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president’s message

Discover What the Allstate 
Foundation Can Do for Your Agency
debe Campos-Fleenor, napaa president, Active Allstate Agent

I am proud to be your NAPAA President for an additional 
two-year term. It is a great honor, and I hope to continue 
on the path of making it a wonderful association for agents 

countrywide. I know that I, our board of directors and the ex-
ecutive director will continue to work on your behalf as we deal 
with changes in our field and those that Allstate throws our way. 

As I speak to agents nationwide, I have noticed a pattern that 
several agents have a special niche. Some agents are passion-
ate about commercial, life, property and casualty, and of course 
as you hustle through the day meeting your ABO, anything 
you can put on the board be-
comes a passion. It is impor-
tant to keep the relationships 
of those colleagues who have 
the knowledge and experience 
in areas that you are not fa-
miliar with within easy access. 
The NAPAA Board is a diverse 
group of agents who truly have 
expertise in almost every aspect 
of the business, and they are 
good people to go to for advice.

My niche happens to be the 
Allstate Foundation. Several 
years ago, when I had been an 
agent for a short time, I was selected to lobby with the NNDV 
and the Purple Purse Foundation to convince Congress to re-
lease funding to assist victims of domestic violence. The trip to 
Washington turned out to be a success. A year later the non-
partisan bill was passed by both the House and Senate.

It was at this time that I realized I was not only an agent 
for a nationally recognized and respected insurance company, 
but also an agent for change via the Allstate Foundation.  The 
Foundation is an entity with a national reputation that has 
taken the Purple Purse Foundation to a whole new level. I am 
passionate about the Allstate Foundation. The only negative 
comment I can make is that each year the rules change ever so 
slightly, but enough so you cannot just enlist a group or indi-
vidual project without doing your homework.

A short time later, I put in my name to win the Serena Wil-
liams bag valued at $350, where 500 bags could be won by 
agents. I was a winner of one of these bags and was trying to 
think about how I was going to use it to generate domestic vio-

lence awareness. In April, I received a call from the Arizona 
State Treasurer who had been working on a bill when she had 
been a state representative to require that high school students 
were now required to fulfill a financial literacy course to gradu-
ate. About a week later I received a call from the Tucson Medi-
cal Foundation to let me know that they were going to launch a 
program to assist victims of domestic violence and if I thought 
they could connect with the Purple Purse Foundation. It was a 
match made in heaven. 

Kimberly Yee, Arizona State Treasurer, came and spoke to 
over 75 people about financial 
literacy. I had four other agents 
join me in this group project: 
Mike Arambulo, Mike Brown, 
Christopher Benear and my 
personal financial specialist, 
Steve Hite. We gave out charms 
to the guests, and I spoke about 
the Allstate Foundation and 
the Purple Purse Foundation. 
It was an amazing event that 
raised some much-needed cash 
for the TMC Foundation and 
domestic violence victims. The 
TMC Foundation placed the 

Serena Williams bag on their website and continued to sell raf-
fles for a month to generate extra income from the bag. Here is 
a link to an article about the event: https://realestatedaily-news.
com/state-treasurer-kimberly-yee-in-tucson-to-speak-on-the-
importance-of-financial-literacy/

The Allstate Foundation has four components: empowering 
youth, ending domestic violence, transforming communities 
and developing nonprofit leaders. The WE program empowers 
youth, Purple Purse fights to end domestic violence, disaster 
preparedness events are great for transforming the community 
and the Allstate Foundation has a program through the Kellogg 
School of Management at no cost. There are many events that 
I have had in the tenure of my Allstate relationship in regard to 
the Allstate Foundation. It has been a 100% positive experience 
and an opportunity for agents to participate in philanthropy 
that they may otherwise find unaffordable.

If you have any questions, feel free to send them to me. Also, 
please join us September 29-30 in Las Vegas for our conference!

BREAK THE CHAINS  
OF CAPTIVITY…

AT PREMIER WE TAKE A ONE SIZE DOES NOT FIT ALL 
APPROACH TO INDEPENDENT AGENCY OWNERSHIP.

600 17TH STREET SUITE 1425N DENVER, CO 80202
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roadmap to you achieving your Professional and Personal goals.     
1. OPTIONS…options and more options in the Independent Agency Channel 

• Traditional Retail Agency Program 
   *TOP 100 P|C Agency 2018, 2017, 2016   

• ALL NEW **Personal Lines Service Center 
• ALL NEW **Commercial Lines Sales Center 
• ALL NEW **New Agent Incubator Program less than 2 Years Industry Experience 

   *as recognized by The Insurance Journal TOP 100 P|C Agencies 
  **NEW PGI Deliverable Q2-2019 
2. Independent Agency CONVERSION Specialist 

• 20 Years Converting Captive Agents & Insurance Entrepreneurs into Independent Agency Owners 
3. Fast ACCESS To National, Regional and Local Insurance Companies Countrywide 
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Commissions!  

4. INDEPENDENCE To Write The Business You Want to Write 
• Remember Why You Became An Insurance Agent 

5. OWNERSHIP in the Independent Agency Channel powered by Premier 
• 3-Custom Ownership - Equity Based Contracts Options w/ Highest Buy-back GUARANTEE option in the industry 

 
Call us when the time is right for you. Start the dialogue with one of our Regional Business Development 

Managers – not a salesperson… Everything is in confidence and YOU decide when and how. 

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

CALL: 720-457-1101
#thinkpremier1st
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from the executive director

It’s been 2½ years since I sold my second and final agency. The 
young man who purchased it from me earned Inner Circle 
this year after earning Honor Ring during his first full year. I 

am pleased and proud that he has accomplished so much so soon. 
The agent who purchased my first agency has done well and will 
be starting his seventh year in August. Unfortunately, a large 
number of new agents are not having the success that my two 
buyers have had. The Com-
pany keeps the number of 
new agents who are struggling 
under close wraps so we don’t 
know the true data. What we 
do know is the success rate for 
new agents is not good. Why? 
There are a number of reasons: 
wrong person, wrong reason 
they purchased, or even worse, 
they started from scratch. One 
could add lack of training, 
lack of full disclosure, wrong 
market, underfinanced, and 
badly managed. And there 
are more reasons. Becoming a 
successful agent requires a lot 
of things to go right, all at the 
same time.

Regularly, I talk to a num-
ber of agency owners. If I was to break it down there are two 
groups of agencies I speak with. The first group is new agents 
who are failing and are on the verge of being terminated or go-
ing broke. They start with great anticipation, big dreams and 
hopes of success. But too often lack money to continue. The 
second group I hear from are established agents who are being 
terminated for one reason or another, normally for lack of life 
or the ABO program. More often than not, these agents are not 
members of NAPAA, yet they still call to seek advice. Being 
a member doesn’t guarantee success as an agent. However, we 
do have resources available to help. We can help with unbiased 
advice, how to budget and how to manage. And most of our 
members are willing to share success stories that could make the 
difference between success and failure. We can be the safety net 
that new agents need to have. We truly have your best interests 
at heart. While Allstate management would like for agencies to 

From My Desk: 
Look at NAPAA with Fresh Eyes
Ted paris,  napaa executive director

be successful, their primary concern is on macro issues and not 
on you as an individual.

As I stated earlier, I get a lot of phone calls from agents to 
talk about what Allstate has done or is doing to them. Their 
tenure runs from the 40-year agent to the 40-month agent 
and sometimes even newer to the business. They are always 
in a panic. Their world is being turned upside down. They 

are at a loss. Too often, it is 
too late to help. The dam-
age is done and the termina-
tion letter is in their hands. 
Quite often, I hear, I never 
thought Allstate would do this 
to me. Please remember —
and I will try to state this as 
nicely as I can — Allstate 
is not your friend. They are 
not your buddy. Their rela-
tionship with you is strictly 
a business relationship. You 
are a business transaction. 
You are either helping them 
reach their goals or you are 
not. It is saddening to hear 
the stories.

