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 For more information or a 
confidential meeting in your area: 

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

BECOME THE OWNER  
OF YOUR OWN  
INDEPENDENT  

INSURANCE AGENCY 
 Are you locked with a captive and all 

of the mounting restrictions? 

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

 Are you just tired of working for 
someone else? 

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

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

Chesterfield, MO 63017 

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

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

And many more…!! 



OWNING AN INSURANCE AGENCY TAKES

MONEY
WE CAN HELP WITH THAT

Are you a current or aspiring Allstate® insurance agency owner who is in  
search of a knowledgeable lender to help you reach your goals?  

If so, we want to talk to you. 

Since 2005, Capital Resources has been a trusted lender to insurance  
agency owners across the United States so we understand how it works.  
No matter your situation, we’re all about getting you the money you need.

 $  Approvals in as little as a day  $  No predetermined limits 
 $  Amortizations up to 15 years   $  Competitive interest rates 
 $  Never any application fees    $  We look beyond credit scores

©2019 Capital Resources. Allstate is a trademark of Allstate Insurance Company. CA Residents: Loans made pursuant to a California Department of Business Oversight Finance Lenders License.

Lending exclusively to insurance agents since 2005

www.CapitalResources.com  or   866-523-6641
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president’s message

DEBE CAMPOS-FLEENOR, NAPAA President, Active Allstate Agent

The “good hands” people at Allstate, the hands that once 
showed such confidence, are no longer supporting agency own-
ers. 2020 has proven to be a rough year for our agent commu-
nity, with or without the COVID-19 pandemic. 

We have learned that the “good hands” of Allstate really don’t 
extend to the agent community. The loyal agents who have 
faithfully served their clients and communities for years have 
discovered that Allstate has taken the reins of their businesses 
and made selling their agencies virtually impossible, especially 
for small and medium-sized agencies. This made our books 
of business, which we worked every day to build, plummet in 
value. This investment is now being held hostage by the “good 
hands” people. 

The changes in renewal 
compensation announced in 
late fall 2019 adversely af-
fected the value of our busi-
nesses. The pandemic that 
occurred in the spring 2020 
put even more pressure on 
the agencies’ bottom lines. 
Coupled with Allstate’s deci-
sion to enforce ABO’s arbi-
trary demands, hundreds of 
agents have been forced to 
close their doors so Allstate 
could pursue the low-cost 
800 number business model 
and implement an integrat-
ed service center to provide 
“good hands” service without 
the advice or guidance of a 
local professional agent.

Even though the “good 
hands” is moving away from 
the model that serves agency 
owners, we know that people 
buy from people they like. 
Our clients don’t buy off the web, they buy from US. Financial 
investments aren’t made over toll-free calls, they are the result of 
relationships cultivated by years of community investment and 
support. The lifeblood of Allstate is hardworking agents. Let’s 
hope they realize this before it’s too late. Or, maybe this is the 

new normal for Allstate, which I, for one, do not like. 
There has never been a better time to join NAPAA because 

we are the only voice for agent advocacy. We do thank Allstate 
for being a marketing force for growth and membership acqui-
sition for NAPAA.

Meet the Team – Board, 
Staff and Executive Director

Members of NAPAA are supported by a dedicated Board, 
Staff and Executive Director. 

Board
Each year, we hold an election for board members. Some 

members are new while oth-
ers are up for a re-election of 
their two-year terms. 

All Board Directors are 
actively engaged with and 
understand the challenges 
of being an Allstate agency 
owner or Exclusive Financial 
Specialist. They are required 
to be active agents under con-
tract when elected, though we 
do allow members to serve 
the remainder of their terms 
if they leave Allstate. Board 
members are not allowed to 
serve if they operate an in-
dependent insurance agency. 
Check out https://napaausa.
org/ to read the bios of the 
board members.

I am pleased to present 
the board of directors for the 
upcoming year below. I look 
forward to working with, and 
offer my congratulations to, 

each and every one of them.
First, congratulations to the agents who have stepped up to 

take officer positions: 

“Good Hands” 
Are No Longer Supportive

PRESIDENT’S MESSAGE continued on page 9.
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from the executive director

As someone who has been in the same industry for over 30 
years, I thought I had seen it all. But after these past twelve 
months at Allstate, I am beginning to think I have not seen 
anything. When I first started in this great business (and it re-
ally is a great business), I was told that there would be cycles. It 
was described like a giant pendulum. At times 
the pendulum would be in favor of the agency 
force and other times in favor of the Company, 
but as a moving pendulum it would even out 
over time. After these past twelve months, the 
pendulum seems in favor the Company and it 
appears stuck in that position.

When I first started in this business in 1987, 
I had numerous discussions with my trusted 
CPA. (By the way, I still have the same the 
CPA but that is another story.) My CPA told 
me that the insurance industry was a great 
career. I thought I would be somewhat pro-
tected from both times of inflation and times 
of recessions. Since I was paid a percentage of the premium, in 
times of inflation, as costs increased overall the costs of insur-
ance would go up and increase my commission as well. He said 
in times of recession the clients still had to carry insurance to 
drive their cars and insure their homes, so you would have a 
steady source of income through renewal. He is right. These 
words still ring true today. 

