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president’s message

We Did It!
Health Insurance Through NAPAA
debe Campos-Fleenor, NAPAA President, Active Allstate Agent

H

ealth care has been a hot potato in America for some
time. The changes and uncertainties that have clouded
health care over the years only seem to have added to
its cost and complexity. The adage, “If you’ve got your health,
you’ve got everything” has a lot of truth to it. Having had my
own issues with surgeries, recovery and physical therapy, I know
it’s hard to run a business when you are operating at less than
100% and worried about health coverage. While we can’t control accidents, sicknesses and disease, we can help lessen the
worry and concern over rising medical expenses through affordable health insurance.
Saying all that, I am proud to inform you that NAPAA is offering affordable group health insurance to all Allstate agencies
and their staff, regardless of membership status. This has been
a long-sought goal for NAPAA since I joined in 2006. So now,
through NAPAA, you and your staff and their families have an
opportunity to obtain affordable health care coverage.
This past May at the Forum in Las Vegas, we rolled out our
health insurance offering. NAPAA is here once again to offer
value and stability to your offices. I have been an Allstate agent
for 15 years and an owner for 12. I can remember asking as
I began my career in insurance what health care options were
available through the Allstate network. I was disappointed to
hear there weren’t any. Everyone was on their own. As an owner,
I can see the value that NAPAA is adding to me and my entire
agency by arranging this much needed coverage. Some of you
have already signed up and are so pleased about being able to
offer this benefit for your employees and families. Thank you
for supporting NAPAA. Special thanks to the board members,

our executive director, and staff who made this happen.
While this is a great addition, it is only one of many benefits
that NAPAA offers. We are so much more. Check out www.
napaausa.org for an entire list membership benefits.
As you may know, many of our members collaborate and
share winning ideas. One of these very simple ideas shared at
a prior NAPAA meeting was Versicall. In my office, we used
to mail out birthday cards that sometimes arrived late. Now,
we are use Versicall instead. They call our clients on their actual birthday and sing Happy Birthday with a personal message
from me, asking them stop by the office to pick up a birthday
gift. I’ve had so many clients offer gratitude and have remarked
about how touched they were with our personal call for their
birthday. Most marketing studies have shown that it is important to touch the clients at least six times a year to make a significant improvement in retention. This new program has also
indirectly given us high scores with our online review.
We are in a tough, highly competitive business. We all need
fresh ideas for marketing, acquisition and retention. As times
change, so must our marketing strategies. Millennials and retirees are both important to our book of business, but respond to
different techniques.
Call me or send me an email if you have questions, need help
or if you want to join the great NAPAA organization. It has
been a wonderful investment for me, now going on 12 years.
Give us a try, we are a group of agents trying very hard to make
things happen regardless of the numerous changes Allstate
throws at us.
Best of health to you!

Thank you to the hundreds
of agents who joined us for
cocktails and networking
during Happy Hour with
Paychex and Oak Street
Funding. Many agents also
stopped by our hospitality
suite to learn more about
our agent organization and
discuss our new group
health program.
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from the executive director

The More Unified,
the Greater Our Influence
Ted Paris, NAPAA Executive Director

T

he larger our membership numbers grow, the greater
the influence we will have. Imagine an Allstate world
where the Company and agency force are working together. Imagine the growth when agencies and the Company
are on the same page
Who remembers this poster? Believe it or
not, it is over 100 years old. Originally used in
1917, it’s been used over and over again as a call
to arms for the troops to go to battle, win the
fight and secure a successful result.
Maybe it’s time for NAPAA to have a call to
arms? Like it or not, good or bad, the Company
has been and will continue to look after their
interests first. It does not make them the evil
empire, but the Company is committed to do
what they think is best for them. Best for them
— not for you, or your fellow agency owners,
or the policyholders — what is best for them.
They are in the business of making money, first
and foremost. The Company looks out for the
shareholders. But who looks out for you?
If you look at the history of Allstate, nearly every move they
make is to shift more work and more expense to the agents. At
first, the agents worked in the Sears store with zero expenses. Then they moved to housing agents in the Neighborhood
agents program. From there, they paid for office supplies and
computers to the current system where everything has been
shifted to you, the agency owner. The Company has increased
requirements, increased your expenses and reduced your commission rates. I would ask, when is enough?
I’ve been the executive director for NAPAA for nearly a year.
I’ve talked to hundreds of agents throughout the Company.
They are concerned with expenses. They are concerned with
reduced commissions and greater expectations being placed on
them. They are concerned with being able to find a buyer to sell
their agencies to. Most I talk to are not members of NAPAA.
Yet they still call when they have questions. Why? Because
they aren’t sure Company representatives can help them or give
them the correct advice. When I ask, “Why aren’t you a member?” I get a number of answers, explanations, and even “What
has NAPAA ever done?”
That is a good question. It’s hard to measure. I know that when
8 — Exclusivefocus

the Company was going to cut commissions to 8/8, that our letter
campaign and the articles published in Exclusivefocus drew the
attention of industry analysts. It was changed to 9/9 with the opportunity to get 10/10 and increased the bonus opportunity by an
additional 1%. I know that the surveys NAPAA
conducted in 2012, 2016, and 2017 drew the
attention of the Company and industry leaders
again. It is through the combined voice that we
have with Exclusivefocus, DirectExpress and
AgentInformer e-newsletters that helps keeps
the Company in check. Our various publications
reach all agents over 300,000 times a year. They
are filled with ideas about how to market, grow,
train staff, and grow as individuals. These articles
are written by professional industry leaders who
are willing to share their advice.
Second, who do you trust to give you unbiased
advice? Your FLS? Your TSL or TDL? They are
Company employees, and while all those I have
worked with over the years are great people,
they are employees. They have a job to do: to get
you to sell more products so Allstate makes more money. They
are strictly focused on top line growth and they are expected to
get their numbers through your efforts.
So where do agents turn to for advice? It should be NAPAA.
When you call us for information or advice, we give you the
best we can. Some talk to other agents. Some invest in seminars from ASA, Craig Wiggins, Bill Gough and others — all
great places for resources. But isn’t it time for all to present a
more solid and uniform approach to the Company? We are proAllstate. We choose to be with Allstate. It is where we make out
money. We just think that agents should have some input when
the Company makes adjustments in commissions and changes
in direction. After all, aren’t we all investing our money in the
growth of the Company, the same as shareholders?
Could we do more? Yes. How much more depends on the
agency force finally getting together to help each other. The
larger our membership numbers grow, the greater the influence
we will have. Imagine an Allstate world where the Company
and agency force are working together. Imagine the growth
when agencies and the Company are on the same page. Let’s
join together and make a difference!
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Does your Allstate®
agency need a lift?
We’ll get you there.

Whether you’re maturing, expanding or planning to exit your
agency, growth should be a common theme. Oak Street

Funding’s loan products have helped numerous Allstate® Agents grow their businesses by hiring staff, initiating
marketing strategies, upgrading technology and more. Our clients appreciate our in-depth knowledge of
lending to the insurance market.
Gearing up to grow? Check out our new white paper for best practices at oakstreetfunding.com/grownow

Customized Loans
• Flexible structures
• Amounts starting at $25,000
• Terms up to 12 years
• Quick loan process

Uses of capital
• Mergers & Acquisitions
• Working Capital
• Successions and Owner Buyouts
• Business Debt Consolidation

Get a quote and
learn more today.

844.357.9348

oakstreetfunding.com/allstategrow

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).
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Helping Women be Financially Fearless!
By Barb Provost

T

he insurance and financial institutions of today are quickly
becoming irrelevant thanks to
technology and the disruption market.
Before you shun this statement and
turn the page, consider the impact Uber
has on the transportation industry or
what AirBnB has done to the hotel industry. They are disrupters! Why did this
happen? These innovative and nimble
businesses examined the inherent problems in these industries and closed the
loop. They made grabbing a ride or reserving an overnight stay easy, cost effective, accessible and innovative. They met
the needs of their customers.
Here is the reality of what is happening in your industry. Women are in
10 — Exclusivefocus

control of $14 trillion worldwide – and
growing. Even with trillions of dollars
of spending power, women argue that
the insurance and financial industry
wins the award for being the least sympathetic to women. And they believe
their gender is a key factor in the subpar treatment. They feel disrespected
and ignored and that they’ve gotten
poor advice.
As an education consultant working
for the insurance industry (both internally and externally) for 20+ years, I’ve
seen this disproportionate treatment
firsthand. I am the first to applaud Allstate for all of the amazing programs and
services they provide. Unfortunately, just
like many other insurance companies