Those of you who do know 
me, know I am passionate 

about agent success. I left my previous career in agency man-
agement because the company I worked for decided that they 
wanted the district managers to recruit more and more people 
into the system and not work with the new agents in helping 
them become successful. That Company thought their sys-
tem and corporate training would be good enough. During 
my first 10 years in the business over 80% of the new agents 
were successful and “survived” the first 5 years. Why? Because 
we worked together, side by side. However, during my last 
8 years, that number reversed itself. Only 20% were becom-
ing successful. Why? The personal touch was gone. It was all 
about the number of candidates. Sound familiar? 

Why join NAPAA? I could ask, why not join NAPAA? 
While insurance companies would like for all agents to be suc-
cessful, they know that is not going to happen. New agents to 
the Company are like new business in your agency. The more 
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people you talk to, the more policies you sell. And if you have 
a 20% to 25% closing ratio you are a hero. The same with new 
agency owners and about the 20% to 25% success rate. The 
more candidates they have, the more who will become EAs. 
And remember, field managers all have quotas for new agents 
in order to get bonuses, promoted and sometimes just to be able 
to keep their jobs. The more EAs on the books, the more pre-
mium the Company will earn. If a new agent fails, they move 
on to the next person. They will continue to recruit as many 
new agents as they can and encourage them to go for it. Some 
will become superstars, some will be okay, some will fail miser-
ably. When that happens, the company will just say that all of 
the agents had the same opportunity and take no responsibil-
ity. And then on to the next batch of new agents. It’s all about 
numbers. Why should agents not ask simple questions such as 
“What percentage of agents succeed?” “What happens if I don’t 
hit the numbers?” “What happens to my TPP if I fail?” Agents 
need someone they can trust. All agents need someone to give 
them advice on a multitude of items on running their business. 
That would be NAPAA.

We are not trying to compete with any of the sales and mar-
keting organizations working with Allstate agencies. Those 
groups are doing a good job in helping you train and motivate 
your staff. They are doing a good job keeping you motivated. 
They are doing a better job than Allstate management, whose 

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

advice is always buy more leads, hire more staff and do more 
sales. However, NAPAA has vendors that work with you to 
help allocate your dollars where they matter most. NAPAA has 
experienced members who are willing to share best practices in 
running your business. It does not matter how many policies 
you sell or how many trips you earn when the money for your 
business and family runs out before the month ends. Again, 
nothing wrong with going for it, nothing wrong with trips, but 
there is a lot wrong when you don’t have a financial budget in 
place at all times. There is a lot wrong when you don’t have 
money for your family because all of it is being spent to chase 
a dream.

Take a new look at NAPAA! We are here to help. We want 
you to be successful in sales and earn trips. But most of all, 
we want you to be successful financially. We want you to have 
money left over for family, friends and money for retirement.

Maybe it is time to join.

Prior to being an Allstate Exclusive agency owner in two towns in 
Indiana for 13 years, Ted was a district manager for Farmers In-
surance Group for 18 years. Ted personally appointed over 60 new 
Farmers agents in his tenure. While at Allstate he earned numer-
ous trips and awards such as Honor Ring, Chairman’s, Leaders and 
served on the North Central Regional RAB. Ted became the Execu-
tive Director for NAPAA in 2017. 
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So many people ask me – Why 
women? Why does Purse Strings 
focus on training, vetting and pro-

viding insurance and financial providers 
who are able to serve women?

I often answer this question by ask-
ing them another: What is the number 
one killer of women? They wonder why 
I am asking – but many say cancer. It 
happens to be heart disease. Currently, 
more women are dying of heart disease 
than any other illness; one out of every 4 
women. Why is this important?

Cardiologist Dr. Nieca Golberg makes 
the bold assertion that “Sexism in the 
medical field has cost lives.” In her re-
search, Goldberg explains that, “because 
research and treatments for heart disease 
were historically designed for men, many 
women and their doctors have missed the 
signs and risks of heart attacks, which can 
be very different between the genders.” 

Research to determine and teach the 
medical field the signs of a heart at-
tack studied large groups of white males 
and defined signs of a heart attack to be 
shortness of breath, pain down the left 
arm and pain in the chest. Yet, women 
would go into their doctors and com-
plain of pain in the back of their neck or 
their jaw, exhaustion and an upset stom-
ach. These women were told they were 
stressed and should go home and have a 
glass of wine, take a vacation, or better 
yet, be prescribed an antidepressant, only 
to later experience massive, sometimes 
fatal, heart attacks.

Just like gender-ism in the health field, 
the same things happen with women and 
their financial life, with an equally devas-
tating outcome. Women’s financial needs 
are different from men’s financial needs, 
in exactly the same way that heart attack 
symptoms display differently. And, there 
has been a disturbing lack of attention 

Why Women?
By Barbara J. Provost, EdD

paid to what women need when it comes 
to financial professionals. So often finan-
cial plans or decisions are made that don’t 
focus on the unique needs of women, 
leaving them financially insolvent when 
it comes to their financial future.

Let’s take a look!
As 51% of the population, women have 

never been offered a tailored approach 
to money and the many issues that sur-
round making it, saving it, investing it 
and spending it to achieve personal goals. 
Here’s why women need different finan-
cial solutions for their entire life:

•	 	Immediately	after	graduating	from	
college, women make 80% less than 
their male counterparts.

•	 	Women	 typically	 leave	 the	 work-
force to care for children or an ill 
parent or relative, leaving a gap in 
work history and minimizing their 
income and benefits.

•	 	A	woman	married	today	has	a	40%	
chance of becoming divorced.

•	 	If	 they	 do	 stay	 married,	 women	
outlive their husbands and often 
don’t have the savings needed for 
healthcare and other related costs 
in their advanced age.

•	 Women	will	age	alone.
The average woman, making median 

salary full-time, works for free for 10 years.
How is that possible? Because woman, 

on average, only make 80% of what men 
do. When you compare career earnings, 
you’ve given the work force 10 free years 
of productivity.

The wage gap for women of color is 
twice as bad, as a result of both the gen-
der AND race gap.

The wage gap starts as soon as a 
woman enters the labor force.

Women ages 15-24 working full time, 
year-round, are typically paid 88 cents 

for every dollar their male counterparts 
are paid.

The average Social Security ben-
efit for women 65 and older is about 
$14,044 per year, compared to $18,173 
for men of the same age.

This disparity is a direct result of low-
er lifetime earnings and different works 
patterns.

The wage gap quickly turns into a re-
tirement wage gap.

Women with pensions receive about 
58% of the average male retirement in-
come, or $13,603 annually compared to 
$23,500 each year for a man.

Single women build less home equity 
over time than men.

Women garner about 92 cents of 
home equity for every $1 of equity ac-
quired by males.

Women’s work is devalued because 
women do it.

“Women’s” jobs often pay less precise-
ly because women do them. A study of 
more than 50 years of data revealed that 
when women moved into a field in large 
numbers, wages declined, even when 
controlling for experience, skills, educa-
tion, race and region.

The wage gap leaves women with less 
disposable income to pay back their 
student loans.

In the time period between one and 
four years after graduation, men paid off 
an average of 38% of their outstanding 
debt, while women paid off 31%, accord-
ing to a study.

What are you doing differently to ad-
dress the unique financial needs of your 
female customers?