He said something else that has always stuck with me. He 
said, “I have some good news and bad news about a career in 
selling insurance.” Remember this was in 1987. His comment 
was that insurance companies are always trying to figure out a 
way to market their products without you. When they figure 
this out, you won’t be needed. That was the bad news. The good 
news is that insurance companies have been trying to find a way 
to do without agents for 50 years and they have not yet figured 
out a way to replace you. But they are continuing to try.

Recent changes seem to indicate that they are trying to find 
new ways to replace at least part of the agency force. Since 2019, 
Allstate has been working on the Integrated Service Program 
where they are attempting to take over the everyday service. 
You know, services such as the car changes, add-on cars, bill-
ing questions, name changes and so on. They want to charge 
you 22% of your earned premium to do so. In late 2019, the 
Company changed the variable compensation part of your in-

How Loyal is Allstate to You, 
the Agency Owner?
TED PARIS,  NAPAA Executive Director

come, which resulted in a significant decrease in income. They 
want you to do more new business and very little service work. 
The Company stated that you could replace that lost income 
because they would increase the new business rate by taking 
the savings from reducing renewal income to invest in lower-

ing rates and increased marketing, therefore 
making it easier to grow. The company did do 
part of the program by reducing renewals, but 
most are still waiting for the pricing charges 
and increased marketing. How is that working 
for most of you so far?

This spring, the Company re-announced 
programs from their Transformative Growth 
Plan. I want to quote Tom Wilson. In the end, 
Wilson said, Allstate wants to give customers 
multiple ways to buy its signature products, 
and the company’s Transformative Growth 
Plan will eventually help it get there. “This is 
not an ‘or’ conversation. It is an ‘and’ [conversa-

tion],” he said. “We want to sell as much as we can to as many 
people as we can, using as many ways as we can.” This is where 
I ask: How loyal is Allstate to you, the agency owner?

There are going to be multiple ways that Allstate will be 
competing with you, the agency owner. First, Allstate is going 
to expand the Encompass brand to recruit more IAs to sell the 
products. While not ideal, at least it is not selling the Allstate 
brand. Secondly, is the Allstate IA program. While their hopes 
are to switch all independent Allstate contracts over to Encom-
pass, I am hearing they are running into a few hurdles. I know 
that Allstate is still recruiting IAs to sign up with Allstate to sell 
the Allstate branded products. At least that is the case here in 
the Midwest. I saw an ad on LinkedIn and texted the Allstate 
recruiter. I know the recruiter and I was asked to give them re-
ferrals. Allstate wants to expand the IA channel for “unserved” 
areas and that would be okay if they limited the expansion to 
rural areas, but they are not. There are numerous cluster groups 
who have Allstate contracts that operate right next door to you 
in all sizes of cities and towns.

In April, Allstate announced a test program to hire “Allstate 
Insurance Work from Home” (i.e. the Individual Allstate Agent 
program). They are looking for licensed agents to contract with 
them under a different contract, R2020, to represent the All-
state brand as an independent contract employee focusing on 
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sales without the business expenses of an office or staff. This 
model includes sales only, no service work and no renewal in-
come nor any TPP. The new business commission is attractive, 
but the recruiting ads also state that earnings will come from 
weekly salary, commissions, medical insurance, earned trips and 
bonuses with a 401k employer match. 

Finally, the Company announced they are doing away with 
Esurance. Well, sort of. Yes, they are going to retire the name. 
As I understand it, in reality, the Company is taking the presi-
dent of Esurance and moving him and his staff over to head up 
the new Allstate Direct. Yes, I know Allstate has tried direct 
sales a couple of times without much, if any, success. But this 
time, Allstate Direct is really going to be Esurance selling All-
state branded products. This group knows how to sell. They 
will be a factor in my opinion. Also, they are going to be selling 
the same products with the same coverages as you, but they are 
going to sell it at a lower price. Again, same products but at a 
REDUCED price. 

Your own Company that let and encouraged you to buy into 
the exclusive agency opportunity where you invested hundreds of 
thousands of your money, plus your time and effort in building 
an agent office, is now competing against you in numerous ways.

Read again: In the end, Wilson said, Allstate wants to give 
customers multiple ways to buy its signature products, and the 

• Claudia Gamache (IL) was re-elected to her second term 
as Vice President; 

• Lezlee Liljenberg (TX) was elected Secretary, replacing Vir-
ginia Ottenberg (OH) whose term on the board expired; and 

• John Harvester (IN) is our current Treasurer. 
In addition to the officers above, the following board mem-

bers were elected: 
• Rob McBride (AZ) to his second term; 
• Mike Garofalo (CT) for his second term; 
• Javier Najera (TX) was elected to replace a retiring board 

member; and 
• Fred Manfredi (VA) was elected to his first term on the 

board. 
Finally, due to the increase in membership over the past 18 

months, the board decided to increase its number from eight to 
ten for the upcoming year to adequately address member concerns. 

• Dean Gentile (NY) and 
• Scott Verbarg (IN) were appointed to the board for the 

next calendar year. 

Staff
In addition to our board members, NAPAA employs the 

services of an association management firm, IMI Association 
Executives, of Raleigh, NC, to run day-to-day operations. Your 
contacts there are Peter Kralka, our account manager, Christina 

company’s Transformative Growth Plan will eventually help it 
get there. “This is not an ‘or’ conversation. It is an ‘and’ [conver-
sation],” he said. “We want to sell as much as we can to as many 
people as we can, using as many ways as we can.”