with whom I have consulted, no one,
not one, has an integrated strategy that
focuses on how to reach, engage, and
earn the female dollar. I have seen programs that segment out this market and
rebrand brochures with female-friendly
photos, but the products are the same,
the pitch is the same, and the inadequate
understanding of women-specific challenges is the same.
As the spending power of women
grows, they understand this inadequacy
in the market and now have created
unique competitors in your space and
they are taking your market share. Leaders in the space include Sally Krawcheck,
a Wall Street dynamo, who has created
Ellevest, an investment platform devel-
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oped for the specific financial concerns of
women. Also, LearnVest, online personal
finance software founded by Alexa Von
Tobel. These entrepreneurs see the gap
between what women need and what is
not being provided to them, and they
are creating tools and software that serve
this market. They are starting to disrupt
the traditional insurance and financial
product business model by showing how
the expertise you offer is unnecessary.
However, this is not the death knell
for you, your business, or the industry.
I want to share with you how you can
shore up the gap.
The good news is that the hard work
in research, detailed assessment, data
mining and education creation has been
done already. This synthesized curriculum will help you see the gaps preventing
your organization from serving the female
market. And here is the biggest disconnect – women are in desperate need of the
products and services you sell!
Data shows that women are not prepared for their retirement or their financial future. They are not prepared because
they earn less money, leave the workforce
to care for children or an ill relative, don’t
earn benefits while they are not in the
workforce, and so on. Also, most women
will age alone and will need money to
care for their health and welfare.
Women are an underserved market,
meaning their individual needs have not
been addressed, and yet, they need the
products and services you provide.
Here is how Purse Strings can help you
reach, engage and earn the female dollar.
Purse Strings serves two audiences.
First, we provide free online information
women can use to make smart financial
decisions for themselves and their families. Topics include: budgeting, the power
of the paycheck, auto insurance, homeowner’s/renter’s insurance, retirement,
and others. Essentially, we are educating
your customers on many of the products
and services you provide.
Then, we educate you, the professional, on how to reach, engage and earn the
female dollar. This can be a live workshop onsite in your organization or three,
90-minute online sessions that take place
over a week. The workshop teaches you
what you need to know and do to engage
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the female market. Then, if you want to
become a part of our Purse Strings network and be promoted to and serve our
Purse Strings community of women, you
can apply to become a “Purse Strings
Approved” professional.
To become Purse Strings Approved you
must first apply for this level of approval.
Then, you review and complete our rigorous assessment, which guides you to take
a hard look at your agency environment
and agency staff, and all of your processes
and procedures to determine if they suit
the female market. You are allowed two
opportunities to pass this assessment.
Once you pass, you are welcomed into the
Purse Strings community.
We will create a personalized page on
the Purse Strings website that displays
your picture, agency location and a description of how you serve the female
market. We spotlight you and your agency, provide opportunities to answer Ask
an Expert questions, and even a guest
blog. Most importantly, our female community will have the ability to connect
with you directly right from the Purse
Strings site.
Additionally, women being undeserved is a world-wide problem. Over
the past year, I have consulted with the
World Bank and my company developed
“purse-strings” education, unique to Nigeria and India, which teaches insurance/financial service professionals how
to serve the female market. This education will be used as the model to educate
agents in over eight more countries.
Purse Strings envisions a world where:

A woman’s retirement is not dependent on working past age 65
All women have their own retirement
plan – even if they depend on spousal income
Young mothers don’t have to worry
about how they are going to take care of
their daughters
And daughters don’t have to worry
about taking care of their mothers.
Purse Strings helps women be financially fearless!
You can build your business, diversify
your client base, and be part of the wave
of disruption, all with Purse Strings. To
find out more about becoming a Purse
Strings approved professional, visit www.
pursestrings.co today!
As the Founder of Purse Strings LLC,
Barbara Provost, has leveraged her strong
experience, active research, and continuous
data gathering activities, to solve a problem.
Barbara found that women are consistently
overlooked by insurance and financial institutions, to the tune of leaving a possible
$14 trillion of untapped sales on the table.
Not only is this buying power being ignored
for lack of tailoring to women, this powerful demographic is underserved and underplanned for their financial future. With that
sole purpose in mind, Barbara developed
expertise on what these institutions need to
reach and engage women, creating the first
empowerment, education, and training tool
to earn the vast spending power of the female dollar. In addition to Purse Strings,
Barbara Provost is President of Provost
Consulting Inc.
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Don’t Forget Those Who
Brought You to the Dance
By Al Everett

T

hanks to one of my mentors, I
now celebrate the start of each
new year with my own personal
“Why.” I do not do resolutions unless
they can be incorporated into my overall purpose. I take the opportunity to
remember all of those who helped me
during the past year and, more importantly, those who have helped me during
my career.
Some of you reading this know that I
may actually be talking about you. You
may have been a member of the lodge or
in sales, design, marketing, project management, manufacturing, A&D or other
parts of the built environment. Who
influenced you and your career last year
and what did you learn from them? Why
is it so hard to answer? Try doing it and
see. If you give it serious thought, it may
not turn out the way you’d expect.
12 — Exclusivefocus

At least for me, it wasn’t easy. Maybe
that’s because I’ve been around the industry for such a long time. Or because
life has lots of twists and turns with loads
of fascinating people along the way. I
don’t know exactly why, but sometimes it
is hard to figure out who really inspired
me or said something that changed my
personal or career trajectory. I know it
may sound like a frivolous exercise, but
it’s really not. It’s actually an important
question for a number of reasons:
First, thinking back to the people,
events and ideals that inspired and
changed you has a remarkable way of
reinforcing what you learned. I found it
to be introspective, rejuvenating and surprisingly motivating for the year ahead.
Second, every successful businessperson who shares these unique experiences
provides insight for thousands of young

up-and-comers. It teaches them to listen
to and engage a diverse group of potential mentors.
Third, it encourages all of us as mentors, teachers, friends, managers, parents,
and anyone with important life lessons
to share, to play a role in the personal
growth and success of tomorrow’s leaders in the built environment.
Here is perhaps another way to think
about it. Maybe it will inspire you to either seek out new mentors or become
one.
Now that I look at it, my list has more
than a few surprises. There were more
teachers in my group than I expected.
There are three business partners and
not a single CEO, board director or VC
in the bunch, although I’ve worked with
many of them. I find myself wondering if
that means anything?
Who has helped you in your career?
This is one of my favorite interview questions to ask potential candidates. What
I’m trying to find out is, are you someone whom other people wish to help? If
you are stuck, are you human or humble
enough to ask for help? I am actually less
interested in the particulars of the response, but anyone who can’t answer the
question will probably not advance in the
process. People who think their success
is attributable only to their own genius
wreak havoc in organizations. Successful careers and business relationships
depend on a vast, invisible infrastructure
of parents, teachers, colleagues, bosses,
friends, spouses and mentors.
The journey of business and life is a
process. Every achievement you experience takes a succession of efforts. Almost nothing is instantly successful, and
no matter how hard you try, you cannot
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achieve any great measure of success entirely on your own. Every person who is
in your life has some role in your achievements. They may be a fuel motivating you
or a support system helping you in your
journey. Either way, acknowledge the help
that people have given you on your way
and continue to recognize the people who
still are. Every step of your journey will be
people who have supported you emotionally, financially and physically. They may
be personal relationships or they may be
motivational speakers.
It is important to show gratitude to
your mentors and helpers along the way.
Taking those who have helped you for
granted will eventually leave you without anyone’s help. Make sure that people
who help you know that their assistance
is appreciated and that you are grateful.
Continually remember that other people’s help and influence have contributed
to turning you into who you are. You may
think you are a self-reliant individual,
but who gets anywhere completely on
their own? Never forget to acknowledge
the contributions of others, no matter
how small.
The message I want to leave you with
today is simple. Stay close to your mentors, for they have helped you become
the person that you are today. Never be
afraid to express your appreciation and
to tell them what they mean to you. The
difference between expressing appreciation and having regrets is that the regrets
may stay around forever. The mentors
and helpers may be gone tomorrow.
There’s never a wrong time to pick up
a phone or send a card or message telling
those who have helped you how much
they have helped you or how much you
appreciate them. Take this opportunity
around the start of a new year to send
a message of appreciation and thanks
to someone who has helped you. If you
don’t, you will have once again passed up
a chance to connect and will have something that you may soon regret.
Al Everett is a partner of MethodWhy,
LLC. MethodWhy helps you find, nurture
and keep more customers like your best customers. Al can be reached at aeverett@methodwhy.com, and you can learn more about
MethodWhy at www.methodwhy.com.
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WRIGHT BEAMER, Attorneys
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Five Questions. Four Successful
Allstate Business Owners
By Ted Paris
Sam Tanoos, Evansville, Indiana
17-year Allstate agency owner. Sam has a
total of 34 years’ experience with Allstate
and has won numerous awards including
Honor Ring, 13 years; National Conference, 9 years; Circle of Champions, 6 years;
and Inner Circle Elite,1 year. Sam is active in his community as a volunteer at his
church and is a Holly’s House board member.
He was also a Ray Lynch Award winner
finalist for his work with Holly’s House, an
advocacy organization for victims of crime
and abuse.
David Erb, Clinton, Tennessee
Going into his eighth year. David has won
Honor Ring numerous times. He has attended Leaders Forum three times and has
won National Conference and Circle of
Champions awards and is a most proud
winner of the Ray Lynch Award. David
previously served on the RAB and NAB.

O

ver the past few months, I
have asked successful agents
throughout the Company to
share with us some of their best practices. I personally know three of these
agents very well. I have served on boards
and committees with them. Each started
the same way, as most of us do, through
the purchase of a small/medium book of
business. They worked hard to achieve
the successes that they have experienced.
Nothing was given to them. I’ve gotten
to know another fairly well and, same
story. He worked his purchased book and
grew it. The common thread is they had
a desire to be successful, they developed a
plan and they worked the plan. It’s noth14 — Exclusivefocus

ing that each of you can’t do as well.
While these responses have been distributed in our electronic newsletters,
I thought it would be worthwhile to
publish in print. Here are the responses
from four agents. These ideas are not
all inclusive but they seem to work for
them. As agents we all need to develop
procedures that work for us. Being exposed to what works for others is a great
place to start.
Scott Richards, Greensburg, Indiana
Agent for 14 years. Operates three agencies, two
in cities less than 20,000. Numerous awards
winner. Former RAB in the North Central
Region and former NAB member as well.

