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president’s message

Shouldn’t Loyalty be a 
Two-Way Street? 
DEBE CAMPOS-FLEENOR, NAPAA President, Active Allstate Agent

I recently received a phone call from a very good friend who 
lives in California and works for Select Quote. To my sur-
prise, he told me that he was flying to the Midwest to get 

training on selling Allstate Insurance. I then asked him if it 
was Allstate proper, Esurance or Encompass, and, with joy in 
his voice, he responded, “No Debe, I am actually selling All-
state Insurance!” I did not know what to say, except for wow! So 
much for agent exclusivity. 

It appears the only thing about exclusivity in the world of 
Allstate is that exclusive agency own-
ers are excluded from selling a plethora 
of products. At the same time, Allstate 
offers these products through different 
channels with higher commissions for 
sellers. Shouldn’t loyalty be a two-way 
street? Most agents I know, including 
myself, are extremely loyal to Allstate. 
Sometimes, I wonder if Allstate is loy-
al to us.

The above is just one of the many 
challenges agents face within their 
agencies. During September’s NAPAA 
conference, we highlighted not only the new Integrated Service 
Solution, but many other challenges that have plagued our agen-
cies throughout the years. Most challenges are dealt with by com-
ing up with creative solutions. 

This particular issue, a requirement that new agencies un-
der $1.5 million use Integrated Services, could be a detriment 
to reselling small-to medium-size businesses from a cash flow 
basis. Allstate is requiring the new buyers to open their offices 
with three or more LSPs and to use Integrated Services, which 
is not cheap. At the current rate of 2 percent of written premi-
um, this would cost a $1.5 million-size agency $2,500 a month. 
This number will probably change so agencies join, but nothing 
would stop Allstate from increasing the cost at a later time. 

I would venture to say that even if Allstate were offering In-
tegrated Services at no cost, it would still possibly be a bad deal. 
There are many reasons to hesitate, but here are just a few con-
cerns: poor to bad customer service experience (based on past 
attempts), inability to cross-sell, and our personal relationship 
losses. We all have CIC horror stories. A lot of our new busi-
ness comes from cross selling, and how many times do we talk 
to Betty or Jane about their children graduating, getting mar-

ried or having a baby. Aren’t these the cues we use to talk about 
life insurance?

On the horizon, we see Advisor Pro lurking its malfunction-
ing head across our desks, causing hours of agony while writ-
ing one little ole renters’ policy, UGH! When will the chains 
of technology torture ever end? On Aug. 24, 2019, agents and 
Allstate had tremendous losses of revenue when technology 
outages prevented our offices from writing any quotes in either 
Alliance or Advisor Pro. We will never know how many poten-

tial clients went to another company to 
get a quote. Surely, Allstate could not 
have been happy about this problem. 
No one was making money with this 
outage. It affects customer service as 
well. We were not able to complete 
any endorsements; they were not tak-
ing phone calls and the chat line was 
down. 

Maybe the Company should fix ex-
isting problems before starting a new 
program. Just a thought! 

If there was ever a time to come to-
gether and lock arms, it is now. 

NAPAA is here to join forces with agents across the nation to 
open dialogue to share ideas and solutions that not only will be 
productive for agents but win/win solutions for agents and All-
state. We have weathered many storms, including: IPS, ABO, 
losing line 19, and requirements of LSP count. 

Can we talk? Join NAPAA and let us work together and help 
Allstate help us.

Debe Campos-Fleenor began her affiliation with Allstate in 2004 
as an LSP, opening her own “scratch” agency in 2006. Debe joined 
NAPAA shortly thereafter and has served as both Executive Vice 
President and Treasurer. She is active in many groups and orga-
nizations, 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 con-
tributions to the Allstate Giving Hands campaign. She was nomi-
nated for Woman of Influence in 2008. Debe is a regular contributor 
to the Exclusivefocus magazine. An expert at locating marketing 
items available from the company, her presentations at NAPAA live 
events are always a big hit.



Call us when the time is right for you. Start the dialogue with one of our Regional Business Development 
Managers – not a salesperson… Everything is in confidence and YOU decide when and how. 

In the meantime, for more information please contact WWW.PGIAGENTS.COM 

CALL: 720-457-1101
#thinkpremier1st600 17TH STREET SUITE 1425N DENVER, CO 80202

In insurance we don’t like to  

EXCEED the SPEED LIMIT 
….but sometimes we cant help ourselves…. 

From $100M to $300M+ in 4 YEARS.  High Performance Growth with Profit. 

Explore Premier & See the competition in YOUR rear view mirror!  
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from the executive director

As I pen this article, we are in the midst of discussing All-
state’s new program – the Integrated Service Solution. 
While this is the last part of August due to printers’ 

deadlines, we are not sure what the final version will be. I imag-
ine there will be numerous changes; it may not be continued or 
it may be left as voluntary. There have been a number Facebook 
pages that agents are on where the discussion has been lively 
to say the least. Some have even been critical of the program, 
which begs the question: Is voicing your opinion against the 
new program mean you are negative? At this point, all we know 
is that Allstate’s management feels that this program is needed. 
Most agents are not convinced it is. Thus, there is a difference 
of opinion.

Let’s talk about the definition of voicing your opinion. The 
Cambridge Dictionary defines voicing your opinion as: “to say 
what you think about a particular subject, especially to express a 
doubt, complaint, etc.”

We need to understand that everyone is entitled to his or her 
opinions and not everyone is going to agree with our opinions. 
This disagreement can lead to arguments, as we all know, which 
is uncomfortable. These arguments help us identify when we 
have tested their beliefs because they are voicing their opinions 
in response to hearing ours.  

In an article entitled “Voicing your Opinion in the Work-
place” for the Houston Chronicle, Shari Lava writes: “Many em-
ployees have opinions about their workplaces but never voice 
them for fear of reprisal. This tendency keeps valuable informa-
tion hidden from those who make decisions. Voicing opinions 
in a professional manner can boost the profile of an employee 
and improve the morale of a company. Leaders who are recep-
tive to all opinions, whether they are ideas, constructive feed-
back or even concerns over a decision, have employees who are 
more engaged and productive.”

While agency owners are not employees, I think that we can 
easily draw a parallel. The more we agree on matters, the more 
there is an honest and open discussion of the issues, the better 
the relationship becomes and remains. 

So, if it is okay to voice your opinion, then what is being 
negative? Is it merely disagreeing with someone? Or is it how 
we deliver our opinion? Or is it because the listener might take 
it personally? 

Webster’s dictionary has two definitions for negativity: “hos-
tility, withdrawal, or pessimism that hinder or oppose construc-

Is Voicing Your Opinion 
Really Being Negative?
TED PARIS,  NAPAA Executive Director

tive treatment or development” and “promoting or opposing 
a cause by criticizing or attacking.” Calvin Sun, a specialist in 
business communications writing for https://www.techrepub-
lic.com notes: “When we express ourselves in a negative way, 
listeners may misconstrue our message. Even worse, they may 
come away with the impression that we’re being obstructive 
rather than supportive and helpful.”

I often hear from some non-members of the agency force 
and Company employees that NAPAA is just so negative. 
That may have been true years and years ago. The organiza-
tion was started to help agents cope with change when All-
state decided to dramatically change the business model. It 
was a scary time with a lot of uncertainty. But that was then; 
it is not true today. All nine of our board members are active 
EAs and EFSs. They all bleed blue as you do. I spent 13+years 
with Allstate as an EA in Indiana. In 2017, I retired from 
the sales force after 30+ years in the industry. I truly enjoyed 
my time with Allstate. I made many trips, earned numerous 
awards and made a lot of money. I normally respond to these 
concerns by asking them to tell me why they think we are be-
ing negative. I rarely get a good response. It always goes back 
to the distant past. 

So, do you believe NAPAA is being negative because we 
ask questions? Is it because we reach out to the Company and 
agency force when announced future changes might be harm-
ful to the entire agency force? I would ask: when is asking 
questions and raising concerns being negative? I know, in my 
discussions with Allstate, I am always respectful, as they are to 
me. NAPAA is not against Allstate making changes, but we 
are always going to speak out on behalf of the entire agency 
force - members or not - when those changes are going to ad-
versely affect agents’ income or their ability to run their agen-
cies as business owners.

By the time this article is being read, in the Fall edition of 
the Exclusivefocus, in October, many of the questions about the 
Integrated Service Solution program will have been answered. 
There will probably be something new that agents and the 
Company are discussing. There always seems to be something. 
Change is the driver that keeps all of us moving forward.

But, hopefully, maybe, we can all agree that voicing our opin-
ions in a professional manner is not merely being negative. 

ED continued on page 11.
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USES OF CAPITAL
•  Acquisitions
•  Recapitalizations
•   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 Department of Business Oversight Finance Lenders License (#6039829). Copyright © 2019 Oak Street Funding 

What milestone will your  
insurance business conquer next?
Your insurance business 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. 

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 business  
to the next level. Ready to learn more?  
Let’s talk. 844.357.9348 | oakstreetfunding.com/exclusivefocus2019 

a first financial bank company
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This article originally appeared on https://
www.pursestrings.co/. It is reprinted here, 
with minor edits, with the kind permission 
of the author.

I have heard Tony Robbins say, “If 
you want to create a wildly success-
ful business, study businesses that 

are wildly successful, and do what they 
do.” In my ongoing mission to teach in-
surance professionals how to serve the 
$20 trillion underserved female market, 
I found Drybar, a company from which 
we can learn many valuable lessons. 

In 2009, Alli Webb took a blow-dry-
er and a brush and started Drybar; her 
service is simply blow-drying women’s 
hair. Forbes recently reported that Dry-
bar was expected to reach $100 million 
in revenue in 2016. How did she do it? 
No business booms like this without a lot 
of hard work and many ups-and-downs. 
Nevertheless, let’s examine where she got 
it right. You may be able to apply some of 
her successful ideas.

Find out what your customer needs: 
Alli Webb was a hairstylist. When she 
was home taking care of her children, 
friends and neighbors would come to 
her house to get their hair blow-dried 
and styled. She did it right in her fam-
ily room. There was such a demand for 
her services that she traveled to women’s 
homes to style their hair. This model was 
the foundation of Drybar.