The cheese has certainly been moved numerous times. As 
agency owners, we need to band together. We need to go di-
rectly to the Allstate Board of Directors, and, if they don’t lis-
ten, investigate other ways to fight back. We can fight back in 
the court of public opinion or take legal action.; Without taking 
a stand, I fear Allstate will continue to weaken and devalue the 
agency system that help build the Company. In the meantime, 
your investment will continue to decline.

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

PRESIDENT’S  MESSAGE  continued from page 6. Alevizatos, who handles general questions regarding member-
ship status, and Meredith Parker, who helps us with media and 
publishing. Please reach out to them if you have questions. Our 
toll-free number is 877-627-2248 or 919-573-5025. Email 
membership@napaainc.org.

Executive Director
Finally, we employ an executive director to run our organiza-

tion. Ted Paris has been our executive director for over three 
years. Prior to taking over the position, Ted purchased three 
Allstate agencies in West Central Indiana and ran them for 12 
years. Ted was previously a district manager for Farmers Insur-
ance for 18 years. He can be reached at tparis@napaausa.org .

Our only purpose is to represent you, the agency owner. As 
you can see, we have the commitment and means to do that. 
We have the resolve and resources needed to be your voice to 
the Company, to the Allstate Board of Directors, to the media 
and to the investment community. We have the knowledge to 
give you unbiased advice and a library of needed resources for 
you to use. 

Thank you for supporting us so we may support you.

Debe Campos-Fleenor is the current President of the NAPAA board 
of directors, with one year remaining in her term. She started with 
Allstate in 2002 as an LSP. Debe started her own agency in 2004 
and became a NAPAA member soon after that. She has served the 
board of directors as Secretary, Treasurer, Vice-president and two 
terms as President. Debe lives in Tucson, AZ.
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If you follow the news about Allstate 
and its dealings with the agency force, 
you know that the past few years have 
seen some high-profile litigation be-
tween Allstate and agents whom Allstate 
alleges have overreached in their involve-
ment with other agencies. In particular, 
established agents looking to capitalize 
on the Enhanced Compensation Plan 
(ECP) have drawn scrutiny. With its 
latest iteration of the Exclusive Agency 
Independent Contractor Manual (the 
“Manual”) published April 10, 2020, 
Allstate seeks to tighten the restrictions 
on shadow interests in Allstate agencies.

Who Owns the Agency?
Exclusive Agencies contracting with All-
state do so under one of two available All-
state contracts: the R3001S or the R3001C 
Agency Agreement. The R3001S speaks to 
sole proprietors contracting with Allstate 
directly in their individual name as the All-
state Agent. (In the author’s view, no one 

Tightening the Rules on Ownership 
Interests in Allstate Agencies

Latest update to R3001 Manual tries to squeeze out Silent Partners
Dirk Beamer, Esq. 

should be operating under the R3001S ab-
sent exigent circumstances.) The R3001C 
applies for corporate entities … whether 
a C-Corp, an S-Corp, or an LLC … un-
der contract with Allstate. Each corporate 
agency will have a key person (whom All-
state plainly looks to as the de facto owner, 
although that is not necessarily the case) 
with day-to-day responsibility for directing 
the agency and managing its relationship 
with Allstate.

Restrictions on R3001C Agency 
Ownership
A corporation or LLC is owned by its 
shareholders or its members. The Manu-
al sets tight restrictions on who may own 
an interest in a corporate entity under 
contract with Allstate. The Manual spe-
cifically limits ownership in an R3001C 
Agency to “Related Family Members” as 
defined by FINRA. Practically speak-
ing, this means ownership is limited to 
immediate family members and in-laws. 

The Manual requires that new agencies 
submit an Agency Ownership Disclo-
sure Form and that any proposed sub-
sequent changes be subject to a Partial 
Transfer of Interest Approval Request 
Form. In other words, Allstate expects to 
be kept apprised of who holds an equity 
interest in its agencies.

Disfavored Ownership
While Allstate retains its ubiquitous 
“sole discretion” to disapprove of any 
proposed shareholder or member, it does 
outline certain categories of ownership 
that are presumably off limits, including:

• An existing R3001 Agent
• An existing Exclusive Financial 

Specialist
• A company employee
• An agent for another carrier or an 

independent agent
• A former agent or EFS who was 

terminated for cause
The Manual does contemplate an excep-

tion for spouses, at the Company’s discre-
tion, presumably meaning agents’ spouses 
who work for Allstate or own their own 
agencies may be permitted a passive equity 
interest in the R3001C agency.

Referring Business
Given Allstate’s aggressive (read, “non-
competitive”) pricing, agents have long 
been tempted to send business to a 
friendly shore versus sending it forever 
out the door. (Many agents have argued 
that the best thing they can do to retain 
for Allstate a piece of the business is to 
let the non-competitive piece move to a 
friendly agent who won’t pull the entire 

feature
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household.) Right or wrong, Allstate 
sees it differently. And the Manual spells 
out strict limits on referring business to a 
non-Allstate provider.

Specifically, it allows referrals “as a gra-
tuitous service to an insured, or prospect, 
as long as [the agency] has no involve-
ment with the referral business other 
than to give out names, addresses and 
phone numbers. However, [the agency 
is] cautioned against constantly referring 
business to the same agent or broker.”

