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president’s message

Security and Its Hurdles 
Aren’t Going Anywhere
debe Campos-Fleenor, napaa president, Active Allstate Agent

It’s hard to believe but my two-year term as president of 
NAPAA is approaching its end. We have accomplished a 
great deal since June 2017. 

We offered group health insurance to both members and 
non-members of NAPAA, and we improved our group vision 
and dental offerings. 

We opened up a new communication channel with Glenn 
Shapiro and his predecessor Matt Winter. 

We are sharing your concerns with the home office and are 
having success. 

We have nine dedicated board members working on your be-
half, and if you ever have any questions please call any of us. We 
are all listed in this magazine and on NAPAA’s webpage. You 
can also call Ted Paris, our executive director, or our adminis-
trative office and they will route you to the party you need to 
talk with. Thanks for your support during my term as madam 
president. Now on to other things.

Recently, my office was attempting to send our birthday list 
for January to Versicall for birthday calls, and to no surprise 
there is a new hurdle to jump over in regard to using e-agent. 
In the past we were able to export the birthday list to an Excel 
spread sheet, clean it up and then send it to our vendor, who 
calls our clients for their birthdays and sings to them (great 
NAPAA vendor!). My tech-savvy high school staff person 
managed to figure another way to complete the task by passing 
the new hurdle. It made me think about how cyber security is 

now an issue that every agent has to contend with, including 
meeting the IPS goals and bundling.

I am starting my 14th year with Allstate and as you know 
there have been many changes since 2006. For those who are 
new, we did not always need an FOB or security code on our 
phones to open our computers, nor did we need a security code 
to ask for assistance from the CIC, or to change our passwords 
frequently with one capital letter and one character etc. The 
WISP policy came afterward as well, and though these steps to 
just log on are a real pain, they are here to protect our client’s 
privacy and information.

If you think it will get better soon, you might want to re-
move that thought entirely from your head. If anything, it will 
become more cumbersome. The European Union just passed a 
General Data Protection Regulation on May 25, 2018. I cannot 
confirm that Allstate has decided to conform to the new EU 
regulation; however, many other companies that sell interna-
tionally are in compliance and the system will log you out if you 
not. According to Wikipedia this is the purpose of the GDPR:

•	 	If	the	data	subject	has	given	consent	to	the	processing	of	
his or her personal data;

•	 	To	fulfill	contractual	obligations	with	a	data	subject,	or	for	
tasks at the request of a data subject who is in the process 
of entering into a contract;

•	 To	comply	with	a	data	controller’s	legal	obligations;
•	 	To	protect	the	vital	interests	of	a	data	subject	or	another	

individual;
•	 	To	perform	a	task	in	the	public	interest	or	in	official	au-

thority;
•	 	For	 the	 legitimate	 interests	of	a	data	controller	or	a	 third	

party, unless these interests are overridden by interests of 
the data subject or her or his rights according to the Charter 
of Fundamental Rights (especially in the case of children).

I suspect Allstate is preparing to comply or has already begun 
the process of complying in which the security measures have 
been increased for the agents. If you have any interest in this 
topic there are several articles you can read. Google GDPR for 
more information. 

As I close, I would be remiss if I did not ask you to join 
NAPAA. We are your Voice to the Company. We give unbi-
ased advice and we can be a great resource of information. You 
should think about it. The greater the numbers, the greater the 
influence.
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from the executive director

I realize that more than quite a few of today’s agents will not 
be aware of the TV show $64,000 Question that was popular 
over 50 years ago. It was a prelude to the show Who Wants to 

Be a Millionaire. But honestly, 50 years ago, $64,000 was a lot of 
money — maybe worth more than $1 million today. One could 
buy a home from $5,000 to $10,000. A new shiny Mustang was 
barely $1,200. 

Now, why join NAPAA? First and foremost, we are a united voice 
to the Company. Do you realize that we contact the entire Allstate 
Agency force over 350,000 times a year? Our Exclusivefocus quar-
terly magazine is mailed to all 10,000-plus agency owners and EFSs 
each and every quarter. We load the magazine with marketing items, 
cost-saving suggestions, information on technology, information on 
the contract and how it affects each of you, and more. We have a per-
sonal message from the President, and the Executive Director always 
has an editorial concerning current happenings.

For our members, we send out a weekly e-newsletter called Di-
rect Express that contains current information on the Company and 
industry news. If not a member, then about 20 times a year we send 
out the Agent Informer newsletter with similar topics. Again, we have 
over 350,000 touches each and every year. The articles are not nega-
tive toward Allstate. They are informational and informative.

In addition, we are in direct contact with Allstate management 
on a regular basis. We are having open and honest discussions 
on matters that concern and affect all agencies, whether you are 
a member or not. We discuss variable compensation, the IPS re-
quirements, the ABO objectives, and the new ISS program being 
tested. We discuss how trust is a two-way street. We discuss openly 
how many of the Company’s decisions are adversely affecting all 
agencies and how they are putting way too many restrictions on 
agents’ ability to buy or sell agencies. Whether you are a member 
or not, we are your voice to the Company. And, we are talking 
regularly on your behalf.

Other reasons to join? If you have a question about how to buy 
or sell your agency, who do you trust to give you unbiased advice? 
Your FSL or NAPAA? We have a library of resources to help you 
make decisions that are best for you. More, we have arranged for 
discounts on marketing programs, professional videos, discounts 
with accounting and payroll companies, and group vision and den-
tal. We also arranged for agents to have the ability to purchase af-
fordable group health insurance coverage without the high month-
ly fee. There are more benefits that you can check out at www.
napaausa.org. Take a look, I think you will be pleased.

Why Join NAPAA? — 
The $64,000 Question
Ted paris,  napaa executive director

Over the years, NAPAA has evolved. The changes have been for 
the good. The group got its start when Allstate began the neigh-
borhood program for agencies. In 1998, the organization offi-
cially changed to the National Association of Professional Allstate 
Agents, Inc. (NAPAA). During the early years there was a great 
deal of mistrust, arguing, yelling and finger pointing at Allstate and 
threats of lawsuits and other actions that caused even more distrust. 
Each side dug in. It was not a pretty picture. As the TV commer-
cial stated, “We are not your dad’s Oldsmobile.” Current NAPAA 
is looking toward the future and not the past.

Recently NAPAA has reached out to Allstate management in a 
different manner. We are not interested in the past ways of dealing 
with issues. A letter I received from then President of Allstate Matt 
Winter stated: 

“Internal advisory channels will continue to be our source for ac-
tionable insights from our agency force. But it’s important for my 
team and I to be aware of potential impacts, issues and challenges, 
and to understand how our actions are perceived. That’s why we ap-
preciate and value input from different perspectives. I strongly be-
lieve — and it seems you do, too — that differences don’t have to 
be disruptive, especially when there’s a shared goal. When everyone’s 
ultimately working toward the same end, and we all assume posi-
tive intent on the part of others, respectful disagreement is not only 
possible, it’s powerful. So, I look forward to moving in that direction. 

You asked in your note how we could “turn the page and work 
together.” While it’s not always easy to avoid negativity when en-
gaging in substantive, vigorous debate, I agree that a more positive 
conversation would be more productive for all involved. The system 
works best when there’s open dialogue, and open dialogue works 
best when it’s constructive.”
While Mr. Winter has retired and moved on, we at NAPAA 

are still having open, productive and positive interactions with the 
home office. This is where our membership wants us to go. This 
is the direction that we want and need to go. We want to have a 
positive impact in dealing with the Company. No more yelling, 
screaming and finger pointing, but an open and positive discussion 
on issues that affect you and your agency. Together we can make a 
difference. And as I have stated before, the greater our numbers in 
membership, the greater our influence.

Again, take a look at www.napaausa.org. Our mission statement 
says it best: “NAPAA is dedicated to the success of Allstate Exclusive 
Agency Owners and to advance the independence and entrepreneurial 
spirit of our members.” Our only purpose is to represent your interests.



Spring 2019 Exclusivefocus — 9 
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Be first to the sale with auto hot-lead 
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Exceed customer expectations
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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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A funny thing is happening on the 
way to the future.

As consumers’ and carriers’ 
behaviors, attitudes and expectations 
have been changing, independent agents 
are evolving to better serve both custom-
ers and carriers.

In terms of customers, agents who have 
been lectured for years about adding value 
are positioning themselves to offer prod-
ucts and services their customers want 
when and how they want them. In terms 
of carrier-agency relations, agents are ma-
neuvering to where they may now have the 
upper hand, and some carriers need them 
more than they perhaps ever have.

Heading further into the future, ex-
perts say the lines between agency types 
will continue to blur and brick-and-
mortar agency operations may become 
less important. At the same time having 
a local brand, including a digital presence 
in a community and in targeted markets, 
is so important and will perhaps become 
even more so in the years ahead.

As they head into the future, agents 
are positioned to become even stronger 

Future of Agent Distribution
By Andrea Wells

as they continue to evolve to meet the 
needs of customers and carriers.

power shift
The main point about the future is that 
the power balance in the industry has 
shifted, with insurance carriers now re-
lying much more heavily on distribution 
than in years past when underwriting 
was king.

Dennis Chookaszian, University of 
Chicago professor and the former CEO 
of CNA, analyzed the carrier-agent shift 
at an Insurance Journal sponsored con-
ference in July 2018. “If you look at the 
profitability of an insurance transaction 
today, maybe 40 percent or close to 50 
percent goes to distribution, [while] the 
underwriter gets 30 to 40 percent and 
service has come up to maybe 5 percent 
to 10 to 15 percent,” Chookaszian said.

That’s a big shift from 40 to 50 years 
ago when carriers derived most of their 
profitability through positive underwrit-
ing results. “Today, the core competency 
has shifted primarily to distribution and 
control of the customer,” he said.