Think about it. Many women love to 
have their hair blow-dried by a profes-
sional because it looks great and makes 
them feel great. People would notice and 
they felt pulled together. Women are 
super busy, so the idea of an easy, blow-
dried look that could last several days 
was a hit!

Steal These Successful Tips to Engage 
Your Female Consumer

By Barbara J. Provost, EdD, President, Provost Consulting, Inc. 

What product or service do you pro-
vide women that addresses something 
they need? Really think outside the 
box. The World Bank’s report “She for 
shield: insure women to better protect 
all,” discusses a Brazilian insurer, Porto 
Seguro, which differentiates its motor 
product for women by providing exclu-
sive services and benefits. This insur-
ance package, called the Auto Muhler 
product, includes services that are not 
related to the car being insured, but are 
valued by women as solutions for their 
needs around the home. Some of these 
services include providing a help desk 
for computer issues or discounts at per-
sonal wellness establishments. Women 
trust Porto Seguro to validate the service 
providers associated with the insurance 
product. As one woman client stated, “I 
only trust services provided by Porto Se-
guro, as I know they have checked every-
one who they send out. I get a password 
to make sure that the person who is com-
ing is actually coming from the company, 
and I will not let anyone into the house 
without the password.” Premiums on 
the Auto Mulher product are 20 to 30 
percent higher than the market average; 
however, women are willing to pay for 
the additional services and view them as 
“well worth the price.”

Women have different needs and de-
sires. Investigate what your female mar-
ket needs and determine the best ways to 
provide unique and useful products and 
services.

Make it easy: It is so easy to buy items 
from Amazon because they make it easy. 
From navigating their site to making a 
purchase and next day delivery, it is as 
smooth as silk. The experience at Dry-
bar is the same. Drybar staff attend to 

the details of making an appointment. It 
is prompt and smooth, without a hassle. 
They even intentionally use specific hold 
music appealing to the women they serve. 

Have you examined your processes 
to ensure they are smooth and easy for 
women? The last thing women need is to 
follow up with you on the status of their 
product or service.

How do you make doing business 
with you easy? Do your business hours 
accommodate a woman’s schedule? Do 
you have ample, safe and easy parking? 
Are there spaces designated for pregnant 
women? Can women easily make busi-
ness transactions online? Are your ser-
vices timely and efficient? 

Women juggle many tasks every day. 
What can you do to make doing busi-
ness with you easier for them? One idea 
is sending text messages for service com-
pletion or payment reminders. Do you 
have a system that puts you a step ahead 
of her needs? Another idea is prompting 
women to purchase auto insurance when 
their children turn 16 or reminding them 
to add a rider to their policies for a new 
wedding ring.

Make it a pleasant experience: Dry-
bar examined ways to create the best 
experiences for women. They chose a 
bright and happy color scheme. They 
selected fabric for the chairs that would 
be most comfortable. They designed 
the Drybar theme to mimic a bar, with 
fun cocktail names for different hair-
dos. They even play throwback movies 
that are fun to watch. This is a slice of 
time that women take for themselves, so 
Drybar makes the experience as enjoy-
able as possible.

When was the last time you exam-
ined your customers experience? It 

feature
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only takes seven seconds to make a first 
impression! Interactions with your cus-
tomers start with your advertising, your 
website, and how your staff greet your 
customer over the phone. How are those 
experiences for your consumer? Do they 
reflect professionalism, promptness and 
courteous attention? These first engage-
ments are critical to pivoting a prospect 
into a life-long customer.

Drybar is just one example of a compa-
ny that has leveraged a mundane task and 
launched it into a multi-million-dollar 
company simply by attending to the needs 
of the customer. Do not fall into the trap 
of business as usual. The world is chang-
ing and women are your most prized cus-
tomers – they make up 51 percent of your 
market. Take a look around and investi-
gate what you could do to serve the most 
powerful market on the planet.

No stranger to hard work and challenges, 
the Founder of Purse Strings LLC, Barba-
ra Provost, has leveraged her strong expe-
rience, active research, and continuous data 

gathering activities, to solve a problem. 
Barbara found that women are consistent-
ly overlooked by insurance and financial 
institutions, to the tune of leaving a pos-
sible $14 trillion of untapped sales on the 
table. Not only is this buying power being 
ignored for lack of tailoring to women, this 
powerful demographic is underserved and 
under-planned for their financial future. 
With that sole purpose in mind, Barbara 
developed expertise on what these insti-
tutions need to reach and engage women, 
creating the first empowerment, education, 

and training tool to earn the vast spending 
power of the female dollar. 

In addition to Purse Strings, Barbara 
Provost is President of Provost Counseling 
Inc. She and her team have decades of expe-
rience working with insurance and financial 
organizations developing training programs 
that make learners competent and confident 
in the work that they do. 

 She believes, “When those who work 
within organizations are able to perform 
their roles at top performance – the whole 
organization is successful.”

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

Ted began his 30-year career in insurance at Farmers Insurance. There, in his 18 years 
as a district manager, he personally recruited and trained over 50 scratch agencies. When 
Ted left Farmers in 2005, his district was the largest in the Indianapolis area and the 
third largest in the state of Indiana. He continued his insurance career at Allstate, where 
he owned two agencies in west-central Indiana. While at Allstate, Ted served on the 
North Central Regional Advisory Board, and earned numerous awards including the 
Chairman’s Award, the Leader’s Club Award, the National Conference Award and 
many Honor Rings. He has been the Executive Director for NAPAA since 2017.

ED continued from page 8.
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This article originally appeared on https://
www.sellingpower.com/ on May 13, 2019. 
It is reprinted here with the kind permission 
of the author.

What’s the key to providing 
unrivaled service without 
spending any money? Scripts.

Scripts elevate the reputation of ev-
ery single sales rep and your collective 
brand. They prevent the awful outcomes 
that result when customers feel like they 
are getting the runaround, not getting 
straight answers, or getting inconsistent 
treatment.

By creating a script for every type of 
conversation your office has with pros-
pects and customers, you ensure every-
one in your organization is communicat-
ing your unique value proposition in a 
consistent way.

Ad-libs Are for Amateurs
We all have witnessed sales reps in many 

feature

different industries ad-libbing their way 
through calls with customers. The more 
complex or tense the scenario, the more 
awkward the conversation can become.

When that happens – when your reps 
stutter and stammer as they try to ex-
plain the reason for a cost adjustment or 
discontinuation of a favorite product or 
service – it reflects poorly on your entire 
brand. And, if a customer complains to 
three different reps and gets three differ-
ent responses, that also puts your com-
pany in a negative light.

Scripts can also help you avoid incon-
sistency in responding to complaints. 
You don’t want a sales rep to give away 
the store to placate an irate customer, 
but not make the same offer to another 
customer who experienced the same in-
convenience. 

You can’t assume that customers won’t 
find out. (Customers today are quick to 
describe their customer-service experi-
ences on social media.)

Create a Positive, Emotional 
Experience for Your Customers
According to NewVoiceMedia’s 2018 
“Serial Switchers” report, CEOs of com-
panies large and small are recognizing 
the importance of delivering a better 
customer-service experience. When the 
service experience is high, the issue of 
price is less relevant.

The report says, “Brands are failing 
to create the positive, emotional experi-
ences that drive customer loyalty.” As a 
result:

• 67 percent of customers have be-
come “serial switchers” – customers who 
are willing to switch brands because of 
a poor customer experience. That’s an 
increase of 37 percent since NVM’s last 
report.

• 39 percent of customers who were 
dissatisfied with service said they would 
never use the offending company again, 
and 36 percent would write a complaint 
letter or send an email.

• 86 percent of customers surveyed said 
that, if there was an emotional connection 
with a customer service agent, they would 
be willing to continue to do business. But 
only 30 percent felt the companies they 
had interacted with during the past year 
had made that connection.

Consider scripting as a huge opportu-
nity to connect with your clients. Build 
into your scripts the types of messaging 
that will truly set you apart from your 
competitors.

Consistency Is the Key
Some of the country’s top service provid-
ers follow scripts. When customers call 
in with a question, complaint or frustra-
tion, the service rep says much the same 
thing while expressing regret that cus-

Selling Skills: 
It’s Time to Embrace Scripts to Sell

By Troy Korsgaden
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tomers have been inconvenienced. For 
example: “Mr. Johnson, I’m sorry for the 
inconvenience this has caused you. I am 
going to work with you to resolve the 
situation.”

This is a powerful but simple strategy. 
Write down the questions, concerns and 
objections your team members hear of-
ten, and then write scripts that specify 
how you want those conversations to be 
handled. Here are some examples of the 
types of conversations you can script to 
achieve more professional and consistent 
delivery of your message to customers:

• Greeting customers on the phone 
or in person

•  Calling prospects or customers
•  Responding to complaints
•  Asking for feedback
•  Scheduling appointments
• Explaining the benefits of each 

product or service you offer
•  Thanking customers for their business
• Apologizing for problems that have 

occurred with an account or service
• Reminding customers of the value 

you provide them (don’t assume they 
know)

• Also, specify any discounts or free-
bies (compliant with all state laws and 
governing bodies, of course) your sales 
reps can offer to disgruntled custom-
ers in specific situations. Make sure you 
handle similar complaints with similar 
concessions.

Practice Is Essential
For scripts to be effective, practice them 
with your team. If a sales rep speaks to 
customers in a way that sounds stiff, 
unnatural and canned, that can have a 
worse impact than communicating in-
consistently.

Practice your scripts with your team 
members until they sound natural, 
friendly, and genuine. Make sure peo-
ple’s first impression – and every im-
pression they get of your company after 
that – is stellar.

Consider your team members’ sugges-
tions if they want to revise the scripts. 
After all, they are the ones on the front 
lines of customer service. Encourage 
them to list every possible conversa-
tion that could come up with customers. 
Practice the scripts with them often. Let 

your team members know you will offer 
suggestions as needed, especially when 
they first begin following scripts. Write 
your scripts in a way that ensures every 
concern is handled in a caring, profes-
sional manner. Build your brand’s key 
message into the scripts, where possible. 
Reiterate your tagline or mantra in ap-
propriate ways.