It goes further, presumably targeting 
husband and wife arrangements where 
one spouse contracts with Allstate and 
the other does not. “Please note that the 
referral of business to an independent 
agency in which [the agency has] either 
a direct or indirect financial interest (e.g., 
spouse has ownership interest) is not con-
sidered gratuitous and is not authorized.”

In my work with agencies over the 
years, I frequently hear that “local man-
agement knew and approved of what I 
was doing!” I am sure this is often the 
case. I am equally sure that Home Office 
will ignore this fact and make the agency 
pay the price … (perhaps while transfer-
ring an offending regional manager to 
another region) … if it determines that it 
wants to implement the letter of the law.

Bottom line? Agencies should main-
tain a broad and varied pool of compe-
tent, disinterested, agencies to whom 
they might make referrals.

Sharing Staff
The Manual states explicitly that “Agen-
cies participating in the Enhanced Com-
pensation Plan (ECP) are prohibited 
from sharing licensed and/or unlicensed 
staff with other agents.” Presumably, this 
prohibition seeks to weed out silent part-
ners who set-up puppet agencies and staff 
them with their own personnel in order to 
maximize the available ECP. By implica-
tion, agencies not on ECP remain free to 
share staff and to maximize the efficien-
cies this may afford, including moving 
staff from one location to another where 
bonus opportunities present themselves, 
so long as the referral rules are followed.

Read the Contract Documents 
and Plan Accordingly
Allstate’s contract documents are noto-

riously one-sided. But that is no excuse 
for failing to read and understand them. 
Doing so will point to obvious points of 
conflict and areas to avoid. And, for the 
serious business owner, it will open av-
enues of thought as to what creative, All-
state-permitted, business models present 
themselves for industrious agencies and 
agency owners.

The information and suggestions provided 
here should not be construed as legal advice 
or an endorsement from NAPAA or its at-
torneys or accountants. NAPAA expressly 
disclaims any such advice. NAPAA recom-
mends that agents consult with their profes-
sional advisors before taking any action that 
could affect their tax or legal statuses. 

Dirk Beamer has served the National As-
sociation of Professional Allstate Agents 
(“NAPAA”) as General Counsel since 1999. 
In that capacity, he has successfully defended 
NAPAA against a federal internet trespass 
case brought by Allstate. He also sued All-
state on behalf of NAPAA and its members 
in a highly publicized federal lawsuit chal-

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

248.477.6300 | insuranceagencylawyer.com

Expert consulting for agents and their attorneys on:
Allstate Investigations
Buying & Selling Books

Allstate EA Agreements
Serving NAPAA & the Agents of Allstate since 2000

Dirk A. Beamer Kathryn R. Spray
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Insurance agents are on the front lines 
of our industry. Agents work to help 
protect the people in their communi-
ties. They help determine families’ and 
businesses’ coverage needs. Agents often 
serve as translators by putting complex 
jargon in lay terms. What’s more, they 
are typically the first responders when 
a crisis befalls an insured. For all these 
reasons and more, it’s important that ev-
ery agency stands ready to welcome and 
serve diverse clientele. After all, no one 
should face life under or uninsured.

Intent Matters
To understand why it pays to be inten-
tionally inclusive in your insurance agen-
cy, we first need to explore the potential 
of reaching underserved markets in your 
community. 

feature

Before we continue, I’d like to point 
out that there are dozens of ways we can 
measure diversity. When discussing di-
versity, most people immediately think 
of demographic characteristics such as 
race, gender, and age.  These are certainly 
important factors in determining market 
segmentation. Because of this, most of 
the available data will focus on demo-
graphic traits. Other differences include 
cultural and language differences, differ-
ent family structures, clients with dis-
abilities, and so on. For now, though, let’s 
look at some U.S. demographic data and 
consider the implications for your insur-
ance agency.

The U.S. Population Is Changing
According to U.S. Census demographic 
data:

• The birth rate is in decline in the 
United States. People are waiting longer 
to have children and are having fewer 
children than did past generations.

• The birth rate decline is highest for 
white, non-Hispanics.

• Hispanics represent the fastest 
growing ethnicity in the United States.

Consider these overall population 
trends and what signs of change you are 
seeing in your own community. Is your 
insurance agency prepared to meet the 
needs of – and compete for the atten-
tion of – a more diverse client pool? To 
explore this question, let’s look at some 
implications for both personal and small 
business lines.

Home Ownership Trends
A Brookings Institute report on the 

The Inclusive Agency
Amy C. Waninger, CEO, Lead at Any Level, LLC
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change in home ownership from 2001 
to 2015 breaks down data by race and 
ethnicity. We can see from this data that 
both homeowners and renters are fol-
lowing overall population trends, with 
fewer white homeowners and renters 
over a 14-year period, and an increasing 
number of Hispanic homeowners and 
renters. Hispanic consumers, therefore, 
represent a growing market for agents 
selling homeowners’ and renters’ insur-
ance. When you further consider that 
more than 90 percent of new car buyers 
are also homeowners, then you can see 
the cross-marketing potential of these 
consumers. 

Business Ownership Trends
What about small business policies?

A growing number of small busi-
nesses can be attributed to minority and 
women owners. Nearly 1.5 million U.S. 
businesses are owned by racial and ethnic 
minorities, and more than one million 
U.S. businesses are owned by women. 
Veterans account for 360,000 businesses 
in the United States, though that num-
ber shows moderate decline in the past 
three years.

