds are also good 
you will be dealing with more employee 
terminations since a failure to manage 

increases the likelihood the employee 
will not succeed. 

Here is the good news. Even if it is not 
your forte, you can handle and properly 
execute employee terminations. The key 
— much like the key to employee manage-
ment — is to spend some time planning 
the process, then sticking to that plan.

avoid the process by making 
good hires
Research has consistently shown that 
employee turnover costs businesses a 
lot of money. While the hiring process 
(like the firing process) can seem un-
comfortable or time-consuming, you 
have strong financial incentives to get it 

right the first time. Give some thought 
to what specifically you are looking for, 
your expectations and the skills desired. 
Make sure the applicant’s resume and in-
terview confirm the skills you need. Do 
not hire a person who lacks the necessary 
skills simply in the “hope” that she will 
acquire them, unless you are committed 
to a training program reasonably tailored 
to help the candidate succeed. That said, 
don’t be unrealistic about your expecta-
tions for “self-starters.” Even the best 
employees will benefit from (and ap-
preciate) coaching and feedback. If you 
invest time and energy in the hiring pro-
cess, you are less likely to spend lost time 
in the firing process.

speak up
Before you pull the trigger on an em-
ployee who is not meeting your expecta-
tions, make sure you communicate with 
the employee about his performance. 
This is important for two reasons. First 
and foremost, it may be that the employ-
ee truly doesn’t realize how he is falling 
short. If you point out the problem, he 
now has a chance to fix it and improve. 
Second, if he fails to improve, you now 
have laid a better foundation for a dra-
ma-free, legally defensible termination.

take action
If, notwithstanding your coaching and 
instruction, the employee’s performance 
continues to fall short, you need to take 
action. Just as it is unwise to terminate 
an employee in the heat of the moment 
and without having made an attempt to 
coach him, it is also a mistake to keep 
an under-performing employee on staff 
simply due to inertia or a desire to avoid 
conflict. The conversation won’t get any 

You’re Outta Here! 
How to Handle Employee Terminations

By Dirk Beamer
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easier the longer you wait. And in the 
interim, circumstances may change to 
make it more difficult for you to proceed 
with the termination.

prepare for the actual termination
Except in rare circumstances (e.g., blatant 
insubordination or mistreatment of cus-
tomers), you should not fire an employee 
without first mapping out the process and 
making sure the pieces are in place. Here 
are some of the things you want to have 
lined up before you proceed:
•	 Make	sure	you	don’t	have	any	written	
agreements that limit your ability to ter-
minate.
•	 Calculate	 all	 outstanding	 compensa-
tion owed to the employee (wages, com-
missions, unpaid vacation, etc.). Many 
states require you to pay the final check 
at the time of termination.
•	 Inventory	 agency	 property	 that	 you	
need to retrieve at the time of termina-
tion (keys, credit card, laptop, etc.).
•	 Have	boxes	ready	so	the	employee	can	
easily pack up and leave.
•	 Consider	whether	you	need	to	change	
passwords or locks immediately after ter-
mination.
•	 Determine	whether	you	will	offer	any	
severance payment, and, if so, have a re-
lease prepared that must be signed by the 
employee to claim the severance pay.
•	 Script	the	key	points	of	the	conversa-
tion you will have, and, if possible, ar-
range for a second witness to join you at 
the meeting.
•	 Determine	 the	 best	 date	 and	 time	 to	
proceed (e.g., end of day Friday).

Once you have lined everything up, 
it would be wise to speak with your at-
torney to make sure you have everything 
covered.

The termination meeting
You need to go into this meeting with 
a clear understanding of what you will 
and won’t try to accomplish. Be respect-
ful of the employee’s privacy and handle 
the meeting in confidence (but with an 
appropriate witness if possible, such as a 
senior staff member or your attorney or 
other professional). Keep the following 
points in mind.

Tell the employee why she is being 
fired. For example, if she is always late, 

tell her, “Your tardiness and poor atten-
dance are unacceptable.” Don’t be mean-
spirited or unprofessional, but likewise 
do not gloss over the real reason for the 
termination with excuses like, “It’s just 
not working out.” Failure to speak to the 
specific basis for the termination can be 
interpreted as a cover-up for some ne-
farious motivation.

Do not engage in argument or need-
less explanation. Be prepared to say, “I 
understand that you are upset, and I 
don’t expect you to agree with my de-
cision. But the decision is made, and 
there’s really nothing more to say at this 
point.” 

Use both your words and your body 
language to conclude the meeting. Do 
not say things to make the employee 
feel better that may come back to haunt 
you. Promises to reconsider or to help 
the employee find a new job only delay 
the final break. As a general rule, the less 
said, the better.

Ideally, make sure the employee re-
moves all of her belongings before leaving. 
Wait as long as necessary in order to help 
her exit without need for a return visit.

post-termination considerations
After firing an employee, you may need 
to communicate the change with various 
persons including customers, Allstate, 
your payroll provider, outside vendors 
and others. 
Make sure the former employee’s email 
addresses and telephone extensions are 
monitored to capture communications di-
rected to the agency.

Employers need to be mindful of their 
reputation on social media. Do searches 
and monitor activity in the event your 
former employee decides to wage war on-
line. You may or may not be able to stop 
her, based on the facts and circumstances, 
but you need to be informed so that you 
can assess your options.

Conclusion
As Allstate continues to push for in-
creased productivity in an often-crowd-
ed marketplace, agency owners must 
maintain a strong support staff. If you 
need to make changes, take the time and 
the trouble to approach the decision, 
and the process, with the care and atten-
tion both deserve.

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
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Financial services wins the prize as 
the industry least sympathetic to 
women—and one in which com-

panies stand to gain the most if they can 
change their approach. This was one of 
the more prominent findings in a land-
mark study by Boston Consulting Group 
in 2008, as reported in the Harvard 
Business Review article titled The Female 
Economy. 

This study examined how women felt 
about their work and their lives, and how 
they were being served by businesses. 

What Your Female Customers 
Won’t Tell You – But I Will

By Barbara Provost

The research was expansive: the audience 
covered more than 12,000 women, over 
40 geographies, a variety of income levels 
and different walks of life.

Researchers asked 120 questions 
about women’s education and finances, 
homes and possessions, jobs and careers, 
activities and interests, relationships, 
hopes and fears, along with their shop-
ping behavior and spending patterns in 
some three dozen categories of goods 
and services.

Additionally, the study conducted 

hundreds of interviews and studied 
women working in 50 organizations in 
different 13 fields. In brief: Women feel 
vastly underserved!

Of the six industries reviewed (includ-
ing food, fitness, beauty, and apparel), 
there were two for which women made 
their dissatisfaction very clear: financial 
services and health care.