The words we say are important, but 
the way we say them can be even more 
important. Don’t start using the scripts 
until every team member has mastered 
the art of delivering the right message in 
a genuinely empathetic manner and in a 
relaxed, conversational tone.

Not only will scripting enhance your 
company’s professionalism, it’s also likely 
to increase your sales reps’ confidence 
level because they won’t have to wonder 
what to say.

Troy Korsgaden is president of Korsgaden 
International in Visalia, Calif. He is an 
international insurance carrier consultant, 
industry main-platform speaker, represen-
tative trainer, and agency consultant, as 
well as the author of six books.
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feature

This article originally appeared in the Sum-
mer 2019 edition of the United Farmers 
Agents Association magazine, The Voice: 
https://ufaa.com/the-voice/. It is reprinted 
here with the kind permission of the author.

F    or the last seven years, the Unit-
ed Farmers Agents Association 
(“UFAA”) has battled Farmers In-

surance through the ranks of the California 
judicial system, in part to confront Farm-
ers’ attempts to treat its independent con-
tractor agents as employees. Similarly, ag-
grieved American Family agents mounted 
a temporarily successful challenge on the 
issue in federal court in Ohio. NAPAA 
pursued a similar claim against Allstate al-
most twenty years ago. At the root of the 
dispute is this question: Should insurance 
companies be able to dictate the terms and 
conditions of the workday (hours worked, 
place of work, amount of production, etc.) 
for its agents without providing them the 
corresponding benefits of state and federal 
employment laws?

You may be surprised to know that 
employee misclassification comes in 
several shapes and sizes. The ongoing 
beef between insurance companies and 
the agency force focuses on misclassify-
ing individuals who are in fact treated 
as employees even though on paper 

they are called independent contractors. 
The second, equally common, form of 
misclassification stems from the differ-
ence between “hourly, non-exempt” and 
“salaried, exempt” employees. Although 
the law has been around for a long time 
and in many respects is straightforward, 
many agency owners continue to struggle 
with the overtime requirements of the 
Fair Labor Standards Act (FLSA). 

In a nutshell, the law requires that em-
ployers pay their workers time and a half 
for every hour over 40 that an employee 
works in a single workweek. Here are a few 
commons misconceptions about the laws:

• “If I pay a salary, I don’t have to pay 
overtime.” 

• “If I give the individual a 1099, she 
isn’t eligible for overtime.”

• “It is up to me to decide whether 
someone is an employee who is ‘exempt’ 
from the overtime requirements.”

• “I can offer comp or flex time in-
stead of overtime.”

• “If the employee works the over-
time without my permission, I don’t need 
to pay for it.”

While certain employees are in fact “ex-
empt” from the overtime requirements of 
the FLSA, the test for determining the 
exemption is more complex and more 
rigid than many employers realize.

Paying Someone a Salary Does 
Not Guarantee That She is 
Exempt from Overtime Rules.
Paying a salary is the first step toward 
overtime exemption. But it is only a step. 
A “minimum threshold salary” is manda-
tory for exemption, but it does not end 
the inquiry. Under current law, no one 
is overtime exempt if they do not re-
ceive the minimum threshold salary of 
$23,660 annually. To put it differently, 
no matter what the job title or job du-
ties, if an employee is not paid an annual 
salary of at least $23,660, he or she must 
be paid overtime. What is more, the 
Trump administration has proposed an 
increase of the minimum threshold sal-
ary to $35,308 annually. If implement-
ed, this will become the new minimum 
threshold test, and anyone paid a lower 
salary will automatically be guaranteed 
overtime pay.

While the base salary threshold is a 
minimum requirement, it does not end 
the inquiry. Even if you pay an employee 
that base annual salary (or more) you still 
must satisfy a separate exemption test to 
prove that the employee falls within a de-
fined category of exempt occupations. A 
detailed list of those occupations surpasses 
the scope of this article. Broadly speaking, 
exemption covers executives, profession-
als, individuals with significant adminis-
trative autonomy, and certain outside sales 
and computer specialists. Exemptions do 
not generally extend to inside sales pro-
fessionals, administrative support staff, 
routine bookkeepers or office staff. While 
each employee is, in theory, a case-by-case 
study, in practice, the more autonomy and 
flexibility and responsibility a person has, 
the more likely they will be deemed over-
time exempt.

Employee Misclassification: 
Are you Guilty Too? 

By Dirk Beamer, PLC
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1099s are not a Quick Fix.
Returning to our starting point, the on-
going dispute between insurance compa-
nies and their agency forces derives from 
the companies’ classification of agents as 
“independent contractors” (that is, free 
agents who receive payment reported 
to the IRS through Form 1099) and 
not employees (more strictly controlled 
workers whose wages are reported to the 
IRS through Form W-2). A truly in-
dependent contractor is not eligible for 
overtime pay. He may set his own hours, 
delegate his duties so long as the job gets 
done, and work for multiple businesses 
simultaneously. Classic examples include 
skilled laborers (plumbers, electricians, 
etc.) and freelancers (journalists, soft-
ware designers, etc.). Office staff and 
sales professionals devoted entirely to the 
daily operations of an insurance agency 
generally do not satisfy the requirements 
of an independent contractor.

Non-Exempt Employees 
Cannot Negotiate Away Their 
Legal Rights.
Often times, both the employer and the 
employee see potential benefit from an 
“exempt” or 1099 designation. Maybe 
the employee does not want to be subject 
to the extra withholding requirements of 
Form W-2 or maybe the employee would 
prefer flexibility to negotiate additional 
comp time or a flexible workweek in return 
for sacrificing overtime pay. However laud-
able or mutually satisfactory the intent, the 
reality is that the law will not and does not 
recognize these negotiated compromises. 
If the Department of Labor or IRS deter-
mines that an employee has been misclas-
sified, it will strictly enforce the employer’s 
(read, the agency’s) obligation to pay back-
pay, overtime, interest and penalties.

Play with Fire, Get Burned.
Many small businesses, including agency 
owners, assume that state and federal 
governments will never bother to mess 
with small fish like them. In fact, the op-
posite is true. To pick a fight with All-
state can cost hundreds of thousands of 
dollars. Small business owners, in con-
trast, are not well-equipped to mount a 
serious fight with a government agency. 
Consequently, those same agencies are 

happy to pursue multiple small employ-
ers for their mistakes in lieu of news-
breaking fights with major corporations.

If you are treating your staff as over-
time exempt – whether because they are 
salaried or 1009’d – you should subject 
your practice to an outside audit by your 
accountant or attorney. If you fail to do 
so, you risk serious penalties if a disgrun-
tled employee reports a complaint. And 
the liability will attach to you personally 
as an owner…not just to your agency.

The information and suggestions provided 
here should not be construed as legal advice 
or an endorsement from NAPAA or its at-
torneys or accountants. NAPAA expressly 
disclaims any such advice. NAPAA recom-
mends that agents consult with their profes-
sional advisors before taking any action that 
could affect their tax or legal status.
   Dirk Beamer has served the National 
Association of Professional Allstate Agents 
(“NAPAA”) as General Counsel since 1999. 
In that capacity, he has successfully defended 
NAPAA against a federal internet trespass 
case brought by Allstate. He also sued All-
state on behalf of NAPAA and its members 

in a highly publicized federal lawsuit chal-
lenging Allstate’s treatment of its agents. In 
addition to litigation matters, Dirk regular-
ly counsels NAPAA concerning its ongoing 
business affairs including contract negotia-
tions, management and employment issues, 
and member concerns. Dirk provides similar 
services as General Counsel to The United 
Farmers Agents Association (“UFAA”).
     Dirk regularly works with captive insur-
ance agents from across the country, as well 
as their local attorneys, to handle business is-
sues including purchasing and selling books 
of business, investigations and disciplinary 
proceedings with the carrier, employment 
law and contract litigation.
  Dirk graduated from the University of 
Michigan Law School with honors in 
1993. He is licensed to practice in Michi-
gan and Ohio, and he is a member of the 
State of Michigan Bar Foundation – an 
honor reserved for less than 5% of the 
practicing bar in the state. In 2014, Su-
per Lawyers magazine named Dirk one of 
the Top 50 business lawyers in the state of 
Michigan. He is a past recipient of the Na-
tional Association of Professional Allstate 
Agents President’s Award.

Dirk A. Beamer

248.477.6300 | insuranceagencylawyer.com

Serving NAPAA and the Agents of Allstate since 2000

Expert consulting for
agents and

their attorneys on:
• Allstate Investigations

• Buying & Selling Books
• Allstate EA Agreements
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This article and the one that follows origi-
nally appeared on http://stromanconsult.
com on Feb. 13, 2019 and Jul. 9, 2019, re-
spectively. They are reprinted here with the 
kind permission of the author.

Multiples of Revenue
Most people would probably say that 
multiples of revenue are what determine 
the value of an agency. So, let’s talk mul-
tiples of revenue. Is the range of accept-
able multiples 1.4 to 2.5? If so, how do 
we determine where any individual agen-
cy falls in that range? Is it just a matter of 
who demands a higher value?

These are great questions that we are 
asked every week. And the answer to all 

What Determines the Value 
of an Insurance Agency?

By Mike Stroman

these perpetual value questions is: mul-
tiples don’t matter! We speak of mul-
tiples in reference to agency deals that 
have been completed in the past, and as 
a value check on an upcoming offer—but 
that’s their primary value.   

It’s also a method of maintaining con-
fidence in the sale process. Whenever a 
seller can report, “I got 2x” or a buyer 
says, “we had to come up to 2.1x,” that’s 
how we know they’ve stayed within ac-
ceptable norms. 

It acts as a check that the system is 
working as it should. Plus, rules of 
thumb are important. They form a 
framework of thought for lenders and 
other significant players in the acquisi-

tion process.
But if ultimately, multiples don’t mat-

ter, what does? Cash flow!

