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president’s message

Now’s the Time to Set 2019 Goals
debe Campos-Fleenor, napaa president, Active Allstate Agent

Now that the holidays are over, it’s time to finalize and 
implement your goals for next year, especially those 
pertaining to the changes that Allstate has laid out for 

agents that set benchmarks for achieving bonuses and trips. If 
you want to achieve those goals, they can be reached by imple-
menting a written plan. There are many tools on the Internet 
to help you make your plans and reach your goals, but you must 
set them and write them down. A goal will never be reached 
without a plan. Your plan must have achievable stages, but don’t 
overreach. I always try to reach at least the minimum while al-
lowing a bit of “cushion.” There is also a time element that must 
be considered. Here is the method I use:

1.  Write down your goal; i.e. write X IPS policies a month. 
Be specific so that everyone understands.

2.  Be sure that this measurement is attainable. The goal should 
be relevant to the size of the agency. Remember, you have to 
at least reach bare minimum to reap the rewards.

3.  You must have a timescale. Allstate has those set dates in 
which you will or will not qualify for the ALR bonus etc.

4.  Identify factors that will directly help you achieve these 
goals. Does your staff need more training? Target the 
weaknesses or develop the strengths. 

In researching the strategies in developing plans to achieve goals, 

I ran into a wonderful website 
that, if it were a book, I would 
have trouble putting down: 
www.businessballs.com. The 
idea of reaching goals does not 
have to be just about your busi-
ness, it can be about different 
areas of your life and the begin-
ning of the New Year is a great 
time to revisit those goals. In 
order to have balance in life 
one should set both business 
and personal goals. We work to 
be able to accomplish things as 
a person. Doesn’t it make sense 
to have personal goals as well?

Sometimes people who 
have long-term goals not nec-
essarily on a timescale will 
call these their Bucket List. 

On a personal note, an item on my Bucket List has been to visit 
the White House. About 30 years ago, my husband and I were 
in Washington, DC, but we were unable to take a tour inside 
the White House. This year I was invited to attend a Hispanic 
Heritage reception there, of which I was one of 200 attendees 
nationwide. I was able to check it off my Bucket List. It was an 
incredible experience that later led to an appearance on the In-
graham Angle television show to discuss the importance of the 
effects of government policies, like tax cuts, etc. The focus group 
of 21 from all political parties, social, and economic groups were 
represented to make contributions. It was an extreme honor to be 
included in these events —not representing NAPAA or Allstate, 
but as Debe Campos-Fleenor, a Hispanic female small business 
owner. I currently participate on monthly conference calls for the 
White House Public Liaison Office. 

Many Bucket List items in my personal life have been at-
tained in 2018. My desire for you is to meet your business goals 
and your Bucket List goals in 2019 and beyond. We all need to 
dream big and set goals to achieve them.

I hope you all had a great and successful year, and that 
NAPAA played a part in helping you attain that success. Our 
function as an association is to be your voice to the company. If 
not a member, call us today to join. NAPAA — we are relevant!



OVERHEAD & 

ADMINISTRATIONLESS
MORE MONEY.

Let’s talk how: 866.484.9849, contact@asnoa.net or asnoa.com/growfaster.

Training            Marketing            Accounting            Reporting            Administration            Communications            Education           Networking            Events

NOW YOU’RE

READY TO 
CONQUER 

YOUR NEXT GOAL
AND TAKE YOUR AGENCY TO  

THE NEXT LEVEL. 
With every expansion comes 
immense dedicated time, overhead 
and headache. But this does not 
neccessarily have to be the case if 

you use a network like ASNOA 
to your advantage. 



8 — Exclusivefocus Winter 2018

from the executive director

Do you trust what the Company is doing? Do you trust 
the Company to do what is best for the agency force? 
Does the Company trust the agency force? 

I am not sure how many would answer all three of these ques-
tions with a “yes.” But we do need to start trusting each other. 
It is in the best interests of the Company and the agency force 
to do so. We need to be working together to benefit all parties: 
the stockholders, the Company, the Company’s employees, the 
agency force, our staff members and our insureds. 

Definition of trust as a noun: a firm belief in the reliability, 
truth, ability, or strength of someone or something. We’ve al-
ways heard that “relations have to be built on trust” and “good 
relationships are built on trust.” Synonyms for the noun trust 
include: confidence, belief, faith, certainty, assurance, convic-
tion, credence, and reliance. 

As a verb, trust means to believe in the reliability, truth, abil-
ity, or strength of. Synonyms include: rely on, depend on, bank 
on, count on, and be sure of.

Trust implies instinctive unquestioning belief in and reliance 
upon something. Confidence implies conscious trust because 

Let’s Talk About Trust
Ted paris,  napaa executive director

of good reasons, definite evi-
dence, or past experience and 
to have confidence in the 
outcome of events assurance. 
Confidence implies a feeling 
of security.

In our industry there has al-
ways seemed to be a feeling of 
mistrust between the Com-
pany and the agency force. 
It’s, at times, like the Com-
pany doesn’t trust the agency 
force to do what is right and 
necessary. All Companies, 
not just Allstate, have audi-
tors to check on compliance, 
field management to make 
sure agencies are open and 
running the agencies accord-
ing to the rules and standards 
and other measures to moni-
tor and check on agencies. 

Unfortunately, there are some agents who are always working 
on the fringes, if not over the edge. 

From the agency owner’s viewpoint, many times, field man-
agement, mid-line managers and personnel in regional and 
home offices tell agents things that later prove to be untrue. 
Was it intentional or were they just misinformed? It might have 
been Company personnel thought they knew the answer, but 
they did not. Was it on purpose? In most cases probably not, 
but still the damage was done. Because once the trust is violated 
it becomes hard to earn it back. The more it happens, the more 
difficult maintaining trust becomes.

Trust is a two-way street. Every time an agency owner or em-
ployee sends in a piece of business that does not meet the guide-
lines, the more the Company believes they have to double check 
the entire agency force. Or an existing agent strikes a deal with 
the Company to buy a smaller agency and has been approved to 
merge. In order to merge, the agency prepares a business plan 
that promises he will hire more staff, produce more life business 
and increase his footprint in the area, only to decide afterwards 
not to live up to his agreement. Or an agency buys a new agency 
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and agrees to hire 3 to 4 LSPs to take full advantage of the ECP, 
only to fire half of the staff within weeks of opening. Do you 
think the Company “trusts” all agents who tell them, “Trust me, 
I will do it”?

Every time an FSL or TSL tells the agency force something 
not true or gives a misleading answer, it erodes trust. Every time 
home office tells the agency force this is the direction we are 
heading and then changes mid-stream, it erodes trust. An ex-
ample might be: Allstate says it is going to overtake State Farm 
in five years and then decides to pull back from growing the 
auto business to diversify into other areas not insurance-related, 
such as collecting and selling data, buying other companies, etc. 
While diversity in any business is necessary, what do you think 
happened to the trust factor? Based on the belief, a lot of agency 
owners had hired staff and invested in growing their business 
only to have the Company not only raise rates significantly, but 
tighten underwriting guidelines. This caused incomes to flat-
ten and, in some instances, go down. So, the funds needed for 
growth are now gone. Or the Company decides to stop writing 
a line of insurance in an area after hiring new agents and en-
couraging agents to invest in staff and marketing. All the while, 
the Company’s stock price rises to record highs. Top executives 
reap huge bonuses. 

Was it done deliberately? I doubt it. In most cases, agents 
who are expanding their businesses do not intentionally lie 
about hiring staff and investing if allowed to buy and/or merge. 
Why would they? Afterall, they are investing their money and 

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

if they don’t achieve success, they are risking their money and 
their family’s security. But things happen. Maybe a key em-
ployee quits or dies or becomes disabled. Maybe the Company 
decides to change pricing or direction. It could be the same for 
the Company. Maybe it is from market forces, underwriting 
losses, or regulatory issues. Or the board of directors decided to 
go in a slightly different direction. 

Both parties, the agency force and the Company need to re-
alize that things change. And if we all don’t change with the 
times, we all might become obsolete. So how do we fix the trust 
issue? We can start first by giving each other the benefit of the 
doubt. Again, things happen. Changes occur. We need to talk 
to each other with respect. We need to treat each other fairly. 
We need to stop thinking the worst. A majority of agents don’t 
lie, cheat or steal. In reality, most would report an agent who 
was doing those things. 

In order to gain back trust, the Company needs to start lis-
tening to us. I mean really listening to our concerns. Not just 
the members of AEC, NAB, and local RABs, but to all of 
us. Most of the agents are loyal true blue to Allstate. They 
want Allstate to be successful, but they also want Allstate to 
be more aware of how changes affect agencies. All of them 
both big and small.