The Boston Consulting Group report-
ed that globally, women control about 
$20 trillion in annual consumer spend-
ing. That figure could climb as high as 
$28 trillion in the next five years. How-
ever, in 2018 Nielsen reported that wom-
en were accountable for over $39 trillion, 
and that number is growing. 

Why are you missing this 
powerful market? 

I’ve asked hundreds of women this ques-
tion and here’s what they won’t tell you.
1. You blatantly ignore her.
Consciously or subconsciously, you are 
not paying attention to her. She may be 
sitting in front of you, but there is noth-
ing that makes her feel valued as your 
consumer. Moreover, if she is with her 
husband or male counterpart, your con-
versation is focused on him. You show no 
concern for her, her needs or desires. In 
fact, you rarely ask her what she wants or 
what her needs or what her concerns may 
be. Think it over honestly: Are any of 
these questions a consistent part of your 
“script” or dialogue when you are serving 
your female customer?

2. she doesn’t trust you.
Women say over and over again, “All they 
want is my money. They are not inter-
ested in me or my needs; they just want 
my money.” Think about what is hap-

feature
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pening in your agency or in your prac-
tices for women to feel this way. What 
are you doing to help her feel comfort-
able enough to share her wants, needs 
or desires on how she wants to invest or 
use her money? Do you promote an at-
mosphere of confidence, trust and align-
ment with her? Do you provide enough 
time for her to consider options? Or, are 
you trying to make a one-appointment 
sale? If you think she won’t buy because 
she didn’t buy at the first appointment, 
you are wrong.

3. You use too much financial speak.
You are an expert in your field. But, your 
everyday language is not her everyday 
language. She’s not sure if you’re trying 
to impress her, confuse her, or if you just 
don’t know how to explain your products 
or services. Are you and/or your staff able 
to explain concepts or terminology used 
in your business in ways that provide her 
a clear understanding of how the product 
or service serves her needs and benefits 

her? Are you ensuring she has a clear un-
derstanding of her investment? How do 
you know?

4. she only hears from you via an 
automated bill payment.
I often ask women about the last time 
their insurance or financial professional 
reached out to them. Typically, I’m met 
with three responses: Blank stares. They 
can’t even remember. Or, they say it’s 
when they get the bill. Women want a 
connection to those who are going to help 
them make some of the most expensive 
and important decisions in their lives. 
That said, they need to feel a connection 
to you – but they don’t. There’s no rela-
tionship building taking place with the 
female market. As a result, these women 
don’t feel committed to you as your cus-
tomer. It makes it easy for them to leave.

5. You don’t know her.
Women represent a large group. If you 
are not paying attention to this group as a 

whole, you surely aren’t paying attention 
to women as individuals. She wants you 
to know what her life is like as a stay-at-
home mom, or a professional with young 
children, or as a volunteer in the commu-
nity, or as a LBGTQ individual or as a 
woman going through a divorce, or as an 
entrepreneur. Just to name a few. What 
are you doing - or what is your company 
doing - to acknowledge the needs and 
services of these individual women?

Companies who are not planning 
strategies today to reach, engage and 
earn the female dollar will lose a huge 
market share to those who are. How does 
your company stand apart?

As the data reported, insurance and 
financial organizations are leaving $39 
trillion on the table. Connect with Purse 
Strings at www.pursestrings.co to learn 
what you need to do now to reach, en-
gage and earn the female dollar. 

Barbara Provost is the Founder of Purse 
Strings LLC.

Thank You to our Vendor Members
support the businesses that support NAPAA
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It’s time to plan! Do you have a plan 
for the future of your agency? Do you 
have a plan for exiting?

Too many Allstate agents are not pre-
pared. Many wait until they make an im-
promptu decision to get out of the busi-
ness. While others let Allstate dictate this 
process and, in many cases, their doom.

We have all heard the expression, buy 
low and sell high. Ironically, a lot of agen-
cies never achieve this. Some are tenured 
agents who have no one to pass their 
agency on to, others are partnerships that 
fail to have agreements in place when be-
ing formed or later as they grow. Some 
are involved in divorce, while others are 
being forced out of Allstate having failed 
to meet production numbers. Still others 
have had issues with staff or their own 
activities force a 90-day shut down.

To give you an example: Agent A buys 
an agency on his own, hopefully negotiat-
ing a good deal, hires the appropriate staff, 
operates with his respective overhead and 
debt service and looks to increase his pre-
mium and commission base. However, 
Agent A fails to complete his 6/63 in the 
required timeline or a staff person does 
something that causes Allstate to give 
him a 90-day notice. Of course, the heat 
is on now. Find a buyer and close by the 
deadline or find a buyer and get a letter 
of intent on the table to move the closing 
date and still get out with a sale. If Agent 
A fails to do this, he may take a TPP (Ter-
mination Payment) from Allstate and, de-
pending on their earned premium versus 
payout earned premium, they may have 
a negative value versus their outstanding 
debt/loans. He still has a lease to get out 
of and any other contracts to stop. 

The point is, no one plans to procras-
tinate and then fail their 6/63, or have a 

Succession Planning for 
Allstate Agents

By Ed Hogg

staff person cause an office shut down, let 
alone something the agent/agency failed 
to do like miss production requirements. 
Processes in place may have prevented 
much of this, especially the outcome. 

Agent B operates multiple locations 
and has been cruising along year-over-
year. Suddenly she faces a divorce. De-
pending on the state and laws, Agent B 
finds herself having to force a sale to split 
the assets of the business or secure more 
debt to buy out the spouse. Agent B who 
started at ground zero has amassed a 
book value that she thought was her re-
tirement, but is now far from that. The 
right agreements in place could have pre-
vented this outcome.

Agent C has a partnership with an-
other agent or financier. Problems start 
to occur between the parties and insuffi-
cient documents spelling out the breakup 
of the partnership are not in place, which 
like the other cases, causes many head-
aches to all involved.

If these agencies survive, the toll on 
managers, producers and office staff may 
be significant.

The agency has to prepare for these 
contingencies and more. It can’t be a wait-
till-it-happens-to-react scenario. Many of 
these exposures are foreseen and apparent, 
long before they happen. Ignoring the 
signs can’t bring a positive outcome.

Some agencies might be grooming a 
manager or producer for takeover of their 
agency. This discussion and the required 
documents need to be set long before that 
day comes. Waiting too long might mean 
that person moving on to another agency 
or starting up their own. If you have a 
family member in the wings like a son or 
daughter, grooming them early and set-
ting up the right platform and documents 

is crucial to get to a positive end-result.
Think! What are your exit objectives? 

What processes need to be put into place 
to get you there. What are the obstacles 
to overcome?

Granted, a number of agents/agen-
cies exit with terms they want and little 
stress, despite never planning. The truth 
is a lot of them should feel lucky!