Purse Strings is always looking for in-
surance and financial professionals who 
are eager to learn how to Reach, Engage 
and Earn the Female Dollar – a $20-tril-
lion underserved market! Learn more at 
www.pursestrings.com.

feature
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USES OF CAPITAL
• Acquisitions
• Recapitalizations
• Successions
• Business Debt Consolidation
• Business Growth

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

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

What milestone will your  
insurance business conquer next?
Your insurance business can only reach its full potential by planning and implementing strategic 
initiatives with speci ic long and short term goals. A capital management strategy that responsibly 
balances debt and liquidity could be an important key to your success. 

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

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

a first financial bank company
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Insurance industry icon and consul-
tant Garry Kinder, along with his 
brother, Jack, trained me back in the 

1980s. Garry says, “Ad libs are for ama-
teurs, and all pros practice.”

In our agencies, we typically get the 
same basic questions every day, and we 
should deliver consistent responses to 
them. Ad-libbing, or making up spon-
taneous answers to questions, is not the 
way to provide unrivaled, confident ser-
vice to your customers.

In 2003, I developed the Korsgaden 
International Concierge Complete Re-
tention and Life Insurance Selling Sys-
tem. It includes all the tools that agen-
cies need to implement a step-by-step 
method for enhancing service for clients, 
increasing life insurance sales and boost-
ing client retention. The system con-
tains scripts, letter templates and A–Z 
instructions on how to convert a client 
call into an appointment and ultimately 
into a sale.

If you have 10 people in your agency, 
and every single one of them answers 
questions differently, there is little conti-
nuity in the way your agency is delivering 
customer service.

feature

So how do you get past this road block 
to excellence that is common in so many 
agencies?

Script everything. Write down a list 
of all the questions, concerns and objec-
tions your team members hear often, and 
then write scripts that specify how you 
want those conversations to be handled.

Client interaction script samples
Our continuity book includes scripts for 
all types of interactions with our exist-
ing and potential clients. Here are a few 
examples:

1. Answering the phone.
2. Making outbound service calls.
3. Conducting annual reviews.
4.  Responding to questions and per-

sonalizing the information to fit 
each client and his or her situation.

5.  Finding out if a client is happy with 
the service we provided recently.

6.  Setting up an appointment for a re-
view during a personal visit.

7.  Gathering information about the 
client and his or her situation dur-
ing an in-person meeting, including 
beneficiary details, current coverage 
and credit insurance.

8.  Letting a client know you will help 
his or her family claim any benefits 
in the event of a tragedy.

9.  Suggesting options for personal or 
business coverage and planning.

practice makes perfect
It is critical that you have everyone in 
your agency practice the scripts you write 
so their responses don’t sound canned. It 
will take some practice to follow the script 
while also maintaining a genuine and car-
ing demeanor. It also takes practice to 
personalize the script as necessary to fit 
the client and his or her specific situation.

When your team members role-play 
the way they handle questions and con-
cerns, then everything will sound like a 
relaxed conversation — not like a canned 
presentation. Work with every team 
member to ensure that your scripts are 
serving their intended purpose well.

erase ambiguities
Following scripts made a significant im-
provement in our customer service. It 
ensures that everyone in our office is re-
laying consistent information to our cli-
ents. Everyone is singing from the same 
songbook. It also takes the guesswork out 
of our communications and ensures that 
we come across as confident. Scripts also 
enable everyone in your agency to antici-
pate and respond to clients’ objections or 
concerns — or address them before they 
come up at all.

Troy Korsgaden (troy@korsgaden.com) is 
president of Korsgaden International in 
Visalia, Calif. He serves as an international 
insurance carrier and agent consultant, in-
dustry speaker and representative trainer. 

A Good Script is Key to Insurance 
Client Conversations

By Troy Korsgaden
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My experience tells me that de-
ciding and living a life with 
an attitude of gratitude is ab-

solutely 100% real. 
You may very well be thinking, what 

does this have to do with selling and ser-
vicing insurance? I need to write some 
policies for the bonus or to make a trip or 
to validate the program. I need to hire a 
new staff person. Or there are another half 
dozen items that need to get accomplished. 
I get it. Ten to 15 years ago, I would have 
been leaning in that same direction. If you 
are like me, you might think that maybe 
we can learn something of value in the 2-3 
minutes it takes to read this article from an 
Allstate Hall of Fame member.

Every year, beginning about Thanks-
giving and through the end of the year, 

we see a lot in the media about grate-
fulness and being happy for what is re-
ally important. What are you supposed to 
do for the rest of the year without these 
commercial reminders? As the leader in 
your agency and at home with your fam-
ily, I would suggest you make having an 
attitude of gratitude a habit so that it is 
ingrained into you and part of who you 
are. It becomes part of your value system. 
You teach and lead by example to your 
team members, your children, and maybe 
grandchildren. Not only does the success 
and profit of your business need this fuel 
to prosper, it can create joy and happiness.

make time for meditation
How do we begin or improve and grow 
an attitude of gratitude to be happy, joy-

ous, and free? First, I would suggest that 
you decide ahead of time what type of 
day you’re going to have and, no matter 
what, respond accordingly. You can al-
ways be in complete control of your day, 
no matter what happens. Today, you can 
be as happy, productive, and as joyful as 
you want to be. Often, we are the ones 
making ourselves unhappy. You cannot 
change the traffic, the weather, or how 
others treat you. If your state of mind is 
based on how others treat you or how 
things go your way or not, you will live a 
life of constant frustration and certainly 
not live happily ever after. 

For me, I do my very best to start and 
end each day in quiet time with my Creator. 
It lasts only 5 to 30 minutes depending 
on my schedule. When I began this ritu-
al from scratch more than 8 years ago, it 
lasted just a minute, maybe two, thank-
ing him for getting me through the day 
and asking him to help me go through 
my day without a drink of alcohol. Ad-
mittedly, I was cynical that this would do 
any good as I had tried a lot of things in-
cluding sheer willpower to curb or com-
pletely stop my drinking. Being grateful, 
plus living a 12-step recovery program, 
got rid of my desire for alcohol. That was 
a miracle. The people closest to me are 
very grateful, so I continue this process 
daily. I am grateful as well.

 
The placebo effect
I am sure that you have heard of medical 
studies in which patients are given “fake” 
medicine or placebos and told they are 
taking real medication to solve their 
sickness. This test is done to see if the 
patients get better simply by “thinking” 
their way to wellness. Many studies show 
this to be true. 

Attitude of Gratitude… 
Is it Real or Fake?

By Bill Gough, Allstate Hall of Fame Member
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There is a really crazy example of a 
study done on people who needed ar-
throscopic knee surgery. Their knees had 
been worn down and they needed their 
joints to be cleaned out. We are not talk-
ing about massive repair, just a cleaning 
to address their chronic pain. On some 
of the patients, the doctors received fam-
ily permission to only pretend to do the 
surgery as part of the study instead of 
actually cleaning the knee and perform-
ing the full surgery, they simply put the 
patient under anesthesia and made three 
tiny incisions around the knee as if they 
had performed the whole surgery. When 
those patients woke up, they thought the 
full surgery had been performed. Now, 
what’s interesting is, two years after the 
“surgery,” the patients who had the fake 
surgery, reported just as much relief from 
pain as the patients who actually went 
through the surgery. When the doctors 
examined their knees over time, they 
could see actual improvements, even 
without the surgery. 

The doctors’ conclusion was that when 
the brain expected the knee to get better, 
it did, even without surgery. Just think-
ing that the knee was healed actually 
helped the body to heal. Your mind is 
awesomely powerful. Never underesti-
mate the power of your mind to create 
your reality. For better, or for worse, it 
has the power to make you sick, to heal 
you, to make you productive, happy, and 
successful. It also has the power to make 
you frustrated, sad, and fearful. 