NAPAA has been in communication with the Allstate man-
agement team. We are having open discussions. We are listen-
ing to them, and I believe they are listening to us. It’s a start. 
But to go to the next step we need strength in membership. 
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Editor’s note: I’ve known Troy for over 
25 years. He struggled starting his scratch 
Farmers agency in Central California until 
one day a light came on. He changed his atti-
tude and his outlook. His career took off, and 
he has become a noted author and profession-
al speaker. His seminars are highly attended 
and well received. Please enjoy this reprint of 
his introduction to his newest book.

The world is changing so fast that 
it’s difficult to keep up. A radi-
cal transformation is rumbling 

beneath the foundation of our venerable 
insurance and financial services industry. 
Yet we are, in many ways, still conduct-
ing business like we did in the 1950s.

When consumers buy traditional in-
surance products in the property and ca-
sualty (P&C) arena—for example, auto 
and home insurance, commercial busi-
ness insurance, and life insurance—they 
are basically told how to buy it. There 
are only couple of factors that consum-
ers can control regarding their purchases: 
which representative or carrier they will 
buy policies from and how they will buy 
it—from a representative in his or her of-
fice, over the internet, or on the phone.

Beyond that, people are told when the 
policy goes into effect, when it ends, how 
much it costs, payment options, and the 
limits and deductibles they can choose 
from. This has always been the case.

But today we live in the Amazon.com 
world, where you get to choose what to 
buy, how and when to buy it, how you 
want it delivered, and other options. You 
can even see what hundreds of other 
people say about the products before you 
buy. Amazon and other companies keep 
evolving based on what customers want. 

Discussion Partner
A radical transformation to unrivaled service 

in the insurance industry
By Troy Korsgaden

But in the insurance world, it doesn’t 
work that way. We are stuck in the last 
century, for the most part. We must 
make people’s lives easier in the context 
of the new world order.

adapt to radical transformation 
and never look back
To successfully move forward, we must 
be alert to the radical transformation that 
is taking place in the world and provide 
customers with unrivaled service within 
the framework of that change. Successful 
business owners are those who will adapt 
to the tsunami of change taking place in 
the world and in our industry by looking to 
the future and planning for the long term.

Research by four principals at 
ghSmart, a leadership advisory firm, say 
it’s critical for businesses and leaders to 

adjust to a rapidly changing environ-
ment. They conducted an analysis show-
ing that CEOs who excel at adapting are 
6.7 times more likely to succeed than 
those who don’t. They found that adapt-
able CEOs spend significantly more 
of their time—as much as 50 percent 
more—thinking about the long term, as 
opposed to the short term and medium 
term. Less successful executives devoted 
an average of thirty percent of their time 
to long-term thinking.1

“We believe a long-term focus helps 
because it makes CEOs more likely to 
pick up on early signals,” the principals 
concluded. “Highly adaptable CEOs 
regularly plug into broad information 
flows: they scan wide networks and di-
verse sources of data, finding relevance in 
information that may at first seem unre-
lated to their businesses. As a result, they 
sense change earlier and make strategic 
moves to take advantage of it.”

We must adapt to the unprecedent-
ed change that is unfolding around us 
and never look back. In 1519, Cap-
tain Hernán Cortés arrived in the New 
World with six hundred men and, upon 
arrival, commanded: “Burn the ships!” 
His order sent a clear message to his men 
that they would never turn around and 
go back where they came from. 

Burn your ships. We’re not going back 
to where we came from. We’re not going 
to invest our future in shopping malls. 
They’re being torn down. We’re never 
going back to Kodak paper. It’s gone. 
We’re never going to walk into Mont-
gomery Ward again. It’s history. The in-
surance industry as we know it will never 
be the same again. Soon, things will be 
drastically different than they are today.

feature

Look for troy korsgaden’s book 
“Discussion partner” at your favorite 
book seller. 
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introducing the 
“discussion partner”—
Your most important role
Thinking about this situation we are 
in today led me to come up with a new 
strategy: becoming a Discussion Partner 
for clients. A Discussion Partner is a per-
son who understands that clients don’t 
want to be sold, and they don’t want to 
be told. Customers are smart. They do 
their due diligence through digital and 
social media. According to the Ecom-
merce Foundation, 88 percent of con-
sumers research products before buying 
them in a brick and mortar store. Adver-
tising people call this an “omnichannel” 
approach to shopping.

That number relates to general mer-
chandise, but guess what? The number is 
the same for people who are comparing 
prices on auto insurance. The Insurance 
Information Institute reports that in 
2016, 88 percent of consumers said they 
would use the internet to research life in-
surance before purchasing coverage.

Yet they are often afraid to pull the 
trigger and make the actual purchase be-
cause they are protecting their income, 
their assets, and their retirement. They 
want to make sure they have made the 
right decision so that they will be cov-
ered if someone wipes out their car or if 
they wipe out someone else’s car and in-
jure multiple people in that vehicle. The 
information on the internet is somewhat 
helpful, but people need a Discussion 
Partner—not to sell them something, 
but to be a trusted advisor who offers 
unbiased, helpful guidance.

When tax time comes, people could 
easily use TurboTax or some other auto-
mated tax-preparation software to pre-
pare their federal and state tax returns. 
But if they have a complex financial situ-
ation with a business or multiple prop-
erty, they prefer to hire a highly compe-
tent CPA and maybe a tax attorney. They 
want to be able to discuss with an expert 
how various scenarios will affect their 
tax burden and receive advice on how to 
shelter their assets from taxes. The CPA 
and tax attorney are Discussion Partners.

People want to work with profession-
als who aren’t just interested in making 
money but instead genuinely want to help 

them mitigate risk, grow their assets, and 
protect the financial future of their fami-
lies and businesses through sound advice.

I see a shift taking place among in-
dependent and exclusive representatives 
and broker reps. They are realizing that 
their clients want more today than they 
settled for in the past. Carriers, reps, bro-
kers, and team members can no longer 
provide optimum service just by offering 
the products and solutions they’ve repre-
sented all their lives.

The local representative or advisor is 
the gateway to all the products and ser-
vices offered in the universe. Discussion 
Partners are local service providers. If 
someone is in a car accident, they can 
go take pictures at the scene. They can 
take the driver blankets while he or she 
is waiting for the EMTs and police to ar-
rive. They can get the driver a rental car. 
They can do things that other people in 
the omnichannel can’t always do. This 
ain’t your daddy’s daddy’s insurance book. 
The purpose of this book is to convince 
you to buy in to service first and then earn 
the right to add more products and ser-
vices by becoming a Discussion Partner 
to your clients—no matter what they do 
and no matter whether you sell policies to 
them directly or help them secure cover-
age through an alternative method

evolve with unrivaled service
I wrote this book for the early adopters—
those forward-thinking carriers, represen-
tatives, brokers, and team members who 
recognize the need to evolve and serve cli-
ents with unrivaled service as our industry 
experiences a radical transformation. This 
book is for those people who recognize 
that even though they’re doing a great job 
of serving clients right now, it won’t be 
good enough in the future.

If you’re a carrier executive, this book 
will help you align your organization 
around everything that touches the cus-
tomer. If you’re a broker/agent, this book 
will change the way you look at your 
business so you provide unrivaled service 
and fulfill all your customers’ needs.

If you’re a team member, this book is 
your dream come true. Providing exem-
plary service takes away your pressure to 
sell, encourages you to build relation-

ships, and positions you to fulfill your 
customers’ needs. Let me put it this way: 
The carrier has a new credo to provide 
unrivaled and seamless service and inter-
actions. The broker/agent will have a big-
ger and more robust client base, making 
his or her business more profitable and 
manageable. And team members have 
always put service first and filled in when 
they’re available to sell. Now the duties 
of everyone involved converge into one 
purpose, naturally and seamlessly.

What does the future hold? Eventu-
ally, all carriers, representatives, brokers, 
and team members will become multi-
line reps, selling every insurance protec-
tion and financial services product and 
service available. Why? So, they can 
ensure that their clients have everything 
they need. Reps and advisors will sell the 
products their own firms represent. They 
will also have joint-venture agreements 
with other carriers, agencies, firms, and 
your—product-specific experts so they 
can offer clients the widest range of op-
tions possible 100 percent of the time. 
Those who limit their offerings will fail 
to compete at some point.

Unrivaled service has come to mean 
you can no longer just put one toe in the 
water; you must put your whole darn foot 
in the water. You must make every prod-
uct and service available to every client. 
You won’t deliver all of them at the same 
time, but you must be ready to offer the 
appropriate products and services when-
ever someone needs them.