Allstate management is not your best 
friend nor holds your best interests. All-
state has no obligation to make sure you 
get your terms and exit the process in a 
positive position. Actually, management 
has long overstepped their bounds: not 
approving buyers, involving themselves 
in the negotiation phase with buyers and 
sellers, taking candidates and moving 
them toward other books, all with their 
best interests at heart. Too many agents 
are relying on Allstate and their manag-
ers (FSL/TSL) to help them through the 
process and even locate their buyers. Un-
derstand when this happens you are not 
in control and you are allowing them to 
manipulate you or your deal. 

The lack of planning for the right party 
to continue your business or pre-planning 
for the sale of your agency means you may 
or may not have a successful outcome.

No one has a crystal ball. Whether it’s 
death, disability, health issues, threat of or 
actual termination, or a planned retire-
ment, crafting a plan and the steps in-
volved is necessary.

Allstate’s model is unique in the cap-
tive arena and much more rigid than in-
dependents. To control you own outcome, 
you must prepare in advance and having 
experts on your side to navigate the pro-
cesses is important. Outside eyes see your 
agency without bias as well as your goals, 
aspirations and eventual exit plan.

Plan to succeed, not fail!

Ed Hogg is a prior 27-year Mega Agent 
from the Capital Region. He owned and op-
erated five agencies and sold them in 2010 
and 2011. He consults agents in buying and 
selling agencies and the day-to-day opera-
tional processes. Ed can be reached at 703-
862-8168 or ehogg9@gmail.com.

agency management
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With NAPAA’s group health benefit program for Allstate Agents, you now have the 
option to cover yourself, your family and your full-time employees without having to 
join a PEO. You can keep your CPA, payroll company and control of your employees! 

Enrolling is flexible and easy. Multiple plan options make this an ideal 
option for ALL agencies, both members and nonmembers* alike.
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More information at napaaUSA.org/insurance

What our agents are saying about 
NAPAA’s Group Health Benefit Program

“The application process was very easy – the coverage 
looks like it is really good and the premium is competitive.”
Ryan, North Carolina

“My son went to a specialist yesterday and all went well. 
They took my card without an issue. Also, my pharmacist is 
on their list so our scrips will be covered… I was a 
bit worried about switching but now I feel better. 
And a savings of approx. $600 per month!”
Leslie, Pennsylvania

“I spoke with an independent broker 
and he was unable to find a price 
better than the NAPAA plan.  
Healthcare.gov was also more 
expensive. NAPAA was about 
25-30% less than the other 
options.”
Agent, Indiana

“



napaaUSA.org/insurance 

NAPAA recommends that agents consult with their professional advisors 
before taking any action that could affect their tax, legal status or health 
insurance plans and coverage. *A $125 application fee is waived for  
NAPAA members.

The entity that you select will 
depend on the state in which you 
live as we strive to get you the 
best coverage possible.

For Connecticut, Delaware, Florida, Hawaii, 
Maine, Maryland, Massachusetts, New 
Hampshire, New Jersey, New York, North 
Dakota, Oregon, Rhode Island, Vermont, 
Washington DC:

Anthony Socci
asocci@omegafinancialgroup.co 

For Alabama, Alaska, 
Arizona, Arkansas, California, 
Colorado, Georgia, Idaho, 
Illinois, Indiana, Iowa, Kansas, 
Kentucky, Louisiana, Michigan, 
Minnesota, Mississippi, 
Missouri, Montana, Nebraska, 
Nevada, New Mexico, North 
Carolina, Ohio, Oklahoma, 
Pennsylvania, South Carolina, 
South Dakota, Tennessee, 
Texas, Utah, Virginia, 
Washington, West Virginia, 
Wisconsin, Wyoming:

Randy House
randy@rkhinsurance.com 

Flexible
and easy
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Human resources costs associated 
with operating a business can be 
significant. From rising health-

care expenses to basic HR administration 
costs, companies increasingly have to bal-
ance budgets to offset funds allotted to at-
tracting and retaining top talent.

You may need to reduce one or many 
items from your human resources bud-
get, but this doesn’t mean your company’s 
productivity or potential has to suffer in 
the process. Bloomberg’s HR Depart-
ment Benchmarks and Analysis 2017 
report indicated that HR costs related 
to benefits, employment and recruiting, 
training and development, and compen-
sation account for about two-thirds of a 
human resource department’s total an-
nual budget. But these critical functions 
may be better managed with a focus on 
efficiency, and optimizing the return on 

investment associated with each.
Here are four common human re-

sources functions that tend to cost com-
panies money, and some ways to help 
manage and optimize each of them.

invest in hiring and retention
A company’s ability to attract, hire, re-
tain, and develop top talent is critical to 
its performance and potential, but talent 
management can come at a hefty price. 
In 2016, The Society for Human Re-
source Management estimated that the 
average company spends about $4,100 
on each new hire, and takes about 42 
days to find the right candidate. Given 
that the average annual employee turn-
over rate is about 20 percent; however, 
much of that investment may be wasted 
on employees who leave the company 
soon after they’re hired.

HR costs related to turnover may be 
minimized when employees are given 
the tools they need to help succeed as 
soon as they start the job. In addition to 
providing employees with a professional 
and positive onboarding experience, staff 
at all levels should be provided with de-
velopment opportunities and benefits 
that make them want to grow their skills 
over the long-term, and remain a valued 
member of a team.

When an employer offers employee 
support through formalized training, 
mentoring, continuing education, and 
career advancement opportunities, staff 
are more likely to make positive and last-
ing contributions to a company’s most 
important business priorities and long-
term strategic objectives. A strong em-
ployee retention program — along with 
a rich benefits package — can also help 
contain HR administrative costs. Work-
ers who receive good salaries and benefits 
typically want to stay put.

evaluate your benefits
Is your benefits spending aligned with 
your company’s priorities, and those of 
your employees? Many companies evalu-
ate their benefits and find that certain pro-
grams or perks are underleveraged and can 
be cut. It’s also helpful to look at who is 
providing and administering your benefits. 
You can often find comparable alterna-
tives to health plans, employee assistance 
programs, payroll support, and other core 
human resources-related expenses.

Healthcare benefits
Annual healthcare premiums reached 
$18,764 in 2017 for average family cov-
erage, according to Kaiser’s 2017 Em-
ployer Health Benefits survey of employ-
ers. Respondents said they paid about 70 

Controlling Human Resources Costs: 
4 Steps You Can Take Right Now

agency management
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percent of that cost. Some of the human 
resources cost associated with this benefit 
can be better managed by ensuring em-
ployees are enrolled in a plan that suits 
their needs, or with a high-deductible 
health plan combined with the option 
for employees to contribute to a health 
savings account (HSA).

To contain employee benefit costs, you 
may want to consider:
•	 Having	 employees	 share	 some	 of	 the	
expense;
•	 Whether	 you	 can	 afford	 to	 cover	 de-
pendents, spouses, and domestic partners;
•	 Offering	benefits	 that	make	 sense	 for	
your workforce; and
•	 Aligning	your	workforce	with	a	larger	
entity, which can give you access to more 
comprehensive and less expensive em-
ployee benefits.