Cash Flow
Think of the entire process, not as buy-
ing an agency, but as buying a stream 
of cash flow. It just so happens that the 
books of business and business processes 
of the agency are what drive that stream 
of cash flow!

Can the buyer see a consistent stream 
of cash flow coming from the renewals of 
the agency, and the people and processes in 
place? Can they visualize a method of en-
hancing the revenue stream? If the answer 
is “yes,” you’ve got the foundation of a deal.

The Bottom Line(s)
But that’s not all—there’s more to con-
sider. While top line revenue is impor-
tant, what migrates to the bottom line? 
That’s a much bigger question. After all, 
revenue without profit has little value. 
Which brings into focus an important 
tool: a Proforma. If you show a buyer how 
to invest some portion of their wealth, 
and create more wealth, then you’ve 
got something to discuss. The problem 
is, most agency owners are stuck in the 
“multiples of revenue mindset”–thinking 
that the entire buyer world will agree on 
the value they put forth.

But the real bottom line is that if you’re 
interested in selling or buying an insurance 
agency, a guide is your best bet! We guide 
insurance agencies through both sides of 
the acquisition process with precision. Are 
you interested in converting your agency 
into cash? Or acquiring an additional 
stream of cash flow? Call me to discuss!

For more information on Mike Stroman, see 
page 18, or visit http://stromanconsult.com

RUN YOUR AGENCY WITH A POWERFUL
SUITE OF MANAGEMENT TOOLS!

877.97.VOICE

HAVING A “RUFF” TIME WITH
YOUR CURRENT PROVIDER?

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

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

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

No one knows Allstate like Lightspeed Voice, and nobody cares more about your 
success than us.  We’ll be sure to keep your tail wagging with our over-the-top 
customer service, incredible all-inclusive feature set, and money-back guarantee!
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The phone is ringing. Someone is 
at your office door. Your book-
keeper needs to review receivables 

and payables with you–today! You need to 
do three things at once, but there’s only 
one you. Oops, make that four things—
now a marketing rep from your largest 
carrier just arrived unexpectedly.

Who’s first? Usually the loudest, most 

agency management

Balancing Responsibilities = Setting 
Business Priorities

By Mike Stroman

demanding person gets your attention 
first, even though odds are that they 
are not the most important. But who is 
most important? Even though people are 
your business, a better question may be, 
“What is most important?”

Income? Profit? Growth? Long-term 
value? Cash flow? All of them?

Maybe you’re looking for a plan to 

address the need for growth, profit, and 
creating long-term value–all wrapped up 
together. We have met literally hundreds 
of agency owners that have various pieces 
of their business priorities down to a fine 
art, but few have mastered every element 
of running a business that consistently 
functions at a high level.

Stroman Consulting Group provides ser-
vices to clients based on Mike’s more than 35 
years in the insurance industry, serving in a 
variety of capacities. 
  Mike began his professional career upon 
completing degree requirements from Rice 
University in January 1980 as an under-
writer trainee in the Travelers Insurance 
Company Houston office and remained 
with Travelers through a move to re-open 
their San Antonio office later that year.
   In May 2006, Mike formed Stroman 
Consulting Group to work with insurance 
entities on a variety of issues. Mike joined 
a client (Talon Insurance Agency, LP) as 
Sales Manager in November 2006 in an 
extended consulting relationship, and re-
started Stroman Consulting Group in April 
2008, focusing on Sales Management, Pro-
ducer Acquisition, and M&A activities for 
agents and brokers.
   Mike graduated from Rice University 
with a BA in Managerial studies in 1979 
and has been involved in the Independent 
Insurance Agents of Houston as President, 
Director, Chairman of Executive Commit-
tee, Chairman of Impact and many other 
committee chairmanships and assignments. 
Mike has also been involved with the In-
dependent Insurance Agents of Texas as 
committee member of many committees, and 
Regional Vice President of Impact, as well 
as serving as Chairman of Membership for 
South Texas for the Council of Insurance 
Agents and Brokers.
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Leading 
the 
Way…

…always has …always will

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

BIGGER
Is Better

Premium In-Force: From $1.02 Billion 
in 1999 to $8.1 Billion in 2018
11 consecutive years of signing over 400 
new independent member agencies
36 years as the leading model for IA 
insurance distribution
Highest commissions, national and 
local incentives

Exclusive online portal and field support 
teams for independent member agencies
Resources include marketing, training, 
commercial lines initiatives, easily accessed 
life insurance products, and more
E&S and specialty programs

Strong and competitive companies as 
Strategic Partners
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This article originally appeared on https://
www.paychex.com on May 8, 2019. It is 
reprinted here with the kind permission of 
the author.

By now, I think that any experienced 
business leader is familiar with the 
benefits of training, right?

We all know that good training im-
proves the skills of our employees. It 
boosts their confidence and job satisfac-
tion. It shows how committed we are to 
their development. It’s an important in-
vestment for what is, without question, 
our most important asset: our people. 
There’s no debate that great firms make 
training and job skills a priority. The 
question is how to provide this training 
effectively ... and affordably.

From my experience, I’ve only seen 
four choices that work well:

It’s Not About Training. 
It’s About Your Training Strategy

By Gene Marks

Conferences
Most of my clients are busy. But that 
doesn’t stop them from getting out of the 
office and attending a conference once 
or twice a year. Usually, these events are 
part of their industry association or trade 
group. My most successful clients bring 
employees along with them. That’s be-
cause these conferences usually provide 
educational sessions, informative key-
notes, and other networking opportuni-
ties to help them learn more about their 
business.

But an industry-specific conference 
may not be the best use of time for all 
your employees. Which is why you 
should probably look beyond that and 
consider other conferences that are more 
designed to meet the needs of an em-
ployee’s specialty. For example, your sales 
and marketing people might want to 

consider a number of conferences direct-
ed toward professionals like them. Your 
finance employees should take in events 
geared toward accounting or the software 
they use. Your information technology 
staff should be learning regularly about 
security and advances in automation, 
network, and data management. There 
are conferences geared specifically for 
employees that work in quality control, 
customer service, or inventory manage-
ment. Many innovative meeting plan-
ners are now offering online options too, 
which could save you the cost of travel.

Higher education
If I were given the chance to go back 
to college, what degree would I pursue? 
Even though you might think it would 
be something in business, I would pre-
fer to study psychology. I’ve learned that 
knowing the numbers is only a small part 
of succeeding in business. It’s knowing 
people that really makes a successful 
worker good at their job.

The same goes for your workers. Some 
of my clients help their employees get 
undergraduate and graduate degrees. 
They like it when their people study sub-
jects that are directly related to their job, 
but they also encourage them to study 
liberal arts as well, because having a good 
education makes a person more well-
rounded and better suited for additional 
tasks and the responsibilities that come 
with them. I’m sure there are plenty of 
good local colleges to consider and don’t 
forget community colleges. But there are 
also a large amount of online options to 
consider too.

Technical certifications
Just about every industry I know — from 

agency management
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finance to marketing to customer ser-
vice — offers certifications. Many trades, 
from engineering to plumbing to con-
tracting, have requirements mandated by 
the government. Depending on the busi-
ness you’re in, your employees may be 
required to attain certain certifications or 
licensing to do their jobs.

But it should go beyond that. Just hav-
ing a certification may not be enough. 
Things change and there are new ideas 
every year. Which is why it’s just as im-
portant for you to send your people away 
to keep their certifications current. Some 
groups require that. Others, not as much. 
But this way your people are not only 
learning new things, but they’re validat-
ing some of the technical information 
that they probably already knew, but 
need to hear again.

Coaching, internal training, and 
consultants
Sometimes having your employees leave 
the office for a conference or training 
can not only be expensive, but disruptive. 
That’s why having a coach, a mentor, or a 
trainer visit the office regularly is a great 
way to enhance your employees’ job skills.

Many of my clients frequently bring in 
people to provide educational content for 
their employees. They ask vendors and sup-

pliers to do “lunch and learns” where they 
demonstrate new products or discuss the 
better use of existing ones. They have their 
IT firm run small classes to improve em-
ployees’ online behavior with a goal of mini-
mizing the potential downloads of malicious 
software or inviting data breaches. They 
have consultants and psychologists visit to 
discuss better processes and methods. They 
ask their accountants, lawyers, and benefit 
firms to conduct sessions on financial plan-
ning, legal issues, and health and retirement 
options. The Association for Talent Devel-
opment not only provides events, but can 
also be a resource to find a great training 
professional for the right topic.

Yes, employee training is essential. But 
the more important concern is whether 
you’re giving this the attention it de-
serves. Here are some actions to take:

Each employee should agree on an 
educational objective during their per-
formance review session. This objective 
should show how the education would 
improve both themselves and their value 
to the company. It should also include how 
and when the objective will be achieved 
and the costs should be approved at that 
time. Updates would then be made on 
successive performance reviews.

Regarding budget ... there needs to be 
one. You should be budgeting an annual 

educational allowance for each employ-
ee and communicating that amount to 
the employee during their performance 
review. It doesn’t have to be the same 
for everyone — in fact, it should vary 
depending on their job, years with the 
company, and level. Remember there are 
tax incentives for paying for educational 
costs, so make sure to consult with your 
accountant about this.

There is no such thing as one size fits 
all. Some of your employees may prefer 
to go to conferences. Others may really 
be into a higher degree. Some may want 
to get this training out of town, but oth-
ers may prefer it in the office. I know 
people that can really benefit from on-
line training, yet others need to be face to 
face with an instructor. Keep all options 
open and figure this out on an employee-
by-employee basis.

The most important thing is to com-
mit to employee training and then have a 
strategy. Your employees will appreciate 
the effort and take advantage of it. Plus, 
your P&L will see the difference.

Gene Marks is a business owner, small 
business expert, author, speaker, CPA, and 
columnist for Forbes, The Hill, Inc, The 
Philadelphia Inquirer and The Guardian. 
https://www.genemarks.com

Are Your HR and 
Payroll in Good Hands?
Manage and pay your employees more efficiently with 
help from an industry-leading full-service provider who 
puts state-of-the-art technology at your fingertips and 
highly trained experts by your side.