Let’s look beyond the status quo and 
consider the potential that lies beyond 
what we’ve always known. Let’s broaden 
our view of what’s possible so that we 
can serve our clients the way they want 
to be served. After all, they are our num-
ber one priority and our entire reason 
for existing as businesspeople. Let’s put 
our organizations on a continuous loop 
of improvement that places our clients in 
the driver’s seat.

I hope the concepts in this book will 
serve as a roadmap for you and your or-
ganization as you look to the future. I 
encourage you to evaluate your company, 
firm, agency, or practice through the lens 
of our quickly evolving world to discover 
its—and your—true potential.



WE WANT YOU!
Are you a million dollar thinker?

We have the supportive solutions to BREAK THE CHAINS OF CAPTIVITY. At Premier, if you 
have the blueprint, commitment and pipeline; we have the tools of the trade for Your 

Success in the Independent Agency Channel!
In 2017, Premier Group Insurance experienced record growth in new agency partners, written 

premiums and commissions paid! In business since 1999 and headquartered in Denver, Colorado; 
Premier is one of the largest and fastest growing TOP 100 P|C Agencies in the country. If you or 

someone you know is exploring their Independent Agency Ownership options and/or converting to 
the Independent Agency Channel – Call Premier Group Insurance

New Agent Special - Custom Pricing in 2018:

JUNE2018 
To schedule your confidential consultation or to explore your Independent Agency 

Ownership Options Contact Us Today:
WWW.PGIAGENTS.COM

720-457-1101 

20 Years of Converting Captive Agencies to the 
Independent Agency Channel!



14 — Exclusivefocus Winter 2018

feature

The information in this article is collected 
from a class that I teach to help employees 
within agencies understand how their deci-
sions impact the customer, the agency and 
themselves. It is not intended to be legal ad-
vice – for informational purposes only.

As agents we often say things like 
“That is an E&O waiting to 
happen.” Or “If you ignore tak-

ing care of these things with the custom-
er, we could get an E&O.” But when you 
think about it, does your team really un-
derstand what you are talking about? Do 
they know the meaning of an E&O and 
how inaction or avoiding the tough dis-
cussions can trigger you and your agency 

to be sued for errors and omissions?
Here are a few examples I am aware of 

that eventually became E&O cases.

scenario #1: avoiding premium 
increase discussion
Customer calls in to change his address. 
Oh no! It made the premium go up! You 
don’t want to tell them or have this con-
versation. Sound familiar? 

The discussion is avoided and the en-
dorsement is not completed. The service 
order (Greensheet) is put away. Out of 
sight-out of mind.

One month passes. Two months pass. 
Three months pass.

A fire erupts at the address of the new 

home, which was never changed. Uh oh! 
The wrong address is insured and the 
new address was never updated due to 
the fear of the dreaded premium increase 
discussion. 

The claim is denied.
All of the notes verify that the client 

called in to make the change. Now you 
could be in deep doo-doo.

The agency owner can prove that ap-
propriate training was given to the agency 
employee. The company may come back 
and pay the claim. There will be an E&O 
against someone and more than likely it 
will be against the agency owner, and it is 
very likely the agent who never made the 
change will be included in the suit.

This is about doing the right thing 
and having good communication with 
the customers.

scenario #2: not recommending 
appropriate coverages
Customer calls in for a homeowners 
quote for a new home purchase. 

You are located in the area and are 
aware they are moving into a flood-prone 
neighborhood. You’ve been insuring peo-
ple’s homes in the community for a long 
time. Your agency does a vast amount of 
marketing in the vicinity.

You’re well aware of the flood risk. But 
the premium for the new home is already 
more than what they have been paying 
and they are complaining about it. You 
just want to win the business so you can 
get paid commission. You don’t want to 
rock the boat and, therefore, you don’t 
bring up the topic of the need for flood 
insurance.

How to Avoid Getting an Errors and 
Omissions Case Against You 

and Your Agency
By Lezlee Liljenberg, CIC, CRIS, MA
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Move forward one year.
Torrential rains hit this neighborhood 

and hurricane makes landfall. The home 
is flooded and has no coverage. If you 
fail to recommend appropriate coverage 
and the client suffers flood damage, you 
could be liable.

The plaintiff will argue that you should 
have recommended insurance coverage 
based on your knowledge. An easy fix 
to this scenario would be to merely ask 
if the mortgage company was going to 
require flood insurance. This opens the 
dialogue, plants the seed and allows you 
to present options.

scenario #3: removing coverages
Customer calls in complaining about her 
rate increase. It is an all too familiar story 
and no one really enjoys these discus-
sions. Your mind immediately goes to-
ward how to decrease the premium. You 
have two choices: 1) find discounts and/
or 2) reduce or remove coverages.

Finding discounts for which the cus-
tomer qualifies is a good option, but be 
careful with making recommendations 
to remove or reduce coverages. If you do, 
make sure you are explaining, document-
ing and getting a confirmation in writing 
from the customer that they are accept-
ing the reduction. 

So you remove the uninsured/under-
insured coverage knowing the customer 
does not carry collision. You have now 
placed her in a very precarious position 
and exposed her to a high potential risk. 
To add salt to the wound you knew from 
your discussions that she had recently 
lost her job. Did she lose her health in-
surance too? Did you ask this question or 
were you more concerned about making 
the customer happy and getting her to 
stop complaining? 

This story progresses and the cus-
tomer is struck by a vehicle that had no 
coverage. Your customer has no insur-
ance to fall back on and, by the way, she 
lost the health insurance when she lost 
the job. 

The customer claims you never ex-
plained the downsides to removing the 
coverages. You and the agency are ex-
posed to be sued for omitting and not 
providing information that could have 
helped this story end differently.

Your staff should know
These scenarios are intended to provide 
icebreaker discussions with your staff. 
They are not intended to be fatalistic; 
however, facts are stubborn things. If you 
have been in the industry for a while you 
know that if you think it can’t happen, it 
can! Our representatives need to under-
stand this too. 

One of the main points I make when 
teaching this class is that the license that 
your agency employees hold is no dif-
ferent than the license you hold as the 
agency owner. We are all the same and 
have the same fiduciary duties and re-
sponsibilities in holding that license. 
Their license is no less important than 
yours. The only difference is that your 
name is on the door.

If you are sued they can be sued as 
well. If the case is big enough the em-
ployee could be personally liable and find 
himself defending the possibility of los-
ing his license.

Have you ever had this discussion with 
your agents who represent you? Well, 
you should! They need to understand 
that they are just as liable as you are. It is 

our responsibility as the agency owner to 
continuously educate those who work for 
us and with our customers. 

I hope you will use some of these 
stories in your agency for training and 
education. Help them understand how 
important they truly are in every transac-
tion. It could help breed a higher level of 
pride and a professional culture between 
the customer and your agency reps.

Again, this is not intended to be legal 
advice. It is for informational purposes 
and to make you and your staff aware of 
things that could go bad if not handled 
correctly.

I am happy to bring this class to your 
area. Reach out to me via phone or email 
any time. Lezlee6612@gmail.com or 
817-999-2463. 

Lezlee Liljenberg is an active Allstate agen-
cy owner with two locations in Arlington, 
Texas. She is actively involved in her local 
community – leading workshops, hosting 
local radio shows and volunteering at the 
YWCA. Lezlee has been with Allstate since 
2004 and has served on the NAPAA Board 
of Directors since 2011. 
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Have you ever noticed that when 
Apple has a new product, lines 
of people start to form before 

the stores even open? Have you ever 
waded through the crowds in Nord-
strom’s shoe department on a Saturday? 
Or, ladies, have you tried to get a last-
minute appointment for a color and cut? 
It’s almost impossible. Yet, these are 
typically expensive purchases that wom-
en will wait in line for, they’ll schedule 
appointments weeks in advance, and 
they are willing to pay exorbitant fees for 
these products and services.

Strategies to Engage 
Today’s Female Consumers

By Barb Provost

Now, go look outside the window of 
your business. Are people lining up to 
talk with you? Are they calling you to 
get an appointment only to find they 
must wait three weeks out? No? Well, 
they certainly could be. The 2006 Al-
lianz Women, Money and Power Study 
found that nearly three of four women 
lack some type of outside assistance with 
their financial strategies. Look around 
you. Count four women and know that 
three of them could probably benefit 
from your products and services.

Why aren’t women lining up to meet 

with you? It’s evident that so many of 
them need your products or services. 
Here’s the reason why: They don’t trust 
you or the industry you represent.

“It doesn’t matter whether it is pur-
chases of cars, cosmetics, or even prod-
ucts for men, female consumption power 
is the leading consumption power in the 
world,” states Andrea Jung, president 
and CEO of Grameen America, a non-
profit organization helping women in 
poverty build small businesses to create 
better lives for their families.