Furthermore, the Small Business Ad-
ministration reports that from 2007 to 
2012, the percentage of minority- and 
Hispanic-owned businesses rose within 
the small business landscape.

Taken in total, agents should real-
ize that a growing percentage of small 
commercial policies will be purchased 
by women, Black, Asian, and Hispanic 
business owners.

Accurate data is not available on the 
number of businesses owned by LGBTQ 
individuals. However, the National LGBT 
Chamber of Commerce (NGLCC) has 
certified roughly 1,100 businesses in this 
category. This number is expected to grow 
substantially as more corporate partners 
begin to expand their supplier diversity 
programs to recognize and include LGBT 
Business Enterprises.

The Small Business Administration’s 
(SBA) website advises owners of small 
businesses to get business insurance as a 
critical step in the business launch pro-
cess. The SBA’s guide further advises 
business owners to “Find a reputable, li-
censed agent.” 

New business owners will probably 
start with the agent they already know: 
the one who sold them their home and 
auto policies.

Insurance Agency Data
Relative to the overall U.S. population, 
licensed insurance professionals are dis-
proportionately White, non-Hispanic, 
and male.9 

More than 80 percent of Insurance 
Agents are white, compared with just 73.6 
percent of the general population. And 
while those numbers do roughly represent 
the demographic proportions of small 
business owners today, keep in mind that 
those percentages are changing rapidly.

Recall, however, that only about 67 per-
cent of new homebuyers and 52 percent 
of renters are also white, non-Hispanic.

Based on my own research, most of us 
tend to do business with people who are 
already in our networks.  And our networks 
tend to be very homogeneous, specifically, 
very much like us demographically.

This means that minority populations 
are likely underserved by our industry. 
Therefore, they may also be underinsured.

Gender Differences
To bring this into even sharper focus, 
consider that 65 percent of insurance 
agency principals and senior managers 
are men.

However, Forbes estimates that wom-
en drive between 70 and 80 percent of all 
household purchasing decisions. 

In other words, if women (of all races 
and ethnicities) don’t feel welcome and 
comfortable in your insurance agency, 
then you are likely losing a lot of business!

Invite Diversity into Your 
Insurance Agency
Considering the underrepresentation of 
women and minorities in agency leader-
ship, we can imagine how underserved 
– and underinsured – some members of 
our communities may be. 

What can your agency do to attract and 
welcome a more diverse customer base?

Start by Considering Your 
Customers’ Perspective
Before we get into tactics, let’s consider 
your customers’ mindset. Zach Finn 

from Butler University’s Davey Risk 
Management and Insurance Program 
summarizes this nicely: 

“Consumers’ primary experience with 
insurance is being forced to contemplate 
unpleasant circumstances. They will 
derive no value from the product un-
less tragedy befalls them. Seriously, who 
wants to be a party to that transaction?” 13

To make matters worse, the policies 
and promises we sell are poorly under-
stood by most of our customers. Let’s 
face it. Your clients probably don’t regu-
larly talk about split limits, exclusions, 
endorsements, and named insureds.

They’re walking into a conversation 
they likely perceive as emotionally tax-
ing, legally complicated, and financially 
draining. It takes courage to start this 
conversation. 

So much courage, in fact, that 74 per-
cent conduct online research before they 
are ready to talk to a human. While these 
folks are likely doing their early research 
on carrier and aggregator websites, half 
of shoppers will finish their purchase 
through an agent. When they search for a 
local agent, your agency’s website should 
be welcoming and easy for them to use.

If you can hire someone to help with 
this, then by all means, do so because 
there is a lot to consider.

Website Considerations
Take an objective look at the images, cli-
ent testimonials, and customer success 
stories featured on your site. Do these 
elements reflect the entire community 
you serve? Representation matters here. 
If potential clients don’t see people like 
them on your site, then it’s hard for them 
to see themselves buying from you.

Consider building in support for mul-
tiple languages as well. If you have large 
immigrant populations in your com-
munity, for example, many of them will 
not speak English as their first language. 
Speaking your customers’ language tells 
them you value them, just as they are. 

Finally, make it easy for customers to 
contact you in the way they are the most 
comfortable. You can use online appoint-
ment schedulers, video conferencing ser-
vices, online chat, and more. Make sure 
your phone number and physical address 
are also easy to find on your site.
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Network Beyond Your 
Comfort Zone
Once your website demonstrates a read-
iness to serve, consider how you net-
work within the community.

For larger metropolitan areas, I would 
also recommend getting involved in 
your local Chamber of Commerce.  For 
example, here in the Indianapolis area, 
there are chambers for each county, com-
munity, and major suburb in and around 
the metro area. What’s more, there are 
specific chambers to help business own-
ers connect to and within Black-owned 
businesses, women-owned businesses, 
Hispanic-owned businesses, and even 
LGBT-owned businesses.

Remember that minority-focused 
chambers are welcoming to everyone, 
even those who don’t identify within 
that group. Think about it, if there are 
no Hispanic insurance agents in the lo-
cal Hispanic Chamber of Commerce, 
then you’d be crazy not to network 
there!