Alison Doner , Agencies in Mason and
Cincinnati, Ohio
Alison is a 12-year agency owner. Alison
is a multiple award winner. She has won
Honor Ring 10 times, numerous National
Conference awards, Circle of Champions,
Inner Circle, and Leaders Forum. Alison
also served on the North Central RAB.
What is your best and most efficient marketing program to get
new business? The truth is there is
no black book to this. We are constantly
evaluating results. I do try and do a little
bit of everything: tele-market, internet,
walk around marketing (realtors, mortgage brokers, etc.). Your greatest return
will be referrals and cross-sells. – Richards
Without a doubt it is our referral system. We talk to real estate agents, mort-
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gage companies and most importantly,
our current customers. – Tanoos
I use direct mailing with the AQS
Home Quote software. Then, we stuff
and mail the pieces from our office. We
have a good return rate. – Erb
Our most successful marketing program is our mailers. We use tag and a
mailing company to send quotes for us. In
2018 we are going to focus on win backs,
and I am confident those will give us a
significant lift in new business. – Doner
If you were going to develop a plan
to grow your agency to the next
level, where would you start? Staff.
Do you have the right people doing the
right jobs? How are they individually
motivated? You have to know your staff.
– Richards
Staff is the most important way to
grow. There are only so many hours in a
day that I can be effective in the agency.
The only way I can add more of “me” to
the agency is to duplicate myself with
staff. Although it might sound easy,
staffing an agency and employee retention is one of the hardest challenges. –
Tanoos
I would take a good hard look at staff. I
would hire additional LSPs and expand my
marketing geography to a larger area. – Erb
I believe staff is the most critical piece
to growing your agency. Not only is new
business important but client satisfaction
and great retention is just as important. My
staff is the key to my success, so coaching
and developing them is where I start when
wanting to go to a next level. – Doner
How do you find, train and motivate staff in your office? We have
gotten into a situation where I believe
we are competing with the regional head
hunters for staff. You have to reach out to
the company first and see what they are
doing to support the agents who want to
grow. I think the indeed, ideal traits process is very helpful. – Richards
I have been blessed with former claims
employees who came to work for me.
I have not had to actively seek out additional employees at this time. Having
said that, I would hope you could find
leads in your current book. Allstate has
a program designed to help staff in of-
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fice, but I did not find it to be helpful and
have chosen to put off any new hires for
now. – Tanoos
I find my staff through referrals, regional recruiting and social media. I
personally train the staff. After they go
through the regional training, I have my
senior staff monitor and track their progress. My staff is motivated by incentive
and commission structure. We also have
incentives for fun stuff, spa treatments
and days off. – Erb
Facebook is where I find most of my
employees. My friends share my posts
and I get a significant number of resumes
each time. I use indeed resume search. It’s
free to use and only $1 to email prospective employees. You can search by key
words, which is very helpful. LinkedIn
has also been a good resource for candidates and I run a CareerBuilder ad all
year long. I use Craig Wiggins Coaching
for training and I am constantly giving
away prizes and money to motivate my
staff. – Doner
How do you manage your IPS
needs and your production credits to maximize your monthly income and your year-end bonus?
My staff have a weekly score card and
a monthly minimum to either refer a
life/af to efs/agent or if they can write
it themselves. I am currently trying to
get my staff more confident to look and
process for life leads. Most just don’t
have experience, but need to start somewhere. – Richards
I use the agency IPS goal as the target for the office with a nice bonus to the
entire staff as a team. My office staff has
annual reviews and compensation is tied
to that. Lastly, partnering with an EFS
has rounded out our efforts and is working well for us. – Tanoos
In my case, everything is in-house as I
came from a financial advisor background.
I perform client reviews and require referrals from my LSPs in order for them to
earn bonuses and incentives. – Erb
I am fortunate enough to be married
to my EFS so ALR is a top priority every year. We take our annual goal and
break it down monthly to stay on track.
I also encourage and pay for each of my
staff to get life licensed to help with the

smaller cases that can be easily written
at the agency without involving my husband. This year we are going to focus on
Allstate Benefits to add cushion to our
production. In 2017 we wrote 49 IPS and
$116,000 in production credit. In 2018
my goal is to write 70 IPS and $200,000
in production credit. – Doner
What would you like to add that
you think is important for agents
to know? It doesn’t happen overnight.
Work your budget, not what someone
else thinks is your budget. Be prepared in
the beginning to run red but have threeyear and five-year plans as renewals start
to come. You will be happy you sacrificed
to get to those goals. – Richards
I have found that we go through the
same marketing cycle every few years.
When we are price-competitive, we
make hay. When we are neutral in rate
structure, our goal is to hold on to what
we have and to write enough to hopefully have some growth. When we are
not competitive, we sell other products
like life and financial. It is important to
be patient and to know that the cycle
will return to a competitive position after two to three years. Having said that,
I would like to add that the most important thing to keep in mind is the grass
is not always greener somewhere else. –
Tanoos
Inspect what you expect and build in
redundancy. Run your agency or it will
run you. Empower your LSPs to help remove your stress. – Erb
I think agents should know there are
more resources out there for peer support than there have ever been and they
are extremely helpful. I wish these Facebook groups existed when I started in
2006. I could have saved myself from
making multiple mistakes and wasting
thousands of dollars. They are also very
inspiring. I also think it’s important that
agents not lose sight of their definition
of success. I believe I will end 2017 with
a 3.47 and I am thrilled with that number. However, deleting Allstate email
from my cell phone and truly disconnecting to be with my family was also
a huge accomplishment for me, and I
think that was a large part of why I feel I
had a successful year. – Doner
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Written Information Security Plan
By Claudia Gamache
Access control

• Does each staff member use only their
unique passwords?
• Do you cancel passwords when an employee leaves?

Vendor contracts

• What do you share concerning customer information and how do the vendors protect this information?

Non Allstate E-mail

E

very year, all agents with security
licenses are required to complete
their securities review. One of
the questions always asked is whether
we have an updated WISP (written information security plan) for keeping
our customer’s information secure. Like
most agents, I did mine a few years ago
and filed it away. This year I decided it
was a good time to revisit it.
I start my review by pulling out my old
WISP and comparing to Allstate’s sample
plan. I visited the Cybersecurity and Privacy Corner for assistance (find it by typing WISP into the gateway search field).
A sample WISP is available to you if you
don’t wish to recreate the wheel. You just
need to make sure you and your staff are
protecting your customers’ information.
When considering how you want your
agency’s information security plans to
look, review the Agency Self-Assessment Job Aid for the WISP. This will
help you focus on what you really need in
your document and processes.
I would recommend that you review
your program including the Allstate
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Agency Standards, Allstate Privacy Policy and the IT Usage Policy at least once
per year. You are acknowledging that you
are familiar with the Allstate Agency
Standards and Agency Technology Minimum Specifications by simply using the
system. This should also be part of your
new hire training procedure.
Key points to include are:
• How your customer information is
stored when your office is unattended
• Does your staff lock their computer
when they leave their work station?
• Storage of customer or prospect Information on electronic devises must be encrypted. If you don’t know how to do this
or do not have the tools, be very selective
of what, where and when you pull down
personal information.
• If you or your staff work remotely, how
do you transport customer information?
(Be selective of how and what information you are accessing.)
• Do you have secure disposal of hard
drives and paper? (About $10 per hard
drive and $35 per container will get this
information shredded for you.)

• Should not to be used for communication with customers or prospects
• A process must be in place to monitor and prevent the e-mailing of personal
information. Make every effort to delete
any private information the customer
sent you before you send a response.
• Do you know how to identify a privacy
incident and how to report it? Privacy or
security incidents must immediately be
reported to the Allstate i-Report Line at
800-706-9855.
For additional ideas check out the safeguarding customer information best practices, do’s and don’ts found on Gateway.
This article is provided for informational purposes only. The information
is not offered as and does not constitute professional or legal advice from
NAPAA or its attorneys, and NAPAA
expressly disclaims any such advice.
Following a lengthy career in the
insurance industry on the carrier
side, Claudia Gamache launched
her Allstate career in 2005 with
the purchase of an agency in Lockport, IL.
She is active in numerous organizations and
on several boards including Bridges to a New
Day, a cause for which she has received numerous Allstate Foundation grants. She has
served on the NAPAA board since 2015 and
is currently the secretary.
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Here
SIAA provides the
resources to help
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succeed today and
in the future.