He believes large commercial brokers 
in particular command the power in to-
day’s industry quite simply because they 
control the customers.

“What’s happened is that the carrier 
has been unable to sustain the margins 
that they once were able to achieve, and 
those margins have gone to both distri-
bution and service,” he said. “In the end, 
the profitability of an insurance transac-
tion is controlled by core competencies.”

Today, brokers are valued more highly, 
according to Chookaszian, because they 
are able to achieve a higher return on eq-
uity.

“While distribution in the past was 
kind of sleepy and the insurance agents 
would make a little bit of money,” indus-
try competition for customers has fueled 
a “fundamental shift toward distribu-
tion,” he told Carrier Management in 
a 2018 interview. “It’s become so com-
petitive that the carriers basically are al-
ways out looking for new accounts,” and 
in their efforts to capture new business, 
“they’ve got to pay more in commis-
sions.”

old lines blurring
Old definitions of agency types — cap-
tive, independent and direct channels — 
are less useful than they used to be.

“The three major forms of traditional 
distribution — captive, independent 
agency and the direct channel — as 
we know it, that’s all kind of gone out 
the door,” said Matt Masiello, CEO of 
SIAA. In his view, the industry has ex-
perienced a “merger” of distribution 
channels. “Now we’ve got all these other 
things — online aggregators claiming 
that they’re independent agencies and 
box stores doing [selling] insurance and 
claiming that they’re independent.”

On top of that, carriers are themselves 

feature
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experimenting with multiple forms of 
distribution. Masiello sees the changing 
focus on distribution as a huge opportu-
nity for all independent agencies, not just 
for the large brokers.

“Consumers are looking for choice” 
and that’s going to benefit the indepen-
dent agency channel, he said.

Not only are traditional captive car-
riers reducing their captive agent pool, 
but they are also opening their doors to 
independent agents, Masiello added. “In 
many instances we’re now representing 
those same brands … independent agen-
cies now represent Liberty, Nationwide 
and Allstate, all these brands. Where 
there’s a captive vacuum created in some 
of these communities, independent agen-
cies not only have the ability to fill the 
gap, but also have the ability to fill it with 
the same brands that the consumers had 
before,” he said. Consumers don’t know 
whether their insurance is represented by 
a captive agent or an independent agent. 
“That’s a huge opportunity for indepen-
dent agencies to get out in their mar-
ketplace, raise their hand and say, ‘Hey, 
we’re here, and we have choice.’”

Consumers do not delineate among 
distribution channels, according to Mark 
A. Ribisi, president and CEO of AIS 
Management. The process by which con-
sumers now purchase insurance can be a 
circuitous route similar to purchasing cars 
where consumers bounce between online 
and in person purchases, he said.

“Research is performed online and ex-
ecution occurs direct, through an inde-
pendent agent or captive,” Ribisi said.

“I believe that the lines between chan-
nels will blur,” he predicts. “Independent 
agents will be important, but they will 
need to be more comfortable with con-
sumers that come to them online.”

Human touch will remain important 
to many. Even today, all direct funnels 
have a call center, he noted. Ribisi pre-
dicts on-demand buying and consumer 
choice will affect other lines the way they 
have personal lines. “Certainly, in the 
personal lines space, insurance shopping 
has become an on-demand product,” he 
said. “Consumers want the flexibility to 
purchase it and use it when, where and 
how they want.”

staying local
Building and maintaining a local iden-
tity in a tech-focused global age will be 
a challenge.

SIAA’s Masiello believes the local 
brand will become even more important 
than it has been in the past. He admits 
he’s bullish on the local brand as SIAA’s 
membership encompasses many smaller, 
family-owned agencies, but he’s a believer 
that most people still want to buy locally.

“The challenge for local in-
dependent agencies will be how 
to remain relevant,” he said. 
“They can’t be the independent 
agency of the past. They’re go-
ing to have to evolve. They’re 
going to have to have a digital 
footprint in their community.”

Ribisi believes that the in-
ternet has changed the defi-
nition of local brand. The 
traditional agency brick-and-
mortar brand is not as important because 
more consumers wish to transact and in-
teract via mobile devices and online.

“Typically, it has been brick-and-
mortar with a sign,” he said. “The reality 
is that 20 years ago, part of the agent’s 
value proposition was access to products. 
Now, there is unlimited access to product 
24/7 online so the agent value proposi-
tion has to evolve.”

One way to evolve might be to pay at-
tention to demographics. Ribisi cited the 
insurtech insurer Lemonade’s ties to al-
truism as an example. “Profits are passed 
to charities,” he said. “That may have 
value in certain demographics.”

He also thinks independent agencies 
will have to offer more advisory services 
and be able to target niche markets to 
succeed in the future.

For AIS, losing some of its brick-and-
mortar brand has been a good thing. 
“Over 40 percent of our staff is home-
based and reside in eight states.” That 
has allowed AIS to have expanded hours 
of operation while lowering the attrition 
rate. Plus, Ribisi says the firm doesn’t 
risk losing good employees because they 
decide to relocate.

Brightway Insurance, a national prop-
erty/casualty insurance retailer selling 
through franchised independent shops 

nationwide, is banking on the local brick-
and-mortar still being somewhat relevant.

“We believe a local presence is im-
portant to consumers; it gives them the 
peace of mind that there is someone in 
their community with whom they can 
speak/ask questions if they want to,” said 
Leslie Kolleda, vice president, agency 
growth and development, at Brightway 
Insurance.

However, whether the interaction hap-
pens in a brick-and-mortar 
location, by phone, or video 
chat, is not important. “What’s 
important is that the consumer 
has the choices in how, when 
and where to interact with 
their agents available to them,” 
she says.

Brightway began franchis-
ing operations in 2008 and 
is now in 21 states but serv-
ing customers in all 50 states. 

Brightway agency owners receive cus-
tomer service, carrier relationships, mar-
keting, accounting and technology tools.

“So, while we believe a local presence 
is important and a well-known brand 
is important, what’s really important is 
that, as an insurance distribution com-
pany, we are committed to helping con-
sumers do business with us in a way they 
want, when they want,” Kolleda said. 
“The onus is on us — as agents — to 
be there in ways that are meaningful to 
consumers and that fulfill their needs at 
the time.”

Technology levels 
the playing field
Technology is creating new opportuni-
ties in agency distribution by changing 
the user experience.

Sean Conrad, principal at EPIC In-
surance Brokers & Consultants in Irvine, 
Calif., likens the insurance industry to 
the transportation industry where tech-
enabled firms such as Uber have been 
able to disrupt a very established indus-
try by changing the user experience.

“People decided, ‘I liked this experience 
better and I’m going to use this instead of 
calling a number for a taxi.’ The company 
grew enormously and I think that sur-
prised everyone in that industry,” he said.
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He sees similar trends happening in 
insurance as technology continues to 
level the playing field.

“When you have an absence of customer 
choice, and you have very solidified giants 
in a space like the insurance brokerage 
space, it can feel like buyers have limited 
selection,” he said. But technology changes 
all of that as the user experience becomes 
more and more important, he says.

“I’ve met people in my local market 
that are starting new agencies that are 
leveraging technology and a user inter-
face and pitching this to middle market 
companies,” he said. Years ago, those 
middle market firms would never have 
given a new, start-up agency the time of 
day. “Now they’re taking a look at those 
agencies and saying, ‘Hmm, interesting. 
It gives me a different user experience. 
Something I’m more accustomed to, or 
that I as a consumer just like better.’”

Technology allows new players with 
good ideas to push those out into the 
world in a cost-effective way, Conrad said.

“If buyers like what they see, they’re 
prone to give those new companies or 
people that are doing new things that 
feel a little bit more like an Amazon, 
Uber-type experiences, I think they’re 
going to get an opportunity to pitch that 
to buyers that maybe a couple of years 
ago would never consider it,” he says.

It’s not only customers who will enjoy 
a better user experience. Agents them-
selves should enjoy better working con-
ditions and tools.

“I think more is going to be expected 
out of agency management systems,” 
Conrad said. The overall customer ex-
perience depends on that — from agent 
customers to consumers. “There’s going 
to be a continual push to develop those 
systems and I think there are possibly 
changes on the horizon with better ver-
sions from an agency operator side.”

How agencies prospect for business has 
already changed, with a focus on data.

“The expectation today and in the fu-
ture will be that if you’re going to pros-
pect and call on a middle market com-
pany, that you have a very full picture 
around that business and how they fit 
into their industry,” Conrad said. That 
means having data.

“Using data from a variety of sources 
is going to be more and more important 
when insurance professionals walk into 
a prospect meeting,” Conrad said. That 
means agents must understand on a real 
functional level what’s happening with 
that business. “What that business is all 
about, what they do, their unique signa-
ture in terms of their loss profile, what’s 
happening with claims, what’s happening 
on the employee benefits side,” he said.

Agents must be equipped with knowl-
edge on the business’ competition, too. 
“Are they an outlier in the sense that 
they’re performing better than their peers 
and, if so, what’s the strategy to help 
them continue to stay out in front? Are 
they having some challenges in areas like 
claims that are causing them to be less 
than competitive and then as an agent or 
as an advisor, how can you fix that?”

Consolidation and partners
Professor Chookaszian thinks agents are 
in a strong position.

In fact, they may be so strong that 
they are scaring some property/casualty 
insurance companies, according to Chris 
Burand, CEO of Burand & Associates 
and columnist for Insurance Journal’s 
The Competitive Advantage.