Some of us may feel uncomfortable 
going into a new environment with 
people who don’t look like us. Yet, it’s 
a great learning opportunity! Simply 
go in and listen. You’re not expected 
to know anything about the group, so 
there’s no pressure to perform. If some-
one asks why you’re there, say, “I’m here 
to learn.” You’ll be surprised how far 
this response will take you.

Keep in mind that relationships are 
built on trust. The more differences 
there are between two people, the lon-
ger it takes to establish trust. Consis-
tency is the key to success here.

Making ourselves vulnerable in this 
way can give us some perspective on 
how a customer might feel coming into 
our own offices for the first time. If we 
don’t feel comfortable in someone else’s 
environment, then what makes us think 
they’ll feel comfortable in ours?

Your Agency Needs More Than 
Just a “Welcome” Mat
After you’ve reached out to diverse 
groups, it’s time to welcome diverse cli-
ents into your space in an inclusive way.

Once you’ve opened the door to 
new customers, can they physically get 
through it? Though we can’t always see 

them, it’s estimated that one in four 
Americans lives with a disability. As our 
population ages, mobility restrictions 
will become increasingly common. 

Accessible facilities don’t just help 
people who use wheelchairs. Parents 
with children in strollers, people who 
care for aging parents or dependent 
adult children and others can benefit 
from curb cuts, ramps and gender-neu-
tral, accessible restrooms. 

To be inclusive, you’ll want to plan 
for as many situations as possible that 
preserve your clients’ autonomy and 
dignity.

Clearing Language Barriers
Being proactive requires more than ad-
dressing your physical space. Are you 
prepared, for example, to do business 
across language barriers? It may be easi-
er than you think.

Find out if your employees speak 
more than one language. Or, when you 
have an open spot on your team, consid-
er hiring someone who can help bridge 
a significant communication gap.

Staffing solutions may not be realistic 
for your agency, at least not right now. 
You can use a language translation ser-
vice to help your agents and customers 
communicate across language differenc-
es. Some carriers even offer this as an 
added benefit for their agents! Allstate 
agency owners can contact their field 
sales leaders for specific information re-
lated to the programs Allstate provides.

Finally, be prepared to write down 
important points or use speech-to-text 
services, such as Text Telephone (TTY), 
for clients who are deaf or hard of hear-
ing. If you’re working with deaf clients 
who read lips, speak only when they’re 
looking right at you. 

Customer Service and Referrals
Many of us know the Golden Rule: 
“Treat others the way we wish to be 
treated.” The Platinum Rule takes this a 
step further by saying, “Treat others the 
way you wish to be treated.” Getting to 
know our customers as individuals will 
help us learn the basics of what they 
need from us, as well as how to make 
each person feel included and welcome. 
When we make space for our customers 

to feel welcome and appreciated, we see 
great returns on our investment. 

Are you asking your existing clients 
to refer family members? Many Ameri-
cans will think of a small nuclear family 
with two parents and 2.5 children. But 
in some cultures, cousins are like broth-
ers and sisters. While some customers 
might find it awkward to call extended 
family to tell them about your agency, 
others will not see this as odd. There’s a 
huge opportunity here for agents. Get-
ting to know your customers and un-
derstanding how they think about their 
families can lead to growth for your 
agency.

Build a Culture of Inclusion
Virgin Atlantic CEO Richard Branson 
famously said, “Clients don’t come first. 
Employees do. If you take care of your 
employees, they will take care of the cli-
ents.” Ask your employees how you can 
make them feel included at work. Fol-
low through on your promises.

Don’t forget to broaden your hiring 
process and succession decisions to in-
clude people from all walks of life. Look 
for employees who embrace diversity 
and create a workplace that is inclusive 
for employees and customers alike.

The Bottom Line
Being more inclusive is not just the right 
thing to do, it also makes good business 
sense. What’s more, the impact extends 
far beyond your own bottom line. Every 
additional policy we write, each expo-
sure we ensure is covered, strengthens 
our communities and economy. Let’s 
not leave anyone out!

Amy C. Waninger advances diversity and 
inclusive leadership throughout the in-
surance ecosystem and beyond. Amy holds 
the CPCU, AIDA, AIT, AIM, AIC, and 
AINS designations from The Institutes, 
as well as the Certified Insurance Data 
Manager designation from IDMA. She 
is the author of multiple books including 
Network Beyond Bias: Making Diversity 
a Competitive Advantage for Your Career. 
She offers consulting and training services, 
as well as keynote presentations for confer-
ences and corporate events. Learn more at 
www.leadatanylevel.com.
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This article originally appeared on Medi-
um.com in April 2019. It is reprinted here 
with the kind permission of the author. 

There was a time when tradition and 
longevity in the market were hallmarks 
of success in the insurance industry, and 
carriers had complete control over every 
step of the purchasing cycle. 

But today, agility, innovation and 

Build Your Value Proposition Around 
What Customers Want

Today, The Customer is in Control
Troy Korsgaden 

transparency are the characteristics of 
the market leaders. These traits enable 
companies to thrive as our business is 
evolving as the result of rapid advance-
ments in technology and other factors.

Today, The Customer is in 
Control
Gone are the days of carriers leading the 
entire purchasing cycle of insurance prod-

ucts and financial services. In an environ-
ment of unprecedented change in our 
industry, today the customer is in control.