During a Purse Strings presentation, a 
man interrupted and had this question. 
He said, “Why won’t women buy long 
term care insurance. Is it because it’s too 
expensive?” Look around and see that 
women will spend whatever it takes on 
items and services they feel are a value to 
them. Many women spend money on ex-
pensive shoes, bags, travel, tennis, cloth-
ing, spa services and so on. When they see 
a value or have built a relationship with a 
brand that serves them, cost is irrelevant.

This confirms there’s just one viable op-
tion for growing your business in the 21st 
century: create products and services that 
appeal to women clients. This takes cre-
ativity, planning, and hard work, but the 
rewards will make it worth your effort.

What are you doing to build trusted 
relationships with your female custom-
ers/clients?

strategies from a female Ceo
Bridget Brennan, CEO of the consulting 
and training firm Female Factor and au-
thor of Why She Buys, has been study-
ing women’s impact on the consumer 
marketplace for over ten years. Recently 
writing on Forbes.com, she presented 
strategies for attracting women to your 

feature
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business. Here’s a quick overview.
•	 	Make	your	products/services	easier	

for women to buy. 
•	 	Create	services	that	supplement	the	

products you offer to women con-
sumers.

•	 	Don’t	 overplay	 female	 stereotypes	
in your marketing.

•	 	Women	shop	with	all	 their	senses.	
Find ways to engage them in your 
advertising.

•	 	Enable	women	to	feel	smarter	 just	
by doing business with you.

As a female CEO of both Provost 
Consulting, Inc and Purse Strings, LLC. 
I would add this advice from my find-
ings: Women are a large percentage of 
the market (51%), but you can’t provide 
the same products and services to all 
women. Consider how different prod-
ucts and services would be needed across 
different life stages, economic status and 
characteristics

Your customer may be a college gradu-
ate, successful professional, widow, or, all 
the above. Women today are choosing to 
wait longer to have children, may decide 
to stay single, or be in a partnered rela-
tionship with a man or a woman. If she 
is a mother, the age of her children plays 
into her financial needs. Is she divorced 
or widowed? An entrepreneur or stay-at-
home mom? She could be a single mother 
who is struggling financially or a single 
mother who is professional with wealth.

All the data demonstrates the impor-
tance of building relationships with your 
female customers. This could be assess-
ing every touchpoint you have with your 
female customers, researching products 
or service that would serve your female 
customer base, or finding ways to gather 
information from your female customers 
to see how you might better serve them.

Women want to work with a trusted 
financial provider who:

•	 	Is	 interested	 in	 her	 unique	 family	
situation, caregiving demands, ca-
reer, money goals and risk tolerance 
– not just her assets.

•	 	Communicates	 clearly	 and	 on	 a	
timely basis.

•	 Is	honest	and	upfront	about	fees.
•	 	Understands	 how	 women	 take	 in	

information through emotion, con-

nection, intuition and other senses 
and use this information to make 
decisions.

every financial professional 
should be aware of these facts

Women drive the world economy. 
Globally they control about $20 trillion 
in annual consumer spending, and that 
figure could climb as high as $28 trillion 
in the next five years. (The Female Econ-
omy, Harvard Business Review, Septem-
ber 2009)

Women’s $13 trillion in total yearly 
earning could reach $18 trillion in the next 
five years. (The Female Economy, Harvard 
Business Review, September 2009)

Women control the vast majority of 

consumer spending. For example, they 
buy 90% of food, 55% of consumer elec-
tronics and most of the new cars. (Hello, 
girls, www.economist.com, March 14, 
2009)

The number of wealthy women in the 
U.S. is growing twice as fast as the number 
of wealthy men. (Virginia Tech’s Women’s 
Wealth and Philanthropy Report.)

If you want women consumers lining up at 
your door, learn how to serve the most pow-
erful market! Purse Strings is here to help. 
Go to www.pursestrings.co to register for 
our upcoming session on how to reach, en-
gage and earn the female dollar. You can also 
earn 12 CE credits for agents in Illinois and 
all reciprocal states.

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.”

“

“ “
What are you doing to build trusted 

relationships with your female 
customers/clients?
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How you welcome new employ-
ees into your company (known 
in HR circles as onboarding) is 

a vital piece of the culture and success of 
your business. What’s not talked about 
nearly as much is how to offboard em-
ployees when they’ve left your company, 
or you no longer require their services.

Ideally, you’ll want to leave former 
employees with a good feeling about the 
way they were treated at the end of their 
employment. This is especially true in a 
labor market where former employees 
are more likely to return in another role. 
These so-called “boomerang employees” 
are a missed opportunity if they leave 
your company on bad terms.

What is offboarding?
What does it take to start an offboarding 
program at your company? Start by edu-
cating your managers on the definition 
of offboarding: To interact and exchange 
information with a departing employee 
to ensure a smooth transition, protect 
company assets, etc.

Then explain the experience you’d like 
to build within your organization. When 
the program is in place, educate employ-
ees about what they can expect from 
their final weeks at the company. What 
will the exit interview look like, how will 
they be paid, and what needs to happen 
concerning their benefits?

Create your offboarding plan
Here are five steps to consider when cre-
ating an offboarding program at your 
company, from Sharlyn Lauby, HR con-
sultant and president of HR Bartender.

1. Wish the employee well. What are 
you doing to wish your employees well 
when they leave your organization? Sin-

What is Offboarding and 
How Can You Start 

a Program?
cere good wishes are inexpensive and can 
go a long way toward making an ex-em-
ployee feel better about their situation. 
Lauby relayed a story of how one com-
pany sends plants to former employees’ 
new employers. 

2. ensure a smooth transfer of knowl-
edge. It’s important to establish a plan to 
transfer knowledge about systems and 
tasks from the employee who’s leaving to 
the rest of the team who will pick up the 
slack until a replacement is found.

3. Conduct a proper exit interview. 
Contrary to what many managers think, 
you shouldn’t ask why an exiting employ-
ee is leaving the company. Use the exit 
interview to learn what caused them to 
start looking for a new employer in the 
first place. 

The difference is simple. An employee 
may start looking because they want a 
higher salary or to work closer to home. 
However, if you ask the same employee 
why they left, they may say, “because my 
manager was a jerk.”

Some companies even use third par-
ties to conduct exit interviews after the 
employee has left, to get better, more 
in-depth feedback without burning any 
bridges with the employee.

4. Collect company property from 
the former employee. Any time some-
one leaves your company, you’ll need to 
collect their keys, badges, equipment, 
etc. Make sure you have a solid process in 
place to ensure that this necessary step is 
as quick and painless as possible for you 
and the former employee.

5. make the offboarding process for 
contingent workers the same as for 
regular employees. Freelancers, contrac-
tors, and other non-traditional employ-
ees are becoming a more common com-

ponent of a company’s workforce. Some 
companies also have blended recruiting 
strategies. As you think about onboard-
ing these contingent workers, also con-
sider your offboarding process. When 
their contract ends, they’ll need to return 
certain assets, such as files, records, and 
equipment. All of those things need to 
be accounted for.

According to Lauby, “The last thing 
you want to do when a contract ends is 
ghost a freelancer.”

put your offboarding plan into 
practice
A SMART matrix is one way you can 
turn your offboarding plan into a work-
ing practice. The acronym stands for 
specific, measurable, attainable, results, 
and time. 

Pick one thing you want to work on 
and decide how to make it happen with-
in your offboarding program. Be specific, 
and base it on the goals you want to ac-
complish. What’s the metric? How do 
you measure? Then decide what steps are 
necessary to achieve the goal and who 
is responsible for them. Then give it a 
deadline.

With a thorough offboarding plan in 
place and communicated to managers 
and employees, you can help ensure the 
transition is as smooth when an employ-
ee leaves your company as it was when 
they were hired.

As Lauby puts it, “Even when you 
terminate somebody, even when you let 
them go because maybe business isn’t 
working out the way you thought it was 
going to, you can have people leave your 
organization voluntarily with dignity 
and with respect.”

For specialized NAPAA member benefits on 
payroll and HR, contact Paychex at 844-
846-7827 and mention code 5699. Paychex, 
Inc. is a national provider of cost-effective 
payroll and HR services trusted by more 
than 600,000 businesses. NAPAA members 
save 25% on Paychex payroll processing and 
15% on HR setup fees. For more informa-
tion, visit www.paychex.com/allstate.