Strong and Competitive Companies • Quarterly National Incentives
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To learn how you could be the owner of your
own independent agency, contact us today.
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California Supreme Court Narrows
Scope of Independent Contractor Status
What the Dynamex decision does and doesn’t
mean for captive agents
By Dirk Beamer

I

n Dynamex Operations West, Inc.,
v. The Superior Court of Los Angeles County, the California Supreme
Court made it easier for California workers to challenge an independent contractor designation in certain circumstances
where the worker benefits from being
deemed an employee instead of an independent contractor. The decision has
sparked considerable conversation and
has given hope to disgruntled workers in
a host of industries. In the property and
casualty insurance arena, so-called “captive agents” who sell exclusively for one
carrier (e.g., Allstate, State Farm, Farmers) view the decision as an opportunity to
push back against increasingly restrictive
agent contracts. The decision no doubt
reflects a shift in sympathy toward greater
protections for workers against business.
But it is probably not a panacea to cure all
ills within the captive agent world.

Contractor vs. Employee:
What’s the difference?

For millennia, different human enterprises have relied on labor provided by
others to accomplish their objectives.
The Romans deployed captured slaves
to construct their roads and aqueducts.
European monarchs contracted with
foreign mercenaries to carry out farflung military conquests. New England
industrialists hired women and children
to move their looms and staff their canneries. Each relationship reflected the
different balance of power (physical, economic, etc.) between the enterprise and
the worker.
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In early 20th Century America, political reformers and the nascent labor
movement introduced legislation at the
state and federal level in an attempt to
equalize that balance of power and to assure certain basic protections for workers.
Workplace safety rules, minimum wage
and overtime rules, anti-discrimination
laws — all are products of government
interjection in the workplace. All form a
piece of what we call “labor and employment law.” All provide boundaries to the
employer-employee relationship.
In certain relationships, the worker retains sufficient bargaining power
such that employment laws don’t apply.
Where the one providing the labor or
service enjoys economic autonomy, she is
deemed an independent contractor. That
is, her relationship with the enterprise
is not defined by labor and employment
laws and regulations but instead is governed by the contract freely negotiated
between her and the enterprise. She is
not an employee, and she is not afforded the protections (nor limited by the
restrictions) certain employment laws

provide. In the classic models, numerous skilled tradesmen (plumbers, electricians, carpenters) and professionals (lawyers, doctors, dentists) provide services to
multiple enterprises or individuals on a
contract fee basis.
In the late 20th century, partly due to
the proliferation of employment laws
and regulations, the associated expense
of maintaining an “employee” grew for
most enterprises. Withholding taxes and
employee benefit plans, among other
things, caused businesses to look for
ways to get out of the “employer” model
and into an independent contractor arrangement, thereby shedding the attendant expenses of maintaining employees
and shifting those expenses to the workers as independent contractors. In the
P&C world, Allstate stands as the prime
example. After almost 70 years of an
employee agent workforce, Allstate began shifting to an Independent Agency
model in the 1990s before finally forcing all agents to convert to Independent
Contractor status in 2000.

Who decides whether a worker
is a contractor or an employee?

At its broadest level, the Dynamex decision reminds us that whether a worker
is an employee or an independent contractor is a legal question that is not fully
within the rights of the parties to decide.
Said differently, an independent contractor relationship depends on the facts and
circumstances of the specific relationship
and not merely on the term applied by
the parties. What Dynamex also reminds
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us — and this is important — is that the
specific test to be applied to assess the
relationship depends on the legal protection at issue. If I am a California truck
driver claiming that I am entitled to California’s minimum wage (which is higher
than the federal minimum wage), the
reviewing court must apply the specific
tests that have evolved under California’s
minimum wage legislation to decide if I
am an employee (and therefore entitled
to minimum wage protection) or an independent contractor (and therefore not
protected). Likewise, if I am an insurance agent arguing for pension benefits
under ERISA, a separate test, developed
under federal law, may apply.
As a result, according to the Dynamex
decision, different conclusions may be
reached about the same relationship. A
worker may be an employee for purposes
of state anti-discrimination law, for example, but an independent contractor
for purposes of federal overtime rules.
Let me state this (potentially frustrating)
reality again: an agent could be deemed
an employee under one test used for a
certain statutory protection, while being
deemed an independent contractor under a different test used to apply another
statutory protection. So, when someone
asks, “Am I an employee or an independent contractor?” The unsatisfying answer may well be, “It depends.”

How is Dynamex helpful to
agents?

In Dynamex, two delivery drivers (seeking to lead a class action) argued that
they had been improperly classified as
independent contractors when they were
really employees and therefore entitled
to protection under California’s wage
and hour laws. To resolve the question,
the California Supreme Court had to
consider which legal analysis to apply.
Noting the proscriptive purpose of the
underlying legislation (i.e., this is a law
passed in order to protect workers), the
Court concluded that an expansive view
of “employees” should apply and that
the enterprise faced a heightened burden in order to demonstrate that workers were independent contractors and
not employees.
The Court specifically rejected the fa-
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miliar “economic realities” test commonly adopted under federal law, claiming it
is too difficult to apply and does not allow for predictability. The Court settled
on the ABC test in which the burden is
on the enterprise to show:
• that the worker is free from the control
and direction of the enterprise, both under the applicable contract and in fact.
• that the worker performs work that is
outside the usual course of the hiring enterprise’s business.
• that the worker is customarily engaged
in an independently established trade, occupation, or business of the same nature as
the work performed for the hiring entity.
Dynamex certainly reflects a proworker sympathy in the California court
and renewed scrutiny of relationships not
subject to autonomy for the independent
contractor. Where the worker is “central” to the enterprise, there is a strong
likelihood she is an employee. Given
the inextricable role of captive agents
in their carriers’ business model, agents
have a helpful argument that — in cases
where the ABC test is applicable — they
should be treated as employees.

What are the limitations of
Dynamex?

Certain factors considered in Dynamex
do not help agents. In particular, the
drivers in that case — and most of the
analogous workers the court made reference to — fall closer to a traditional
“blue collar” job. In contrast, the court
acknowledged that a class of workers
who “independently … made the decision to go into business” for themselves
would fall under of the third prong of the
ABC test and therefore would not count
as employees.
Such workers, the court noted, generally take additional steps to promote
their independent business, including
“incorporation, licensure [and] advertisements” among others. In a court contest, the carriers will assuredly argue that
captive agents are highly skilled, white
collared professionals who differ from
the blue-collar truck drivers at issue in
Dynamex.
Many agents incorporate their agencies.
All must pursue and maintain licensure

with the state. They routinely advertise at
their own expense. And in the case of Allstate agents and Farmers agents, they have
certain (albeit restricted) opportunities to
sell an interest in their books of business.
This third factor of the ABC test likely
creates an obstacle for agents seeking an
employee designation.
As stated earlier, a key take-away
from Dynamex is this: whether a worker
is an employee or a contractor will depend on the legislation (and associated
measuring test) at issue. For agents asking, “Am I an employee?,” the question
back is, “For what purpose?” A pending lawsuit in California on behalf of
Farmers Agents (modeled after a successful suit for American Family agents
in Ohio) seeks relief under ERISA (the
federal Employee Retirement Security
Act of 1974). While Dynamex arguably
reflects a favorable “mood” in the court
system, it has no legal application to the
analysis under ERISA or other federal
legislation.
Finally, even if agents are found to be
employees under certain employment
laws, that may not end the question. In
wage and hour law, for example, which
governs overtime and minimum wage,
there are numerous exemptions under
which broad classes of employees fall
outside of the law’s protection. Many
so-called “white collar” employees are
deemed to be professionals or executives
who don’t receive minimum wage or
overtime protection.

Conclusion

Dynamex reflects a growing awareness
that “the misclassification of workers
as independent contractors rather than
employees is a very serious problem, depriving federal and state governments
of billions of dollars in tax revenue and
millions of workers of the labor law protections to which they are entitled.” If
captive agents can sound this message
loudly and repeatedly, they may be successful in focusing attention on the increasingly restrictive practices of their
carriers. In the meantime, they need
to remain clear-eyed and level-headed
about the challenges they face, and they
need to be skeptical of quick-fix, onesize-fits-all solutions.
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National Association
of Professional Allstate Agents
More information at napaaUSA.org/insurance

Cover yourself, your family and
your full-time staff
Thank you to all of the agents who joined us during the Forum in Las
Vegas. NAPAA hosted a happy hour and hospitality suite, where agents
were invited to come by for cocktails, coffee and food and learn about
our health insurance offerings, member benefits and our partners at
Paychex and Oak Street Funding.
If you haven’t yet heard, NAPAA has teamed up with two
nationally-recognized healthcare organizations to offer a
group health benefit program to 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!
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Enrolling is flexible and easy. Multiple plan options
make this an ideal option for ALL agencies, both
members and nonmembers* alike.
*A $125 application fee is
waived for NAPAA members.

Flexible
and easy
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

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.
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Mistakes in Onboarding New Employees
and How to Avoid Them
Do you equate orientation with onboarding? Orientation involves completing routine paperwork and other tasks.
Onboarding aims for a cohesive integration into the workplace and a greater
sense of being part of a new team.

Not taking the strategic view.

Some businesses, in a rush to get new
employees up to speed, may neglect the
ways in which onboarding can help individuals get a sense of the company’s mission, values, and most important strategic
goals. Effective onboarding can clarify
the important ways in which employees
are part of the big picture and serve a key
role in helping the company grow.

Waiting until the first day to
start the process.