The ones that are scared are scared 
because of scale, Burand says. The con-
solidation of agencies, especially the very 
large brokerage houses, is a real concern. 
“Consolidation that is happening today 
has led to 15 distributors of insurance 
that are bigger than all but say 40 insur-
ance companies out of 900 insurance 
companies in total,” Burand said. “And 
the insurance companies are pretty ner-
vous about this.”

Some carriers are smart and they don’t 
care. “They know they’re smart enough 
to make it work anyway, and that’s valid,” 
Burand said. “But a whole lot of compa-
nies out there are pretty scared, because 
they’ve never run their company in a 
fashion that wasn’t dependent on being 
able to tell their agents exactly what to 
do.” And now agents, the top agents, 
whether it’s an aggregator [group] or 
whether it’s a consolidator … they’re in 
the position to absolutely tell those com-
panies what to do.”

Agents now have the power to tell 
their carriers to invest in technology, to 
invest in interface and automation.

“Some of these consolidators and ag-
gregators are going to force this issue; 
they’re already starting,” he said.

To counter, carriers are creating part-
nerships of their own. “They have in-
vested collectively billions of dollars in 
about 100 new insurtech independent 
insurance agencies,” he said. “So their 
idea I think, I can’t speak for all of them, 
is to invest and partially own these new 
independent insurance agencies. It’s 
their counterweight to the consolida-
tion that’s occurring. And if the con-
solidators, aggregators are too big, then 
they can maybe place more emphasis 
back on these insurtech insurance agen-
cies they own.”

It’s an arms race, Burand says. “The bat-
tle from the agents’ perspective is to get big 
enough to thwart the carriers’ growth,” he 
said. “So, they sell or join clusters.”

Burand predicts the battle between 
agencies and companies will continue to 
go back and forth as they fight for control 
over customer relationships in the future. 
“It’s about control of that customer rela-
tionship,” he says.

Obtaining and maintaining that con-
trol in a competitive environment will 
take work, as always. “Agents have to 
decrease their cost and/or increase the 
quality of their service,” Burand said. 
“They don’t really have a choice because 
in a perpetual soft market with all this 
competition companies are going to be 
pressed to find less expensive ways to dis-
tribute insurance.”

SIAA’s Masiello sees more evolution 
ahead in terms of agency relationships 
with customers and carriers. “Indepen-
dent agencies that are just sitting there 
servicing their books of business, that’s 
not a value proposition to either the 
companies or consumers,” he said of re-
lationships with customers.

“They’ve got to start to evolve into a 
sales-distribution, community-based, 
brand-based, both digital and out in the 
community doing things [organization].”

Reprinted with permission from Insurance 
Journal, copyright 2019.
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feature

Today the insurance industry 
is going through a revolution 
and too many carriers, brokers, 

agents and team members are failing to 
keep up with the rapid pace of change.

Customers have grown accustomed 
to convenience, a plethora of informa-
tion and unending choices in whatever 
they buy, and this applies to the purchase 
of insurance products and services, too. 
People expect it to be easy, efficient and 
understandable.

The insurance industry as a whole is 
miles behind in the race to deliver un-
rivaled service to customers. To keep up 

with the radical transformation, insur-
ance professionals must earn the trust of 
existing clients and new prospects and 
become their gateway to everything re-
lated to insurance and financial services.

The path to this transformation is for 
the insurance agent or representative to 
become a “discussion partner” — a trust-
ed advisor who guides customers toward 
optimum financial decisions by offering 
them every possible insurance and finan-
cial services product while disclosing ex-
actly how his or her superior advice works.

The goal is to convert everyone into dis-
cussion partner clients who do not want 

to be sold or told; rather, they want a con-
sultant who will advise them on the best 
products, protection and asset-accumula-
tion guidance they need for their families.

Looking closely at the not-too-distant 
future, here are just a few ways the insur-
ance industry will evolve:

•	 There	 will	 be	 total	 transparency	
about coverages and pricing. Custom-
ers will know all the details when they 
purchase property and casualty products, 
financial services products, life insurance 
products and more, in much the same 
way financial services and securities are 
sold today.

•	There	will	be	a	 convergence	of	dis-
tribution models. Local storefronts will 
welcome the use of the omnichannel 
experience, such as digital, after-hours 
800-number call centers; claims ser-
vice; and 24-hour customer self-service 
through technology or telephony.

•	Technology	will	 streamline	process-
es. The local storefront housing brokers/
agents and their teams will still provide 
service and sales at the point of personal 
interaction, but they will also leverage 
the power of digital technology and call 
centers.

•	Collaboration	will	become	common-
place. Open architecture — a financial 
institution’s ability to offer clients both 
proprietary and external products and 
services — in both technology and ser-
vice will force the insurance industry not 
only to adapt, but also to move quickly 
toward radical transformation.

The key to agents’ survival is they must 

Insurance Agents Can Weather Radical 
Change by Becoming ‘Discussion 

Partners’ to Their Clients
By Troy Korsgaden

Reprinted by permission of Insurance Advocate
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provide unrivaled service at the highest 
level. Nothing else will be acceptable if 
the local insurance provider is going to 
be a part of the consumer’s purchasing 
and reliance on service in the new world.

So how can carriers, brokers, agents 
and team members evolve to the “discus-
sion partner” model of unrivaled service? 
Here are eight strategies for making the 
transition:

1. Focus everything you do on the cus-
tomer. The customer is at the apex and the 
center of every decision, every system and/
or process. Agents must be hyper-focused 
on meeting our customers’ needs — every-
thing they desire and have every right to 
expect. This begins with providing unri-
valed service as a discussion partner.

2. Create a team of experts. This 
is usually referred to as specialization, 
teaming or collaboration of experts. 
Agents must build a larger and stronger 
local team through hiring, mergers and 
acquisitions and strategic relationships.

3. Collaborate with expertise part-
ners. Not every broker or exclusive agent 
is going to have access to every market to-
day. In the future, with open architecture, 
everyone will have a view into the com-
petition’s coverages and rates. Until then, 
creating collaborative arrangements is im-
portant. If clients do need and want spe-
cialized products and services, referring 
them to someone else will not be prudent 
anymore. Agents must have relationships 
with experts in many areas.

4. agents must be positioned as 
quarterback, sitting in on the coverage 
presentation and purchase. This means 
getting to know experts in various fields 
and working with them, although agents 
might not always make a commission. 
Build professional partnerships before 
one needs them.

5. embrace and retool all technology. 
Agents need to assess current capabili-
ties in the area of technology. Everything 
is moving at light speed due to artificial 
intelligence. The things once innovative 
are now commonplace. Agents need to 
embrace new technologies and use them 
to create a seamless experience for cus-
tomers in the front room. Open archi-
tecture will introduce new technologies 
that discussion partner agencies must 

embrace as they move forward.
6. Control every step of customer 

service and the purchasing process. 
This is the foundation for a successful 
business model in the future. Insurance 
professionals need to assume the role of 
the gateway to everything related to in-
surance and financial services and guide 
clients through every step of the process. 
Agents need to remind clients what they 
do for them and assure them that they 
are worrying about the details so they 
don’t have to.

7. Help clients declutter. Insurance 
agents must be the only financial advisor 
their clients will ever need. Professionals 
don’t just refer clients over to other experts 
anymore; they make everything easier. An 
agents’ job is to declutter clients’ paper-
work, declutter how many people they are 
working with and make their lives easier. 
Life is complicated enough.

8. be open to change. The tsunami 
of change happening in the insurance 
industry is affecting everyone, from the 
carrier to the broker/agent to the local 

team member providing service to clients 
who have never needed it more.

Agents should embrace change, not 
fear it. Yes, they will lose some clients to 
technology, such as robo-advisors. But 
we didn’t lose the entire banking industry 
because of the ATM. The typical client 
still wants someone to hold his or her 
hand through the maze of madness in 
this world.

Troy Korsgaden is an international consul-
tant to leading insurance carriers and agencies, 
speaker, trainer and author of six books, in-
cluding the recently released: Discussion Part-
ner: A Radical Transformation to Unrivaled 
Service for Insurance Customers (Baxter Press, 
Friendswood, Texas, August, 2018.)

Korsgaden is president of Korsgaden Inter-
national in Visalia, CA. As a consultant, he 
works with large carriers, in property and ca-
sualty and financial services. Korsgaden also 
serves as a subject-matter expert in the area of 
technology and how it applies in the backroom 
for carriers as well as their distribution. 

NAPAA Agent Conference 
Sept 29-Oct 1, 2019

Las Vegas, Nevada

SAVE THE DATE

napaaUSA.org
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The measure of success in any 
agency usually involves customer 
or revenue growth. Whether 

your agency has experienced average or 
exponential growth, it can become easy 
to get stuck on autopilot. Doing things 
as you have always done them can jeop-
ardize future growth, as stagnation can 
make it harder to implement the required 
changes for sustained success. Whether 
your success hinges on customer service, 
sales or operational excellence, it be-
comes important to evaluate the entire 
business operation and adapt to meet the 
agency’s and market’s changing needs. 
Looking inward can help agencies im-
prove their internal processes, sell more 
effectively and provide a better customer 
experience – all of which can encourage 
transformative growth.

start from within
One of the best places an agency should 
turn to when beginning the adaptation 
process is to its own team members. A 
simple way to ascertain how employees 

Adaptation: How Self-Evaluation Can 
Help Your Agency Transform in 2019

By Scott Stars, Oak Street Funding 

are feeling is through an anonymous 
employee survey or questionnaire. This 
process helps uncover valuable insights 
that team members might not be willing 
to share out in the open. If your agency 
is too small for a survey, consider having 
a sit-down meeting over lunch or dinner 
to discuss team members’ thoughts and 
opinions. This can be done in a one-on-
one or group setting. Creating an atmo-
sphere that allows for an open dialogue 
between agency owners/managers and 
team members will make employees 
feel comfortable enough to share their 
thoughts and feelings. When employees 
feel comfortable, they will also feel val-
ued and capable of making a difference 
in the organization. Following are some 
of the topics you should consider for your 
employee survey/conversation.

employee satisfaction. As you are 
likely aware, one unhappy team member 
can sink a business and reduce overall 
employee morale. This effect can trickle 
down into your processes, your sales and 
even your customer satisfaction numbers. 