• Mobile access for payroll and HR administration

• Employee onboarding that includes self-service

• Custom handbooks

• Learning management system for training and development

paychex.com/allstate
NAPAA@Paychex.com  |  844-846-7827 (Mention Code 5699) 
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This article originally appeared on https://
www.inquirer.com/ on Jul. 23, 2019. It is 
reprinted here with the kind permission of 
the author.

Paid time off for vacation, sickness, or 
family leave is among the most re-
quested employee benefits. But not 

enough employers are getting the message.
That was the conclusion of a 2018 

study of more than 1,000 employees 
nationwide conducted by T-Sheets, a 
subsidiary of accounting software maker 
Intuit. The survey founded that although 
three-quarters of American workers say 
it’s very important for employers to pro-

agency management

A Paid Time Off Policy Can Attract 
Workers; Does Your Business Have 

the Right Policy?
By Gene Marks

vide paid vacation, sick time, or holidays, 
almost a third of companies (31 percent) 
don’t provide paid time off at all.

How does your small business com-
pare?

The problem has become significant 
enough that governments are stepping 
in. Many states and cities are requiring 
employers to provide time off for sick 
employees or those needing family leave.

Currently, neither Delaware nor 
Pennsylvania requires this of employ-
ers (although legislation is proposed in 
Pennsylvania). The City of Philadelphia 
requires its employers to provide one 
hour of sick time for employees for ev-

ery 40 hours they work, to a maximum 
of 40 hours annually. New Jersey requires 
employers to provide one hour for every 
30 hours worked, up to 40 hours of time 
a year.

“We are seeing states propose — and, 
in some cases, pass — comprehensive 
paid family and medical leave,” says Mike 
Trabold, director of compliance risk and 
human resources at payroll processing 
firm Paychex. “We are also watching an 
emerging trend: providing paid leave to 
eligible employees in which employees 
may use the leave for any reason — much 
like they would vacation/PTO. Nevada 
and Maine have both passed legislation 
this year, and New York City is consider-
ing similar legislation.”

Federal paid parental leave has also 
been a part of President Donald Trump’s 
last two proposed budgets, but the leg-
islation has failed to gain congressional 
approval.

Government mandates aside, smart 
business owners and managers know 
that a good paid time off policy will not 
only help attract great employees but will 
also keep current workers happy. And in 
these times of low unemployment, such a 
benefit can make a big difference.

So what’s the best vacation policy for 
your business? There are really only three 
choices.

You can offer a standard two-, three-, 
or four-week vacation plan, where em-
ployees earn their vacation based on 
years of service, and are also able to take 
advantage of a separate number of sick 
days each year. Or you can provide a 
more flexible policy, where you give your 
employees a set number of days off per 
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year (again, based on years of service), 
which they can use any way they’d like.

Third, some employers – particularly 
large companies such as GE and ac-
counting firm Grant Thornton, as well as 
tech firms such as Twitter and LinkedIn 
– have offered unlimited vacation ben-
efits where as long as the job gets done, 
employees can take as much time off in a 
year as they want. This may be working 
for them, but it isn’t for everyone.

“Unlimited paid time off simply isn’t 
an option for our small business,” says 
Michele E. Gehring, a principal at King 
of Prussia-based Coterie Environmental. 
“We need to be able to count on every 
member of that team to be present on a 
routine basis. Something like unlimited 
PTO would create strain on resource 
availability.”

All of these policies have their pros 
and cons. But a study released from hu-
man resources professional organization 
WorldatWork found that some trends 
are emerging.

According to this study, which looked 
at more than 500 employees, 63 percent 
of organizations that offer flexible PTO 
plans also allow their employees to make 
immediate use of the benefits as opposed 
to earning the days off over a period of 
time. Another interesting trend: One 
in four employers in the study allowed 
employees to redirect unused paid time 
off to other employees in the company 
or their retirement plans, or for a chari-
table donation. And although more than 
a third (37 percent) of employees don’t 
use all of their paid time off in a year, the 
study found that organizations with “use 
it or lose it” policies have been able to 
reduce that number to 19 percent.

Consistency and fairness in imple-
menting a PTO policy is also critical. 
Paychex, according to Trabold, “strongly 
encourages” clients to set expectations 
with their employees in advance — espe-
cially around the acceptable use of PTO 
and the approval process — and to im-
plement it as consistently as possible to 
mitigate claims of discrimination.

Having the right paid time off policy 
(and requiring your employees to use it) 
isn’t just an important recruiting tool. It’s 
a critical part of making sure your people 
are happy, healthy, and rested enough to 

do the best job for you.
“Burnout is a real challenge for busi-

ness and makes people so much less ef-
fective at their jobs,” says Brittany Reed, 
owner of Tesoro Leather Studio in Phil-
adelphia. “We all should take more time 
away from our jobs when possible. We 

don’t live to work; we work to live.”

Gene Marks is a business owner, small 
business expert, author, speaker, CPA, and 
columnist for Forbes, The Hill, Inc, The 
Philadelphia Inquirer and The Guardian. 
https://www.genemarks.com 

NAPAA is proud 
to congratulate 
Katelyn Ann Gress, 
winner of the $1,000 
Spring 2019 NAPAA 
Scholarship. Gress 
is the daughter of 
Pennsylvania Allstate 
Agent Ken Gress. 

The Scholarship 
program encourages 
young adults to learn 
about their social 
environment and 
prepare themselves 
for future challenges. 

Thank you to 
NAPAA members 
for sponsoring 
this scholarship.
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This article originally appeared on https://
www.bgisystems.com on May 08, 2019. It 
is reprinted here with the kind permission 
of the author.

Big doors swing on small hinges 
was originally said by W. Clem-
ent Stone, founder of The Com-

bined Insurance Company of America. 
You may or may not be familiar with ei-
ther one of those names. But both were 
influential on the development of Amer-
ican business as we know it today.

Mr. Stone was partners of sorts with 
Napoleon Hill (author of the famous 
business book, Think and Grow Rich) 
in forming and defining the blueprint 
for SUCCESSFUL BUSINESSES 
in America. Mr. Stone passed away in 
2002. I promise you, his business teach-

Big Doors Swing on Small Hinges
By Bill Gough, Insurance Hall of Fame Agent

ings are worth your time studying. Lots 
of info on this at your fingertips online. 

Stone’s statement, “Big doors swing 
on little hinges” refers to the idea that 
it’s the small things, small ideas, small 
actions that are often the trigger for big 
things happening in an organization or 
a person’s development. For example, a 
small investment in one’s self can result 
in a breakthrough in growth, wealth, or 
personal development.

I have had multiple breakthroughs 
throughout my life. Almost all of them come 
as a result of learning and applying a small 
thing. I have been fortunate and blessed to 
know and work with many millionaires and 
multi-millionaires. Each has shared that 
their big breakthroughs came from small 
discoveries and implementations.

For example, one of the small things 

we started over two decades ago was doc-
umenting step-by-step, keystroke-by-
keystroke, the daily routine tasks in our 
insurance agency. That small step led to 
what is the BGI Systems Toolkit made 
up of efficient and profitable systems to 
run a successful insurance agency. 

Today those four manuals of Opera-
tions, Sales, Marketing, and Hiring the 
Winning Team is about 400 hundred 
pages in length. It looks overwhelming 
to a person seeing it for the first time … 
BUT … I promise you it was created one 
process at a time starting with, “How To 
Answer The Phone.”

Throughout my career I have expe-
rienced many successes and won many 
awards. However, for every shiny award, 
victory, and pat on the back, there have 
been many more failures and defeats. 
The biggest takeaway I’ve learned about 
success in my career is this:

Success is not so much what we 
have as it is what we are.

Success is attracted by the person you 
become. How do you become that per-
son? By studying and thinking accurate-
ly. Our public schools should be teaching 
this. One of the best resources you can 
learn about accurate thinking is from one 
of the best-selling books of all time--
Think and Grow Rich by Napoleon Hill. 
It is a must read or you can listen to in 
your car on CD.

Remember, success is 20% skill and 
80% strategy.

On the flip side, failure is not a single 
cataclysmic event. You don’t fail overnight. 
Instead, failure is a few errors in judgment, 
repeated day after day. It’s important not to 
take a casual approach to your life or busi-
ness because business to business casual-
ness leads to business casualties.

Really, it’s too bad failures don’t give 
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Join the 
“ALL Agents Page” 

on Facebook

All New Group 
for Allstate Agents 

and Former Allstate Agents Only

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

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

Groups on your Facebook page.

seminars. Wouldn’t that be valuable? If you 
meet a guy who has messed up his life for 
forty years, there’s a pretty good chance he’s 
got some advice on what not to do.

Keep in mind: You might know how to be 
a business owner, but what is your plan for 
being a business owner? You know what it 
took to get your name on the front door – 
all the legal mess and money that changed 
hands, but what was your plan for after you 
got the keys? Success is the difference be-
tween ability and strategy.

Never get discouraged… remem-
ber, “You Win Some, You Learn Some, 
but You NEVER Lose Some.” Each 
time you feel that you have lost, chin up, 
reevaluate the situation and go do some-
thing else. You haven’t really lost. You 
have learned from your temporary failure 
how to better win next time.

Here are three questions that so many 
of us ask ourselves.

1. What’s the measure of success?
2. How do you become successful?
3. Are you successful?
You see, when we think of success, 

we have this image of happiness, power, 
money, or popularity. All of these things 
do come along with being successful. 
However….in many ways success is a 
pile of failures! 

I know, I know. Who wants that? 
Way to be negative Bill… I’m not being 
negative, just honest. Now, we all know 
success doesn’t happen by accident. It 
consists of studying, hard work, perse-
verance, sacrifice, doubt, rejection, con-
sistency, criticism, studying some more, 
failing, and this is where it happens… 
Improving on the things and doing them 
all over again. Not allowing the failure to 
stop you!

You see, failure isn’t the opposite of 
success, it’s a part of the journey. Success 
is built on failures and frustration. 

• Success is loving yourself through 
the failures!