It’s concrete science. When you are 
negative and think sad, discouraging 
thoughts, your serotonin levels go down, 
and that causes you to feel sad. Your sad-
ness is not just in your head. It becomes 
biochemical, which affects your mood, 
your behavior, and thus your results or 
lack thereof. And if you wake up and 
decide to attack the day with a positive 
frame of mind, with hope, with gratitude 
and abundance in your heart, expecting 
good things to happen, endorphins are 
released, which biochemically, makes 

you feel happy. 
So today, what kind of day are you go-

ing to have? By the way, anytime your 
day is not going well, you can decide to 
start it all over. It’s all up to you. You get 
to decide right here, right now!

 
Thank you for inspiring me
Finally, I am eternally grateful to you, 
our BGI coaching members, the read-
ers, the studying, and implementers of 
our advice, experience, and some wisdom 
now and then. 
You inspire me and our team to improve 
our systems so that you, your peers, and 
those you all lead can create your own 
legacies. Thank you from the bottom of 
my heart for this as it allows me to live 
my dream.

If you are still reading this – I have 
a free gift for you that is guaranteed to 
help you and your team to close more 
sales with our one-hour webinar. Email 
support@bgisystems.com with “close 
more sales webinar” in the subject line.

Peter Kralka, Director of Administration
No stranger to national organizations, Peter adds 20+ years of association management experience to the 
NAPAA Staff Team. Born in Krakow, Poland, Peter immigrated to the United States in the 1980s during the 
Solidarity movement. Peter will be overseeing the administrative operations of NAPAA, partnering with the 
board and executive director to advance NAPAA’s mission.  

Christina Alevizatos, Membership Manager 
An entrepreneur and small business owner, Christina knows the challenges many in the profession may face. 
She uses her organizational development and talent management skills to elevate the nonprofits she serves. 
When you contact NAPAA, Christina is the friendly person who will connect you to the resources to support 
your business. 

Meredith Parker, Communications Manager
Meredith’s passion is to effect change by providing organizations with the support that they need to thrive. 
Meredith will focus on collaborating with NAPAA’s editorial staff to continue to create valuable, engaging 
communications.    

NAPAA News

Following a national search, NAPAA Executive Director Ted Paris and the NAPAA Board of Directors are pleased to an-
nounce a new partnership with IMI Association Executives for full association management services. Please welcome 
the new NAPAA Staff members from IMI.

The NAPAA Headquarters has moved! Please note in your records our new address:  
110 Horizon Drive, Suite 210, Raleigh, NC  27615.
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2018 is all over, and if you’re like my 
smartest clients you’re focusing on ways 
to cut your taxes for 2019. 

You’re not? That’s a shame, because your 
taxes count for what, 20-30 percent of 
your income? They’re probably your single 
biggest expense in a year. But with a few 
moves now you can minimize this expense. 

buy capital items
Most small and medium sized compa-
nies can deduct up to a $1 million of 
purchases for capital equipment, certain 
autos, computers, off-the-shelf software 
and other business property using the 
Section 179 accelerated depreciation 
rules. The secret here is that you don’t 
actually have to buy it all with your cash. 
Even if you finance a capital equipment 
investment (and interest rates are still at-
tractively low), it’s still deductible. Just 
make sure the item is put into service by 
the end of the year. 

Take advantage of the Work 
opportunity Tax Credit while you still can
The Work Opportunity Tax Credit is 
a little-known benefit, and a powerful 
one. If you hire someone who has been 
long-term (more than six months) un-
employed, or off of welfare or a veteran, 
or who qualifies under a number of other 
criteria, you can take up to a $9,600 credit 
- that’s a credit, not a deduction - for that 
person’s first-year wages. The calculation 
is complicated so make sure to find an ac-
countant or attorney who’s familiar with 
the process. And do it fast. The credit is 
expected to expire at the end of this year.

Use the r&d Tax Credit
The research and development tax credit 
isn’t just for “research” companies. It’s for 

The Six Best 2019 Tax Moves 
For Your Business

By Gene Marks

any company that spends money on prod-
uct development, improvements, samples 
and testing. The credit - which factors in 
employee wages, materials, contractors and 
overheads incurred in your “research” -  has 
been recently expanded to include more 
businesses and, although not easy to do 
without experience, can save you signifi-
cant amounts of taxes if you do this type of 
work. Like the work opportunity tax credit, 
it’s best that you use an accountant or at-
torney familiar with the calculation. Don’t 
need the credit this year? No problem. You 
can carry it forward to years where profits 
are (hopefully) higher.

max out your retirement plans
Thanks to tax reform, the government 
will now give employers with less than 
100 employees a $500 tax credit for three 
years just for starting up a 401(K) retire-
ment plan. Even if you already have a de-
fined contribution plan, you should make 
an effort this year to maximize your con-
tributions. Do this by encouraging your 
employees to contribute more so that 
you don’t fall under discrimination test-
ing limitations. 

Help with tuition
Many employees need help paying for 
higher education and the IRS has some 
ways you can do this tax-free. You can 
reimburse an employee’s tuition expenses 
(it can be related or not related to your 
work) for up to $5,250. And that amount 
is deductible to you, yet still not taxable 
to the employee. It’s a great benefit to of-
fer that could help you attract that new 
employee or improve the skills of your 
existing staff. You should also consider 
starting a 529 plan where employees 
(and you) can contribute after-tax money 

and watch it grow tax free as long as the 
money is ultimately used for either high-
er education expenses or the costs of a 
private or religious school for themselves 
or a family member.

adjust your estimates
By now your accountant has already bro-
ken the news as to how much money you 
owe for 2018 and how much your 2019 
estimates will be. Just remember that 
these estimates are, well, just estimates. 
They can be changed. So make a date to 
meet again with your accountant at the 
end of the summer with an aim to re-
viewing your year-to-date financials and 
projecting out the rest of the year. Not 
only will your accountant offer some tax 
strategies that still have time to be im-
plemented, but you may want to consider 
increasing or decreasing your estimates 
based on how the year is going. You defi-
nitely don’t want to underpay the gov-
ernment. But then again you don’t want 
to overpay either.

Hopefully, these tax moves will save 
you a few bucks in 2019. Just remember, 
if you find yourself paying more taxes 
than last year, despite the savings from 
2017’s tax reform, it’s likely because the 
economy is good and your business is 
making more money. If that’s the case, 
good for you.

Gene Marks is a professional keynote speak-
er, helping business owners, executives and 
managers understand the political, economic 
and technological trends that will affect 
their companies.
Gene owns and operates the Marks Group 
PC, providing technology and consulting 
services to small and medium sized busi-
nesses.
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RUN YOUR AGENCY WITH A POWERFUL
SUITE OF MANAGEMENT TOOLS!

877.97.VOICE

HAVING A “RUFF” TIME WITH
YOUR CURRENT PROVIDER?

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

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

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

No one knows Allstate like Lightspeed Voice, and nobody cares more about your 
success than us.  We’ll be sure to keep your tail wagging with our over-the-top 
customer service, incredible all-inclusive feature set, and money-back guarantee!
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Editor’s note: This article is being submitted 
by an owner of an automotive repair shop. 
It is written from his perspective. Personal-
ly, I would imagine that the more advanced 
the cars become the more it will be critical 
to have repairs made at collision shops that 
know what they are doing. He makes some 
compelling points! Ted Paris, editor.

The Impact of ADAS 
(Advanced Driver Assistance Systems)

By Ian Morton 

What is ADAS and what does this 
mean to us? Frankly, times are changing 
in our industry. We are in the relative be-
ginnings of an automotive technological 
revolution. Seriously, there are autono-
mous semi-trucks on the roadways today, 
hauling real loads without a traditional 
driver physically operating the truck. 

ADAS is short for Advanced Driver 
Assistance Systems. From lane departure 
warning and correction systems, adaptive 
and advanced cruise control systems, ac-
cident and crash avoidance systems, park-
ing and obstacle warning sensors, along 
with many more, the intent with these  
systems is to make driving safer. Accord-
ing to AAA, over 92% of new cars have at 
least one ADAS installed. 