Questions to Ask: 
•	 	Are	employees	in	your	organization	

truly happy at work? 
•	 	Do	 they	 enjoy	 their	 roles	 and	 feel	

fulfilled? 
•	 	Do	they	feel	adequately	compensat-

ed and/or praised for their efforts? 
•	 	Are	 they	 getting	 along	 with	 other	

team members? 
•	 	Do	they	feel	frustrated	about	any	of	

their current job responsibilities or 
processes?

•	 	What	is	their	vision	for	their	future	
career track?

Potential Solutions:
•	 	Review	 and	 evaluate	 employees	 at	

least quarterly to understand their 
needs, praise their efforts and eval-
uate current performance.

•	 	Ensure	 employee	 compensation	 is	
in line with industry averages to re-
duce turnover. 

•	 	Foster	 employee	 engagement	
through team-building exercises 
and routine, agency-wide social 
gatherings.

•	 	Find	ways	to	incentivize	and	reward	
star performers in your business.

•	 	Give	 employees	 opportunities	 for	
growth within the organization 
when possible.

employee education. Making sure 
your employees thrive in their roles in-
volves more than just making sure they 
understand their day-to-day responsi-
bilities. Your team members represent 
your agency’s brand, and they should be 
living out the mission and values your 
agency holds dear. In addition, every 
team member interacts with customers 
on some level, and it’s important that ev-
eryone maintain a consistency of service 

feature
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across the board. Find out if employees 
have been properly prepared to serve in 
their current roles.

Questions to Ask: 
•	 	Do	 employees	 know	 your	 compa-

ny’s mission and vision? 
•	 	Are	 they	 aware	 of	 the	 company’s	

current goals and expectations? 
•	 	How	well	do	they	know	your	products	

and services and how are they articu-
lating this information to customers? 

•	 	Are	they	being	given	the	tools	and	
training necessary to complete their 
jobs effectively? 

•	 	In	what	areas	of	the	agency	do	they	
need to or desire to learn more?

Potential Solutions: 
•	 	Make	 sure	 your	 employee	 on-

boarding process includes training 
on information about the com-
pany’s history, mission, vision and 
values.

•	 	Help	employees	understand	the	cur-
rent targeted customer, his/her main 
needs and concerns, and how your 
products and services fill that need.

•	 	Start	a	training	program	or	increase	
educational funding to improve 
employees’ knowledge of a specific 
product or service line.

•	 	Set	up	a	mentoring	program	to	al-
low new customer service or sales 
agents to train or shadow seasoned 
staff members.

agency operations. Streamlining an 
agency’s operations can add tremendous 
value in all areas of the business. While 
agency owners can analyze spreadsheets, 
the heart of improving the operation lies in 
evaluating and making changes within the 
people, processes and technologies. Solicit 
employee feedback employees to find out 
how your agency can improve efficiencies.

Questions to Ask: 
•	 	Does	 every	 member	 of	 your	 team	

follow the same automated process? 
•	 	What	 inefficiencies,	 manual	 pro-

cesses or overlap do employees en-
counter in their daily work? 

•	 	What	 industry	 solutions	 do	 em-
ployees recommend for automating 
these inefficiencies? 

•	 	Does	your	agency	need	to	adjust	em-
ployee count in certain departments 
to continue with the current growth 
trajectory or meet revenue goals?

Potential Solutions: 
•	 	Standardize	 and	 document	 current	

processes and procedures so that all 
team members (including new hires) 
are following the same methods.

•	 	Reduce	manual	processes	and	elim-
inate paper trails through use of 
electronic filing and organization.

•	 	Re-align	staff	and	hire	if	necessary	
to better optimize processes and 
meet the needs of the organization 
as it grows. 

•	 	Invest	 in	 technology	 such	 as	 cus-
tomer relationship management 
(CRM) software to help your sales 
and customer service staff perform 
their jobs better. 

•	 	Look	 to	 larger	 organizations	 or	 sea-
soned agents from your industry for 
advice and solutions to consider for 
automation and improved efficiencies.

information is power
Once you have gleaned information 
from your employees at all levels, consid-
er implementing some of these solutions 
in your organization to correct any issues 
and improve overall processes. Some of 
the benefits of a new culture of continu-
ous improvement, aside from new cost 
efficiencies, include improved sales and 
retention rates and increased customer 
satisfaction scores. Investing in new 
technologies will not only streamline the 
operation but give powerful information 

to the sales and customer service teams. 
This, in turn, will help to improve the 
overall organization and encourage fu-
ture growth. Beyond implementing these 
new changes, creating an employee feed-
back loop will empower your team mem-
bers to continue identifying inefficien-
cies and improving processes throughout 
the organization. With a satisfied team 
of employees at the helm, your agency 
can adapt to changes in the marketplace 
with ease, fostering growth while achiev-
ing enhanced customer satisfaction.

adaptation leads to transformation
While your insurance agency need not 
evolve overnight, you must constantly 
be adjusting to changes in the market-
place, as well as staying in tune with the 
needs of your employees and customers. 
If your goal is growth, remaining nimble 
and adopting a model of continuous im-
provement will ensure that you stay on 
the path upward. With new technologies, 
a streamlined operation, and a team that’s 
on-board with the changes, you’ll enjoy 
enhanced profitability and improved cus-
tomer retention and satisfaction. 

Scott Stars is the sales manager for Oak 
Street Funding. With experience oversee-
ing the close of more than $120 million in 
insurance industry loans, Scott truly under-
stands insurance agency businesses and their 
unique capital needs. For more than 6 years, 
he has successfully led sales organizations in 
highly competitive environments and de-
veloped growth strategies for financial ser-
vice companies. He can be reached at scott.
stars@oakstreetfunding.com.
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Have you ever been on a date 
with your spouse where your 
mind drifted off to what you 

needed to do at the office, or where 
you couldn’t stop looking at your phone 
checking your e-mail? Have you ever had 
one of your kids try to tell you something 
meaningful that happened during their 
day only to realize that you really weren’t 
listening to a single word that they said? 
Or worse, have you ever had one of your 
kids ask you why you didn’t show up 
to their function at school or why you 
couldn’t make it to their soccer game?

Balance is something that is rarely 
talked about in business, especially in our 
industry. Balance is not the “hip” topic in 
today’s fast paced environment. You are 
much more likely to hear that you need 
to “hustle” and “grind.” Or how you need 
to “work as if everyone is chasing you.” 
The workaholic memes and videos dom-
inate social media.

Personally, I could not disagree more. 
Don’t get me wrong. There times where 

Balance: Do You Have It? 
By Craig Wiggins

you need to make some sacrifices to 
keep your business afloat. Especially, of 
course, when you are first getting started. 
I started from scratch back in 1996 and 
worked a lot of weekends and nights. 
Selling life insurance to make payroll 
was not something that I could limit to a 
40-hour work week. I did what I had to 
do. To this day, I will still make sacrifices, 
but they are, at times, where I can do it 
with balance. For example, I am writing 
this article at 11:50 p.m. My wife and 
kids are asleep, so this is when I work at 
home. 

While there will be some sacrifices 
that need to be made from time to time, 
balance in your life should be the goal. 
Go visit your local nursing home and 
talk to the residents. They will tell you 
all about their regrets in life, many with 
pain in their eyes. Some may regret not 
starting a business or maybe never taking 
a different job, but I doubt you will find 
many who say they regret not working 
enough hours. As a matter of fact, most 

will tell you how much they regret the 
amount of time they spent working rath-
er than spending it with those they truly 
cared about. They know in their heart 
that their time is almost up. They know 
that every time they made a poor deci-
sion regarding balance, they were writing 
a check made out to “regret.” The time to 
cash that check is fast approaching and 
it is painful.

How do we accomplish the things we 
want to accomplish while paying atten-
tion to those that matter the most? 

be present
Growing up, I had a football coach who 
said, “Be where your feet are.” What he 
meant was to always give 100% of your 
effort and attention to what you were 
doing and where you were at that given 
time. If you were in school, study. If you 
were in the weight room, lift. If you were 
at practice, give every drill your very best. 
Don’t allow outside distractions to get in 
the way of whatever you were doing at 
the given time. I think these same things 
apply to all of us. When you are with 
your spouse, listen. When you are with 
your kids, give them your full attention. 
When you are at the office, work and 
give your very best.

We all have the same number of hours 
in a day. Typically, we are all open the 
same number of hours in a week. What 
you and your staff do with those hours is 
up to each individual involved. Does it 
take any more hours to write 100 items 
a month than it does to write 40? No, 
it does not. I have the #1 LSP in the 
Southeast Region. She writes well over 
100 items a month and leaves the office 
at 5:30 p.m. on the dot every single day. 
How does she do it? She applies herself, 
she has consistent activity and she is very 
coachable, always working to get better. 

feature
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It truly comes down to the choices and 
decisions that she makes throughout the 
day. And then, when she goes home, she 
gives her full attention to her kids and 
her husband. She does this because she 
knows that not giving 100% at the agen-
cy or not paying attention to her family at 
home, would be cheating the very people 
she cares about the most. She is present. 
She is always where her feet are. She also 
knows that she can attend anything with 
her kids during business hours that she 
needs to attend without any push back 
from me. I do not want to deprive her, or 
any of my staff, the important moments 
with their kids that they can never get 
back. Again, it’s all about balance.

be focused
Another thing that can make the differ-
ence is simply doing the things that you 
need to do, rather than those you feel 
like doing. It’s amazing what you can do 
when you get your mind right and find 
meaningful motivation.