Workers’ compensation
Most states require employers to carry 
workers’ compensation insurance. Rates 
are set by states and vary by occupational 
risk classification. Managing these costs 
is largely out of your hands, but compa-
nies can benefit from working with an 
insurance agency that has a thorough 
understanding of workers’ compensation 
issues and regulations.

Forming a business relationship with a 
professional employer organization (PEO) 
may also give your workers access to large-
group coverage for benefits like medical, 
dental, and vision care, as well as life, dis-
ability, and workers’ compensation insur-
ance. PEOs allow for economies of scale by 
joining your workforce to a larger benefits 
and administrative employment group.

streamline Hr services with 
technology
Investing in HR software is another way 
to help manage costs. For example, ap-
plicant tracking systems can streamline 
the recruiting process, use automated 
questionnaires to screen individual ap-
plicants, and automate candidate com-
munications. Other tools such as time 
and attendance, employee self-service 
portals, and management reporting por-
tals can help eliminate unnecessary staff 
time spent on administrative tasks and 
free up your HR team to focus on high-
value activities.

outsource to your advantage
HR administration generally consists 
of functions such as recruiting, hir-
ing, terminating, training, performance 
evaluation, payroll, benefits manage-
ment, and keeping up with workplace 
regulatory requirements. These various 
and sometimes complicated regulations 
can change frequently and failure to stay 
compliant can result in sizable penalties.

Making the choice to outsource HR 
functions can be an important step in 
cutting costs, without eliminating ben-
efits that employees value, or jeopardiz-
ing your ability to manage these func-
tions accurately. 

In fact, Bloomberg’s survey indicated 
that 63 percent of HR departments re-
lied on an outside service provider to 
handle at least one program or activity 
in 2017. Further, these HR functions 
tend to remain outsourced once the ini-
tial shift to a third-party provider has 
taken place, indicating that employers 
that take advantage of HR outsourc-

ing generally have a positive experience 
with the transition.

Seeking assistance with human re-
sources may allow your company to 
mitigate some HR management costs, 
such as payroll administration, employ-
ee benefits, and staying compliant with 
regulatory demands. If your company is 
looking for ways to optimize these costs, 
consider an HR service provider that can 
help your business manage these func-
tions so you can focus your efforts on 
more strategic priorities.

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

Join Today!

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

•	 Continuing	Education	Reimbursement*

•	 E&O	Deductible	Subsidy*		

•	 DirectExpress	e-newsletter	

•	 Member-to-member	referrals	

•	 Archive	of	Exclusivefocus magazine*	

•	 Discounts	from	nationally	recognized	vendors

•	 Towing	Reimbursement*

•	 Group	Dental	and	Vision

•	 Help	when	buying	or	selling	agencies

* Limitations apply, call NAPAA for details

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

Need a Reason?
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It’s time to hire a new sales producer 
for your insurance agency. Where do 
you advertise the position? Back in 

the day, you might have listed the job in 
the newspaper classifieds. Then you may 
have moved on to online job boards like 
Monster or Indeed (which can get ex-
pensive quickly).

But now? You can use Facebook! And 
it’s incredibly easy and effective. Let’s 
look at how you can use your Facebook 
page to find new, qualified job applicants.

First, clearly define the information 
you’ll include in your job listing. Do you 
want someone who has previous insur-
ance experience or is already licensed? 
Do you want a fresh out of school gradu-
ate with a great attitude? Determine all 
of this before you start your listing.

Facebook will ask for things like job 
title, daily tasks and requirements, op-
tional salary information, and any addi-
tional custom questions that you want 
to require. 

You can also include a photo with your 
job listing, which can help it stand out. 
You can use a photo of your office build-
ing, your team, or some other branded 
Allstate image.

step 1: Write Your Job post
Once you’ve got it all planned, go to your 
agency Facebook page and click in the 
status box like you’re going to write a 
new update. You’ll see a bunch of differ-
ent options listed below the box. Choose 
“Publish A Job Post.”

Facebook will open a form and walk 
you through the process of entering all 
the specifics about your job opening. 

When people click on the job post af-
ter it’s published, they’ll be able to apply 
immediately. The application is extreme-
ly basic – it’s just the contact information 
and previous job history listed within 

their Facebook profile. The information 
is sent as a private message to your Face-
book page. 

You can add your email address in the 
“receive applications by email” field if 
you’d prefer email notification over only 
having the Messenger alert.

Tip: If you’d like to see how well 
people are paying attention when they 
apply, consider putting an extra step in 
the description. I recently ran a job ad 
and requested that applicants send their 
resume via email also. I could tell how 
detail-oriented a person was when they 
followed that extra request!

Detail-oriented may not be what you’re 
looking for. If you want a sales person, 
you are often looking for someone who 
is confident and motivated by making 
more money! In that case, you might ask 
them to prepare to demonstrate a sales 
pitch at their interview.

step 2: share the Job post
When you get to the end of the job list-
ing, you will be able to publish it imme-
diately. Remember, it will only show to 
people who “Like” your agency Facebook 
page. If you want to reach many more 
people, you’ll want to boost the job post. 
By boosting, you pay a small advertising 

fee to get the listing out to many more 
people. There is a minimum $10 per day 
cost to boost a job post.

You’ll be able to target who can see the 
boosted post, so choose people who live 
in your area. I spent $10 to boost a job 
post for one day and received 26 local ap-
plicants, so a little can go a long way!

After you submit the boost request, 
go back to your job post and share it on 
your personal Facebook page. Ask your 
friends to share it or pass along to anyone 
they think would be a good fit. You could 
ask your current staff to share with their 
Facebook friends too.

step 3: Watch the applications 
roll in
You should start receiving applications 
that same day. The majority will come 
in during the time you are boosting your 
listing, but they can keep coming for 
several days after (especially if you share 
with a lot of people). If you have plenty 
of interviews scheduled, you can always 
go back and delete the job post.

The only negative to using Facebook 
is that the job applicants are not sending 
full-out resumes. Some will leave a lot to 
be desired! Most applicants will respond 
quickly to messages, so you’ll be able 
to request additional information. But 
overall, you’ll likely find a high volume of 
applicants quickly at a low price, which is 
what matters most. 

Next time you’re getting ready to hire, 
don’t forget about putting your Facebook 
page to work to help you find the perfect 
new team member!

Robyn Sharp is a former agent and founder 
of Mega Agency Marketing. She specializes 
in helping agents use online marketing and 
social media to grow their agencies. Learn 
more at AgencyUpdates.com. 

Finding Job Applicants with Facebook
By Robyn Sharp

agency management
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In a rapidly changing world, the basic 
concept of insurance has remained re-
markably stable. Agents are the link 

between customers and carriers, who cre-
ate risk pools and price coverage to both 
indemnify and produce a healthy profit 
margin. It’s a model that’s worked well for 
everyone involved, but how much longer 
can we expect it to remain intact?