The amount of technology packed 
into our vehicles today is hardly believ-
able. The sheer number of sensors and 
modules in modern vehicles is mind 
blowing. Some highly optioned vehicles 
have more lines of code written into 
them than some NASA space shuttles 
and military fighter jets like the F35. 
Hard to believe right? But it is true. 
Vehicles produced today are becoming 
smarter and ultimately safer, thus leading 
to fewer collisions, and ideally reducing 
the number of injuries and fatalities on 
our roadways. This brings up the ques-
tion of what impact this will have on the 
automotive industry as a whole. For the 
sake of this article, I will focus on a quick 
high-level view of the impact to the in-
surer and the collision repair facility. 

Insurers can almost certainly expect to 
see a reduction in the frequency of claims 
as OEMs will continue ADAS deploy-
ment with each new model year. These 
systems will have a direct impact and a 
quantifiable relationship on collision re-
duction metrics. One would like to think 
this would drive down the cost to insure, 
and it may. However, I am not so sure 
this will be the case. What I believe we 
can expect is, while the number of re-
ported claims will decrease, the average 
cost of these reported claims will rise, 
and probably significantly. This increase 

agency management
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will directly reflect the expense of ADAS 
in our modern vehicles. The complexity 
in construction and technology in mod-
ern vehicles is a significant, albeit excit-
ing, challenge for the collision repair 
industry. I believe we will see a reduc-
tion in the number of collision centers 
around the country, along with the con-
tinued trend of consolidation. Some col-
lision center owners will not be able to, 
or have the desire to, overcome the costs 
associated with the equipment, training, 
and facility requirements necessary to ac-
curately, and expertly, repair today’s and 
tomorrow’s complex vehicle systems. 

The goal of any professional within 
the collision industry should be to return 
a damaged vehicle back to the opera-
tor in pre-incident condition, as well as 
back to proper crash worthiness, period. 
As a collision facility owner, my mission 
is, “never sacrifice integrity for revenue.” 
Any deviation from that motto is a deal 
breaker in my world. My team and I live 
this mission every day in our Tucson, 
Arizona collision repair facility. If I do 
not feel comfortable with the thought 
of putting my children in a vehicle we 
are repairing, how could I possibly feel 

comfortable putting your children in that 
same vehicle? In today’s collision repair 
environment, owners must heavily invest 
in training and continuing education, 
proper tooling and equipment, and in-
vest the necessary time to research and 
identify proper repair procedures for 
each required repair. 

When you are advising clients dealing 
with a collision, or any damage to their 
vehicle, remind them of the importance 
in selecting the right collision repairer. 
Find a center utilizing proper ADAS 
repair technology, proper calibration 
equipment and properly trained techni-
cians. Find one that invests the time to 
research and follow the OEM repair pro-
cedures and performs post repair scans. 
A post repair diagnostic vehicle scan is 
the only way to verify all ADAS in the 
vehicle are functionally healthy and op-
erationally ready to react properly if in-
volved in another incident. A vehicle 
with an ADAS that is not operational, 
may not visually appear any differ-
ent from a vehicle with an operational 
ADAS. Often, a compromised ADAS 
will not show any evidence in the form 
of visual dash warning lights. This could 

result in an ADAS malfunction leading 
to, or during a collision. The follow-
ing are specific real-world examples of 
ADAS malfunctions when not properly 
calibrated: brakes not applied, stability 
control inaccurate, blind spot detection 
failed. All of these could result in devas-
tating and catastrophic outcomes. 

When your insured comes to you with 
collision repair questions, ensure they 
are properly educated, and fully under-
stand the importance of selecting a colli-
sion repair expert that has invested in and 
committed to repairing vehicles properly. 
Remember ADAS is only effective when 
properly calibrated and fully functional. 
The only way to identify if the ADAS in 
a vehicle is healthy post repair is through a 
diagnostic post repair scan. Always choose 
a collision repairer that is properly trained 
and equipped for ADAS repair, and per-
forming post repair scans. This choice 
could be as serious as life and death. 

Ian Morton is a military veteran and own-
er of Thoroughbred Paint and Body located 
in Tucson, Arizona. For more information, 
or to discuss collision repair, please reach out 
to Ian directly at Ian@tbredpb.com

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

• Mobile access for payroll and HR administration

• Employee onboarding that includes self-service

• Custom handbooks

• Learning management system for training and development

paychex.com/allstate
NAPAA@Paychex.com  |  844-846-7827 (Mention Code 5699) 
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Your Tax Solution
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Mega Agency Marketing
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Sunday, September 29
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Registration

6 - 8 pm
Welcome Reception 
Sponsored by Capital Resources

Monday, September 30
7 - 7:45 am
Registration
Coffee provided by Oak Street Funding upon your arrival

7:45 am - 12:30 pm
Educational Program
Morning refreshment break sponsored by Oak Street Funding

12:30 - 1:30 pm
Lunch
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1:30 - 3:30 pm
Vendor Fair
Don’t miss a chance to speak to our partners face to face and learn 
about discounts on payroll, video marketing, leads and more!

Tuesday, October 1
7:00 am - 12:30 pm
Golf Outing (additional fees apply)
Join members of the NAPAA Board for a round of networking golf! 
Additional fees apply. Breakfast and lunch included. Clubs optional.

Speaker 
Line-Up:

and
save!

Spouse/Non-Agent Guest
Early: $99 / Regular: $99 / Late: $125

Member Agent
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NonMember Agent
Early: $159 / Regular: $229 / Late: $279Fees:

Learn more at www.napaaUSA.org/Vegas2019
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Most successful agency owners 
depend on one or more critical 
employees to deliver high-qual-

ity service while maintaining profitability. 
Licensed producers and support staff allow 
agency owners to focus on the big picture 
and to pursue new marketing and sales op-
portunities. Depending on their job func-
tions and their pay structure, some of these 
employees fall outside of mandatory mini-
mum wage and overtime pay rules. But a 
proposed rule change by the Department 
of Labor will limit the number of employ-
ees eligible for these exemptions.

overtime basics
Responding to the growth of the labor 

Overtime Changes Proposed
Is Your Agency Prepared for Pending Changes to 

Overtime Exemptions?

By Dirk Beamer

movement in the early 20th century, 
Congress passed the Fair Labor Stan-
dards Act (FLSA). Among other things, 
FLSA requires that “non-exempt” em-
ployees earn time and a half once they 
exceed a 40-hour work week.

Employers frequently distinguish be-
tween “hourly” and “salaried” employ-
ees, and they often assume that salaried 
employees fall outside of (are “exempt” 
from) the overtime rules. This is an over-
simplification of the rules. It is true that, 
as a first step toward an exempt classifi-
cation, an employee must be paid on a 
salary basis. Under current law, the mini-
mum salary for exempt consideration is 
$23,660. This means that any employee 

who receives an annual salary below the 
threshold – regardless of that employee’s 
job duties or title – is not overtime ex-
empt. And here’s where the pending 
change comes into play. The Depart-
ment of Labor has announced plans to 
increase the minimum threshold salary 
to $35,308.

What would the new rule do?
If implemented, the increased salary 
threshold will require employers to pay 
a base annual salary of $35,308 or more 
if they wish to treat an employee as over-
time exempt. The proposed change tar-
gets retailers and restaurants, in particu-
lar, where many assistant managers work 
long hours at the low end of the salary 
spectrum.