I remember when my first son Tyler 
was born. It was obviously a life chang-
ing moment for me and my wife and a 
very special moment for both of us. It 
was also a significant motivator for me. I 
would find myself at the office and when 
it came time to make a decision, to do 
something that I knew I needed to do, 
but didn’t feel like doing, I would think 
of him. I would think to myself, “Would 
Tyler be proud of my effort?” That sim-
ple question would always drive me to 
do what I knew needed to be done, even 
when I didn’t feel like doing it, or it was 
out of my comfort zone.

I can remember having the opportuni-
ty to speak to a large group of mortgage 
officers and realtors at a local function 
shortly after he was born. At the time, 
I was scared to death to get up in front 
of that many people. But again, I asked 
myself if my son would be proud of me 
if I declined the opportunity. Needless to 
say, I accepted the invitation and gave the 
best ten-minute talk I could on home-
owners insurance and what I could do 
to help those potential referral partners. 
Over the next several weeks, I developed 
multiple relationships with people who 
have sent me hundreds of customers over 

the last 16 years. It was definitely worth 
getting out of my comfort zone to go 
and give that talk. Tyler is now working 
in the agency after school and still moti-
vates me to this day.

be smart
There is another saying that goes like 
this: “If you’re going to dig a ditch, use a 
backhoe, not a shovel.” It means to work 
smart, not hard. You don’t have to kill 
yourself working extra hours when you 
can simply leverage the technology, the 
people in this group and the informa-
tion available to you today. It’s all about 
maximizing resources, collaborating with 
others and learning from your mistakes.

How do you find balance? 
•	 Be	where	your	feet	are.	Give	100%	

to the given situation. 
•	 Use	your	family	for	motivation.	Do	

what is best for them when you are at 
home AND when you are at the agency. 

•	 Work	 smart,	 not	 hard.	 Lean	 on	
others and leverage all the resources 
available to you today.

Balance is important. I would much 
rather be remembered for having a posi-
tive impact on people, than for the num-
ber of Inner Circle awards I win. I would 
much rather help my staff accomplish 
balance for themselves by helping them 
be successful at the office AND at home, 
than to operate a sweat shop where pro-
duction is king.

So, I encourage you to look at your life. 
Look at what truly matters. Think about 
what you can do differently to bring bal-
ance in your life and the lives of your 
staff. I promise you, hustle and grind are 
way overrated. And you know what? You 
might just find that having balance will 
help you accomplish all the things that 
you may be stressing over today.

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

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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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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Our oldest daughter, Taylor, has 
been playing viola in the local 
symphony for the past eight 

years. Each year the Shoals Symphony 
at the University of North Alabama has 
six concerts. Vanessa and I have become 
fans. We probably would not have be-
come fans if Taylor had not taken an 
interest in music and begun playing the 
viola about 15 years ago. Last month, 
we got to hear something very special 
from Taylor at their last concert. It was 
Beethoven’s 9th Symphony. Its length 
is 70 minutes and contains four move-
ments. The third movement you would 
be familiar with. It was first performed in 
1824 in Vienna. Beethoven’s 9th is one 
of the greatest compositions in the west-
ern musical canon and is one of the most 
performed symphonies in the world. 

Before I tell you, would you care to 
guess how much preparation and prac-
tice Taylor and her symphony put in pri-
or to its one and only live performance? 
The symphony scheduled and practiced 
together a little over 50 hours, and Taylor 
easily put in another 10-15 on her own. 
She told us it was by far the most chal-
lenging music that she had played and 
prepared for. And guess what? It was 
by far the most rewarding! Fifteen years 
ago, listening to Taylor struggle to play a 
few screeching musical notes, we could 
not fathom that one day she would play 
one of the world’s greatest musical com-
positions.

Preparation is so very important to 
small business owners, especially you, the 
insurance agency owner. Our work is not 
that difficult or complicated. But with-
out systems and processes in place, a busy 
office can get overwhelming and maxi-
mum profits lost. The better prepared 
you and your team are for every situation 
via practice, role-playing, and ongoing 

development, the more profitable you’ll 
be in both the short term and especially 
over your career. 

I am not saying ignoring this valuable 
skill or not focusing on creating this in 
your business is stupid, but it is certainly 
not smart. This is one of a few key tangi-
bles that separate the great agency own-
ers from the good or average ones. Great 
coaches, business leaders, and yes, agency 
owners, all do the little things that add 
up to huge returns in the long term. It 
is much like the magic of compounding 
interest income. There hasn’t been much 
talk about compound interest over the 
last couple of decades, but you can cre-
ate your own compound savings and in-
credible return on investment in the time 
and energy if you make sure your team is 
properly prepared.

Did you know that the ability to build 
and maintain relationships is critical for 
the success of any small business? I hear 
agents comment on how a team mem-
ber will not do this or do that. That is 
a leadership problem and something we 
struggle with, especially when it comes 
to building relationships with our own 
employees. If you’re not providing lead-
ership in a proactive way with the most 
profitable systems in your business, that 
is totally on you. We need to strive to be 
leaders in the workplace. Our employees 
will respond better to criticism, be more 
enthusiastic, and provide more value to 
our businesses overall when they feel val-

ued and appreciated. An attitude of lead-
ership can help us accomplish this. 

Let’s make sure we understand the dif-
ferences between a boss and a leader:

A boss drives employees. A leader 
coaches employees. A boss inspires fear. 
A leader generates enthusiasm. A boss 
says “I”. A leader says “We.” A boss plac-
es blame for breakdowns. A leader fixes 
the breakdown. A boss knows how it’s 
done. A leader shows how it’s done. A 
boss uses people. A leader develops peo-
ple. A boss takes credit. A leader gives 
credit. A boss commands. A leader asks.

Consider a role-playing exercise: write 
out the most common customer service 
questions and you and your team come 
up with the single best answer for each. 
If you can pivot to asking for a referral, 
cross-sell, or an introduction to your fi-
nancial specialist, even better! After a 
week or two of practicing just five min-
utes every morning it will come naturally.

On the sales side, practice talking 
through common objections to con-
tinue the sales conversation and attempt 
to close again. You can also practice the 
opening, the sales conversation introduc-
ing your referral program and all of the 
parts of our Value Based Sales Process 
including closing out a successful sale 
and asking for a referral at the very end.

The fastest way to get really great at 
this is to practice and role play five min-
utes every morning before the “swirl” of 
activity begins. And the best way to make 
sure this happens is getting it scheduled 
on your calendar. What gets scheduled 
gets done, and what gets scheduled 
and reported (accountability) changes 
people’s lives. Imagine how it would feel 
to help your team members be the very 
best that they can be. It will only happen 
when you take control of your time and 
develop your best team.

Create Your Own Great Symphony
By Bill Gough, Allstate Hall of Fame Member

feature
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Women are the majority of 
the population, representing 
nearly $20 trillion in buying 

power. It’s stunning, then, that they get 
woefully little attention from financial 
advisers. That’s a staggering amount of 
money to be left on the table, which is 
why Purse Strings has made it our mis-
sion to close that gap. Female investors 
deserve to be listened to, and the savvy 
financial professionals who spend time 
serving their specialized interests will be 
rewarded for rising to the challenge.

The pros at Prudential get it. As part 

of their Total Market Strategy, the fi-
nancial services giant is encouraging 
money-minded businesses to take a look 
at women, as well as Latino investors, the 
LGBTQ community, people with disabil-
ities and other underserved populations. 
In Winning with Women and Multicul-
tural Investors, Prudential says “Tapping 
into these markets requires building rela-
tionships, winning their loyalty, referrals 
and business for years into the future. Un-
derstanding what motivates and influenc-
es these segments as they explore financial 
products and secure their financial dreams 

is the first step to establishing success in 
the marketplace.”

Other sectors paying respect, not just 
lip service, to female consumers are see-
ing huge responses and pay offs for their 
efforts. Let’s take a look.

raise your glass
Several years ago, global spirits maker 
Suntory launched its “Whiskey and 
Women” market research initiative. The 
company discovered that about 30% of 
growth in the category was coming from 
women, even though no real effort was 
made to reach or engage women.

“I just felt we could do better than 
that,” said Rebecca Messina, SVP/global 
CMO for Beam Suntory. To take advan-
tage, Suntory created a campaign for its 
Jim Beam brand with these thirsty wom-
en in mind. They signed actress Mila 
Kunis as brand ambassador and launched 
a campaign that emphasized the interest 
and style of female drinkers—less swag-
ger, more empathy.

Fitness and fashion
The sports and workout apparel mar-
ket is booming, yet some companies 
are struggling. About a year ago, Un-
der Armour posted the first sales drop 
in its history. To recapture some of the 
magic, they’ve launched a number of ef-
forts to speak directly to active women. 
Initiatives include the Lindsay Vonn col-
lection, timed to debut just before the 
skier’s performance at the 2018 Win-
ter Olympics. They also introduced the 
female-centric “Unlike Any” campaign, 
showcasing fierce, famous female ath-
letes like dancer Misty Copeland, stunt-
woman Jessie Graff and runner Natasha 
Hastings.