M

istakes in onboarding new
employees can frequently
occur in small businesses.
The process may not be strategically
planned out, or it may not be seen as a
valuable step in the new-hire experience
– whatever the reason, a new hire’s first
impression of the business is still crucial. That’s why many companies are focusing on developing their onboarding
process to help increase retention rates,
clarify expectations for performance,
and improve internal communications
and relationships.
Here’s a look at some common mistakes around onboarding new employ-
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ees and what small businesses can do to
navigate them:

Equating orientation with
onboarding.

Sometimes, companies mistakenly equate
orientation, which involves completing
routine paperwork and other tasks, with
onboarding, which aims for a cohesive integration into the workplace and a greater
sense of being part of a new team. Orientation is usually more tactical in nature,
while onboarding entails a comprehensive
approach to providing knowledge a new
hire needs to be effective at their job and
understating the culture of your business.

A successful onboarding process starts
well before the employee’s first day on
the job. Once a new hire accepts an offer,
consider sending them materials about
the company, including relevant links on
the business’s website. Ahead of Day 1,
you may also want to provide them with:
• Information on benefits, if you offer
them
• A detailed schedule of the onboarding
process
• Details for the first day, including
where to go and members of the team
the new hire will meet
You may also want to arrange for a
manager or other company representative to welcome the new employee by
phone or email.

Looking at onboarding as a
one-time event.

Bringing a new employee on board is
sometimes looked at as a brief, onetime event prior to officially becoming a
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member of the team. But the most efNeglecting to solicit new-hire
feedback can make the onboarding expefective onboarding initiatives take place
rience even better for future new hires.
feedback.
over a period of weeks or even months.
How effective is your onboarding proThe first few weeks and months can set
This is aimed at integrating customized
cess? Who better to ask than a new emthe stage for a new employee, and a stratraining programs with a continuous imployee after they have been on the job for
tegic, comprehensive onboarding process
mersion in the company’s culture and
a few weeks or months? Some businesses
can help make this transition smoother.
ways of doing business.
overlook a great opportunity to assess
This can lead to greater job satisfaction,
Is onboarding a brief, one-time event?
the quality of their onboarding process
higher morale, and increased productivity
The most effective
— all strong reasons to
onboarding initiacommit to an effective
tives are continuonboarding process as
Do you equate orientation with onboarding?
ous and take place
you bring new people
Orientation involves completing routine paperwork and
over a period of
into the company.
other tasks. Onboarding aims for a cohesive integration
weeks or months.
Introduce other
Looking for more up
into the workplace and a greater sense of
employees
and
to the minute articles?
being part of a new team.
departments over
Check out paychex.
time, so the new
com/worx today! For
hire can broaden
specialized
NAPAA
his or her internal network of colleagues
by soliciting these individuals’ feedback.
member benefits on payroll and HR, conand acquaintances. A broad network
What does the new employee think
tact Paychex at 844-846-7827 and menmeans there are more resources available to
was most effective about their personal
tion code 5699. Paychex, Inc. is a national
that employee and more sources of inforonboarding experience? Where did the
provider of cost-effective payroll and HR
mation they can call upon. New hires often
process fall short? Create feedback loops
services trusted by more than 600,000
have valuable perspectives, drawn from exwhere everyone involved – the new hire,
businesses. NAPAA members save 25%
periences in their past employment, which
their manager, HR, etc. – can provide
on Paychex payroll processing and 15% on
they should feel encouraged to share with
input on successes and shortcomings in
HR setup fees. For more information, visit
people they meet in their new job.
the process. What you learn from this
www.paychex.com/allstate.

Your Customers
are in Good Hands,
but are Your HR and Payroll?
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
paychex.com/allstate
844-846-7827 mention code 5699
NAPAA@Paychex.com

Summer 2018

Exclusivefocus — 23

humor

From the Fiefdoms:
A Battle Cry for the Warriors
By Lezlee Liljenberg

I

am not sure when it came about,
but at some time in the Country of
Allstate the mighty rulers (management) decided that it should be all things
to all people. Perhaps that is from where
the name “Allstate” was derived. We
would become this “all for
everyone nation” or the
warriors (agents) would
die trying.
A thirst for knowledge
and the constant development of skills is an awesome thing, however, being a Jack of all trades and
a master of none is not always the best suit of armor
to protect the warriors or
the country.
In the last 15 years I have grown and
learned far more than I ever anticipated.
The problem for me is that as soon the
agency begins mastering a particular area
of expertise, the battle changes course
and we have to champion an entirely
new strategy and product. Getting my
troops up and running each time requires
a great deal of training, practice and
money. This has proposed a continuous
financial burden on my fiefdom. (Admit
it, we really are our own little fiefdoms
being rewarded for our dutiful service on
behalf of the Country of Allstate.)
Squirrel! Squirrel! Rabbit! Rabbit! We
chase emerging business (renters, motorcycles, manufactured homes, boats, condos, landlords -- anything that was not
a home or auto). No one ever really ever
stops to think about the fact that these
would often be mono-line products. Just
get it on the books and you will be christened a gladiator because you sold so
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many EBs you were a savior to the masses. No one bothered to make the point
that when the apartment complex caught
on fire you were executed on bonus because your loss ratio was slaughtered.
Dragon! Dungeon! Dragon! Dungeon!
Wow, fierce warrior of EB,
we bow to your exemplary
conquest of last year, but
now you better bundle all
of that or you are bound
for the dungeon.
Yep! Now, not only had
you better bundle or head
for the guillotine, but every policy you push off the
books loses you points, so
you have to replace those
points and close another
item to grow. We, the Country of Allstate, call it “Grow to Win!” Now go
mighty warriors and figure it out all over
again so you can capture our new territory. No matter the money you spent
marketing to these apartment complexes, boat and motorcycle dealerships. No
matter that you joined numerous organizations to get a foothold. Begin again or
off with your heads!
Yes, stay in front of the competition
even though it means you lose soldiers
along the way. Survival of the fittest,
right? If you cannot be a victor then get
out of the fray and the way! is the war cry
of leadership.
Yes, make the combatants who write
300 auto policies a month while the rest
are writing 75, true heroes (well, until
they are let go to take TPP because they
were cheating the systems and doing
things like changing names of the country’s clients and rewriting them to hit the

numbers). The rulers sadly watch this
person go but shout out, “No worries, our
fearless 300-policy gladiator! You can reopen in a couple of months as a scratch
agent and get all of those enhanced commissions once again!” Charge!
All of this is tongue-in-cheek and
meant for you to laugh out loud. Those
of you who read my articles know that I
“bleed blue.” You also know that I am a
firm believer that change, a positive attitude and a commitment to hard work
will you get you through the toughest of
times. Yet, I have a strong drive and desire to serve our customers with the utmost care, professionalism and integrity.
My concern is that we don’t get the
chance to do that -- run our businesses
effectively and profit as a business should
profit -- when the battlefield is constantly changing without true consideration
of the warriors fighting on the line every
single day. Really, I think this is all any of
us wants every day.
To the Country of Allstate: Hear our
pleas.
The battle cry for all of us: “Kick butt
and take a bunch of names!”
From the NAPAA County: We wish
for each of our warriors the best every
day in conquering challenges, overcoming pressures and defeating your worries
and concerns. Have questions? Call us.
We are here to help.
Lezlee Liljenberg is an active agent from
Arlington, Texas. She has proudly served
on the NAPAA board since 2011. Lezlee is
an accomplished author, artistic welder and
winner of many Allstate awards. She started her first agency from scratch in 2004 and
currently has two agencies.
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WE WANT YOU!
Are you a million dollar thinker?

We have the supportive solutions to BREAK THE CHAINS OF CAPTIVITY. At Premier, if you
have the blueprint, commitment and pipeline; we have the tools of the trade for Your
Success in the Independent Agency Channel!
In 2017, Premier Group Insurance experienced record growth in new agency partners, written
premiums and commissions paid! In business since 1999 and headquartered in Denver, Colorado;
Premier is one of the largest and fastest growing TOP 100 P|C Agencies in the country. If you or
someone you know is exploring their Independent Agency Ownership options and/or converting to
the Independent Agency Channel – Call Premier Group Insurance
New Agent Special - Custom Pricing in 2018:

JUNE2018

To schedule your conﬁdential consultation or to explore your Independent Agency
Ownership Options Contact Us Today:
WWW.PGIAGENTS.COM

720-457-1101

20 Years of Converting Captive Agencies to the
Independent Agency Channel!
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The Annual Review and Why It Matters
By Troy Korsgaden
Why annual reviews matter for
your clients

For clients, the annual review is an opportunity to find out if they’re properly
insured. By going over their policies with
you in detail, your clients are given room
to discover their unmet needs. Perhaps
your client has a newly licensed driver
in the home, or maybe had purchased
a rental property in the last year. Many
lifestyle changes can happen in the span
of 365 days, and it is your job as an agent
to determine what additional exposures
exist and properly educate your clients
on how they can best be protected.
Annual reviews communicate to your
clients that you care for them in a tangible way. We recently had a client come
into our office with her husband and their
daughter to review their policies. As they
waited in the lobby, this woman told our
receptionist that, a few years back, she
decided to leave our agency in search of
lower rates. She tried other options for a
while, but quickly discovered that the attention of care we gave her as a client was
unique. She has been with us every since.
That is why annual reviews matter.