People have changed the way they 
purchase cars. They now have the con-
venience of shopping online and having 
groceries, prescriptions and other prod-
ucts delivered to them. They can deposit 
checks to the bank from their phones. 
And the Amazon retail effect gives shop-
pers instant product comparisons, user 
reviews, recommendations, expedited 
shipping and other features that they have 
now come to expect as standard service.

Given this significant shift toward 
customer control, our industry is moving 
toward total transparency in coverages 
and pricing. Customers will know all 
the details when they purchase property 
& casualty products, financial services 
products, life insurance products and 
more, in much the same way financial 
services and securities are sold today.

The Move Toward Total 
Transparency Requires a 
Different Approach
This drastic change is a bit scary because 
carriers haven’t had to deal with this type of 
consumer landscape before, although bro-
kers have had comp raters for a long time.

The solution is logical and simple.
To transition smoothly into the cus-

tomer-driven sales cycle, carriers simply 
need to differentiate themselves by iden-
tifying a strong value proposition — and 
communicating it consistently across all 
platforms. Even if you aren’t the lowest-
cost option, you shouldn’t be afraid to be 
compared to competitors. Once you have 
sufficiently differentiated your unique 

feature
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product and service offerings and have 
configured your offers for your ideal cus-
tomers, you will no longer have to focus 
on, or worry about, competing on price.

Once you define and communicate the 
unique value proposition of your prod-
uct and distribution ecosystem, lead with 
that unique attribute. Communicate 
it relentlessly through all levels of your 
organization. New technology, strate-
gic partnerships, improved service and 
faster claims processing will never help 
you gain traction if your employees have 
no idea what their value proposition is to 
the customer.

Defining your unique value propo-
sition is much easier when you have a 
360-degree view of the consumer and 
when the consumer has a 360-degree 
view of your offerings.

Introducing Open Platform 
Solution (OPS)
Open Platform Solution (OPS) is a plat-
form that enables customers, as well as 
agents and advisors, to get a complete 
360-degree view of all available cover-
ages and costs.

We are working with other thought 
leaders, technology companies, consult-
ing firms, vendors and carriers to create a 
middleware platform to assist customers 
with finding the right protection and fi-
nancial products for them. This platform 
will simplify the customer experience, 
enhance customers’ visibility of insurance 
product offerings and create growth op-
portunities for advisors and carriers alike.

OPS is an insurance and financial in-
stitution’s ability to offer a 360-degree 
view of available products and services, 
both proprietary and external. It’s simply 
an acknowledgment that no one agent, 
carrier, representative (independent or 
exclusive) or broker can be all things to 
all people. Instead, with a 360-degree 
view of product solutions, we can have 
a discussion about what is best suited for 
each client, regardless of the commis-
sions involved — even if they are not our 
own company’s proprietary products.

I predict, with all the fiber of my being, 
that property & casualty protection will 
move rapidly to a complete 360-degree 
view. This view will allow us to discuss 
the ideal option for each individual, fam-

ily and business owner for property & 
casualty coverage, life insurance, finan-
cial services and other related services.

Build Your Value Proposition 
Around Customers’ 
Wants and Needs
Carriers and their distribution must con-
tinue to develop innovative new products 
and create new markets that are built 
around what customers desire and have 
every right to expect. Every product that 
exists today, and new products that will 
enter the marketplace, must have a clear 
and concise value proposition. Every 
team member within the carrier and its 
distribution should be in lockstep with 
that value proposition.

What is your value proposition? What 
sets your products and services apart 
from others? Define a value proposition 
that is compelling enough to attract and 
retain customers for the long term. Then 
communicate it to everyone in your or-
ganization — in as many different ven-
ues as possible and as often as possible. 
When asked, “What is our unique value 
proposition?” every single team member 
should state your value proposition word 
for word, without hesitation. If someone 
misses the mark, keep repeating your val-
ue proposition, and keep explaining why 
it’s so important.

Let’s look at two examples of a value 
proposition that focus on what custom-
ers are responding to in today’s business 
climate.

Value Proposition #1
“We collect and process data in a mean-
ingful way so we can provide you with 
more accurate and personalized cost 
models.”

Without a doubt, the insurtech mo-
mentum is now gaining at light speed. 
Our great industry has remained stag-
nant for some time, with incremental 
growth at best, in the property and casu-
alty (P&C) marketplace.

Insurtech start-ups1  are exploring 
avenues that large insurance firms have 
less incentive to exploit, such as offering 
ultra-customized policies and using new 
streams of data from internet-enabled 
devices to price premiums according to 
observed behavior. Using input from all 
types of devices, including GPS tracking 
of cars and the activity trackers people 
wear on their wrists, these companies are 
building more finely delineated group-
ings of risk, allowing products to be 
priced more competitively.

Although the initial response when 
outside influences begin gaining traction 
is to dig in your heels and fight them, 
many traditional insurance companies 
are discovering unique value in partner-
ing with insurtechs to offer customers the 
best possible options. When we blend 
decades of experience in underwriting 
with innovative mechanisms for gather-
ing data, we can customize policies and 
develop pricing that’s tailored more to 
each customer’s individual needs.

According to a 2019 McKinsey & 
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Company2 report, digital networking 
via the Internet of Things (IoT) enables 
insurers to reduce costs and generate 
additional revenue. By harnessing data 
from devices that are equipped with sen-
sors and automatic-activation functions, 
insurers can assess risk regarding issues 
like health habits and driving behaviors 
much more accurately.