Attending to Your Female Consumer 
Pays Off in a Big Way

By Dr. Barbara Provost

sales and marketing
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Humor and hygiene 
Back in the day, feminine hygiene mar-
keting was pretty lackluster—nothing 
engaging or entertaining about it. In the 
past several years, brand owners have 
made some interesting changes, injecting 
campaigns with color, humor, empathy 
and other elements that had been miss-
ing. One notable example: after a dis-
tribution snafu left its products M.I.A. 
from shelves, OB Tampons kicked off a 
campaign that issued hilarious personal-
ized apology videos to all the consumers 
in its database. Consumers responded, 
and the campaign landed several ad-in-
dustry honors.

ram trucks honors women
Courage is Already Inside is a commer-
cial that salutes the character of strong 
women who have met and overcome 
many challenges on the road to achiev-
ing their goals, including two-time 
Kentucky Oaks winning jockey, Rosie 
Napravnik. “True to the stand apart from 
the pack determination of the Ram truck 
brand, we wanted our Kentucky Derby 

advertising to once again make a differ-
ence and start a conversation,” said Ol-
ivier Francois, chief marketing officer, 
FCA - Global. “Women are emerging 
as leaders and influencers in traditional 
male-dominated fields, including horse 
racing. They also make up more than 11 
percent of the truck buying market and 
influence an even greater number of pur-
chases.”

Ram Trucks released a series of ads 
that aims to make their pickups appeal 
to women drivers. They feature country 
star Miranda Lambert in the driver’s seat 
of a Ram truck, the commercial’s entire 
narration is also told from the voice of 
a woman. In fact, this entire Ram truck 
commercial does not feature a single 
male figure. The 30-second advertise-
ment is endearing, but also puts forth a 
powerful message, and showcases Ram’s 
commitment to catering and appealing 
to the untapped demographic of women 
drivers in the pickup truck segment. 

Honey-do list skews data
Home Depot’s purchase data showed 

that purchases were mostly made by men. 
But upon closer investigation, it was clear 
that the men were transacting “honey-do” 
purchases, noting that the decision maker 
behind the purchases were women. This 
learning changed their marketing strat-
egy to focus on women. Zeroing in on 
the “Home” part of Home Depot, their 
female-led marketing team added more 
products for the home. They also started 
Home Depot’s Black Friday sales, which 
proved to be record-breaking; imple-
mented Do-It-Herself workshops – to 
huge turnouts; and integrated an ongo-
ing mission to woo more women. These 
changes were so successful, Forbes called 
it the brand’s “resurrection.”

Increased connection with female consum-
ers works for retail brands, and it can work 
for financial professionals like you. Dr. 
Barbara Provost is an expert on selling to 
women, the Gender Sensitization consul-
tant to the World Bank, and Founder of 
Purse Strings. Go to www.pursestrings.co 
to learn how to Reach, Engage and Earn 
the Female Dollar©.
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Lots of agents believe that it’s not 
possible to generate leads from 
Facebook. They’ve decided that 

Facebook is only for fun and not for sell-
ing. But that’s simply not true! There are 
lots of ways to generate prospects from 
your Facebook marketing. Here are a few 
great places to start.

referral marketing
You probably already run a referral re-
wards program and give gift cards or 
prizes to clients who refer customers for 
a quote. But are you marketing that pro-

gram on Facebook? If not, you’re missing 
out on tons of exposure.

Start by creating a photo or graphic 
that gives the basics of your reward pro-
gram. Let people know what they’ll re-
ceive when they refer and what they need 
to do to qualify. Share this graphic at 
least 3-4 times per month on your agen-
cy’s Facebook page and consider “boost-
ing” the post into a paid ad so that more 
people see it. 

Don’t forget to ask clients to pose for a 
picture when they receive a reward and in-
clude that in your Facebook marketing too.

Giveaways/contests
If you want to generate a lot of leads, 
contests and giveaways are a great way to 
do it. These can be as fancy or as simple 
as you’d like. I’ve seen agents give away 
concert tickets, water park tickets, and 
zoo passes. The key is to pick something 
that you know your target market would 
love to win.

Remember that you can’t make the 
giveaway dependent on a sale, since that 
would be considered rebating. Instead, 
simply let people know that they’ll be 
entered into the contest once they com-
plete a quote. To make this more fun, 
consider doing a Facebook Live video 
when you choose your winner.

Targeted boosting
You’re probably already posting content 
on your Facebook page every few days. 
But how many people are actually seeing 
your posts and are they motivated to take 
action to get a quote?

Not everything you post is worth 
boosting as an ad. You only want to boost 
something that has a clear call to action. 
For example: “We just saved our new cli-
ent $425 every year on their Auto and 
Home insurance. Call us now to see how 
much you can save.” “Parent of a teenag-
er? We offer special discounts and great 
rates for young drivers. Call now to start 
your quote.”

Include eye-catching images and your 
agency phone number in your posts for 
better results. When you boost your post, 
consider targeting people within a radius 
of your city, rather than just people who 
like your page. This will get your name 
out to new people and increase brand 
recognition.

Can You Really Get Insurance Leads 
from Facebook?

By Robyn Sharp

agency management
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lead generation ads
Finally, we have my favorite: lead gener-
ation ads. Facebook has designed a spe-
cific kind of ad that is perfect for insur-
ance agents. But a lot of people are afraid 
to use them, because they are a little dif-
ferent to setup. 

Lead generation ads are designed to 
capture information. When someone 
clicks on a lead gen ad, a pop-up window 
will appear within Facebook. The popup 
will ask for specific information like their 
name, email, and phone number. The 
information is pre-filled based on the in-
formation in their Facebook profile. The 
prospect simply clicks submit and the in-
formation is captured as a lead. They nev-
er leave Facebook to go to an outside site, 
which increases the rate of conversion.

Sounds great, right? But there are a 
few things you need to know before us-
ing lead generation ads. 

First, keep the form simple. You don’t 
want to ask for every piece of information 
you need for a quote. People are less likely 
to fill out a long form if they are only ca-

sually interested. You only need to ask for 
basic contact information so you can fol-
low up and run your quote from there.

Remember, profile information is au-
tomatically filled out by Facebook. So, 
you’re likely to get a good email and 
phone number just based on that. When 
you ask for additional fields, you are ask-
ing the prospect to stop and type in their 
answers, which will lower the overall 
conversion rate.

Next, you need to keep in mind that 
Facebook is very careful about privacy 
these days. When you setup a lead gen-
eration ad, you’ll have to include a link to 
your company privacy policy.

You also need to be aware of the lan-
guage you use in the ad. Ads can be dis-
approved for saying things like “we’ll do 
the shopping for you,” since it implies 
you’ll give the person’s information to an 
outside company.

Finally, the most important thing to 
know about lead ads is how they are 
delivered — they aren’t! You will not 
receive an email or a notification when 

you get a lead. It will simply show that 
a lead has been captured in your ad 
manager. You will have to go to your 
Facebook page and download the leads 
into a spreadsheet. 

There are also many software tools 
you can use to “hook” your lead ads to 
your email so you can get instant notifi-
cation and follow up. Some of my favor-
ites are Zapier and LeadsBridge.

Lead generation ads can take some 
time to master, but with dedication you 
can see a steady stream of new leads 
coming in to your agency.

The biggest takeaway from all of this? 
Don’t believe that Facebook isn’t the 
right place to generate leads. Facebook 
is one of the most popular websites in 
the world and a great place to connect 
with prospects and clients. Put it to 
good use!

Robyn Sharp is an independent agency 
owner and founder of Mega Agency Mar-
keting. Want to learn more about Facebook 
leads? Visit AgencyUpdates.com. 

Thank You to our Vendor Members
support the businesses that support NAPAA
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This may be the most important 
five-minute read of your entire 
year. In the next few paragraphs I 

am going to clear up a few things for you. 
You are going to learn the absolute most 
important place that you should market. 
You are going to learn how to deal with 
the highs and lows of running your agency. 
Lastly, you are going to learn one thing 
that destroys entrepreneurs on a daily basis. 

For over a decade, I have helped thou-
sands of agents just like you reach their 
goals, max out bonuses, and win trips. 
With my finger on the pulse of what is 
going on with Allstate agents all over the 
country, I develop keys, programs and 
services to help you crush the competi-
tion. Now, take a breath and read the 
next few paragraphs with the same focus 
you had when you were learning to ride a 
bike. Here we go.

Five-Minute Read
By David Neuenschwander

First and foremost, where do I need to 
market? I am going to make this super 
simple: The Internet. I’m serious, and I 
cannot scream this loud enough. Unless 
your brother-in-law owns a mortgage 
company and sends you 20 hot leads a 
day, you are going to have to go where 
shoppers are. Over 80% of every single 
insurance decision starts online. If you 
are not prevalently positioned so that 
people searching for insurance in your 
region can find you, you are done. You 
might not know it yet, but before long, 
you will see the results of ignoring the 
primary location where prospects are.

How do you handle the ups and downs 
of being a business owner? Corporate is 
breathing down your neck with totally 
ridiculous grids, your employees look at 
you like you’re a money tree, and you still 
want to be a good spouse/parent. What 

do you do? Here it is: keep the main 
thing the main thing. Allstate is going to 
change requirements like the wind, but 
sales wins out. If you can stay focused on 
sales while all the other agents are com-
plaining about “this report” and “that 
goal,” you will win. Nothing satisfies like 
putting new business on the books. Your 
staff has to see this as well. Make sure 
that the culture you are establishing is 
one that celebrates sales!

Last, but definitely not least, you can-
not get caught up in the trap of paralysis 
by analysis. You have to pull the trig-
ger. Stop assuming that everybody out 
there is the expert on what will work 
in your town. You might be able to 
implement a strategy that nobody else 
is brave enough to try. There are inex-
pensive processes and services that get 
results. Don’t be afraid to try something 
new (especially while Allstate is hand-
ing out per-item bonuses, like now). 
Make sure prospects can find you online, 
stay focused on sales, and don’t spend the 
year over analyzing everything. You and 
you alone can make some decisions right 
now that can set you up for success this 
year and years to come. 