That’s not paranoia or doomsday think-
ing. It’s reality. The business world has been 
radically transformed, and it’s only a matter 
of time before our industry undergoes sim-
ilar disruption. What Amazon® has done 
to retailers, what Uber® and Lyft® have 
done to taxis, and what travel websites have 
done to local travel agents are all examples 
of how industries have been profoundly 
transformed overnight.

So does that mean you should just give 
up? Hardly. We’re on the eve of digital 
disruption to retail insurance, and the 
agencies that recognize opportunities 
and adapt are those that will thrive in 
whatever new environment awaits us. 
Agency owners who resist disruption, 
pretend it won’t affect them, or simply 
try to ignore it won’t be around much 
longer. Now is the time to take a frank 
look at the future and see how your ap-
proach to business can adapt.

Is Your Agency Prepared 
for Digital Disruption?

By Scott Stars, Oak Street Funding

Being ready will create a tremendous 
competitive advantage because most 
companies try to avoid change. Accen-
ture recently released research conclud-
ing that 93 percent of corporate strategy 
officers believe their industries will expe-
rience disruption in the next five years, 
but just one in five think their companies 
are doing enough about it.

What kinds of changes can we expect 
to see? Some of the most likely involve 
business models. As Amazon and its peers 
put more control in customers’ hands, 
there’s an increasing expectation that oth-
er industries will offer the same. If I can 
comparison-shop for laundry detergent in 
seconds on my smartphone, why should 
I have to wait a few hours for your CSR 
to call me with a quote for revised cover-
age? In fact, why can’t I just get the answer 
myself? Carriers and agencies will need to 
meet those expectations.

In addition, savvy folks in the industry 
will create entirely new carriers built around 
service concepts, such as peer-to-peer net-
works. We can also expect to see successful 
companies outside the industry dip their 
toes in the insurance market. Did you ever 
expect that you’d be able to buy groceries 
through Amazon? What if homeowners 
could get their coverage as easily?

Another area of change will be new 
pricing models. The idea that a carrier 
offers customers only two or three pay-
ment options will seem increasingly re-
strictive, so we’ll see customer-centric 
pricing approaches appear. That could 
include everything from custom cover-
age packages that customers could se-
lect, to more “name your price” options 
or even automatic bank deductions on 
a more frequent basis. There may be an 
infinite number of options, but flexibility 
will be at the heart of all of them.

Finally, other changes in our lives will 
lead to the creation of new kinds of cover-
age. The rise of ransomware may trigger a 
demand for simple cyber security policies. 
If self-driving cars become the norm, how 
will auto insurance change? If a self-driv-
ing car hits the neighbor’s mailbox, is the 
owner at fault? The manufacturer?

Again, the coming disruption is not 
gloom-and-doom being spouted by pes-
simists. It’s starting to happen, and the 
pace of change will accelerate. Panic is 
certainly one option, but if your goal is 
to maintain a profitable business and 
remain meaningful to your customers, 
now’s the time to start thinking and 
planning. Waiting to see what happens 
will mean being left behind.

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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Agency owners, agents of record, 
and agent spouses: please un-
derstand you own a business, 

not just an insurance agency. I say this 
to help you change your outlook on your 
individual success. 

Have you ever noticed that the carrier 
you represent sells products other than 
insurance? They sell car warranties. They 
offer road-side assistance and car towing 
services. If you pay attention, you will 
notice they invest in multiple money-
making opportunities. What have you 
done lately to diversify or create multiple 
streams of income?

I have been in the insurance industry 
since I was 19 years old. Captive insur-
ance agencies have always interested me. 
I observed various types of insurance 
agents over the decades. I recognized 
three different types of agents over the 
years. After you read this, I want you to 
decide which type of agent you are, and 
then decide which type you desire to be.

The first agent I spent a significant 
amount of time with is the Tom Cruise/
Top Gun agent. Tom sets goals before 
he even writes his first policy. This agent 
desires to be Inner Circle every year, by 
any means necessary. He studies the top 
producing agent. He learns the pattern 
to success and he improves upon the pro-
cess. Each year the Top Gun agent in-
vests more money, more time, and more 
commitment to accomplish company 
goals. His focus is to achieve the goals 
the carrier sets and that pushes him to 
achieve his personal goals, as well.

The second career agent is Morgan 
Freeman. He is consistent and will 
be around forever. Morgan Freeman 
knows that he loves what he does. He 

sales and marketing

takes time to enjoy the process. He en-
gages with the customer and often at-
tends community events. If he needs 
to, he works from home on Sunday to 
make sure customers are taken care of. 
Morgan delights in telling friends what 
company he represents. 

He often hires dedicated long-term 
producers who represent both Morgan 
and the carrier well, at all times. He 
sponsors community events, so he is rec-
ognized as the insurance professional at 
all school functions. Morgan is dedicated 
to long-term success.

The third and final agent I will describe 
is Andy Griffith. Andy is a 9-to-5 agent. 
He sees owning an insurance agency as 
a job. Making a business owner decision 
confuses him. Andy waits on the carrier 
to direct each step of his career. An extra 
work holiday given by the carrier excites 
him. Andy is frustrated when the car-
rier changes guidelines. He never fully 
accepts the CEO role of his agency and 
Andy believes he was forced into own-
ing a business. He writes policies, takes 
out the trash, discusses claims, takes 
payments, calls late pays, and cleans the 
office. Andy has one staff member that 
works for him. His staff has worked for 
him for 26 years and has no insurance li-
cense. Andy works hard and is content 
with the results because he is doing the 
best he can.

You could be Tom Cruise, Morgan 
Freeman, Andy Griffith, or you could be 
in between. Regardless of who you iden-
tify with, you can only win the game if you 
are not caught without a chair when the 
music stops. That’s an analogy of musical 
chairs but that’s what happens in business 
if you don’t play properly and diversify. 

Top Gun agents use the knowledge, 
resources, and relationships they gain in 
insurance to expand success by invest-
ing in other businesses. Some may buy 
rental properties, some may open a res-
taurant, and others may remain devoted 
to insurance and start a second or third 
agency location. 

I know a Tom Cruise/Top Gun agen-
cy owner who now holds a government 
office and another who built an empire 
in the restaurant business. Others have 
invented software that insurance com-
panies use today. The key is Tom Cruise 
agents don’t become content with just 
one stream of income.

Morgan Freeman agents invest heav-
ily in products with a steady return on 
investment. They hire family members 
who work for them and who will carry on 
the tradition one day, but most have not 
taken a big risk. Some work with inde-
pendent carriers to help family members 
start non-captive agencies. Some Mor-
gan Freeman agents enjoy the industry, 
so they branch into ancillary products 
that customers need. They offer health 
insurance or they sell state-run policies 
that captives don’t offer. They find a way 
to maximize knowledge to create addi-
tional income.