• Success is not allowing the fear of 
failure stop you!

• Success is loving what you do and 
how you do it!

• Success is bringing value to the 
world!

So, if you want to be successful then 
you know failure is going to happen but 
it does not have to stop you from suc-

ceeding. Set your mind now so you can 
make your future better than your pres-
ent! The book of Proverbs teaches us 
much about wisdom. One of my favorite 
passages that I will paraphrase here goes 
something like … 

Listen, and I will teach you what the 
wise have said. Study their teachings, 
and you will be glad when you remem-
ber and quote them.

Notice there are four key verbs from 
that line…. Listen, study, remember, and 
quote. 

You cannot just learn something and 
become wiser. You have to remember it. 
And you can’t just remember it; you have 
to reinforce or study it. If you do not 
remember and reinforce it, you end up 
having to learn the same lesson over and 
over. You have to retain it to remember it 
so you can apply it.

People often say, “I can’t remember any-
thing.” That is not true, sure you can. You 
remember what is important to you. You 
remember what you love. You remember 
what matters to you. You may remember 
tons of baseball or football statistics. Or 
you can sing every lyric to popular songs 
that you care about or every step to a fa-
vorite recipe or something else you care 
about. But you also need to remember 
things that will help make you successful.

You remember what is important to 
you. We find ourselves doing or thinking 

about doing, some task most of our waking 
hours because of our chosen lifestyle and 
career that demands much of our time and 
energy and we are controlled by it, rather 
than controlling it. If you fail to improve 
on yourself, you will have to re-learn many 
things over and over. Or even worse, forget 
them and never apply the little things that 
could open big doors in your life.

Want to learn about small changes you 
can make in your agency to lead to big 
successes? Email Support@BGISystems.
com and ask about training materials 
available or to request a free Dan Ken-
nedy book on either Time Management 
or Brand Building.

Bill Gough founded BGI Systems in 2008 
to help other agency owners achieve and 
exceed the same success that he experi-
enced over his 28-year career as an Allstate 
Agent. BGI Systems teaches hundreds of 
Insurance Agency Owners across the coun-
try real-world proven systems and pro-
cesses that helped Bill ’s agency get into the 
coveted Allstate Hall of Fame. A portion 
of every dollar that comes through BGI 
goes straight into the William M. Gough 
III Charitable Fund, which honors Bill ’s 
late son. This fund has helped nearly 500 
organizations and individuals get a step 
closer to achieving their goals. Bill ’s goal is 
to pledge and donate $1 million in his son’s 
honor. He is already over 3/4 of the way 
there today. 
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Attention! The time is now! Fall is 
here. Before you know it, we will 
be attending Christmas parties 

and celebrating the holidays with family 
and friends. This year is coming to an end, 
so if you are going to make an impact in 
your compensation for 2019 (especially 
bonuses and trips), you have to act now. 
The clock is ticking and you don’t want 
to leave one dollar (not one dollar!) on the 
table when it comes to compensation.

If you are already maxing out compensa-
tion and spending half of your year on a 
yacht, then keep up the good work! If you 
have some room for improvement, then 
read on for a tip on increasing applications. 

First, we all know that unless someone 
is buying a new house or a new car, the 
deeper in the year it gets, the more diffi-
cult it is to sell property, casualty and life 
insurance. It has been said by many that 
people are more worried about buying 

gifts and paying for vacations than they 
are about buying life insurance.

To help you sell insurance at this time 
of the year, I encourage you to be on the 
right side of human nature. This means 
that instead of working against the 
events and holidays towards the end of 
the year, you need to find a way to enter 
these conversations as they are occurring. 

I learned this valuable lesson through 
my experience playing Little League 
baseball. I remember my team would be 
serious about playing baseball until an 
airplane or helicopter would fly by. At 
that moment in time, the only thing that 
mattered to us was that amazing ma-
chine flying over our baseball field. I had 
one coach who would scream out “Pay 
attention to the game! Get your head in 
the game! Stop looking at that airplane!” 
and we would try not to look, but he was 
asking a lot from a field full of kids. On 

the other hand, I had another coach who 
would say things like: “That is one awe-
some airplane! Look how fast it’s going! 
Which one of you boys can hit the ball 
as high as that plane?” We would all raise 
our hands and scream out “ME! ME!” 
Then our coach would reply: “Then let’s 
get the guys on the other team out so I 
can see you hit a ball up in the sky!” Im-
mediately each player was laser focused 
on what the coach wanted us to do. This 
is because, instead of immediately redi-
recting us, he joined in the conversation 
we were already having in our minds. He 
was on the right side of human nature.

When you are trying to sell property, 
casualty and life insurance this year, 
think about how you can relate to whom 
you are selling to. The holidays are often 
a time when family and loved ones are on 
people’s mind. If you can bring up family 
and loved ones with potential clients, you 
will be connecting with a conversation 
that is already happening in their minds, 
so it will easily lead them to a discussion 
about life insurance or asset protection.

This fall, try this approach and see how 
many more applications it produces. You 
already know what people will be think-
ing and talking about, so think outside 
the box instead of simply injecting what 
you are trying to accomplish. 

Finish 2019 strong! If you would like 
some more tips on growing your agen-
cy, check out my information on the 
NAPAA website. 

David is a nationally known marketing and 
SEO specialist. For more than nine years, he 
has been helping hundreds of Allstate agents 
across the country grow their BOBs and 
maximize their bonuses with powerful and 
effective marketing and search engine opti-
mization. David is a frequent contributor 
to the Exclusivefocus magazine.

Time to Finish Strong
By David Neuenschwander
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This article originally appeared on https://
agencyupdates.com/ on September 17, 2018. 
It is reprinted here with the kind permission 
of the author.

As we move into a new season, 
it’s time to talk about fresh fall 
insurance marketing ideas that 

you can use in your agency over the next 
few months.

The weather is cooling off, school is 
back in session, and now we’re all ready 
for the end-of-year push to hit sales 
goals. But you’re going to have to get cre-
ative if you want people to pay attention!

Here are a few Fall insurance market-
ing ideas to put in place:

Gift cards, giveaways, and contests are 
always a great way to build attention and 
get people to take action. These are espe-
cially great for Facebook marketing!

Pumpkin Spice Giveaway
Whether you’re a fan of it or not…wom-
en love it! (I’m sure a lot of men do too, 
but women talk about it more!) Pumpkin 
spice lattes are a season of their own.

There are several ways you can use this 
in your marketing. An easy way is to give 
away a $5 to $10 Starbucks gift card in 
exchange for a quote or a referral if they 
act by a certain date. This is simple to 
promote and deliver.

You could also put together a draw-
ing for a cute pumpkin spice themed gift 
basket with K-cups, creamers, and a fall 
themed coffee mug! Take a pic of your 
giveaway and post it on your Facebook 
page. 

Don’t forget to include details on how 
to qualify for the giveaway. Have a dead-
line and require that to be entered, they 
must call or fill out an online form and 
speak to someone about their quote. This 
helps you generate REAL leads and not 

just a bunch of post likes.
If you want to include any rules for the 

drawing, make sure they are clear in the 
post. Some people don’t like to extend 
an offer to current clients, but I feel like 
this is risky…you don’t want your cur-
rent clients to feel unappreciated or left 
out. Instead require that a quote must 
be for a NEW line of business that they 
don’t current have with your agency (life 
insurance included). You could also use 
this idea in October with a Halloween 
themed giveaway. 

On Facebook, you can boost this post 
so that it reaches a lot more people. Click 
the Boost option under your post, and 
then choose who you want to target. For 
most people, selecting a radius around 
your office is a great place to start. De-
cide how long you want to run the ad and 
how much you’d like to spend, and it’s 
ready to go.

Fall Events
This time of year is usually full of spe-
cial family events like pumpkin patches, 
hay rides, haunted houses, apple picking, 
and more. Many of these places have in-
expensive tickets. Go pick up a few and 
offer them up to the next five people who 
call in for a quote!

If you want to get more people seeing 
your posts and really connecting with 
your agency and team, host some fun 
Facebook voting contests.

Have your staff dress up for Hallow-
een, post the pictures in an album on 
Facebook, and ask followers to vote for 

their favorite. (You might even offer a 
prize to the staff member who wins!) 
If you’re not into costumes, a pumpkin 
carving contest could be fun too. Or even 
a turkey decoration for Thanksgiving.

These types of events are fun for your 
team and your clients!

Customer Appreciation
In November, consider focusing on grat-
itude! You could show your gratitude to 
your clients with a customer apprecia-
tion event. Maybe you hire a shredding 
company to bring out a locked shred bin 
for the day. Have your clients bring by 
any of their documents that need to be 
shredded at no cost! (And offer them a 
life insurance quote while they’re there.) 

Other customer appreciation event ideas?
• Have someone who is an expert at 

car seat safety available to inspect cars and 
see if their car seats are installed correctly.

• Hire a group of teens to do free car 
washes for clients in your parking lot! (Too 
cold? Offer to vacuum instead!)

No matter what you choose, make sure 
to promote it well! Use social media, 
Facebook ads, emails, mailers, whatever 
it takes. And if you’re doing a giveaway, 
ask people to pose for pictures when they 
come to pick up their prize. Then use the 
photos on your social media and in your 
email newsletter!

Great marketing doesn’t have to be 
boring, it just has to get done! Think 
about how you can use these ideas in 
your agency to get attention and drive 
new leads.

Robyn Sharp is the owner of Mega Agency 
Marketing and an independent insurance 
agency in Arkansas. Visit AgencyUpdates.
com to learn more about how to use social 
media to get leads and grow your agency!

Fall Insurance Marketing Ideas
By Robyn Sharp

sales and marketing
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This article originally appeared on https://
www.linkedin.com/ on Aug. 29, 2019. It is 
reprinted here with the kind permission of 
the author.

I transitioned to an independent 
agency from a captive agency pro-
gram over 16+ years ago. It was a 

huge step, but I was interested in having 
more options in my toolbox than would 
ever be available to me as a captive agent. 
On my first day as an independent, it be-
came crystal clear that my success would 
be up to me. I also realized 
how important it was to have 
the right tools, training and 
support.