F

or insurance agencies, setting up
an annual review with existing
clients is by far one of the most
important steps when it comes to client
retention. In order for your agency to
continue to grow, you have to sell yourself and your agency to your clients every year. This is a golden opportunity to
deepen relationships and communicate
face-to-face with the people you serve.

Why annual reviews matter for
you

In the long run, conducting annual reviews will make a world of difference in
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the growth of your business. Enhancing customer relationships is critical for
long-term success. If an annual review is
conducted properly, it will be comfortable and non-threatening for the client,
and often result in additional business.
Research shows that customers who
are contacted more frequently by their
agency have more policies placed with
that agency and are less likely to shop
around or change insurance/carriers. By
executing an annual review with your
clients, you can expect to deepen the relationship, increase retention and potentially expand their coverage.

Reprinted by permission of GAMA magazine,
General Agent Management Association.
Troy Korsgaden is an Insurance industry
expert, consultant, author and speaker with
more than 30 years’ experience in the insurance industry. He is an award-winning,
multi-line insurance agent who built one
of the nation’s most successful agencies from
the ground up. He authored Power Position
Your Agency and was a Farmers Insurance
agency owner and won numerous awards.
Troy founded Korsgaden International in
1992 to teach other insurance agents how to
become larger and more profitable—and to
give them tools that make it easy.

Summer 2018

LET US BRIDGE THE GAP
FROM YOUR
AGENCY GOALS TO REALITY
We specialize in lending to
Allstate® agencies.
Our lending opportunities
allow Allstate® agents to:
Acquire an agency
Hire new staff
Enhance technology
Increase marketing
Refinance higher rate debt

pbagencyfinance.com | 877.894.2785
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When Did the Title “Producer” in
Insurance Agencies Become an Oxymoron?
By Stuart Ganis

business. “Our dad gave us a list of businesses, a phone, and a desk to make it
happen.” Their philosophy was that if a
producer didn’t know how to sell, they
couldn’t help him – you’re either born
with it or not. (I disagree, but that’s another article altogether.)

Back in my day…

I

was in an agency this year where one
of the partners explained how their
team hired four producers in the past
12 months and only one was still employed. He knew the remaining producer wouldn’t be there for long and then it
would be back to the drawing board. We
were hired to help the owners train new
producers, but we had to learn about the
agency first.
During our discovery process with the
owners, I heard phrases such as “Bill was
in the industry for 36 years. I can’t figure
out why it didn’t work out. Heck, that’s
longer than me!” Another owner walked
in the room and immediately started talking about how one of the staff members
made another dumb error and if not for
his “loyalty” to the employee, he would’ve
28 — Exclusivefocus

fired him long ago. At that point, I stood
up, threw his chair at a window and told
them to wake up! Well, not exactly, but
the thought crossed my mind.
All four producers had prior experience: three in commercial and one in
personal lines. The only one left standing was the personal lines producer and,
quite frankly, his production was well
below acceptable. He was a nice person,
but struggling to write new business and
was better served finding another agency
to work with.
We started talking about how producers are on-boarded and they looked
at each other with puzzled expressions.
I asked them what metrics they tracked
on new and existing producers and was
immediately told about their start in the

I can go on and on about these owners,
but hopefully you get the point. There
are a few core principles we as business
owners have to practice in order to successfully recruit, hire, train, manage and
retain people. We hear so much about
culture, yet so many agency owners misinterpret how to build a positive one.
One of these partners actually thought
that he was loyal because he hadn’t fired
someone who was underperforming. I
can’t even comprehend this mentality
and hope you can’t either. Let’s not talk
about how difficult it is to hire and retain
experienced producers, which is why we
promote hiring people with a zero insurance background. (Again, another article
altogether.)
Don’t get me wrong; I’m the first person to preach a “slow to hire, quick to fire”
philosophy, but you have to give people a
chance by providing tools, resources and
a culture in which they can succeed. Give
them everything they need to succeed,
then place the burden on them.
As I spoke to their employees, you
could tell there was excessive backstabbing, gossiping and everything but a focus on growth. The lack of data made it
obvious that management had no idea
what was happening with their sales or
service teams and most decisions were
based on feelings as opposed to metrics
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and data. The employees reminisced
and communicating often. As Zig Ziglar
business. I promise you that.
about how “retired dad” was such a great
says, “Flattery will get you nowhere. If
To answer the question in the title of
people person and was sorely missed.
caring for people isn’t genuine, but merethis article about how the role of proCulture determines who you hire, how
ly an act, people see though it and will
ducer became an oxymoron boils down
they perform and whether or not they’ll
resent you.”
to the agency as much as the producer.
succeed. I’ve seen agencies with owners
Talking behind each other’s backs is
We’re a product of our environment.
bouncing around from being so positive,
another great way to destroy a company.
Sometimes we forget how we arrived
and almost everyone they hire exceeds
Gossip is the number one culture killer
to where we are and neglect the basics.
expectations. This is the model agency
and spreads like cancer in an office. CanWhen producers exceed expectations, we
that’s growing, has people who love comcer spreads rapidly and will destroy the
pat ourselves on the back for hiring and
ing to work and, because of their culture,
foundation of a company quicker than
mentoring a winner. When producers
win every single day.
you realize. As a leader, you need to stop
fail, it’s never our fault; it’s because they
Employees in this kind of agency
it from spreading and develop an agency
suck. It’s true sometimes, but if it hapwant to be held
pens often, it’s most
accountable and
likely the leader.
The keys to building a world-class culture and attracting
there’s
self-poFor those of you
licing among the
who
have built a
“A” players is to genuinely care about your employees’
staff because they
world-class culture,
success and communicating often.
love the company
don’t ever take it for
and treat it like
granted. It’s easier to
their own. Metmaintain a great culrics are published and transparent, they
that you’d love to work in if you weren’t
ture than to create one. The burden of
trust each other and love their clients. In
the owner. This is where owners, managbuilding and maintaining a world-class
other words, they’re committed to the
ers, and executives should focus!
culture is on the people signing paycompany because they know the comIf owners focus on their employees, evchecks and nobody else. Excellence starts
pany is committed to them.
eryone, including clients, will fall in love
at the top. And that’s no oxymoron.
In most cases, not all, we should operwith the agency.
ate under the philosophy that there are
An example is in divorce. I’ll bet that
Stuart Ganis is a 29-year veteran of the
more bad teachers than bad students. Let
most couples would say they stopped
insurance industry and his firm has worked
me repeat – There are more bad teachers,
communicating or there was lack of trust.
with over 700 independent insurance agenthan bad students.
You can’t smile at a producer (or anyone
cies, carriers, associations and technology
Unfortunately, I’ve seen more agenelse), then talk about how they suck bevendors since 2006 in areas of M&A advicies lose qualified producers within six
hind their back. If you say something
sory, strategic planning, training, coaching
months or keep grossly underperformenough, you start believing it and your
and consulting.
ing ones then see new producers succeed.
attitude toward that person changes. So,
Owners refuse to fire an under-performstop it now! Hiring in a toxic culture and
Join the
er because he is a “nice person,” and three
expecting people to succeed is absurd.
“ALL
Agents Page”
years later the producer is as useful as a
This business is tough enough without
on
Facebook
piece of furniture, adding fuel to the proa toxic culture and you certainly can’t deverbial fire known as a broken culture.
mand 100% from people that hate comA Closed
At that point of the employee-eming to work.
Discussion Group
ployer relationship, it becomes a job for
The best way to fix this weakness is
the producer that’s only a paycheck. The
with honest and open communication.
for Allstate Agents
owner feels like he’s overpaying for meThere are great consultants in our inOnly
diocre work. The producer has no pasdustry that can help you break the ice
sion for the company and is only there to
with your staff. Whether you realize it or
https://www.facebook.com/
make a living. All of a sudden, the pronot, your staff wants a fun place to work,
groups/304988616263352/
ducer and management are at odds and
free of gossip and negativity, and would
the producer barely sells enough to juswelcome this conversation. Start with
tify staying on. Sound familiar? How can
something as simple as a weekly meetClick JOIN
we fix this? How can we attract “A” playing and a good book you read and disonce you’re a member,
ers and keep them? How can we bring
cuss together. This alone can change the
the link will be under
“A” players into the industry?
conversation and direction of the agency.
Groups on your
The keys to building a world-class culBut, don’t expect to fix years of damage
Facebook page.
ture and attracting “A” players is to genuin one meeting; it takes time, but is the
inely care about your employees’ success
greatest investment you’ll make in your
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Why Customers Call You and
Not Your Competitor
By Robyn Sharp

P

eople are constantly searching online for services that they need.
A new chiropractor, handyman,
insurance agent, etc. How do you guarantee that they call your agency and
not your number one competitor across
town? You may have great branding, funny commercials, and amazing customer
service, but one thing can destroy it all:
your online reputation.
What are people saying about your
agency online? And what are they saying about your competitors? And who
will they choose when it’s time to make
a phone call? If you don’t know, it’s time
to find out! We’re going to look at a
snapshot of your online reputation. Just
answer the questions below and you’ll
quickly be on your way to dominating
your local market.

What is online reputation?