If you’d like to see how I help agents all 
over the country crush their competition, 
check out my information on the NAPAA 
website. Make 2019 your best year ever!

David Neuenschwaner of Captive Agent 
Profits, a company specializing in proven 
SEO strategies, has recently partnered with 
NAPAA. To learn how this alliance can 
help you grow your business, go to www.
napaausa.org. Click on the Agency Resources 
tab. Click again on the Marketing and Pro-
fessional Services page and look for Captive 
Agent Profits. NAPAA members will find a 
special discounted offer on the Member Ben-
efits page.

sales and marketing
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What Are My Blood, 
Sweat and Tears Worth?

By Dirk Beamer

If you’ve built a successful Allstate 
Agency, you have followed Winston 
Churchill’s call and devoted a life-

time of blood, sweat and tears. Anyone 
who pays attention owes you admiration 
and congratulations. But that doesn’t pay 
the greens fee in Scottsdale. At the end 
of the day, you want some financial re-
turn for what you’ve created. Question is, 
“What’s it worth?”

Before I went to law school, I was an 
English Major, not an Econ Major. So take 
this all with a big grain of salt. But I have 
worked enough with a lot of businesses — 
including a lot of insurance agencies — to 
know that the basic rules still apply. We all 
know about supply and demand. As de-
fined by Merriam-Webster:

The amount of goods and services that 
are available for people to buy compared 
to the amount of goods and services that 
people want to buy if less of a product 
than the public wants is produced, the 
law of supply and demand says that more 

can be charged for the product.
If the industry in general, or Allstate in 

particular, is driving lots of people out of 
the industry, that will create a “glut” on 
sales, and drive down price. But you still 
need to determine what, in the current 
climate, is your agency worth?

What do the experts say?
When you are selling an asset — and an 
agency is a business, so it is an asset — you 
are looking for what the market will pay 
for that asset. According to BusinessDic-
tionary.com, “market value” is “the high-
est estimated price that a buyer would pay 
and a seller would accept for an item in an 
open and competitive market.” 

But if you think about your Allstate 
agency, you quickly discover some wrinkles. 
In particular, what is an open and competi-
tive market? Are you operating in an open 
and competitive market? If Allstate decides 
it isn’t currently approving existing agents 
to buy books, or that it wants to decrease 

its exposure in your region, is that an open 
and competitive market?

If you want to get the deep dive study 
of what your agency is really worth, there 
are valuation professionals who can help. 
People with strong accounting, finance 
and business backgrounds who earn their 
living by analyzing the data and compar-
ing it to your agency’s performance in 
order to help you understand what you 
should realistically expect if you were to 
sell your agency.

Taking it a step further, there are a 
host of valuation experts who focus spe-
cifically on the property and casualty 
insurance industry, and even more spe-
cifically on the captive agent market. 
Check out the credentials from some of 
my fellow AAIMCO members at www.
aaimco.com and you’ll discover a wealth 
of experience and wisdom, and people 
who know the difference between selling 
a tool and die shop and selling an All-
state Agency.

Why not just take termination 
payment?
Unless you are a brand-new agent, you 
probably qualify for a termination pay-
ment (“TPP”) under the Allstate con-
tract and supplemental documents. (Side 
note: did you know that TPP isn’t in the 
contract itself? So, if Allstate wants to 
“amend” the Manual and Supplement 
— as it routinely does — it could try to 
eliminate TPP!) Why not keep things 
simple and just turn the chips back to the 
house and take TPP?

To answer that question, let me ask 
you another one. Why do you suppose 
Allstate decided to allow agents to sell 
their “economic interests” instead of just 
giving every departing agent TPP? To 

sales and marketing
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be nice? Of course not! Allstate realized 
that there is a market value for books, 
and that third-parties will be willing to 
pay a price (often higher than TPP) to 
acquire an Allstate agency. So, rather 
than draining the coffers in Northbrook, 
Allstate encourages “the market” to step 
in and pick up the tab.

What does that mean for you? It 
means that, before you blindly accept 
TPP, you should at least try to under-
stand the market value of your agency 
and to evaluate whether you are better 
selling or taking TPP.

isn’t it just worth X times my 
commissions?
Having helped several hundred agencies 
sell their books of business over the years, 
I will confess that “multiples” continue to 
be the most common default for setting 
the sale price. I can’t tell you the number 
of occasions someone has insisted, “I’m 
not taking less than 2.5 times!” So why 
not just pick a multiple?

If you talk to lenders, like Capital Re-
sources’ Tom Sanders (capitalresource.
com), they will tell you that they are 
interested in net cash flow, not commis-
sion income. Two different agencies may 
generate the same sales and receive the 
same commission. But if one agency has 
learned how to do that with a third less 
overhead than the other, it has that much 
more available cash to pay for the acqui-
sition cost of the agency.

Multiples are good rules of thumb, but 
they shouldn’t replace a careful analysis of 
the profitability of your agency as com-
pared to the marketplace. (For a great 
tool for tracking multiples on Allstate 
Agencies, check out PPC Loan’s Allstate 
Value Index at www.ppcloan.com/All-
stateValueIndex/FrameHost.aspx.)

How do i learn more?
If you are serious about selling your agen-
cy for the “highest estimated price,” you 
need to do some homework first. Con-
sider hiring a valuation expert. Talk to 
lenders like Capitol Resources, or PPC, 
or Oak Street. Visit websites like www.
agencyequity.com. Spend as much time 
finding the best sales opportunity as you 
did growing your agency in the first place.

Dirk A. Beamer

248.477.6300 | insuranceagencylawyer.com

Serving NAPAA and the Agents of Allstate since 2000
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In today’s scramble to recruit the best 
employees, a new or growing busi-
ness may need to devise creative re-

cruitment strategies to keep pace with 
the competition. This is especially im-
portant in today’s labor market, where 
the unemployment rate is the lowest it’s 
been in nearly 18 years and candidates 
can afford to be choosy with an abun-
dance of open positions.

As an employer, you should consider of-
fering competitive pay and benefits pack-
ages if you don’t do so already, but it’s also 
important to incorporate some aggressive 
strategies into your recruiting practices. 
Using some out-of-the-box recruiting 
strategies can help you find and connect 
with high-quality candidates quickly and 
put your company ahead of the competi-
tion in sourcing potential employees.

Here are some suggestions to help you 
augment your current recruitment efforts:

ramp up your social media activ-
ity. Social media platforms and mobile 
devices are quickly becoming pervasive 
tools for recruiters to advertise positions 
and source applicants. Candidates are 
increasingly looking for jobs online and 
are demanding the ability to browse job 
postings and apply for positions from 
their mobile devices. Job seekers may fre-

quent social media platforms even before 
they are officially on the job market, so 
this is a great opportunity to catch qual-
ity candidates’ attentions early.

To maximize your efficiency with this 
strategy, do your homework on which so-
cial platforms are best for reaching your 
target audience. Survey your employees 
and other connections in the industry to 
identify which sites are most often used 
by job seekers in your market. Familiar-
ize yourself with these platforms, then 
use them to spread the word that you’re 
looking to hire. At the same time, use 
your company website, blog, Facebook, 
and Twitter pages to feature your busi-
ness in the best light and encourage your 
current employees to do the same.

spread the word at trade shows and 
industry events. Conferences and trade 
shows can be more than just a promo-
tional venue for your company. Use these 
opportunities to trade ideas with other 
business owners on the creative recruit-
ment techniques they favor. You’ll already 
have plenty of business cards and promo-
tional materials on hand and a room full 
of people who are already interested in 
your industry. Use this to your advantage 
and connect with as many people as pos-
sible — you may be rubbing elbows with 

someone who could lead you to your next 
star employee.

initiate employee referral and boo-
merang hire programs. Many compa-
nies have established referral programs 
that reward employees with a cash bo-
nus (or some other reward) for tapping 
into their personal and online networks 
for promising candidates. Existing em-
ployees understand the company and the 
industry, and know what it takes to suc-
ceed in specific roles, so this is a valuable 
resource that shouldn’t be overlooked. If 
you haven’t yet initiated a referral pro-
gram, investigate establishing one and 
emphasize its high priority within your 
existing workforce.

Boomerang hires are another potential 
source of successful recruiting for larger 
companies. These individuals were em-
ployed by the company at one time and 
left. Enticing select employees back may 
in some cases yield a double benefit of 
someone who understands your firm, 
while also bringing a fresh perspective 
from their most recent position.

revamp your careers page. Many busi-
nesses devote little attention to their ca-
reers page and often rely on stock images 
and generic content to greet visitors to the 
site. Instead, consider revamping a “Join 
Us” page with a focus on bringing excite-
ment to the page. Consider incorporating 
lively photographs of the workplace and 
surrounding area. Include a compelling 
vision of employee career growth oppor-
tunities, a view of the collaborative work-
place environment, and other examples of 
business culture that job seekers could be 
looking for in their search.

Think outside the box when screen-
ing candidates. Screening potential 

Out-of-the-Box Recruiting Strategies for 
Tight Labor Markets  

By Tracy Cote, Paychex

agency management
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employees is an expensive and time-con-
suming process, so smart companies are 
taking steps to increase their chances for 
getting it right the first time. First, con-
sider incorporating background screen-
ing into your hiring process. Background 
screenings may include verifying the de-
tails on applications and resumes, check-
ing references, running the candidate’s 
name against federal and state databases, 
and conducting drug testing. Incorporat-
ing this before you’ve identified the ideal 
candidate can save time by narrowing 
down your applicant pool quickly.