Whether captive or inde-
pendent, success often de-
pends on the quality of train-
ing and support you receive 
from your carrier or the group 
you are affiliated with. No agent can be an 
island in this business, which is why it is 
important to be diligent when assessing 
the carriers or groups you may be consider-
ing. Will they provide you with first-class 
training and assistance, or leave you in the 
lurch? In the latter case, both the agent and 
the group – or the captive carrier – suffer. 
For agents, this is often demoralizing and 
frustrating, and leads to disenchantment 
with the carrier or the aggregator group. 
And if it persists for a prolonged period, it 
can force the agent to seek opportunities 
elsewhere.

If an agent decides to move from one 
captive company to another, the transi-
tion is often pretty smooth because of the 
agent’s familiarity with the captive system. 
But if that same agent decides to become 
an independent, there is more to consider. 
First, it is important to know that no two 

groups are exactly alike. The only similari-
ties between groups are that they “aggre-
gate” premium for contingencies, and pro-
vide carrier access.

Following is a list of questions I’ve devel-
oped for those wishing to explore indepen-
dent agency ownership opportunities:

1. Are there any initial startup fees to 
join?

2.  What is included in the startup fees?
3. What tools/software and support are 

provided by the group to get my agency op-
erational?

4. Are there other tools 
and/or software not provided 
by the group that I will need to 
purchase?

5. Are there monthly base 
fees?

6. What ongoing benefits, 
services or programs are pro-
vided in return for monthly 

fees? (I.e. software, E&O, technical sup-
port, etc.)

7. Are there other monthly fees – such 
as commission splits – which I am obli-
gated to pay?

8. Are there production requirements re-
quired by the group to remain?

9. Are there carrier production require-
ments for access? (sometimes a moving 
target, but they can at least provide current 
requirements)

10. Does the group share in contingency 
bonuses? If so, how is they shared?

11. What are the criteria to earn bonuses? 
(I.e. minimum earned premium, time in 
group, individual agency profitability, group 
profitability?

12. Am I able to obtain independent fi-
nancing to purchase other agency books or 
implement marketing plans without ap-
proval of the group?

13. What additional tools and support 
are available to assist me in managing my 
agency to grow a large, profitable book of 
business?

14. Are there any clauses in the agreement 
where I could be involuntarily forced to 
leave the group? If so, are there exit or pen-
alty fees and what happens to the book of 
business?

15. If I decide to leave group and keep my 
book, are there exit fees? If so, how much?

16. If there are no exit fees, is there a pe-
riod that I cannot compete for the book I 
built while with the group?

17. Is there a time element I am obligated 
to stay in the group before I can exit?

18. Is there a specific time required after 
notice before I can exit group? (I.e. 30 days, 
90 days, 180 days, etc.?)

19. When I’m ready to sell my agency, 
what costs do I incur when selling to an 
agency that’s affiliated with the group?

20. What if I sold my agency to an indi-
vidual/agency outside of the group, what is 
process and costs to do so?

Getting the answers to these questions 
will help an agent evaluate and understand 
the group. I also recommend that agents 
request a list of agents affiliated with the 
group(s) being evaluated. The “real proof 
in the pudding” is how the group is viewed 
by their existing agent associates. These 
agents will give “the good, the bad, and the 
ugly” reviews.

Steve Woodworth currently is VP Southwest 
Region with Affordable American Insur-
ance. He started his insurance career in 1992. 
“Woody,” as Steve is known in the industry, 
has assisted other agents full-time in this pro-
cess for nine years. If you have any questions, 
Steve can be reached at swoodworth@insur-
anceaai.com or (623) 466-3942.

You Are Only as Good 
as Your Support Team

By Steve “Woody” Woodworth
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In the changing insurance market-
place, agencies are not simply com-
peting against other agencies in the 

same city or town, or with the same prod-
uct or service offering. Agency owners 
today must have the right business prac-
tices in place to compete on a national 
and even global level. This involves find-
ing innovative ways to attract and retain 
the modern client in these days of digital 
transformation. It includes automating 
processes and workflow to streamline 
operations. It even includes expansion 
and hiring practices. Agencies that work 
to master the changing marketplace will 
race toward the future, while others will 
sadly get left behind.

How are you differentiating your agen-
cy from the pack? Has your business be-
come stagnant, or are you advancing your 
business practices to compete? Knowing 
ways that you can transform your busi-
ness can help you avoid this fate.

Appealing to Today’s Consumer 
Human behavior has changed with the 
technological advances of our time. 
Therefore, as an agency owner, you must 
adjust your current business, marketing 
and sales strategies to make your busi-
ness more attractive to customers. Some 
ways that you can address current trends 
and come out ahead of the game include:

• Emphasizing your value: Price-
competition, particularly online, has made 
the modern consumer expect the lowest 
price possible. Position your agency to 
compete by showcasing your value aside 
from price to overcome these price-wars.

• Providing instant accessibility: 
Whether it is offering online quotes and 
applications or allowing customers to 

Ever-Increasing Competition:  
The Race Toward the Future 

By Scott Stars, Oak Street Funding

submit claims and handle customer ser-
vice online, offering fast and easy service 
is the way of the future.

• Using the latest technology: Find 
ways to service customers using new, on-
line tools that can improve the customer 
experience. Examples include CRM 
(customer relationship management), 
social media, online quotes and customer 
service chat features. 

• Keeping the human touch: Cus-
tomers still look for agents who under-
stand their needs. Do not abandon all 
your traditional methods of communica-
tion in favor of electronic ones. Face-to-
face communication and interaction still 
count in this always-online world.

New Technologies to Help you 
Compete 
Luckily, advancements in technology 
have enabled the modern insurance agent 
to stay competitive and profitable. Here 
are some ways you can keep up with the 
changes and maximize growth:

• Digital marketing tools: Agencies 
who use social media, blog regularly and 
give their websites regular content and 
design upgrades benefit from increased 

visibility and top-of-mind awareness 
among potential customers. New target-
ing tools even allow for agents to cus-
tomize advertisements by geographic, 
demographic and other profiles to ensure 
they reach their ideal customers. Invest-
ing in digital marketing makes sense for 
most agencies because of the high return 
on investment from this low-cost pro-
motional method. 

• Technology for serving clients: A 
wealth of tools exist for agencies to ser-
vice clients better. These include VoIP 
technology, auto-attendants, web-based 
client portals, CRM, advanced phone 
systems, online data storage/retrieval, 
online quoting/chatting, customer ser-
vice and more. Discover gaps in your 
current customer service process and un-
cover tools that can help you sell and ser-
vice your customers more effectively. If 
the thought of implementing these tools 
is overwhelming to you, start slowly. Be-
gin by integrating one or two technolo-
gies into your operational process.

Hiring to Compete
Another way your agency can stay com-
petitive includes hiring and retaining 
the best available talent. Fresh produc-
ers will require all the latest resources at 
their disposal to succeed. If you offer new 
team members the latest software tools 
for selling and for serving customers, 
you will give them an added advantage 
in the field. In addition, providing them 
with adequate training and opportunities 
for professional development will ensure 
that they can perform well and will thrive 
in your agency. Once you have hired your 
talent, it’s important to keep them happy 
and thriving so that they will remain 

sales and marketing
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loyal to your company.  Ensure that they 
assimilate well with other members of 
your team and understand their role in 
the organization. Finally, make sure to 
mentor them and provide them with ad-
vice along the way, particularly if you are 
a seasoned agent hiring a producer with 
less experience.

Mergers and Acquisitions
Depending on the goals of your agency, 
staying competitive may include op-
portunities to merge with, purchase or 
sell to another agency. In the insurance 
world, mergers and acquisitions have 
emerged as a current trend, so agencies 
should always be looking for partner-
ships and agencies with complementary 
products or customers. Collaborating or 
acquiring another agency with a similar 
or complementary service or product line 
may give your company a competitive 
edge while giving your customers added 
value. Whether you position your agency 
to sell, merge or acquire another agency, 
some ways you can appeal to buyers and 
sellers include: 

• Upgrading your technology
• Streamlining and documenting 

your operational processes
• Refreshing your brand/logo/mar-

keting message
• Updating your website and blog
• Maintaining a regular presence on 

social media
• Conducting targeted marketing 

campaigns 
• Staying active and involved in the 

community
• Hiring and retaining top talent
• Updating and expanding your cus-

tomer database
• Maintaining optimal data security 

practices
• Analyzing and documenting your 

marketing ROI

Obstacles for Success 
Staying profitable in this highly com-
petitive industry can prove challenging 
for some agencies. Some of the obstacles 
many businesses encounter on the road 
to success include: 

• The cost of competing: Trying to 
manage marketing, adopting new tech-
nologies, new hires and acquisitions 

can be quite overwhelming for anyone. 
Working capital investments can take 
the pressure off these new ventures and 
it can free up resources for those invest-
ments. 

• Time required to implement: 
Agencies should not expect to change 
overnight. Hiring properly, improv-
ing processes, implementing new tech-
nologies and expanding your client base 
will take some time. If you are patient 
throughout the process, you will manage 
your expectations realistically without 
becoming frustrated. 

• Getting your team on board: Edu-
cating and training your team on all the 
new processes, technologies and changes 
may prove to be a daunting task, espe-
cially if employees have done things the 
same way for some time. Hold a col-
laborative meeting to get everyone on 
the same page and explain the reasons 
for the shift in processes and systems so 
that employees are more receptive to the 
changes.

Manage your Growth and Master the 
Marketplace 
Agencies striving towards expansion 
in the next decade must do more than 
maintain the status quo. Employing any 
or all the following tactics will work to 
your advantage: 

• Learn from industry leaders: 
Look to seasoned agencies in your area 
or even outside your area and learn from 
their successes. Ask where they network, 
how they market their businesses and 
what has worked or not worked in their 
agencies. Contact them to gain wisdom 
on how to implement similar strategies 
in your business. Consider finding an 
agent in another geographic area that is 
not competitive with yours.