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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My first job working for Allstate 
agency owners came in 1999. 
Allstate had just announced 

it would be terminating its employee 
agents in June of 2000 and providing an 
opportunity to convert to an indepen-
dent contractor status. Since then, I have 
helped lots of agents make the switch, 

and I’ve also worked with plenty who 
have elected to sell their books and move 
on. It should be clear to all at this point 
that you, not Allstate, hold the keys 
to the success of your agency and your 
future. One of those keys is putting in 
place practices and protections appropri-
ate for your business.

incorporate
Allstate maintains two contract options: 
the R3001S (for sole proprietors), and 
the R3001C (for corporate entities like 
corporations and limited liability compa-
nies). If you haven’t already, you should 
think about why you might want to own 
your book through a corporate entity.

For centuries, successful business own-
ers have looked for ways to grow busi-
ness while shielding personal wealth. 
Thus was born the corporation. It allows 
shareholders (whether one shareholder 
or a thousand) to have ownership while 
shielding their personal holdings from 
the ups and downs of the corporate en-
terprise. If you operate your agency as a 
sole proprietor and someone slips and 
falls on your sidewalk, who gets sued? 
You. Quite literally, you. If you oper-
ate through a properly established and 
maintained corporate entity, that entity 
gets sued, and the exposure stops at the 
limits of that entity’s assets.

analyze your corporate selection
Whether you are just moving toward 
the R3001C and corporate ownership or 
whether you have been there for the last 
18 years, make sure you (and your CPA 
and/or attorney) do an intentional analy-
sis of whether you have picked the best 
type of entity for your purposes.

In response to last year’s tax cuts – cuts 
to corporate income tax rates in particular 
– lots of business owners have been ask-
ing if they should switch from an LLC or 
sub-chapter S to a good old-fashioned C 
corporation. Talk with your advisors, but 
that answer is probably going to be “No.” 
Why? Because you still need to account 
for the double layer of taxation owners of 
C corporations face, but owners of LLCs 

Business Basics
Making Sure Your Agency is Acting Like a Business

By Dirk Beamer

agency management
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and sub-S corporations avoid.
Moreover, you need to consider the tax 

implications of an eventual sale of your 
book of business. Most agency owners 
operating as an LLC or a sub-S will al-
locate the bulk of their sale proceeds as 
long-term capital gains attributable to 
the “goodwill” that was sold with the 
book of business. C corporations, in 
contrast, cannot generally “sell” good-
will separate and apart from their assets. 
At best, they have more hoops to jump 
through. At worst, they pay higher taxes 
on the sale proceeds. Agency owners 
need to know how they are structured, 
and if the structure is a C corporation, 
they need to develop a plan with their 
business advisors on how they will navi-
gate an eventual sale, or whether they 
want to convert out of a C corporation.

Who is your landlord?
Many agency owners also own the building 
where the Allstate agency does business. In 
those situations, it usually makes sense for 
the building to be owned by a corporate 
entity. And that entity should be separate 
from the entity that signed the Allstate 
R3001C agreement. Why?

You want a corporate entity for the 
reasons discussed above, namely, to pro-
tect your personal wealth from the po-
tential liabilities of the building. You 
want a separate entity in order to protect 
the assets of the one business from the 
liabilities of the other. Plus, you probably 
can maximize profitability by entering 
a favorable lease arrangement between 
your building entity as landlord and your 
agency entity as tenant. Talk to your ad-
visors. They know how to do this stuff.

If your agency’s landlord is a third-
party, you might want to think about the 
terms of the lease agreement between 
the two and how they may impact an 
eventual separation from Allstate. If you 
decide to sell, you want the ability to as-
sign your lease to your buyer, knowing 
your landlord won’t unreasonably object. 
On the flip side, in the event of an unex-
pected termination, you may want your 
landlord to keep the office space away 
from Allstate and available for you once 
the one-year/one-mile non-solicitation 
provision expires.

Failing to plan is planning to fail
Unfortunately, many agency owners don’t 
ask the right questions until it is too late. 
If you’ve already sold your book of busi-
ness, your CPA won’t be able to undo 
the allocation between goodwill and 
other assets that is stated in the purchase 
agreement you signed. Or if you get sued 
by a disgruntled policy holder, you can’t 
waive the corporate banner if you haven’t 
already incorporated. Successful business 
owners invest in their business. Part of 

that investment includes the time and 
resources necessary to analyze and estab-
lish the best business practices available. 

Dirk Beamer serves as general counsel to 
NAPAA and helps NAPAA track legal is-
sues of interest to its members. NAPAA 
has provided this article for informational 
purposes only. The contents should not be 
construed as legal advice or an endorsement 
from NAPAA or its attorneys, and NAPAA 
expressly disclaims any such advice.

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

DIRK A. BEAMER, ATTORNEY

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

  Buying & selling BooKs

 allsTaTe ea agreemenTs

PH: 248.477.6300
wrigHTBeamer.com

       DBeamer@wrigHTBeamer.com

www.insuranceagencylawyer.com

If you decide to sell, you want the 

ability to assign your lease to your 

buyer, knowing your landlord won’t 

unreasonably object. 

“
“
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David Bunten is an EFS 
in Georgia who has won 
numerous awards with 
Allstate, including Honor 
Ring, Allstate Leader’s, 

and National Conference. He has over 30 
years’ experience in the insurance industry 
with the last 14 years at Allstate.

1. How do you develop 
relationships with your agency 
partners?
In our region the partnering of EA and 
EFS has historically been the domain of 
the area management. While I have, from 
time to time, marketed myself to EA to 
create new partnerships, it has come with 

limited success. Typically I eventually get 
a call/email from management to cease 
soliciting new EA partnerships. What 
seems to be the greatest barrier has been 
an assumption on the part of EA that 
they can’t function as an independent/
self-employed business owner; they defer 
to their regional manager.

Once I have established a new part-
nership, I meet with any staff and the 
EA and share what they can expect from 
me. I establish the methods and means 
of communications, share my processes 
for handling all introductions, my meth-
od of discovery and needs analysis, and, 
most importantly, manage their expec-
tations, based on years of working with 

EA and metrics as they should work out 
basis the agency book of business. 

2.  What is the biggest reason 
ea/eFs partnerships fall apart 
and how can you avoid it?
It’s management getting into the head 
of the EA with unrealistic expectations, 
short sightedness and misinformed in-
sight of what other EFS/EAs are doing.

3.  What is your process to 
secure new business with you 
agent partners?
I do follow a very purposely designed pro-
cess for handling and developing intro-
ductions that has been honed over several 

EFS Q&A with David Bunten

agency management



Winter 2018 Exclusivefocus — 25 

years and thousands of Introductions.
•	 Within	24	hours	of	receipt	of	the	in-

troduction (normally less than 8 hours), 
the introduction is contacted. I connect 
the dots from me back to the refer-
ring agency/staff and what I was told 
the introduction needed/wanted in or-
der quickly ease the introduction into 
a meaningful discussion discovery or to 
arrange a meeting. If I don’t reach the 
introduction, I will leave a detailed mes-
sage, again connecting the dots. I will 
call the next day, leaving the same mes-
sage as before. If I don’t reach them after 
three tries, I skip a day, and call a fourth 
time. If I don’t reach the introduction 
after four attempts over five days, I kick 
it back to the referring staff for them to 
re-warm the introduction and make sure 
we didn’t miss anything. I will give the 
staff one week to connect with the intro-
duction. If I or the staff don’t receive any 
response, we move it to “not interested.” 
On average, I connect with 75% of in-
troductions and have either a meeting or 
meaningful discovery conversation.

•	 At	 the	 initial	 meeting	 or	 conversa-
tion, I conduct a full financial profile to 
assess the overall context and uncover any 
needs, either directly associated with the 
introduction’s initial request or those that 
actually exist. (Normally I find more than 
was initially assumed.) These needs and 
solutions are discussed with the introduc-
tion. If I can write the business then, I do, 
otherwise we arrange to follow up.

•	 If	we	have	to	follow	up	it	is	for	one	
of two reasons: either the introduction 
couldn’t/wouldn’t make a decision, or I 
need to present the solutions. If it is a 
matter of attempting to get the close, I 
give them five days then follow up by 
phone and email. I will call every other 
day after that for a month. I want a “yes” 
or “no.” If there is no other conversation 
with the introduction after a month, I 
move them to “not interested.”

•	 After	the	close,	a	follow	up	is	sched-
uled with the introduction (now a client) 
based on the type of business we did. In 
short, everyone gets contacted 30 days 
out to confirm all is good. Then, from 
there it could be as often as once a quar-
ter or once a year. Over time, this process 
yields more business.

4. do you track and monitor 
your partner agents requirements?
I track everything related to Introduc-
tions. The specific EA requirements 
are well tracked in Allstate systems and 
would be redundant for me to track. 