Andy Griffith is different. The agent 
similar to Andy Griffith retires or stays 
an agent until he can’t physically do 
it anymore. Andy doesn’t want to (or 
doesn’t believe he can) do anything else 
except sell insurance.

Insurance is one of the greatest wealth 
generators. I ask these questions: How 
valuable is wealth if it doesn’t grow? 
Do you know what you call wealth that 
doesn’t grow and multiply? I don’t either, 
so let’s grow it. 

Mel Clemmons is an author, motivational 
speaker, business owner and founder of 
SAMM Business Marketing, a leading 
expert in the merger and acquisition of in-
surance agencies. Interested parties can con-
tact SAMM Business Marketing at www.
sammbusinessmarketing.com or by calling 
678-223-7397.

Tom Cruise or Andy Griffith?
What kind of agent are you?

By Mel Clemmons
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Attributes are Your Business Card
By Paul Cummings

After conducting over 4,000 live 
events as a corporate teacher, I 
am convinced that salespeople 

drastically underestimate the power of 
their own attributes with regard to their 
results, reputation, referral base, and cus-
tomer retention capacity. Your personal 
attributes are your business card. It’s 
what people see in you, feel from you, 
and hear from you that will lead them to 
tell others about you and your products 
and services.

The attribute Check-up
Today’s customers are more demanding 
and better educated than ever before. 
Their ability to research prior to pur-
chasing has armed them with more buy-
er confidence and has served to increase 

their expectations of salespeople.
As a result, salespeople’s character 

attributes matter more now than ever 
before. Consistent attribute checkups 
are mandatory for success. Look at the 
list below and be brutally honest with 
yourself. 

Do you display these attributes consis-
tently with your customers?

Trustworthy
Service-minded
Intelligent
Authentic
Likeable
Customer-focused
Enthusiastic
Prepared
Available
Active Listener

There are many important attributes 
we could discuss, but these attributes 
will set you apart and give your cus-
tomers and potential customers a high 
degree of confidence in you. These at-
tributes need to be defined, refined and 
evaluated often in order to be consis-
tently on display.

Questions to answer:
•	 How	 do	 you	 define	 one	 of	 these	 im-
portant attributes?
•	 How	 will	 you	 represent	 each	 one	 of	
these attributes from a behavioral stand-
point?
•	 How	do	you	feel	each	one	of	these	at-
tributes will affect your customers and 
potential customers?
•	 How	 would	 you	 rank	 these	 10	 attri-
butes in order of importance?
•	 What	is	one	“I	will”	action	you	can	im-
plement to would improve each attribute?

next steps:
•	 Create	an	attribute	card	for	each	attri-
bute with the definition listed.
•	 Read	this	card	every	day	before	you	be-
gin your workday.
•	 Write	10	“I	will”	action	statements	to	
refine the attributes on the back.
•	 Review	your	planned	actions	each	day,	
and hustle to execute.

If you adopt this strategy, I have no 
doubt you will expand your audience be-
cause your prospects and customers will 
become your personal advocates. They 
will become your personal storytellers at 
home and work.

Why would you not adopt this strat-
egy? What is preventing you from taking 
action today? What might be holding 
you back? Resolve these questions, and 
step over hesitancy and doubt. Embrace 
action and belief and then go out and 
make a difference today.

sales and marketing
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Start and Own Your 
Independent Agency

• Strong and competitive companies   
 providing the highest commissions

• Quarterly national incentives

• Our Agency Foundation program provides a  
 fast track to success

• Field team of skilled insurance professionals

• Training & Learning Center

• Marketing resources

SIAA has helped over 4,200 insurance 
professionals make the transition to 

independence by providing the tools and 
resources necessary to start:

• Strong and competitive companies   
 providing the highest commissions

• Quarterly national incentives

• Marketing resources

• E & S and specialty programs

• Commercial lines training program

When you join SIAA, your agency 
immediately gains access to the 

resources needed to increase income 
and value, including:

Increase Your Agency  
Income and Value

$

To learn more about how we can help you establish your independence, 
fast-tracking your path to a profitable and successful future, contact us today.
info@siaa.net | www.siaa.net

Become instantly BIG as part 

of the $8 billion national alliance.

The Total Solution For The Independent Agent
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Are you ready? I mean are you 
really ready? I hope so! The 
holiday season is right around 

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

When the Internet first came about it 
was reserved for a handful of people who 
understood of the power of what was to 
come. However, thanks to incredible de-
velopment (primarily by huge tech com-
panies), the web has become the inter-
change where people do their research. 
Think about it: you can go online and 
find anything you would think to spend 

money on. Not to mention, unless you 
live under a rock, everything you person-
ally look for starts online – probably on 
your phone! Today, if you do not have a 
strong plan for online exposure, you are 
significantly missing out.

Maybe that is where you are today. 
Maybe you have spent a fortune on In-
ternet leads (generally garbage), or may-
be you have bought into the idea that 
some massive corporate plan is going to 
somehow make you stand out. Sorry to 
be blunt, but it’s time to wake up! You 
have to get your name and your agency 
out there. The one group guaranteed to 
make money on Internet leads you buy 
is the company that sold them to you. By 
the way, how fun is it to call a lead that 
six other agents have called in the last 
five minutes? It’s terrible! 

Allow me to point you in the right di-
rection. First, you don’t need to get your 
agency ranking (this means showing up 
when people search for insurance) in 
states or countries in which you do not 
do business. You need your agency and 
your name ranking where people in your 

market are looking to shop for coverage. 
So, forget about what you have heard - 
that it has to cost a fortune. Your first 
step is setting up an account with Google 
so you can begin showing up in the local 
search results. This is actually free as a 
song! (Not sure where that saying comes 
from… I have to buy all the songs I like 
on iTunes.) 

Once you have a local Google listing, 
you at least have the chance to show up 
when people are looking for insurance in 
your area. Next, if you want to truly maxi-
mize your exposure, you must learn how 
to “optimize” your listing. This is where it 
gets tricky, because there are great things 
you can do to get your listing ranked more 
prominently, but there are also things you 
can do that will make Google bury or 
even remove your listing (Yikes!). 

Again, if you are not ranking online 
you are missing out. You have two op-
tions: you can be a great insurance agent 
and become an Internet wizard or you 
can outsource the optimization of your 
listing. If you go the DIY route it can 
work, but it takes time. I have developed 
extremely successful processes (specifi-
cally for Allstate agents) to get you where 
you need to be — and I mean fast. One 
agent I have worked with for nearly ten 
years has gone from $4 million to $10 
million and my program is his number 
one online effort. 