• Continue to hustle: The best 
agents maintain a go-getter mindset 
when it comes to selling, servicing and 
growing. Be on the lookout for ways to 
adapt to trends, new clients to attract, or 
new technologies or systems to imple-
ment to improve your agency and out-
hustle your competition.

• Always be available: The best 
agents are there when customers need 
them. Work toward building a relation-
ship with your customers. If they know 

you have their best interests at heart, 
they will count on you when they have a 
question or a claim.

• Embrace digital communication: 
If your current processes do not allow 
you to reach your customers online, or 
communicate or service them electroni-
cally, it is time to upgrade your methods. 
Customers seek to research, get quotes, 
manage their accounts, and submit ser-
vice requests online. Make it possible for 
them to do so with internet technologies 
and electronic systems.

• Integrate Digital and Traditional: 
Even if you have started employing digi-
tal marketing efforts, make sure you are 
integrating these with tried-and-true, 
traditional approaches for maximum 
impact. And do not forget adding a per-
sonal touch: customers may prefer to 
communicate digitally, but that does not 
mean they do not appreciate personaliza-
tion or one-on-one time. 

• Showcase your brand: Commu-
nicate to your customers and prospects 
why your agency is unique. Be sure to 
include these marketing messages and 
unique aspects of your agency and brand 
in your digital and offline marketing ef-
forts. When you differentiate yourself 
from the sea of competitors in the mar-
ketplace, your customers will feel confi-
dent in their decisions to choose you as 
their agent.

No matter how competitive the insur-
ance industry becomes, or how much 
technology improves the processes and 
ways of communicating, agents must 
remain nimble and adaptable. Follow-
ing some of the above strategies will en-
sure that those agencies have a chance to 
compete and thrive in the new, techno-
logically-savvy economy.

Scott Stars is a sales leader for Oak Street 
Funding. With experience in providing 
more than $120 million in insurance indus-
try loans, Scott truly understands insurance 
agency businesses and their unique capital 
needs for acquisition funding, debt consoli-
dation, succession planning and working 
capital. Scott has successfully led sales orga-
nizations in highly competitive environ-
ments and has developed growth strategies 
specifically for insurance businesses. He can be 
reached at scott.stars@oakstreetfunding.com.
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National Association
of Professional Allstate Agents

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.

NAPAA’s 
Gro

up H
ealth

Benefit P
ro

gram: 

Enro
ll T

oday
!

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

“
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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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ALASKA
Anchorage
SAMM Business Marketing - 
Seller Rep
855.306.8627 
mel@sammconsulting.com  
Asking Price: Negotiable 
Premium:  $2,100,000 
Number of Staff: 2 
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 to 
start the process.

COLORADO
Longmont
Martens Insurance Agency LLC
970.290.3800
martens@allstate.com 
Asking Price: $750,000
PIF: 1683
Premium: $2.6 million
Number of Staff: 2.5 
20-year-old scratch agency 
with 92% P&C retention and 
98% life retention. 24 month 
adjusted loss ratio of 38%. 
Bi-lingual agency. Agent 
wishes to retire. Longmont 
is located 30 miles north of 
the Denver/Boulder area and 
population is booming – over 
94,000. PPC Loan (an Allstate 
approved lender) has already 
approved up to $615,000 for 
a qualified buyer! PPC Loan 
underwriter stated “this is a 
great agency to purchase!”  

 
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

INDIANA
West Lafayette
Matt Kopf Agency
765.426.2477 
mattkopf@allstate.com  
Asking Price: $699,000 
PIF: 1990 Premium: $2,270,704 
Number of Staff: 2 
19th year Allstate agent who 
bought book over 17 years 
old back in 2001. 2 licensed 
staff with total of 13 years 
experience at Allstate. 
Retention is 87%, LR 36%, 
only Allstate agent in West 
Lafayette. Will consider 
selling for the right price, not 
being forced to sell, just look-
ing at options, and currently 
on pace for an ALR bonus. 
Agency has several work-
place benefit cases that gen-
erate new production credit 
from annual re-enrollments

LOUISIANA 
Lafayette
Ronnie Dressel Agency
337.981.5211
ronniedressel@allstate.com
Asking Price: $800,000
PIF: 1321 
Premium: $2,589, 198
Number of Staff: 2

St. Martinville
Ronnie Dressel Agency
337.394.8484
ronniedressel@allstate.com
Asking Price: $1,200,000
PIF: 1580 
Premium: $3,510,405
Number of Staff: 2
30 year agency. Has about 
300,000 in brokered premium. 

MARYLAND
Rockville
Barbara L. Dean Agency
301.309.0801
barbaraldean@allstate.com
Asking Price: TBD
PIF: 1440 Premium: $1,950,000
Number of Staff: 2
39 year Rockville agency 
with 91% retention and 31% 
LR on prime location. Agent 
available as LSP.

Salisbury
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.

S Maryland
SAMM Business Marketing - 
Seller Rep
855.306.8627 
mel@sammconsulting.com  
Asking Price: Negotiable 
Premium:  $3,500,000 
Number of Staff: 4 
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 to 
start the process.

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. Down-
town within walking dis-
tance.

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

Edgewater
Harshaw & Associates
386.290.5654 
treyharshaw@gmail.com  
Asking Price: Please Call 
PIF: 2,470 Premium: 
$3,700,000 
Number of Staff: 2 
21 year turnkey agency. 
Long-term clients - 87% re-
tention, 39% LR, AES 172. Ex-
perienced staff. 65% Allstate, 
35% Ivantage brokered. 
3000sq ft standalone location, 
2 car garage. Real estate 
sold separately. Outstand-
ing EFS. Detailed financials 
availabe upon request. 

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.

Spring Hill
Veres Insurance
727.967.3438 
billveres@allstate.com  
Asking Price: $750,000 
Premium: $2,900,000 
Number of Staff: 2 
2 employees with 21 years of 
experience. 20 years at the 
same main street location. 
Agent retiring. Loss ratio 
48%. Retention 88%. Agency 
poised for growth.  
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the NAPAA market place
Agencies for Sale Agencies for Sale Agencies for Sale Agencies for Sale

MONTANA
Billings
Rowe Insurance Agency Inc
406.652.2510 
roweinsurance@msn.com  
Asking Price: $325,000 
PIF: 950 Premium: $1,300,000 
Number of Staff: 1 
2007 scratch agency, agent 
retiring. Excellent long-term 
customer base. 90% reten-
tion, 75% HHB

NEW HAMPSHIRE
Hillsborough County
SAMM Business Marketing - 
Seller Rep 
855.306.8627 
mel@sammconsulting.com  
Asking Price: Negotiable 
Premium:  $8,000,000 
Number of Staff: 9 
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 to 
start the process.

NEW JERSEY
Turnersville
Graisbery Financial Group
856.374.0500 
sgraisbery@allstate.com  
Asking Price: $1,092,000 
PIF: 3,819 
Premium: $4,329,336 
Number of Staff: 4 
90.04% Retention, 45.91 LR. 
61.05% multicategory house-
holds. 

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.

Port Jefferson Station
Peter J Castagna Insurance 
Agency
631.902.8933 
petercastagna@allstate.com  
Asking Price: $900,000 
PIF: 1,420 Premium: 
$2,870,000 
LR 30.80%, Retention 92.03%. 
35yr retiring agent

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

PENNSYLVANIA 
Philadelphia
SAMM Business Marketing - 
Seller Rep
855.306.8627 
mel@sammconsulting.com  
Asking Price: Negotiable 
Premium:  $9,000,000 
Number of Staff: 11 
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 to 
start the process.

TEXAS
Dallas
SAMM Business Marketing - 
Seller Rep
855.306.8627 
mel@sammconsulting.com  
Asking Price: Negotiable 
Premium: $4,500,000 
Number of Staff: 6 
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 to 
start the process.

East Coast
Texas Allstate Agency – 2 
Locations
928.445.1144
wciadmin@wcibusinessbro-
kers.com
Asking Price: 3,500,000
Premium: 10,331,270
Number of Staff: 8
This well-established Allstate 
Agency has been in opera-
tion for over 25 years and is 
located in the Texas Region. 
This is a $10.3M book of 
business and operated out 
of two locations which are 
within 20 miles of each other. 
The Agency is operated by 
one Principal and a total of 
eight full-time established 
employees. The Agency has 
been very stable with 89% re-
tention. Gross Commissions 
are $1.1 million. For more 
information, please contact 
Wendy at 520.881.7211.

Killeen
SAMM Business Marketing - 
Seller Rep
855.306.8627 
mel@sammconsulting.com  
Reduced Price: $850,000 
Premium: $3,400,000 
Number of Staff: 3 
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 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 to-
gether. Agency started from 
scratch in 2004, purchased 
satellite in 2007. Strong 
agency, very involved in the 
community. 

Mesquite
SAMM Business Marketing - 
Seller Rep
855.306.8627 
mel@sammconsulting.com  
Asking Price: Negotiable 
Premium:  $2,300,000 
Number of Staff: 4 
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 to 
start the process.

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. 

 
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’ 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 Exclusive-
focus 

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

For more information, go 
to www.napaausa.org, or 
contact NAPAA at 
877-627-2248, or epeters-
en@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

Employee Misclassification: 
Are You Guilty Too?

It’s Time to Embrace 
Sales Scripts

Does Your Business 
Have the Right 
Paid Time Off Policy?

A Magazine 
for Allstate Agency

Owners

ExclusivefocusFall 2019

An Official Publication of the National Association of Professional Allstate Agents, Inc.

FINISH STRONG
Use your last fiscal quarter 

to focus on goals, set priorities 
& evaluate the future

Fall 2019
this issue of 

Exclusivefocus is

brought to you by the

National Association

of Professional 

Allstate Agents.



 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…!! 



Rome wasn't built in a day, and
neither was your agency.

Financing with

Providence Bank

Agency Finance can

help grow your agency

to new heights.

Let us provide the cash you need to increase your marketing, hire
more staff, enhance your technology, acquire another agency, or

whatever you need to reach your agency's goals.

Call us today to learn more
877.894.2784. or visit us at

pbagencyfinace.com