When someone searches for a local service
provider on Google, they see the results
listed based on what is closest to them at
the time. This is called local search. It typically shows a map at the top of the search
window, with the business locations and
their contact information included.
Have you noticed what else shows up
on the search? It’s the average number
of stars that people have given the business and the number of reviews that have
been written about them. This is their
online reputation, also called reviews or
testimonials. Because we’re so used to
reading reviews like these, our brain is
trained to judge a business by its star rating almost immediately.
Let’s look at an example. Imagine
searching for a local insurance agent with
no prior knowledge about which one you
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plan to call. The first agency listed shows
an average of 5.0 stars (a perfect score)
with eight total reviews (the number of
reviews are shown in parentheses after
the stars). The second result simply says
“No Reviews.” And the third agency has
2.0 stars with 11 total reviews.
Do you think anyone is going to automatically call that second listing with no
reviews? Probably not! Even with a strong
brand name like Allstate, they’re giving no
local credibility compared to the first agency. No one would waste their time. And the
third agency with two stars? They might
as well kiss any new quotes from Google
search goodbye! Studies show that people
are very unlikely to call a business with less
than four stars if there are better options
available. Now do you see why you could be
losing new prospects from Google search?
So, what are we going to do about it?

Detective work

First, you must gather some information
to see how you stack up. Don’t worry
about your business showing up in the
top three results for your industry. Local
search is dependent on where someone
is located – so results will vary based on
where the prospect is searching from.
(You can test this out by searching from
your phone at home, at the office, or at
any other random location around town.
You’ll see different top results.)
What’s important is your average star rating on Google (and a few other important
review sites) and how many reviews overall have been written. Look at your agency
Google listing, your business Facebook page
reviews, Yelp, and any other review site that
is critical in your city. Go gather this information and write it all down.

Next, decide on your top three local
competitors. These are the people you
compete with the most for business and
that you feel could be stealing your prospects. These could also be agencies located
on the same street since you’ll frequently
show up in the same search. You may have
more than three and it’s fine to look them
up, but don’t overcomplicate it.
Now you should have a pretty clear
picture of where you stand. Look at each
platform (Google, Facebook, etc.) and
compare your results with your competitors. Is your reputation winning or losing?
If you clearly have the most reviews and
overall the highest star rankings – congratulations! People are going to notice
your agency above the rest. You’ll want to
maintain this position and keep getting
new, strong reviews from your customers. But if you don’t or there isn’t a clear
winner, don’t worry. There is plenty you
can do to fix it! Your happy customers are
always willing to leave great reviews, they
just need to be sent in the right direction.
The key to getting great reviews is
to ask. You must create a streamlined
process in your agency that proactively
reaches out to clients after a positive interaction and asks them to write a review
on Google or Facebook. I’ve seen clients
improve their reputations drastically in
only a few days once they started asking
their clients for reviews. Start designing
your process today and watch your inbound calls increase!
Robyn Sharp is a former agent and founder
of Mega Agency Marketing. She specializes in
helping agents use online marketing and social
media to grow their agencies. Learn how to get
more reviews at agencyupdates.com.
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877.97.VOICE

HAVING A “RUFF” TIME WITH
YOUR CURRENT PROVIDER?
RUN YOUR AGENCY WITH A POWERFUL
SUITE OF MANAGEMENT TOOLS!
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!

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!

Summer 2018

Get this puppy moving at
lightspeedvoice.com/why-lightspeed
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Agency Expansion:
Using Debt as a Tool for Growth
By Scott Stars
tially forces you to accept a smaller return
on your personal investment in exchange
for the eventual growth of the business.
Careful borrowing, on the other hand,
gives you the opportunity to simultaneously increase your business’s profits and
your overall return.3

Debt can be healthy

“N

either a borrower nor a
lender be,” cautioned Polonius in “Hamlet.” William
Shakespeare’s advice has gone on to form
an attitude about debt that has survived
countless generations.
Most insurance professionals are financially conservative by nature, and
their attitudes toward borrowing often
spill over into their businesses. They
avoid debt in their personal lives and do
their best to steer clear of it in their professional life as well.
There is unquestionably some wisdom
in avoiding debt, particularly for individuals. One of the first financial lessons
most people learn is to live within their
means. Taking on more debt than we can
afford to repay can easily push us into a
situation that spirals out of control.

Different for businesses

But debt plays different roles for individuals and businesses. In fact, when
it comes to business borrowing, “debt”
isn’t the most accurate term. A better choice is “leverage,” because that
describes the role borrowing can play
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in your insurance agency. Essentially,
when your agency borrows, you’re leveraging other people’s money to achieve a
purpose that will increase your wealth
and/or the value of the business.1
In fact, the idea of borrowing is so
negative to many business owners, that
they make a big mistake in an effort to
avoid it. When they need extra capital,
instead of taking on temporary debt,
they permanently give up part of their
equity by assuming partners or equity
investors. When you sell equity, you’re
giving someone else the opportunity to
profit from the hard work you’ve already
put into the business, and you’re taking
on what Kevin O’Leary describes as “a
permanent partner that will bother you
for the rest of your business’ life.”2
Some business owners believe a more
sensible approach to business is a reliance on organic growth that doesn’t involve borrowing. On the surface, that
may seem like a better solution, but pursuing organic growth forces you to reinvest profits that you would otherwise be
taking out of the business as income. It
takes more time to achieve, and it essen-

When you use debt instead of granting
equity, you don’t lose any control of your
agency. As long as you repay the loan on
time, you know exactly what your borrowing costs will be, and once you make
the final payment, the loan disappears for
good. You’re left to run your agency the
way you want.4
In addition, you may be able to deduct
both the interest and the principal on the
loan from your business taxes, making
debt even more affordable. However, be
sure to verify deductibility with your CPA
or other tax preparer before you borrow.5

When does it make sense?

It’s important to think of debt as a strategic tool. You can use tools such as
lines of credit to help you with shorter-term needs such as managing cash
flow. There should be a specific purpose
for your decision to obtain financing,
whether that’s to buy upgraded technology, build a new office, or acquire another agency or book of business. Before
deciding to borrow, create a business
plan explaining your objectives and the
return on investment that you anticipate
receiving. Be conservative when estimating – understate expected revenues
and overstate your costs – so that any
surprises are pleasant ones.
If the expected return on investment
is significantly higher than what it will
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cost you to borrow, taking on debt may
be strategically wise. However, you
should always stress-test your plan. In
other words, consider whether you’ll
be able to meet your obligations if, for
example, your profits don’t match your
expectations.6

Debt drawbacks

As an insurance professional, you know that
every reward carries corresponding risks,
and the use of debt is no exception. The advantages of using debt to grow your agency
are offset to some degree by several points.
The biggest is that you’ll be expected to repay what you owe, even if something happens to your agency. In some cases, you’ll be
expected to back your loan with a personal
guarantee, so that if the lender can’t collect
from your business, it can chase your personal assets. And, if the lender requires collateral, borrowing may place some of your
business assets at risk. In addition, if you file
bankruptcy, the lender will get first crack at
any assets that remain.
Depending on the market, the lender,
your agency’s financial health, and your
own personal credit history, you may have
to pay a higher-than-normal interest rate.
The more you borrow, the higher that rate
is likely to go.7
Finally, if your agency becomes heavily

dependent upon debt, it might be viewed
as risky at some point in the future when
you’re courting a buyer or partner.8

The financing to support your
growth

Once you’ve made the decision to expand
and transform your insurance agency,
you’ll probably need to invest some additional capital in your business.
Where should you go? Often, agency
owners turn to a familiar source: a bank
officer. However, most traditional banks
aren’t comfortable with the financial
structure of insurance agencies. Most
are geared to making loans to businesses
that have tangible assets such as inventory, equipment, and real estate. Another
option is loans that are guaranteed by
the Small Business Administration, but
SBA loans typically take a long time to
process, may involve an overwhelming
amount of paperwork, and have relatively small lending limits.9
That’s why a growing number of insurance agency owners are turning to
specialty lenders that are accustomed to
working with the confines of the insurance industry. Such lenders understand
how an agency like yours operates and
are familiar with the nature of your income streams, so they can approach the

underwriting with realistic expectations
and an appreciation for inherent risks.
Are you ready to strategically take your
agency to the next level?
Scott Stars is the Sales Manager for Oak
Street Funding. With experience overseeing the close of more than $120 million in
insurance industry loans, Scott truly understands insurance agency businesses and their
unique capital needs. For more than 6 years,
he has successfully led sales organizations in
highly competitive environments and developed growth strategies for financial service companies. He can be reached at scott.
stars@oakstreetfunding.com
1.	
“ When Debt is Good,” Investment Advisor,
July 3, 2017.
2.	O’Leary, Kevin, “3 Ways to Grow Your Cash
Flow With Debt,” inc.com, April 7, 2016.
3.	Scott, Mark, “Debt is a cheaper way to grow
your business,” sbnonline.com, January 1, 2017.
4.	Allen, Scott, “Debt Financing: Pros and Cons,”
thebalance.com, March 20, 2017.
5.	Kunigis, Allan, “How to Finance Your Business
Growth,” thehartford.com, undated.
6. Scott, ibid.
7. Allen, ibid.
8. Kunigis, ibid.
9.	Schreter, Susan, “Taking on Debt to Grow Your
Business,” entrepreneur.com, February 20, 2012.
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MEMBERSHIP APPLICATION
National Association of Professional Allstate Agents
22 N Carroll St, Ste 300
Madison, WI 53703
Call Toll-Free: 877-627-2248
Fax: 866-627-2232
Email: ewiseman@napaainc.org | www.NAPAAUSA.org

Demographics
Name:
Address, city, state, zip:
Cell Phone:

Email:

Agent since:

DOB
(MM/DD):

If you were referred by a NAPAA member let us know – we’ll send
them a $15 Starbucks gift card for referring you!