Here’s to a great 2018 with a fat bonus 
in 2019! If you are interested in having 
more time and more business in 2018 
than you have had in the past, I can help 
with that. I’ve partnered with NAPAA 
to offer a great opportunity to get your 
online presence where it needs to be, fast. 
Check out my information at www.Cap-
tiveAgentProfits.com/napaa.

sales and marketing

A Case for Strengthening 
Your Online Presence

By David Neuenschwander
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We have shared a few cost-
effective marketing ideas in 
the past. And they have been 

fun things to do. The feedback was so 
positive that we decided to do a follow up 
piece. The following are more specific to 
the calendar. Of course, all of these take 
some preplanning, but they are easy and 
affordable. You can find special days by 
searching “google-national day calendar.” 

national taco day - october 4  Get 
some taco shells, meat and fresh veggies 
and send out invitations. Cook up the 

meat, slice a few tomatoes and onion, 
bring on the shredded cheese and enjoy! 
It doesn’t matter if one person shows or 
100 (well, other than you need lots of 
food ready). The point is you are cel-
ebrating a unique day in an unusual way. 
October 4 is also National Golf Lovers 
Day. You could throw in a sleeve of golf 
balls or raffle a round for four at your 
local golf course while celebrating Na-
tional Taco Day.

national Handbag day - october 
10:  While you are having National Taco 

Day, ask people to drop off new or slightly 
used handbags. Collect the bags for a few 
weeks, then donate them to your local 
women’s shelter or an organization that is 
helping women get back on their feet.

Posting this on social media is great, 
but go one step further and send a news 
release to your local TV stations and pub-
lications. Not sure about how to write a 
news release? Call your regional office 
and ask for help from the marketing or 
community relations department. They 
can provide a release with all of the cor-
rect verbiage, just in case you are nervous 
about contacting the media without All-
state permission. We have done this for 
years and have been on local TV several 
times. Allstate loves the positive public-
ity that comes from doing great things in 
the community.

national motorcycle ride day - oc-
tober 13 Partner with other businesses 
in your area and sponsor a ride day in 
your community. Contact local motor-
cycle groups and promote it through 
them, too. Attach a non-profit to the 
event such as Healthy Lung Month 
or Liver Awareness Month. There is 
always Toys for Tots or Breast Cancer 
Awareness. What you choose is up to 
you. I tend to lean toward the more ob-
scure or less notable causes. Most mo-
torcycle ride groups already have a Toys 
for Tots ride and your uniqueness could 
be diluted. On the other hand, you may 
really get the attention of these groups 
to participate. Do a little research and 
make a few calls to see what will be 
most effective for you and have the most 
impact for your agency.

Get to Know your Customers Day - Oc-
tober 18 Have a customer appreciation 
event at your office. I only do this once 

Set your Agency Apart with These 
Creative, Cost-Effective Marketing Ideas

By Lezlee Liljenberg

sales and marketing
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a year because it can be a great deal of 
work. This type of event creates good 
relationships and helps your customers 
know that they are “In Good Hands.” I 
love to cook, so I make all of the food 
and we serve it up all day long to friends, 
family and customers.

national donut day - november 5  
Buy several dozen donuts and drop them 
off at your real estate, mortgage, custom-
ers’ offices and at your local first respond-
ers’ businesses. It is inexpensive, builds 
good will, and gets your name out there 
in good and fun way. Try it!

National Nachos Day - November 6 
Everyone loves nachos! Follow the in-
struction from our Taco Day celebration.

National Pickle Day - November 14  
I will bet you money none of your com-
petitors are doing this: Buy jars of pickles 
and deliver them to those with whom 
you do business or those from whom 
you want referrals. Place your own label 
on the outside that says “Don’t get in a 
pickle by choosing the wrong insurance 
agency! Call the ____ agency!”

It takes time to drop off items but it 
makes a strong impact. No time to run 
around town dropping off pickles? Invite 
people to come to your office and pick 
up their own “peck of pickles.” Have fun 
with it and post it a few days prior to get 
some excitement going. For a little extra 
attention, buy a large bucket of pickles or 
create your own and have a “How many 
pickles are in the bucket?” contest. Of-
fer winners a $50 gift card. Best Maid 
Pickles is located in our area so we are 
partnering with them to create some 
hub-bub this year.

america recycles day - november 
15 Promote a shredding service to your 
customers and vendors, inviting them 
to come by and drop off items to shred. 
You can either pay to have the shredding 
company stay on site for several hours or 
use their bins to collect items for later 
shredding. Most people like to see their 
personal items shredded right in front 
of them, so we find this to be the best 
option. We have done this several times 
along with other friends in the title and 
inspection industries. Find a couple of 
partners who can help you spread the 
word and share the cost.

national roof over Your Head day - 

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

The Kindness Revolution
Simple. Powerful. Affordable. Effective.

Be a community champion:
Email allstate@thekindnessrevolution.net
or call Dave Daily at 404-384-6060

You are a blessing to so 
many kids and adults…
The Kindness Revolution is what 
I needed to get up in the morning. 
Now I feel excited and have ideas 
racing in my head.”

“

december 3 I love this one! Partner with 
your local roofing, landscape and tree 
service companies then send out tips all 
month long on how to maintain, protect 
and care for roofs and lawns. Preventative 
maintenance is the key to minimizing 
loss and incurring future costs. Ask the 
vendors to offer a free or discounted ser-
vice throughout the month of December. 
You can all promote this together and it 
can be a terrific way to bring in business 
during an off season.

We are all challenged with getting the 
attention of consumers and customers. 
Please feel free to share some of your 
awesome ideas with us here at NAPAA. 
We’ve taken huge leaps forward in cre-
ating a community of support to help 
Allstate agents across the country. If 
you are a member, thank you! If you are 
not, join the crusade of success that we 
are working so hard to create here at 
NAPAA. We welcome you with open 
arms and minds! 
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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.

COLORADO
Denver
Trinh Nguyen
303-591-4856
trinh.nguyen@allstate.com
PIF: 1,017; 
Premium: $1,450,000
Number of Staff: 1
Main street location, parking. 
1100sqft set up for 4 LSPs/
CSRs, private back office. 
New tech and VoIP system – 
furniture/equipment included. 
Bilingual book. 

CONNECTICUT
Guilford
The Colella Agency LLC
203-500-2164
davidcolella@allstate.com 
Asking Price: $1,850,000 OBO
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: TBD
PIF: 600; Premium: $1,300,000
Number of Staff: 2
Please call for more informa-
tion.

Miami
Mel - Seller Rep
855-306-8627
mel@sammconsulting.com 
Asking Price: Negotiable
Premium: $4,000,000
Number of Staff: 3
Broker representative. Con-
tact SAMM CONSULTING 
at 678-223-7397 to start the 
process.

Miami Lakes
Miller Insurance Agency
954-829-1355
jms119@bellsouth.net 
Asking Price: $850,000
PIF: 1,495; 
Premium: $4,250,000
Number of Staff: 3
High-traffic location, 1000sq 
ft. 65% Allstate, 35% bro-
kered. 90% retention, 44% LR.