5.  What would you like to add 
that you think is important for 
agents to know?
Understand the reality of what an EFS 
can do for you and your insurance agen-
cy. We can only help those clients who 
have a true need, a desire to do some-
thing about it, and the ability to pay. We 
are not miracle workers, and every client 
is not going to be an ALR client. On 
average, only one-half of one percent of 
your households will become new ALR 
clients in a given year. 

We cannot and should not be ex-
pected to ride herd on your staff. The 
EA signs the pay checks. Don’t make 
the EFS the scape goat if the staff isn’t 
doing their job. It is key that every staff 
member, every day, shares with every 
person they talk to the fact that the 

client has access to a financial special-
ist who can help them. By doing this, 
an EA office can uncover about 3% of 
households that may need or desire the 
EFS to find a solution. More than this 
and you are throwing spaghetti at the 
wall; less and your staff is just taking 
call-in requests.

Everything ebbs and flows with clos-
ing life and investments clients. These 
ebbs and flows are much more dramatic 
if the flow of introductions is irregular. If 
you have a good EFS and you hit a rough 
patch don’t immediately start looking 
with dreamy eyes over the fence at the 
greener grass of the next pasture. Re-
evaluate if you are first providing a regular 
flow of Introductions. 

If you are, then understand every-
thing reverts to the mean and eventually 
things will snap back – normally with 
a fury. Letting a manager get into your 
ear because they are short-term focused 
will put you in a situation where you are 
always selling the lows and buying the 
highs. Time and consistency wins out 
over the long run.
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Like industry leader State Farm, 
the Allstate Insurance Company 
has built its business historically 

on a platform of “captive” insurance 
agents who devote their time exclusively 
to selling and servicing Allstate products. 
Years ago, Allstate broke ranks with its 
chief competitors by allowing its agents 
the opportunity to sell the “economic 
interest” in their agencies to third par-
ties. In 2013, the Farmers Group of In-
surance Companies announced a similar 
model. While the Allstate Exclusive 
Agency Agreement presents a unique 
and potentially valuable opportunity to 
prospective agents, it contains fine print 
that warrants close attention.

Here are five key points prospective 
agents should consider:

1. 90-day termination without cause. 
Allstate reserves the right to terminate 
the Exclusive Agency Agreement for any 
reason – or for no reason – upon provid-
ing 90 days’ notice. While, in theory, 
agents still have the right and oppor-
tunity to sell their “economic interest,” 
they may have little time to do so. And 
the value of this interest may be compro-
mised if the agent is forced to conduct a 
fire sale. Some agents lament that they 
were assured they would never be ter-
minated without “cause.” Regardless of 
what may have been said, the contract 
plainly speaks to 90-day termination 
without cause, and Allstate plainly can 
and does exercise that option regularly.

2. Sales are at Allstate’s discretion. 
While the contract permits agents to 
sell to third party buyers, it stipulates 
that Allstate has exclusive discretion to 
approve or disapprove such a sale. Inevi-
tably, this shrinks the potential market. 
Worse, it can lead to mischief if local 

The Agency Agreement: 
Five Key Points

By Dirk Beamer

management meddles in the negotia-
tions between the selling agent and the 
buyer. While Allstate announces certain 
criteria from time to time that will deter-
mine whether an outside buyer is “quali-
fied,” those criteria change regularly and 
are not uniformly followed.

3. Termination payments are not guar-
anteed. Currently, Allstate offers a ter-
mination payment (TPP) to outgoing 
agents who, for whatever reason, do not 
sell to a third party. The termination 
payment is roughly equal to one and a 
half times the agent’s annual commission 
income, and it is paid out over 24 months 
following termination. The termination 
payment itself is often smaller than the 
market price for the economic interest of 
the book of business, but it does at least 
provide some hedge for the agent unable 
to locate a buyer acceptable to Allstate, 
with one exception. There is a five-year 
vesting requirement for all new policies 
written by “start-up” agencies. A start-
up is either a scratch agency, or one that 
purchased less than 750 policies. Unfor-
tunately, the Exclusive Agency Agree-
ment does not guarantee that Allstate 
will continue its practice of providing 
termination payments. Agents invest-
ing in an agency face the risk that, when 
they are ready to cash out, Allstate will 
not approve a proposed sale and will no 
longer offer termination payments.

4. The agreement itself is subject to con-
stant change. The Allstate R3001 Ex-
clusive Agency Agreement is 11 pages 
long. The Agreement includes the fol-
lowing provision: “Agency acknowledges 
that it has reviewed the Supplement, EA 
Manual, and Agency Standards and that 
it has an ongoing responsibility to re-
view all changes to the Supplement, EA 

Manual and Agency Standards issued 
by the Company and agrees to be bound 
by them.” Collectively, the referenced 
documents contain hundreds of pages of 
rules. Allstate modifies these documents 
routinely. In effect, Allstate takes the po-
sition, “We can unilaterally modify the 
Contract at any time, and you agree in 
advance to be bound by those changes.” 
So, not only should potential new agents 
read the fine print, they should also get 
out a crystal ball and forecast any addi-
tional fine print Allstate may wish to add 
in the future.

5. Commission rate is not guaranteed. 
Pursuant to the R3001 Agreement, “The 
sole compensation to which Agency will 
be entitled for services rendered pursu-
ant to this Agreement will be the com-
missions as set forth in the Supplement, 
as may be amended from time to time.” 
Historically, Allstate offered ten percent 
on new P&C insurance business. In 
2011, Allstate announced a new variable 
commission plan under which commis-
sions would drop as low at eight percent 
but would increase to eleven percent for 
highly competitive agents. In response to 
serious agent pushback, Allstate lessened 
the blow by putting the floor at nine per-
cent instead of eight percent. How long 
that will hold remains to be seen.

An Allstate agency represents a sig-
nificant investment of time and money, 
as well as mental and emotional energy. 
Interested candidates must conduct a 
serious and careful examination of all 
aspects of the proposed arrangement. A 
great place to start is a conversation with 
existing Allstate agents and/or the staff 
at the National Association of Profes-
sional Allstate Agents, Inc.

Dirk Beamer serves as General Counsel to 
NAPAA and helps NAPAA track legal is-
sues of interest to its members. NAPAA 
has provided this update for informational 
purposes only. The contents should not be 
construed as legal advice or an endorsement 
from NAPAA or its attorneys, and NAPAA 
expressly disclaims any such advice.

agency management
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SUITE OF MANAGEMENT TOOLS!
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HAVING A “RUFF” TIME WITH
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Stay relevant with SMS/text messaging.
Destroy E&O with automatic call recording.
Be first to the sale with auto hot-lead 
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From breakthrough technology so-
lutions, to a tighter labor market, 
to all sorts of surprising competi-

tion, our industry is experiencing a pe-
riod of unprecedented change. Many of 
these changes have such a dramatic im-
pact on familiar business practices and 
environments that they’re referred to as 
“disruptive.”

While it can be difficult for busi-
nesses like yours to stay on top of these 
changes, it’s critical to be open to trans-
formations if your long-term plan is to 
remain in business for your clients and 
your own compensation. Keeping up 
with innovation is not a one-shot effort. 
The businesses that thrive in coming 
years will be those that embrace change 
and position themselves for constant 

adaptations. What are some of the ways 
in which your organization can prepare 
for disruption?

staffing
As technology assumes more of the 
lower-level work, the staffing structure 
of organizations in our industry is likely 
to see a greater emphasis on what’s now 
seen as mid-level and professional roles. 
That emphasis on technology may also 
create a need for employees who are fo-
cused primarily on developing, manag-
ing, and leveraging technology resources 
for the business to better serve its clients, 
supporting the more traditional work of 
the firm’s professionals. 

As personal relationships become in-
creasingly important in both landing 

and retaining clients, companies will in-
creasingly look to add professionals and 
other staff members who are adept at 
networking in person and through social 
networks. If current staff members lack 
those skills, bringing in new people may 
provide an affordable approach.

Training
If your team is going to stay ahead of the 
factors that are disrupting the industry, 
they’ll need to acquire new knowledge 
and skills. That’s particularly true for 
professionals who are in the middle or 
twilight of their careers, and who may 
be apprehensive about changes to what 
they’ve done for years. In addition to 
sending staff to industry conferences and 
workshops, it may be advantageous to 
contract with trainers to provide instruc-
tion and support in your offices.

Technology
Given that so many of the potential dis-
ruptors involve technology, it shouldn’t 
come as a surprise that businesses will 
find themselves making substantial in-
vestments in the sector. The industry 
continues to move toward a cloud envi-
ronment, which offers businesses notable 
advantages, including improved col-
laboration, scalability, and less in-house 
system maintenance. However, shifting 
operations from your own network to a 
cloud environment may carry additional 
costs. In addition, as your business be-
comes increasingly reliant on online op-
erations, you’ll need to ensure that your 
internet security is robust enough to 
stand up to the newest threats.