You can also infuse a fresh perspec-
tive into your recruiting by inviting some 
of your best employees to join in inter-
viewing candidates. This approach of-
fers unique perspectives and feedback on 
whether the interviewee is a good fit for 
your business. Your veteran employees 
are often more familiar with the specifics 
of the available position(s) and can help 
to identify potential hiring issues before 
you’ve committed to an underqualified 
candidate. Plus, if one of these candidates 
is hired, there’s already an established 

connection with others on the team.
invite some industry connections to 

lunch. Formal job interviews can achieve 
certain objectives, such as determin-
ing how well a candidate reacts to the 
pressure of being questioned by one or 
more team members. But what about a 
candidate’s less formal side? Taking indi-
viduals to lunch offers the opportunity to 
interact in a more informal setting, pos-
sibly even before a candidate has official-
ly expressed interest in a position. This 
strategy also gives you the opportunity to 
convince potential connections why they 
should consider applying for open posi-
tions within your company, or you can 
take the opportunity to communicate 
your ideal hiring needs to others who 
may be able to send potential candidates 
to you directly.

integrate an applicant tracking 
system. An integrated human capital 
management system that includes a cus-
tomized applicant tracking solution is 
essential to making sure that qualified 
candidates don’t slip through the cracks. 
Applicant tracking systems streamline 

the process for applicants and hiring 
managers alike; candidates can easily 
submit all their materials online, and hir-
ing managers and HR personnel can ac-
cess all the information they need from a 
single interface.

These days, creative recruitment can 
be as much about promoting your brand 
as it is about evaluating candidates for 
your open positions. The best employ-
ees — those with the most talent, loyalty, 
and leadership potential — can be very 
selective about where they choose to end 
up. By using out-of-the-box recruiting 
strategies, you can put yourself in front of 
the best candidates and give your com-
pany a competitive hiring edge.

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

but are Your HR and Payroll?

Your Customers
are in Good Hands,

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

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

844-846-7827 mention code 5699

NAPAA@Paychex.com

paychex.com/allstate
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As I coach insurance agents on a 
daily basis, I am constantly re-
minded of what I refer to as their 

“Holy Grail.” It is the dream place that 
we all want to reach. It is the place where 
people who need insurance today hang out. 
Whether a club, a restaurant, a civic group 
or church — it is the place where only peo-
ple who need insurance are welcome.

It doesn’t exist. But the quest to find it 
continues. 

Absent the Holy Grail, let me share 
three proven marketing techniques 
which are fail-proof if followed on a reg-
ular basis. Fail-proof!

brand exposure
While Allstate does a nice job of expos-
ing the Allstate brand nationally, it is 

The Three-Piece Formula for Attracting 
More Clients

By Ed Horrell

also important that your agency brand be 
promoted. This can be done in any num-
ber of ways, including billboards, radio, 
tv, bus stop ads, direct mail, etc. How-
ever, branding is not the same as sell-
ing or marketing. Too often agents get 
caught up in thinking that their brand-
ing is not working because their phone is 
not ringing. That said, you cannot build 
or grow your agency counting exclusively 
on brand exposure.

engagement
The big producers all agree that engage-
ment is the closest thing to the Holy 
Grail that exists. Engagement consists 
of meeting new people via community 
events, social events, or business events. 
The objective is to build a large circle of 

influence and keep your brand in front of 
your circle, causing your brand to be top 
of mind when the people in that circle do 
need insurance, which they will. The nice 
part of selling insurance is that everyone 
needs what you sell. The bad part is that 
they don’t all need it today and there are 
so many options when they do! At The 
Kindness Revolution, we work on creat-
ing a circle of influence from kindness 
and stay in touch (engage) with followers 
via social media and mini-events. How-
ever, we still get the occasional agent who 
says “I don’t have the time to do that. I 
have a business to run!” Engagement is 
one of the most important aspects of a 
successful agency. That said, engagement 
should be based on something other than 
insurance, such as a cause that a large 
number of consumers can get behind.

be likeable and trustworthy
People buy from people they like, es-
pecially given options. Likeability and 
trustworthiness are reflections of be-
havior, and behavior is judged by others. 
We all have what behavioral experts call 
“blind spots.” A blind spot is when we 
are not aware how we come across to 
others. If you are having trouble closing 
quotes, it might be time to get an assess-
ment from an objective acquaintance as 
to how you come across to others. If you 
score low under likeability, you might 
want to change some behavior. 

Brand exposure, engagement with 
others, and likeability. The formula for 
sustainable success!

Ed Horrell is founder and CEO of The 
Kindness Revolution and author of the 
best-selling book of the same name. He can 
be reached at ed@edhorrell.com

agency management
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Let us help you 

build your best 

agency today!

We have lending programs specifically 

tailored to Allstate agents. We've been 

lending to you since 2007. We understand 

your agency's value and can provide quick 

access to capital by using your TPP as 

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

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

Kissimmee 
Allstate Kissimmee
407.274.2272
agencyforsale@icloud.com 
Asking Price: $795,000
PIF: 2,986 
Premium: $3,000,000
Number of Staff: 2
25 yr agency. Strong, fully 
licensed staff. Agent retiring. 
Poised for growth.

Kissimmee
Ark Insurance Group
407.924.5336
dalerevels@gmail.com 
Asking Price: $320,000
PIF: 959
Premium: $1,274,344
Number of Staff: 1
Disney/Orlando area – 32 
year agent retiring. Qualifies 
for enhanced commissions.

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.

NEW JERSEY
Hunterdon
Mel - Seller Rep
855.306.8627
mel@sammconsulting.com 
Asking Price: Negotiable
Premium: $3,400,000
Number of Staff: 2
Broker representative. Con-
tact SAMM CONSULTING 
at 678-223-7397 to start the 
process.

Turnersville 
Graisbery Financial Group 
856.374.0500 
sgraisbery@allstate.com 
PIF: 3,819 
Premium: $4,329,336 
Number of Licensed Staff: 3 
90.04% Retention, 45.81% 
LR. 61.05% multicategory 
households

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.

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

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

OREGON
Bend
Tornay Insurance Agency
541.388.2136
paultornay@gmail.com 
Asking Price: $1,390,000
PIF: 3,892
Premium: $4,057,823
Number of Staff: 3
Main street location. 1000 
sq ft office space in agent 
owned building - private 
offices, kitchen, break room. 
AES 150, LR 37.58%, Reten-
tion 89.99%. Bend is 6th fast-
est growing city in the US.

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

the NAPAA market place
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Miami
Mel - Seller Rep
855.306.8627
mel@sammconsulting.com 
Asking Price: Negotiable
Premium: $4,000,000
Number of Staff: 3
Broker representative. Con-
tact SAMM CONSULTING at 
678.223.7397 to start process.

ILLINOIS
West Chicago 
Gabriel Jaramillo DBA 
Milenio Insurance Agency Inc
630.321.8534 / 630.231.7711
maraja1225@msn.com 
Asking Price: $425,000
PIF: 1,409
Premium: $1,909,000
Number of Staff: 1
32 yr agent retiring. Only All-
state agency in W Chicago. 
Great location, good visibility, 
low overhead. Bilingual 13+ 
yr VSP, willing to stay.

MARYLAND
Sailsbury
Fred Pastore, Inc
410.860.0866
fredpastore@allstate.com 
Asking Price: Negotiable
PIF: 937
Premium: $1,390,965
LR 56.1%, Retention 86.8%. 
High traffic location. Agent 
will stay on as LSP.

MINNESOTA
Brainerd
Charles J Brenny Agency - 
Allstate
218.828.8821
brennycharles@gmail.com 
Asking Price: $700,000
PIF: 3,784
Premium: $2,816,720
Number of Staff: 3
26 yr agent retiring. Will stay 
on board 3 days/week if 
desired. 87% retention.

SOLD In 

Magazine!

SOLD In 

Magazine!

SOLD In 

Magazine!
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Fort Worth
Scott Insurance
682.465.0079
sscott@allstate.com
Asking Price: $650,000
PIF: 1,600
Premium: $2,600,00
Number of Staff: 2
Allstate agency built from 
scratch with mortgage refer-
rals. 85.6% Retention, 39% LR.

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

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

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

WYOMING
Casper
Hepner Agency Inc
307.259.9792
r.hepner@yahoo.com 
Asking Price: Negotiable
PIF: 2,700
Premium: $3,700,000
Number of Staff: 3
23 yr agency. 32 years’ experi-
ence among staff. Great re-
tention and LR. Agent retiring.

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

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

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

JOIN NOW
BECOME A MEMBER

CE reimbursement
Access to health, dental and vision insurance options

E&O Deductible Subsidy
Weekly e-newsletter

Discounts from nationally recognized vendors
Help buying/selling agencies

www.napaaUSA.org
(877) 627-2248
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Exclusivefocus and DirectExpress are official publi-
cations of NAPAA - The National Association of Pro-
fessional Allstate Agents, Inc. No part of this publication 
may be reproduced without prior written permission of 
the publisher. It is the policy of this publication to reflect 
the professional thoughts and attitudes of our members 
and to advance the professionalism of the insurance in-
dustry to the ultimate benefit of the insuring public.

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

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

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

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

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

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

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

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

Our General Goals:
•		To	provide	an	organization	specifically	tailored	

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

Agents and their clients
•		Provide	reliable	communications	on	all	issues	

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

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

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

For more information, 
please visit 

www.napaaUSA.org
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 For more information or a 
confidential meeting in your area: 

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

BECOME THE OWNER  
OF YOUR OWN  
INDEPENDENT  

INSURANCE AGENCY 
 Are you locked with a captive and all 

of the mounting restrictions? 

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

 Are you just tired of working for 
someone else? 

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

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

Chesterfield, MO 63017 

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

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

And many more…!! 