Although agency owners are not the 
primary targets of the rule change, they 
will nonetheless need to comply. And 
they will be forced to choose either to in-
crease base salaries or to pay overtime to 
any employee earning less than $35,308 
annually.

if i pay the minimum salary threshold, 
does that resolve the issue?
Paying the threshold salary (whether the 
current threshold of $23,660 or the an-
ticipated new threshold of $35,308) does 
not in and of itself guarantee overtime 
exemption. Rather, it is the first step in 
the analysis. If an employee meets the 
salary threshold, that employee still must 
fit properly into a recognized exemption 
to fall outside of the overtime rules. His-
torically, the Department of Labor has 
recognized the following “white collar” 
exempt categories: executive, adminis-
trative, professional and outside sales. 
For a particular employee to fit within 

agency management
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a recognized exempt category a fact-
specific analysis of the employee’s job 
duties is required. Ultimately, it is up to 
the Department of Labor – not the em-
ployer – to determine whether or not the 
exemption properly applies.

Common exemptions for insurance 
agencies
While each situation is fact-specific and 
unique, here are some common exemp-
tions you might expect to find in a suc-
cessful insurance agency.

•��� �Executives.� This one is pretty 
straight forward. It applies to those 
employees who have the responsi-
bility and the authority to run the 
agency. Frequently, the Allstate 
agent is both the agency owner and 
its primary executive. But in a large 
agency, there may be additional 
salaried employees (a branch man-
ager for example) who properly fall 
within the executive exemption.

•��� �Administrative�professionals. This 
category can be misleading and is 
often abused. Too often, employers 
confuse “administrative” with “cleri-
cal” or “ministerial.” A typical secre-
tary or receptionist, for example, is 
not properly exempt from overtime 
pay. Only the largest agencies will 
have a deep enough administrative 
layer to require exempt profession-
als atop the administrative functions 
of the agency. Examples include a 
CFO or human resources manager.

•��� �Outside�sales.�As for outside sales, 
the key distinction is in the title and 
the word “outside.” To be exempt, 
a sales professional must spend the 
majority of his or her work hours 
“on the road.” A sales producer who 
works primarily by phone or online 
will not fall within the exemption.

Confused?
FLSA impacts virtually every employer in 
America. But the Act is frequently mis-
understood and misapplied. If in doubt, 
talk with your CPA and your lawyer. 
Learn more at the Department of Labor’s 
website at www.dol.gov/whd/ and stay 
tuned for word on pending changes to the 
minimum salary threshold.

Dirk A. Beamer

248.477.6300 | insuranceagencylawyer.com

Serving NAPAA and the Agents of Allstate since 2000

Expert consulting for
agents and

their attorneys on:
• Allstate Investigations
• Buying & Selling Books
• Allstate EA Agreements

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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The early stages of a rising in-
terest rate environment are a 
good indication the economy 

is strong and growing. According to 
the Bureau of Economic Analysis, the 
gross domestic product (GDP) in-
creased 3.4% and 2.6% respectively in 
the third and fourth quarters of 2018.
(1) In a growing economy, consumers 
have more money to spend which can 
contribute to growth for your agency. 
How? Consumers who have more dis-
posable cash will likely spend more on 
cars and upgrades to their homes, either 
by purchasing a larger, newer home or 
investing in improvements and expan-
sion of existing property. All of which 
lead to an increased need for insurance. 

A growing economy also means that 
businesses are growing. As businesses 
grow and expand, their need for com-

mercial insurance can contribute to 
growth for your agency for commercial 
products you offer. Additionally, busi-
ness growth can lead to greater needs 
for health insurance benefits provided by 
employers as they expand their staff, thus 
leading to growth for agencies who spe-
cialize in life and health products.

Capitalizing on economic growth
Organic growth may be easier to facili-
tate in an increasing rate environment. 
However, many operations will be lim-
ited in their growth by existing resources, 
and eventually the capacity of existing 
staff and operations hits a maximum. 
When an agency reaches its capacity, 
continued organic growth may require 
working capital to hire additional staff, 
expand office space or add technology to 
improve operating efficiency, thus lead-

ing to higher demand for credit to sup-
port that growth. Another way to create 
growth within your agency is through 
acquisitions. Acquiring another book 
or office location can accelerate growth 
faster than organic growth and allow you 
to combine operational tasks to gain ca-
pacity for additional growth. 

do you take on debt to foster growth?
In a rising interest rate environment, 
the cost of debt will be higher. So how 
do you know if taking on debt to facili-
tate growth makes sense? When debt is 
used as a strategic tool, it can be healthy 
for your agency. Ensure that you have 
a definable purpose for your debt. Your 
purpose may be to hire new sales or op-
erational staff, invest in a new agency 
management system, build out or lease 
new office space, or acquire another book 
or agency. Quantify the benefit you will 
derive from the investment and compare 
that to the cost to borrow. If your return 
on the investment is greater than the cost 
to borrow, then taking on debt may be 
the right choice for you. Reach out to 
lenders to discuss your objectives, learn 
about their process, and find the best op-
tion for your specific needs.

The definition of “insure” is to secure 
or protect someone against a possible 
contingency, which is what you do every 
day. So, do the same for your business by 
ensuring that you have a backup plan that 
meets your objectives should your first al-
ternative for growth not work. Remember 
it’s never too early to start planning.

Melanie Otto is a Senior Vice President and 
Director of Agency Finance at Providence 
Bank and specializes in providing financ-
ing to insurance agents. 

What Do Rising Interest Rates Mean for 
Your Agency’s Growth?

By Melanie Otto

agency management
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Everybody knows by now that 
video is the most effective way 
to communicate online. But not 

everybody knows what to do with their 
online videos, where to use them, and 
how to do so.

Countless studies have shown that 
businesses looking to build an audience 
online, better engage their existing cus-
tomers, and increase revenue, can do so 
with video. Videos improve the search 
engine performance of a website, lead to 
more shares and likes on social media, and 
result in a higher open and click-through 
rate in email marketing campaigns.

Educational videos are best for profes-
sionals, such as insurance agents. Rather 

than directly selling a product, you want 
to educate your customers and prospects 
about issues related to your products to 
establish yourself as a trusted authority 
in your field. Your educational videos 
provide valuable and timely information, 
while keeping your agency top-of-mind.

Quality is important, but so is quantity. 
You need to become a regular presence 
in the inboxes and social media feeds of 
your targets. Creating video content at 
least once a month is critical to being 
seen and remembered. When the time 
comes for a prospect to look for a new 
or updated policy, they will call the agent 
who has been educating them regularly.

To stay in front of your audience, you 

should use your videos (at a minimum) on 
all of your social media accounts and in 
email marketing campaigns. Here’s how...

Facebook (desktop/laptop instructions)
1. Click the Photo/Video button.
2. Click Upload Photos/Videos.
3. Select the video file from your com-

puter’s hard drive, then add a title, de-
scription, and tags. In the right column, 
you can choose a thumbnail and add your 
SRT file for closed captioning. Remem-
ber that many viewers watch the video 
with the sound off, so the closed caption-
ing is important for all users, not just the 
hearing impaired. Then click Next.

4. Choose either “Publish now” or 
schedule the post for later, then click 
Publish.

LinkedIn (desktop/laptop instructions)
1. Next to “Start a post” click the video 

icon.
2. Select the video file from your com-

puter’s hard drive and add a comment 
with hashtags.

3. Click the pencil icon over the video 
thumbnail to add your SRT file.

4. Click Post.

Instagram (mobile device instructions)
1. Unlike Facebook and LinkedIn, 

which allow video posts from desktop/
laptop devices, as well as from mobile 
devices, Instagram only allows posts 
from mobile devices. Login to your In-
stagram account on your mobile device.

2. Click the plus icon at the bottom of 
the screen.

3. Click the Library button at the 
bottom-right, then select the video from 
your camera roll.

4. Click the double brackets icon at the 
bottom-left of your video to ensure that 
the full width of the video is displayed. 