Some businesses will want to consider 
getting into the development of propri-

Managing the Cost of Disruption in the 
Insurance Industry

By Scott Stars

agency management



Become instantly BIG as part 

of the *$8 billion national alliance.

The Total Solution For 
The Independent Agent

To learn how you could be the owner of your 
own independent agency, contact us today.
info@siaa.net | www.siaa.net

*Projected year end 2018

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

• E & S and specialty programs

• Commercial lines training program

SIAA has helped over 4,400 insurance professionals make 
the transition to independence by providing the tools and 
resources necessary to start:
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etary mobile apps for their clients and 
employees to use. As the trend for using 
smartphones and smart devices becomes 
even more widespread, the value of apps 
will increase. The right app can give you 
a competitive advantage and improve 
your organization’s efficiency. And with 
today’s open-source architecture and 
tools, creating a new app is likely to be 
more affordable and practical than you 
may realize.

The other technology change you’ll 
want to prepare for is the inevitable adop-
tion of digital currency. Bitcoin is still in 
its early stages, but the many advantages 
offered by digital currency will likely see 
its use expand, and foster the develop-
ment of other forms of digital currency. 
A generation ago, futurists spoke of the 
end of paper currency; digital currency 
may be the development that finally ren-
ders pocket money obsolete.

marketing
In the ever-more-competitive market-

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

place, promoting your business will be-
come even more critical. Getting the 
word out in the most effective ways is 
likely to require additional investments 
in multiple marketing channels. Fortu-
nately, the growth of digital marketing 
is making it easier to develop highly 
targeted and trackable approaches for 
building your business. Unfortunately, 
success with these tools requires ad-
ditional knowledge and expertise that 
your internal team may not have, so 
you’ll need to invest in people and com-
panies that can help you make the con-
nections you need.

adequate working capital?
Many of the elements described here, 
from technology to training, will require 
some capital to support them. Having a 
strong base of working capital gives busi-
nesses a way to invest in those changes 
without having a negative impact on 
other aspects of operations. 

If your business doesn’t already have 

excess working capital for investment, 
you may want to consider obtaining a 
working capital loan. Such a loan can be 
used for the specific needs facing your 
business, whether it’s to fund a new ini-
tiative, invest in a marketing strategy, 
upgrade technology, create training pro-
grams, add to your staff, update your cur-
rent space, or any combination of these 
and other plans. A loan that’s structured 
to be funded from future cash flows can 
offer an affordable alternative to tradi-
tional funding sources.

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 un-
derstands insurance agency businesses and 
their unique capital needs. For more than 
six years, he has successfully led sales organi-
zations in highly competitive environments 
and developed growth strategies for finan-
cial service companies. He can be reached at 
scott.stars@oakstreetfunding.com
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Understanding Allstate Benefit Insurance

Editor’s note: When I was an agent, I used 
ABI to help with both IPS count and pro-
duction credits. I sold both individual and 
group cases. It can be profitable, and the 
Company has experts to help sell and enroll 
groups. Just make sure you understand the 
process. If you are successful in finding the 
right groups and the right benefits specialist 
it could help you with obtaining the ever-
increasing financial numbers needed to earn 
your bonus.

Why sell allstate benefits? It helps 
with the ever-increasing pressure to ob-
tain IPS and production credits require-
ments and diversifies your book of busi-
ness while increasing your agency revenue.

What is Group Voluntary? Group 
Voluntary insurance is a product line 
that includes coverage such as Accident, 
Critical Illness, Disability, Hospital In-
demnity, Life and Cancer insurance op-
tions. Using Allstate Benefits is an easy 
way for you to implement Group Volun-
tary in your agency. 

benefits to your customers: Because 
it is a “group,” rates are lower than indi-
vidual insurance products making Group 
Voluntary insurance more affordable for 
employees and their families. Group 
Voluntary can help employers offer more 
robust compensation packages to their 
employees, helping increase retention of 
their work. You don’t have to be an ex-

pert to make it work for you. ABI has 
specialists to help you.

Benefits for your employees: To get 
started with Allstate Benefits and to be-
come familiar with the Group Voluntary 
world, you might want to first offer cov-
erage options to your employees. To get 
you started, you might need to contact 
your field sales leader to get connected 
with a benefits enrollment partner from 
our countrywide network. Your benefits 
enrollment partner will help you with 
marketing, sales presentations, enroll-
ments and service work. 

benefits to your agency: To imple-
ment Group Voluntary in your agency, 
you will need to implement a plan to 

sales and marketing
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A Case for Selling Allstate Benefits Policies
By Roger Gates

Suppose someone has a heart attack on a Thursday and has to go to the hospital for surgery. They are 
in the hospital for the weekend and are released on Sunday. This person knows that in order to keep the 
lights on and food on the table they must return to work as soon as possible. Assume they also have a 
health plan with a $7,500 deductible and 80/20 co-insurance out-of-pocket max of $13,000. The hospital 
stay is $90,000 so they are on the hook for $13,000 due to this event.

What if they had purchased an Allstate Benefits critical illness and short-term disability policy? What 
would be the scenario? While it depends on age and other factors these policies are affordable. If they 
purchased the basic Critical Illness policy it could have given them a $10,000 check for the critical illness 
event to help cover most of the $13,000 in medical bills. Or they could use those dollars to help cover ex-
penses at home while recovering. The short-term disability would have given them peace of mind knowing 
that they could stay home for a month or so to collect a percentage of their monthly income and return to 
work as a much healthier person. Without these supplements this person has to return to work as quickly 
as possible to help take care of the financial responsibility

We have an opportunity to help change people’s lives by offering these supplemental benefits. Through-
out my career, I have learned that there is no such thing as coincidence and we should take every oppor-
tunity we can to at least have a conversation about the needs of business owners and their staff. You never 
know whose life you might change.

When a client asks, “What is different about Allstate Benefits that makes them better than Aflac or any 
other competitor?” I say, “With Allstate Benefits you get more than just coverage benefits. We have a lo-
cal presence that can provide you and your staff with access to professional financial advisors, health 
and benefits specialists, professional auto and home agents and more. No other competitor brings the 
resources that Allstate Benefits can to your business and its employees. 

Contact Roger at 602-363-5908. Or watch https://www.youtube.com/watch?v=QkfuwX-5ksc.

contact a number of local businesses. 
Allstate Benefits Home Office and their 
network of regional and field benefit 
leaders are here to help with how and to 
whom to market the products to. 

Helps your agency grow: Group Volun-
tary can be easy to get started if you have 
a plan and gain an understanding of what 
is required. Here is what it can do for you:

•	 	Help	 you	 meet	 production	 credit	
and IPS goals

•	 	Diversify	 your	 book	 of	 business	
through cross-sell

•	 Increase	your	agency	value
Allstate Benefits is the marketing 

name used by American Heritage Life 
Insurance Company (Home Office: 
Jacksonville, FL), a subsidiary of The 
Allstate Corporation. ©2018 Allstate 
Insurance Company. www.allstate.com 
or www.allstatebenefits.com

Allstate Benefits is also a marketing 
name used by Allstate Life Insurance 
Company of New York (Home Office: 

Hauppauge, NY) ©2018 Allstate In-
surance Company. www.allstate.com or 
www.allstatebenefits.com

NAPAA is not endorsing this product 

line nor is NAPAA associated in any way, 
manner or form with Allstate Insurance, 
Allstate Corporation, American Heritage 
Life or any of Allstate’s affiliated companies.

JOIN NOW
BECOME A MEMBER

CE reimbursement
Access to health, dental and vision insurance options

E&O Deductible Subsidy
Weekly e-newsletter

Discounts from nationally recognized vendors
Help buying/selling agencies

www.napaaUSA.org
(877) 627-2248



34 — Exclusivefocus Winter 2018

Testimonials are a powerful and 
necessary tool for marketing 
your agency online and in the 

real world. When clients write a testimo-
nial or online review, we quickly see what 
they’re saying about your agency and the 
service you provide.

Why is this important? Testimonials 
create what marketers call “social proof.” 
The Social Proof Theory was popular-
ized by psychologist Robert Cialdini. 
He taught that when people don’t know 
what the proper behavior is in a certain 
situation, they’ll look to other people to 
imitate what they’re doing and to pro-
vide guidance for their actions.

In short, people like to do what other 
people are doing! They like to purchase 
proven products, hire experts, and make 
as few decisions as possible. Therefore, 
testimonials and online reviews allow us 
to gather up all the proof in one place 
and use it in our agency marketing.

In old-school marketing, testimonials 
were mostly used in direct mail pieces. 
You’d copy a testimonial on a postcard or 
in a flyer. This is still a great idea, but 
there are many more ways you can make 
them work for you in the age of technol-
ogy and social media.