ILLINOIS
West Chicago
Milenio Insurance Agency 
Inc
630-321-8534 or 630-231-7711
maraja1225@msn.com 
Asking Price: $425,000
PIF: 1,409; 
Premium: $1,909,000 
Number of Staff: 1
32 yr agent retiring. Only All-
state agency in W Chicago. 
Great location, good visibility, 
low overhead. Bilingual 13+ 
yr VSP, willing to stay.

MARYLAND
Sailsbury
Fred Pastore Inc.
410-860-0866
fredpastore@allstate.com 
Asking Price: Negotiable
PIF: 937; Premium: $1,390,965
LR 56.1%, Retention 86.8%. 
High traffic location. Agent 
will stay on as LSP.

MINNESOTA
Brainerd 
Charles J Brenny Agency - 
Allstate
218-828-8821
brennycharles@gmail.com 
Asking Price: $700,000
PIF: 3,784 
Premium: $2,816,720
Number of Staff: 3
26 yr agent retiring. Seller/
staff willing to stay on 
through transition. 87% 
retention.

NEW JERSEY
Hunterdon
Mel - Seller Rep
855-306-8627
mel@sammconsulting.com
Asking Price: Negotiable
Premium: $3,400,000
Number of Staff: 2
Broker representative. Con-
tact SAMM CONSULTING 
at 678-223-7397 to start the 
process.

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.

NORTH CAROLINA
Greenville
Challender – Allstate
252-758-1993
chalhome@suddenlink.net 
Asking Price: $251,000 (nego-
tiable)
PIF: 1,254; 
Premium: $1,256,960
28 yr agency, retiring. 87% 
retention, 37% LR, 51.96% 
multi HH. City location, medi-
cal and academic profes-
sionals.
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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.

Kissimmee
Allstate Kissimmee
407-274-2272
agencyforsale@icloud.com 
Asking Price: $795,000
PIF: 2,986; 
Premium: $3,000,000
Number of Staff: 2
25 yr agency. Strong, fully 
licensed staff. Agent retiring. 
Poised for growth. 

Kissimmee
Ark Insurance Group
407-924-5336
dalerevels@gmail.com 
Asking Price: $320,000
PIF: 959; Premium: $1,274,344
Number of Staff: 1
Disney/Orlando area – 32 yr 
agent retiring. Qualifies for 
enhanced commissions.

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%.
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Spindale
Mckinney Allstate
828-289-5316
rscrmckinney@gmail.com 
Asking Price: $2,500,000
PIF: 6,500 
Premium: $5,658,819.31
13 1/2 year scratch agency 
for sale.

OHIO
Ross County
Mel - Seller Rep
855-306-8627
mel@sammconsulting.com
Asking Price: Negotiable
Premium: $3,000,000
Number of Staff: 3
Broker representative. Con-
tact SAMM CONSULTING 
at 678-223-7397 to start the 
process.

OREGON
Bend
Tornay Insurance Agency
541-388-2136
paultornay@gmail.com
Asking Price: $1,690,000
PIF: 3,775; 
Premium: $4,004,982
Number of Staff: 3
1000 sq ft office space in 
agent owned building, main 
street location. Private of-
fices, kitchen, break room. 
AES 139, LR 34%, Retention 
89.73%. Bend is 6th fastest 
growing city in the US. 

PENNSYLVANIA
Hatfield
Bill Lee Agency
215-512-9650
billleeagency@allstate.com 
Asking Price: $650,000
PIF: 2,022; 
Premium: $2,570,000
Number of Staff: 1.5
40 yr agent retiring. Quality 
book, long term clients. 92% 
auto retention, 93.5% home. 
38% LR. High AES. 800sf of-
fice, competitive lease - fur-
niture/equipment included. 
Staff with agency 15 yrs.

RHODE ISLAND
East Providence
Duarte Agency, Inc
401-438-7722 / 401-524-7927
billduarte@allstate.com 
Asking Price: $897,500
PIF: 2,883 
Premium: $3,586,687
Number of Staff: 3
Border location. Licensed in 
MA and RI. Active EFS rela-
tionship. LR 31%. Renewal 
89.5%. Agent retiring.

TEXAS
Dallas
Mel - Seller Rep
855-306-8627
mel@sammconsulting.com
Asking Price: $Negotiable
Premium: $4,500,000
Number of Staff: 6
Broker representative. Con-
tact SAMM CONSULTING 
at 678-223-7397 to start the 
process.

Killeen
Mel - Seller Rep
855-306-8627
mel@sammconsulting.com
Premium: $3,400,000
Number of Staff: 3
Broker representative. Con-
tact SAMM CONSULTING 
at 678-223-7397 to start the 
process.

Mansfield
Lezlee Liljenberg Agency
817-999-2463
lliljenberg@allstate.com 
Asking Price: Negotiable
PIF: 960; Premium: $1,250,000
Number of Staff: 1
Satellite agency. 91% reten-
tion, low LR. 75% multi-line. 
Affordable rent, cool space 
right on highway.

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

UTAH
Lehi
Jenny Hall Insurance 
Agency
801-641-6971
puternut1@msn.com 
Asking Price: 2.5x
PIF: 1,716; 
Premium: $2,105,100
Number of Staff: 2
Main street location, one of 
fastest growing cities in UT. 
Retention 87.86%, LR 41.02%. 
Agent retiring. 

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

WYOMING
Casper
Hepner Agency Inc
307-259-9792
r.hepner@yahoo.com 
Asking Price: $Negotiable
PIF: 2,700; Premium: 
$3,700,000
Number of Staff: 3
23 yr agency. 32 years’ ex-
perience among staff. Great 
retention and LR. Agent 
retiring. 

The NAPAA market place…where buyers meet 
sellers. Place your classified ad here for just $99 
per issue of Exclusivefocus 

(Price reduced to $50 if ad is in conjunction with 
online ad.)

For more information, go to www.napaausa.
org, or contact NAPAA at 877-627-2248, or 
epetersen@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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 For more information or a 
confidential meeting in your area: 

JEFF WILSON  
877-452-5476 (toll free) 
jwilson@ggiausa.com 

BECOME THE OWNER  
OF YOUR OWN  
INDEPENDENT  

INSURANCE AGENCY 
 Are you locked with a captive and all 

of the mounting restrictions? 

 Are you exhausted trying to write the 
business “they” want you to write? 

 Are you just tired of working for 
someone else? 

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

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

Chesterfield, MO 63017 

FRANCHISE BENEFITS… 
 Access to competitive nationwide and regional insurance markets 
 Access to premier agency management system 
 Brand Identity 
 Inclusion in carrier contingency BONUS plan 

 Ability to sell your agency & receive FULL VALUE 
 Security of franchise laws to protect your investment in the agency 

And many more…!! 