Mentorship:

I am looking for a mentor

Referred by:

I would like to be a mentor for a new agent

Not Interested

Membership Categories
Gold Membership (Agent Only):

Annual - $375

EFT - $31/month

Super Supporter (Agent Only):

Annual - $475

EFT - $39/month

Action Fund Donation

Amount: $

EFT: $

/month

Payment Section
EFT (Monthly) – Mail, scan or fax voided check
I authorize NAPAA to make electronic withdrawals from my account in the amount stated above. Withdrawals will
occur on or about the 20th of every month. This authorization agreement is effective as of the signature date below and will
remain in full force, including renewal, conversion or future changes in membership dues, until NAPAA has received
notification from me of its termination. I may cancel this authorization at any time by contacting NAPAA by phone, fax,
mail or email at least 10 days prior to the withdrawal date.

I have enclosed a voided check.

Check (Annual)

Please make payable to NAPAA and mail to the address above

Credit Card (Annual)
I authorize this amount to be charged to my credit card: $
Card Type:
Visa
Name on
Account:
Account
Number:
Billing Address, State,
Zip:

Master Card

Discover

Authorization Signature: _______________________________________
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American Express

Amount:
Expiration:
Security
Code:
Date: _____________________
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We offer access to Auto, Home, Business, Life,
and Health insurance policies from some of the
most competitive insurance companies available.

We Invest In
Your Future
Affordable American Insurance provides a
turn-key business model for a captive insurance
agency to transition to the independent world;
or for an existing independent agency a platform to
increase carrier representation and revenue while
removing carrier production requirements.

Agent Statistics

Team Concept

•

Our agents grow extremely fast for the first few
years.

•

In the 7th year, where other agents become
dormant AAI agents grow 14%

Own Your Business

We like to say that Affordable American Insurance
agents are “independent, yet not alone”. We have a
growing group of agents that think like a team, act
like a team, and win like a team.

Training & Technology

& Future
Owning an agency with AAI provides everything you need
to reach your goals and give optimum service to your clients, while being surrounded by ongoing support from our
carrier representatives, corporate staff and fellow agents.

AAI has developed a unique and sophisticated platform combining the best technology, innovation, IT
support staff. We have modern tools to ensure accuracy and efficiency.

•
•
•
•

Find Out More

Platform to leverage technology &
social media
PC and tech support
Website with online quoting
capabilities
Tech training classes

Watch this Video

Gain Back Your Future by Calling Us Today
Affordable American Insurance
Affordableamericaninsurance.com
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(877) 811-3224

swoodworth@insuranceaai.com
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the NAPAA market place
Agencies for Sale

ARIZONA

North Phoenix
Tony Silva Agency

602-863-2909
tonysilva2@allstate.com
PIF: 1,200
Premium: $1,325,000
Number of Staff: 1
28-years same location. 10+
years with same EFS.
Retiring owner willing to stay at
no charge up to 4 months and
staff will stay on as well.

CONNECTICUT

Guilford
The Colella Agency LLC

203-500-2164
davidcolella@allstate.com
Asking Price: $1,799,000 OBO
PIF: 2,766
Premium: $3,800,000
Number of Staff: 4
40-year award-winning agency.
High-tech, fully-alarmed office.
90% retention, 40% LR, Bundling
65%, TPP is 466,032.

FLORIDA

Delray Beach
Banyan Financial Group

531-303-3938
kelly.davis@allstate.com
Asking Price: TBD
PIF: 600
Premium: $1,300,000
Number of Staff: 2
Please call for more information.

Hallandale Beach
Alesia C Gutierrez Agency

954-214-7979
myallstate4sale@gmail.com
Asking Price: $860,000
PIF: 1,128 Allstate, 900 Ivantage
Premium: $2,423,586 Allstate,
$1,265,000 Brokered
Number of Staff: 4
Successful 27-year agency.
Quality book of business. Furniture and equipment available.

Kissimmee
Ark Insurance Group

407-924-5336
dalerevels@gmail.com
Asking Price: $320,000
PIF: 959 Premium: $1,274,344
Number of Staff: 1
Disney/Orlando area – 32yr
agent retiring. Qualifies for
enhanced commissions.
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Agencies for Sale
Lake Worth
Perez and Associates, LLC

561-790-5390
elvisperez@allstate.com
Asking Price: $650,000
Premium: $2,800,000
Number of Staff: 2
10+ year agency in area high
growth area. Allstate premium
$2M, brokered $800k. Diversified
book, LR 53%.

Miami Lakes
Miller Insurance Agency

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

Pinecrest
Miami Insurance Associates

716-478-9226
breilly347@aol.com
Asking Price: $975,000
PIF: 2,000
Premium: $4,750,000
Number of Staff: 3
90% retention, 45% LR. 22yr old
book, diverse mix of auto, home
and financial services. Financing
options available.

GEORGIA

Agencies for Sale

NEW YORK

Brooklyn
Edward Lawson, Jr.

570-460-1228
edwardlawson@allstate.com
PIF: 1,900 Premium: $3,700,000
LR: 47%, Retention: 89.67%. Best
location in Brooklyn. 30- year
agency, retiring.

NORTH CAROLINA

Greenville
Challender – Allstate

252-758-1993
chalhome@suddenlink.net
Asking Price: $251,000 (negotiable)
PIF: 1,254,
Premium: $1,256,960
28yr agency, retiring. 87%
retention, 37% LR, 51.96% multi
HH. City location, medical and
academic professionals

TEXAS

Mansfield
Lezlee Liljenberg Agency

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

Agencies for Sale
Wichita Falls
Amaryllis Mullins Insurance
Agency
940-636-0149
amaryllismullins@gmail.com
Asking Price: $800,000
PIF: 2,286
Premium: $3,107,000
Number of Staff: 2
Great location; lots of retail
traffic

WASHINGTON

Everett
Advanced Insurance
Solutions

206-669-0004
allstate7966@yahoo.com
Asking Price: $1,500,000
PIF: 6,662
Premium: $5,500,000
Number of Staff: 2
91% retention, 52% LR

WYOMING

Casper
Hepner Agency Inc

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

Various Locations
Mel - Seller Rep

855-306-8627
mel@sammconsulting.com
PIF/Premium: Various
Broker representative

ILLINOIS

West Chicago
Milenio Insurance Agency Inc

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

The NAPAA market place…where buyers meet
sellers. Place your classified ad here for just $99
per issue of Exclusivefocus
(Price reduced to $50 if ad is in conjunction with
online ad.)
For more information, go to www.napaausa.
org, or contact NAPAA at 877-627-2248, or
epetersen@napaainc.org.
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THE FASTEST
GROWING
AGENCY
NETWORK
FOR A
REASON.

FIND OUT WHY
www.smartchoiceagents.com
888.264.3388

NAPAA Leadership
OFFICERS
President
Debe Campos-Fleenor
Tucson, AZ
Executive Vice President
Claudia Gamache
Lockport, IL
Treasurer
Dale Revels
Kissimmee, FL
Secretary
Virginia Ottenberg
Hubbard, OH
DIRECTORS
Janet Begley, New Castle, IN
Michael Garofalo, Greenwich, CT
John Harvester, Terre Haute, IN
Rob McBride, Brownsburg, IN

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.

Exclusivefocus
National Association of
Professional Allstate Agents, Inc.
Exclusivefocus and DirectExpress are official publications of NAPAA - The National Association of Professional 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 industry 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 Insurance Company, or any of its affiliates.
Letters to the Editor: All letters must include an address 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 authors. NAPAA is not responsible for the opinions, advice
or accuracy of any information provided therein.

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 participate 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.
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TWFG: A Trusted Authority!
We Give You Options.

TM

INSURANCE

Asking the right questions is critical for making the decision that’s
right for you.
Understanding the benefits of the model you choose can help you
make an informed decision.
TWFG has been helping agents make the right decision for over 17
years! We agree that every agent’s decision is unique, and do not
follow a one-size-fit-all approach!

Features

TWFG

Competitors

Is the model a trusted authority?
(Established, experienced, and a national brand)

Yes

?

Does the model purchase it’s partnership percentage from the agent?

Yes

?

Does the model allow you to see the full terms of the agreement prior to
signing the contract?

Yes

?

Is there an early buy-out fee to the agent?

No

?

Is the new and renewal commission structure consistent?

Yes

?

Does the model offer a service center?

Yes

?

Is use of the service center optional?

Yes

?

Is it a one-time cost to join this model?

Yes

?

In five or ten years is there another franchise fee?

No

?

Does the model provide vital technology?
(Agency management system, and comparative raters)

Yes

?

Does the model provide additional values such as E&O, DocuSign, Marketing
Co-Op, Marketing Material that is legally vetted?

Yes

?

Does the model you are thinking of choosing help you achieve the success
you want?

Yes

?

281-466-1173

judy@twfg.com

twfg.com