The most important today are your 
online review channels. Online reviews 
are the ultimate way to capture testimo-
nials. Your agency’s Google, Facebook, 
and even Yelp and Yellow Page reviews 
all lead people to make the decision 
whether or not they should call you.

If they see negative reviews, they’ll 
choose someone else. If they see no re-
views, they’ll be un-impressed. But if they 
see strong, high-ranking reviews? You au-
tomatically move to the top of the list.

And let’s face it. Online reviews aren’t 

always fair to insurance agents! People 
complain about rates or a bad claim ex-
perience. They may love you, but hate 
that their rates went up. And your options 
when fixing the situation are limited.

That’s why it is so important to be ac-
tively increasing your testimonials and 
online reviews systematically, on a daily 
basis. What’s the easiest way to do this? 
Ask! People love helping out after a great 
experience, but they must be reminded. 
In fact, you may need to remind them 
2-3 times before they actually take action 
and write the testimonial.

By increasing your 5-star reviews and 
testimonials, your agency will see higher 
organic Google rankings, more inbound 
phone calls, high credibility and trust with 
cold prospects, and faster conversions. 

What do you do with testimoni-
als once you get them?
Obviously, reviews posted on your 
Google and Facebook page are working 
just by being there. But what can you do 
for a little extra mileage?

share on social – Each time you re-
ceive a new 4 or 5-star review, share it 
on your agency Facebook page and other 
social media channels! People will see 
this social proof and build trust with your 

agency faster. 
make graphics – Take a nice testimo-

nial and create a graphic with it. Use a 
site like Canva.com to create free social 
media graphics. 

Take photos and share – Have a hap-
py client in the office? Ask if you can take 
a picture and share online. Get a chalk-
board or whiteboard that they can pose 
with that shows how much they saved on 
their new policy. Ask them to share with 
their friends too.

include in flyers – Copy testimonials 
and put them on the flyers you send out. 
For more credibility, take a screenshot of 
a review on Google or Facebook, since 
these look even more legitimate.

include in quotes – Include a sheet of 
testimonials and reviews with each new 
quote you mail out. Try to fill an entire 
page!

stream on website – If you have your 
own website, put all your 4 and 5-star 
reviews and written testimonials on it. 
Make sure to regularly update the site as 
new reviews come in. 

Today, people don’t always know who to 
trust, especially online. By building an 
agency culture based on great service and 
strong reviews, you’ll quickly stand out in 
your city. But you have to be consistent with 
it! One new testimonial every six months 
won’t make a difference. Create a plan to 
ask for reviews from every new client and 
commit to monitoring and improving your 
agency’s online reputation.

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 how to get 
more reviews at agencyupdates.com.  

sales and marketing

Using Testimonials 
In Your Insurance Agency

By Robyn Sharp
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ARIZONA
North Phoenix
Tony Silva Agency
602.863.2909
tonysilva2@allstate.com 
Asking Price: Please call
PIF: 1,200 Premium: $1,325,000
Number of Staff: 1
28-years same location. 10+ 
years with same EFS. Retir-
ing owner willing to stay at no 
charge up to 4 months and staff 
will stay on as well.

FLORIDA
Delray Beach
Banyan Financial Group
561.303.3938
kelly.davis@allstate.com 
Asking Price: TBD
PIF: 600 Premium: $1,300,000
Number of Staff: 2
Please call for more information

Hallandale Beach
Alesia Gutierrez Agency
954.214.7979
myallstate4sale@gmail.com 
Asking Price: $860,000
PIF: 1,128 Premium: $2,423,586 
Allstate/$1,265,000 Brokered
Number of Staff: 4
Successful 27-year agency. 
Quality book of business. Furni-
ture and equipment available.

Kissimmee
Allstate Kissimmee
407.274.2272
agencyforsale@icloud.com 
Asking Price: $795,000
PIF: 2,986 Premium: $3,000,000
Number of Staff: 2
25yr 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 – 32yr 
agent retiring. Qualifies for 
enhanced commissions.

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
26yr agent retiring. Will stay on 
board 3 days/week if desired. 
87% retention.

Minneapolis
Lois A Castaneda Agency - 
Allstate
612.267.2800
loringlady@gmail.com 
Asking Price: $380,000
PIF: 1,276 Premium: $1,536,000
Number of Staff: 1
31 Year Agent Retiring. 90% 
Retention, 35% LR. Downtown 
within walking distance.

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. Contact 
SAMM CONSULTING at 678-223-
7397 to start the process.

NEW YORK
Brooklyn
Edward Lawson, Jr
570.460.1228
edwardlawson@allstate.com 
Asking Price: Please call
PIF: 1,900 Premium: $3,700,000
LR: 47%, Retention: 89.67%. Best 
location in Brooklyn. 30-year 
agency, retiring.

Kingston
RW Meyer Agency Inc.
845-331-3530
robertmeyer@allstate.com
PIF 1,750 Premium $1.6 Million
Number of Staff: 1.5
40 year Allstate agent, looking 
to retire.

NORTH CAROLINA
Greenville
Challender - Allstate
252.758.1993
chalhome@suddenlink.net 
Asking Price: $251,000 
(negotiable)
PIF: 1,254 Premium: $1,256,960
28yr agency, retiring. 87% 
retention, 37% LR, 51.96% multi 
HH. City location, medical and 
academic professionals.

Spindale
McKinney Allstate
828.289.5316
rscrmckinney@gmail.com 
Asking Price: $2,500,000
PIF: 6,500 Premium: $5,658,819.31
13.5yr 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. Contact 
SAMM CONSULTING at 678-223-
7397 to start the process.

OREGON
Bend
Tornay Insurance Agency
541.388.2136
paultornay@gmail.com 
Asking Price: $1,390,000
PIF: 3,775 Premium: $4,004,982
Number of Staff: 3
Main street location. 1000 sq 
ft office space in agent owned 
building - private offices, kitchen, 
break room. AES 147, LR 34%, 
Retention 89.73%. Bend is 6th 
fastest growing city in the US.

the NAPAA market place
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Lake Worth
Perez and Associates, LLC
561.790.5390
elvisperez@allstate.com 
Asking Price: $650,000
Premium: $2,800,000 total
Number of Staff: 2
10+ year agency in area high 
growth area. Allstate premium 
$2M, brokered $800k. Diversified 
book, LR 53%.

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 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% brokered. 90% 
retention, 44% LR.

ILLINOIS
West Chicago
Gabriel Jaramillo DBA Mi-
lenio Insurance Agency Inc
630.321.8534 / 630.231.7711
maraja1225@msn.com 
Asking Price: $425,000
PIF: 1,409 Premium: $1,909,000
Number of Staff: 1
32yr agent retiring. Only Allstate 
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.

SOLD!

SOLD!
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Agencies for Sale Agencies for Sale Agencies for Sale Agencies for Sale

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
40yr agent retiring. Quality book, 
long term clients. 92% auto 
retention, 93.5% home. 38% LR. 
High AES. 800sf office, competi-
tive lease - furniture/equipment 
included. Staff with agency 
15yrs.

TEXAS
Dallas
Mel - Seller Rep
855.306.8627
mel@sammconsulting.com 
Asking Price: Negotiable
Premium: $4,500,000
Number of Staff: 6
Broker representative. Contact 
SAMM CONSULTING at 678-223-
7397 to start the process.

Killeen
Mel - Seller Rep
855.306.8627
mel@sammconsulting.com 
Asking Price: Negotiable
Premium: $3,400,000
Number of Staff: 3
Broker representative. Contact 
SAMM CONSULTING at 678-223-
7397 to start the process.

Mansfield and Arlington
Lezlee Liljenberg Agency
817.999.2463
lliljenberg@allstate.com 
Asking Price: Negotiable
Premium: $4,400,000 / $1,250,000
Number of Staff: 6
Two books - larger approx 
$4.4M, satellite $1.2M. Will 
need approval to sell together. 
Agency started from scratch in 
2004, purchased satellite in 2007. 
Strong agency, very involved in 
the community. 

Wichita Falls
Amaryllis Mullins Agency
940.636.0149
amaryllismullins@gmail.com 
Asking Price: $800,000
PIF:  2,286 Premium: $3,107,000
Number of Staff: 2
Great location; lots of retail 
traffic. 

WASHINGTON
Everett
Advanced Insurance 
Solutions
206.669.0004
allstate7966@yahoo.com 
Asking Price: $1,500,000
PIF: 6,662 Premium: $5,500,000
Number of Staff: 2
91% retention, 52% LR

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
23yr agency. 32 years’ experi-
ence among staff. Great reten-
tion 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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