How To Succeed With Online Video
By Brian Albert

sales and marketing
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Then click Next.
5. Click the Cover button at the bot-

tom-right, then scroll through your video 
to select a thumbnail. Then click Next.

6. Add a caption (along with hashtags) 
and location, then click Share.

email marketing
If you do not already have an account 
with an email marketing provider, con-
sider MailChimp’s Forever Free Plan, 
which is (as the name suggests) free 
(with limits). This plan allows you to 
send 12,000 total emails per month and 
have up to 2,000 total subscribers, which 
should be sufficient for most local insur-
ance agencies. MailChimp is easy to use, 
even for those who have little to no expe-
rience with email marketing, and it takes 
care of all of the legal stuff.

Your Website
After you download your video, simply 
send the MP4 file to your website pro-
vider and let them take care of the rest. 
They should know what to do! If you 
manage your own website and use a 

platform like Wordpress, the easiest way 
to get your video on your website is to 
upload the video to YouTube (preferably 
on a business channel) and then add the 
YouTube embed code to your website. 
Click Share under your YouTube video 
to get the embed code.

Congratulations! If you master these 
easy steps, you will be able to upload 
videos everywhere and grow your online 
presence. But you need videos to up-

load. VIDEOBOLT.COM is a NAPAA 
member benefit. Every month, we pro-
duce an educational video that Allstate 
agents can use online, with each video 
personalized for your agency. You can 
order individual videos or subscribe to 
receive one video each month all year at 
a great low price.

Brian Albert is the Founder and CEO of 
VIDEOBOLT.COM.
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It’s nowhere near Christmas, but it’s 
fun to think about in the summer. 
We asked Allstate agents what they 

would really like from Santa Allstate this 
year. With sugarplums in our heads and 
snuggled in our beds this is the list we 
send to Allstate.

it’s a Wonderful life
Most agents do have a “wonderful life” 
and love representing Allstate. And that 
is exactly what they want to be: insurance 
representatives. So please stop sending out 
emails for car loans with the agency’s name 
on it. We don’t have the capability to close 
on a car loan nor do we want to do this.

 
bag of Coal
If you are going to raise home owners 
rates, don’t raise the points on the growth 
scale. Management acted all excited (and 
presented it this way) that “Homes are 
now going to be worth 25 points instead 
of 15.” The next thing we know we are 
struggling to hang on to homeowners 
due to 10-22 % increases in premiums. 
Instead of losing 15 points on the grid, 
we lose 25. Our excitement has dwindled 
quickly as I am sure you can imagine. 
The growth points will be much lower 
due to these losses. Sure feels like the 
agents got handed a bag of coal.

 
scrooge
Please stop trying to be all things to all 
people. We hear a lot about diluting the 
brand and there is no better way to do 
that than to venture out of what you are 
really good at. Can we stop “scrooging” 
the brand?

 
a Charlie brown Christmas
We thank you for making the inspec-
tion process easier and asking for fewer 
inspections, but agents sure wish you did 
not start moving minor damages into the 
major damage category. Just like Char-
lie’s tree, you can try and make this look 
like something that it isn’t, but sassing it 
up with different words does not make 
the outcome better.

miracle on 34th street
Or the story of buying and selling. We 
really wish someone would understand 
the concepts of return on investment and 
rate of return and not expect someone 
buying a book (and someone trying to 
sell) to have three licensed sales produc-
ers on the books. 

No matter how the numbers are 
crunched this makes no sense financially 
for the agent. Only a miracle could get 
this to make sense and agents are all out 
of miracles.

How the Grinch stole Christmas
CCC closes the agency’s quotes or closes 
business for a client that is in an agency’s 
book of business and then places it in 
another agency’s book. Trying to get this 
corrected and get the client back into the 
original agent of record’s book is next 
to impossible. In addition to the CCC, 
there are agents out there who have 
learned to “scrape” the systems for oth-
er agency’s existing quotes. Santa won’t 
bring them anything this year, but sure 
helps them get a big ol’ bag of money at 
the beginning of the New Year.

mistletoe
When an agent sells, they just want to 
kiss Allstate goodbye! So agents want 
to know why the TPP payout has been 
stretched out to two years. Can we just 
kiss under the mistletoe and part ways? 
Please?

 
bad santa – Five stars and reviews
Why are you letting angry and abusive 
clients post negative ratings for all of the 
world to see and judge the agency force? 
The majority of the time the customers 
are upset about the rates, yet the agency 
force that works so hard to keep positive 
positions and spends tons of money on 
social media and in the community is be-
ing killed on its own websites by custom-
er comments that Allstate could control 
and stop from occurring. This is being a 
really, really Bad Santa.

These are just a few of the wishes. Of 
course, we did not consider the sugges-
tions that would make us have to move 
heaven and Earth. These are the easiest 
and controllable desires we have for the 
future. We’ve been good girls and boys, 
so please Santa Allstate grant us these 
few changes to make next year better.

Christmas Wishes in July
By Lezlee Liljenberg
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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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The new digital landscape is chang-
ing the customer journey. Most 
agents have noticed a shift in how 

customers seek information and make buy-
ing decisions. How you market your agency 
in this new, electronic and fast-paced world 
can determine whether your agency stands 
out among the crowd. Learn to adapt and 
thrive, and you’ll discover you can connect 
with customers and prospects in ways you 
never thought possible.

Alexa: Who is the Best 
Insurance Company? 

By Scott Stars, Oak Street Funding

reasons for the customer shift
Before we examine ways to flourish in 
this new era, let’s look at what has im-
pacted the customer in recent years: 

•	 Going digital: Consumers have 
grown accustomed to communicating 
with businesses digitally and may prefer 
this method over traditional phone or in-
person communication.

•	 prevalence of mobile technology: 
Mobile web browsing, shopping and re-

searching has now become the new norm. 
•	 instant gratification: In this era of 

technology, people now expect to receive 
information or service immediately. 

•	 shorter attention spans: With 
more and more data cluttering our phones 
and inboxes, consumers are easily dis-
tracted and overwhelmed by information.

•	 millennials rule: Younger adults 
born in the millennial generation have 
come of age and have now become the 
largest buying group in the world.

•	 purpose-driven decisions: Con-
sumers have not lost their strong sense 
of community and still look for compel-
ling reasons for buying products or using 
a service, especially for local or cause-
related purchases.

digital marketing strategies to try
Some of the benefits of digital marketing 
strategies that agencies can enjoy include 
lower cost, improved visibility, better tar-
geting and personalization, and a shorter 
sales cycle. Here are some digital mar-
keting ideas to get you started.

•	 Website: Your website is more than 
just a static brochure. Innovative agents 
use their websites to showcase customer 
testimonials, offer helpful advice, or even 
service customers.

•	 blogging / Content marketing: 
What news, trends or information do 
you wish you could share with your cus-
tomers? Use blogging and content mar-
keting for better search engine optimiza-
tion and to also showcase your expertise.

•	 social media: Your customers are 
using social media. Find out which chan-
nels they use – such as Facebook®, Twit-
ter® or Instagram® – through experimen-
tation (or surveying) and interact with 

sales and marketing
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them. Share helpful information, local 
stories, employee profiles, or behind-the-
scenes footage on your company social 
media pages.

•	 email: Whether you send out a 
monthly newsletter that covers trends, 
provides a listing of community events, 
or offers a way for clients to get to know 
your team, most agents under-utilize 
email newsletters as an effective mar-
keting tool. Also, whenever using email, 
be sure to provide links to your website 
and social media accounts via your team’s 
email signatures. 

•	 Video: Try several options in this 
category, from live social media videos 
to your own YouTube® channel. Share 
facts, stories, customer successes, or an-
swer frequently asked questions via a vid-
eo. Don’t forget to include some of these 
videos on your website and link to them 
from other channels.

•	 online chat: Many agents have 
added online chat features to their web-
sites to answer any questions prospec-
tive customers or current customers may 
have. You may be able to find an indus-
try-specific service who can handle the 
chat service on your behalf.

•	 online reviews: Online reviews 
can influence customer decisions when 
choosing a company with which to do 
business. Not only monitor these sites to 
see what people are saying but also con-
sider asking current clients to provide a 
review of your agency. 

•	 online advertising: With so many 
websites and blogs online, you could ad-
vertise on any number of websites that 
might appeal to your ideal customer. 
Think about where they shop, dine or 
spend their free time. 

•	 Geo-fencing: Advances in mar-
keting have enabled advertisers to 
specifically target consumers in a geo-
graphic region. Using geofencing tools, 
you can deliver your advertisement to 
a pre-defined set of boundaries, when 
they are most likely to see it. For ex-
ample, when someone enters a car lot 
looking for a new vehicle, your mobile 
ad could include information about car 
insurance.

•	 Hyper-personalized and contex-
tual marketing: With tools like web-

site remarketing ads and individualized 
printing, you can personalize your mar-
keting message more than ever before. 
This includes showing an online ad to 
a website visitor who has just left your 
website or sending a postcard to your cli-
ents with personal information identified 
from their customer profile.

•	 Voice marketing: Amazon Alexa®, 
Google Home®, Google Assistant® 
and other conversational user interfaces 
have changed the way consumers are 
searching for information. Businesses 
are discovering ways to advertise subtly 
through these methods by developing a 
skill or incorporating content into the 
query responses.

•	 influencer marketing: Many na-
tional brands have discovered the power 
of social media or online influencers who 
can serve as spokespeople for their brand 
by representing it on their channels. What 
companies or partners might make good 
influencers for your agency?

Keys to success in the digital marketing era
To succeed with digital marketing, re-
member to keep in mind your core cus-
tomers, personalizing your messaging to 
fit their unique needs. Determine ways 
to reach them through trial and error and 
keep the strategies that are most success-
ful. Integrate your new marketing tactics 
with your traditional ones and tie them 
all to your operational and sales methods 
for greater success. And don’t forget to 
track your return on investment!

Scott Stars is a sales leader for Oak Street Fund-
ing. With experience in providing more than 
$120 million in insurance industry loans, Scott 
truly understands insurance agency businesses 
and their unique capital needs for acquisition 
funding, debt consolidation, succession planning 
and working capital. Scott has successfully led 
sales organizations in highly competitive envi-
ronments and has developed growth strategies 
specifically for insurance businesses. He can be 
reached at scott.stars@oakstreetfunding.com

NAPAA Agent Conference 
Sept 29-Oct 1, 2019

Las Vegas, Nevada

SAVE
THE

DATE

napaaUSA.org
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Summer is No Time to Slouch
By David Neuenschwander

Half the year is gone already. You 
have from now through De-
cember to make 2019 pay, so 

don’t back off now. Every good football 
team has a halftime to rest and regroup, 
so if you need some time to be focused 
during the second half, take it. When 
you are halfway focused one hundred 
percent of time you are selling yourself 
short. The difference between being 
happy and relaxed around Christmas 
time (when nobody is writing new busi-
ness) is the effort you put in now. 

In your world it comes down to sales. 
I know customer experience is impor-
tant, but you have to feed the machine 
new business in order to keep the wheels 
turning properly. There is only so far you 
can go on the gas that is in your car right 
now. Think about that for a moment, be-
cause there are two sides to your motiva-

tion: There is the one side that looks at 
a full tank and feels no urgency, because 
you are sitting on full. There is the other 
side that looks down and feels no hope 
because the needle is on E. The key is 
to find that place where you and your 
agency are motivated, but not living in 
panic mode.

One key place to start is to make sure 
that your staff goals are congruent with 
your agency goals. I know that some of 
you have had staff for years and years 
under old programs and comp structures, 
but if you cannot lay your goals from cor-
porate and the goals you have given them 
side by side and see that they work in the 
same direction, you have a big problem. 
It doesn’t matter how good you or your 
staff are at what they do if you are not 
working in the same direction. I know 
people don’t like change, including your 

staff, but in the long run their success is 
directly proportional to the success of the 
agency. Even if it creates a little angst, 
you have to make sure that your agency is 
pressing toward one common goal. Here 
is the more pressing part: you cannot 
make those types of changes later this 
year. You have to make them now! The 
third quarter is the place where bonuses 
are made or lost. Wouldn’t you rather 
spend Christmas and New Years relaxed 
instead of frantic?

One last point I would like to make: 
You are the boss. No really, YOU are 
the boss. If you are going to be held ac-
countable for it then you have the right 
and responsibility to make the decision. 
This goes throughout your agency. Some 
things might not matter, but some do. 
For instance, marketing your agency: at 
year’s end you are going to be held ac-
countable for the amount of new busi-
ness your agency has written — not your 
staff, not your cousin, not your MD. You, 
personally, are going to be held account-
able. Don’t ever let someone else make 
decisions on what you are personally held 
accountable for. Remember this: Corpo-
rate is great at branding, but it doesn’t 
help you one bit for Agent XYZ to write 
a new policy 200 miles from you. If you 
feel that your staff, or anyone else, is hin-
dering you from making the call on areas 
that you are going to be held accountable 
for, it’s time for a change. 

Too many times we get accustomed 
to “this is what we’ve always done.” The 
problem is that will get you what you’ve 
always gotten. If you are maxing out 
comp and spending six months in St. 
Croix every year, then keep up the good 
work. If you aren’t, make sure are mak-
ing the decisions in the areas that you are 
held accountable for. If you’d like some 
help growing your agency; check out my 
information on the NAPAA website. 

sales and marketing

To learn how you could be the owner of your own 
independent agency, contact us today.

info@siaa.net | www.siaa.net



Here’s to a great second half in 2019!

To learn how you could be the owner of your own 
independent agency, contact us today.

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

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

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

Anthony Socci
asocci@omegafinancialgroup.co 

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

Randy House
randy@rkhinsurance.com 

Flexible
and easy
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ALASKA
Anchorage
Stan Tebow Agency
907.354.6970
stantebow@allstate.com
Asking Price: $2,800,000
Premium: $8,000,000
Number of Staff: 4-5
35 yr agent downsizing. Will-
ing to split due to size – call 
to talk. Commercial building 
for sale as well.

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

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

Edgewater
Harshaw & Associates
386.290.5654
treyharshaw@gmail.com  
Asking Price: $1,050,000
PIF: 2,470 Premium: 
$3,700,000
Number of Staff: 2
21 year turnkey agency. 87% 
retention, 39% LR, AES 172. 
65% Allstate, 35% Ivantage 
brokered.

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

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.

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

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

NEW JERSEY
Hunterdon -
SAMM Business Marketing - 
Seller Rep
855.306.8627
mel@sammconsulting.com 
Asking Price: Negotiable
Premium: $3,400,000
Number of Staff: 2
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 to 
start the process.

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

Port Jefferson Station
Peter J Castagna Insurance 
Agency
631.902.8933
petercastagna@allstate.com 
Asking Price: $1,075,000
PIF: 1,420 Premium: 
$2,870,000
LR 30.80%, Retention 92.03%. 
35yr retiring agent

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

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

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

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

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

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

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

SOLD!

SOLD!

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

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

Killeen
SAMM Business Marketing - 
Seller Rep
855.306.8627
mel@sammconsulting.com 
Reduced Price: $850,000
Premium: $3,400,000
Number of Staff: 3
Broker representative. 
Contact SAMM Business 
Marketing at 855-306-8627 to 
start the process.

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

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

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

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

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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