Partnering with technology experts 
could enable you to offer more frequent 
and convenient customer interaction, 
optimize your resources, extend safety 
standards and reduce fraud.

Value Proposition #2
“We blend a convenient, state-of-the-
art digital platform with expert agent 
insight.”

The information we provide our cus-
tomers must be delivered by real pro-
fessionals, digital strategies, telephonic 
support and any other media support 
available. Armed with the proper value 
proposition, a carrier/company can de-
liver its products and services through 
an ecosystem of distribution. This 
means a total commitment to digital, 
current technologies, future/unknown 
technologies, telephony and, most im-
portantly, a local advisor or independent 
contractor.

Information is currency. And this is 
the case for millennials (those born be-
tween 1980 and 1995) more than any 
other generation. Research studies are in 
agreement that millennials prefer to shop 
online, and they expect instant results. 
They have little patience with insurance 
administration. For this reason, websites 
like Goodfetch3 let consumers compare 
prices for policies through various com-
panies quickly and easily.

One study4 reports that in 2019, mil-
lennials make 60 percent of their pur-
chases online, up from 47 percent in 
2017. Also, millennials now make 36 
percent of their total purchases using 
mobile devices, up 20 percentage points 
from 2017.

However, it would be a mistake to as-
sume that millennials never want to in-
teract with a human.

According to the 2018 Insurance Ba-
rometer Study5 survey by the Life and 
Health Insurance Foundation for Edu-

cation (LIFE) and LIMRA, more than 
half of millennials would research life 
insurance online, but they would pur-
chase life insurance from a financial pro-
fessional. Gen-Xers are the group most 
likely (32 percent) to research and com-
plete the purchase entirely online.

Also, millennial business owners are 
more likely than business owners in 
other generations to value the expertise 
an agent provides them. According to 
Nationwide’s fourth annual Business 
Owner Survey,6 69 percent of Millen-
nial business owners work with an in-
surance agent, followed by Boomers at 
66 percent and Gen X at 59 percent. 
The most common reason for working 
with an insurance agent among all gen-
erations is the trust that business own-
ers place on the guidance and expertise 
from an agent.

Carrier/companies can distinguish 
themselves by blending a highly inter-
active digital experience and quick re-
sponse time with the expert advice and 
insight that only an experienced agent 
can provide.

Your unique value proposition obvi-
ously will be shaped from your loca-
tion, the demographics of your market, 
the products you sell and other factors. 
Whatever your unique offering is, define 
it, communicate it and showcase it wher-
ever possible.

In the conclusion to its 2019 Insur-
ance Industry Outlook,7 Deloitte states 
that the winners in the race to become 
the insurers of the future will likely be 
those who understand how to change in 
the way that best suits their particular 
company and business to create competi-
tive advantage in this new world. The re-
port states, “A key element will likely be 
agility, determined by an insurer’s ability 
to take advantage of new technology and 
data sets, design services and solutions 
rather than products and transform its 
operating platforms through collabora-
tive initiatives and ecosystems in a prag-
matic and material way.”

I believe the opportunity for growth 
in the P&C industry has never been 
greater. The changes that are forcing our 
industry to step up and innovate are the 
same forces that will weed out the no-
longer-relevant carrier providers.

Troy Korsgaden is President of Korsgaden 
International in Visalia, CA. He is an in-
ternational insurance carrier consultant, 
industry main-platform speaker, represen-
tative trainer, and agency consultant, as 
well as the author of six books. He can be 
reached at troy@korsgaden.com.

1 Hargrave, Marshall (2019). Insurtech. 
Investopedia. https://www.investope-
dia.com/terms/i/insurtech.asp. 
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Many of you will resonate with this 
all-too-common story. Those of you that 
have lived through this situation in the 
past can take comfort in knowing you are 
not alone. Those of you that have yet to 
encounter it should know that it happens 
to most of us and you are not crazy. It is a 
tough place to be and makes for difficult 
decisions to be made.

What am I talking about? 
I am referring to firing a long-term em-

ployee that has been with you five, ten, 15 
years, maybe more. Many of you may be 
better at staying disconnected from staff, 
but the vast majority of us they become 
like family in our agencies. We spend 
more hours with one another than we 
do with our own families. We have gone 
through trials and tribulations with them. 
We are not just there for them, they are 
there for us too. We share the joys and the 
bruises of life.

As I write this, I have just finished 
the first week after letting go of a ten-

year tenured employee. We have been 
through raising children (hers), having 
grandchildren (mine), and a spouse’s 
heart attack. Plus, many other life events. 
Hard as it may have been for me to take 
action, this ended as the most refreshing, 
invigorating and freeing week for me in 
over a year. 

In the beginning we were an amaz-
ing team, hitting numbers, producing 
and determining ways to be successful. 
Over time I placed complete trust in her. 
Sounds great right? The problem is that 
over time, she became emboldened and 
convinced herself that it was her agency 
and not mine. 

So, are you saying, “Oh well Lezlee you 
must have been an absentee agent?” Here 
is the truth, I have never been an absentee 
agent. I have always been in the trenches 
with the agency. Part of my DNA is to 
be involved, but while I was out market-
ing, networking and growing the business 
something else was going on that bit-by-

bit was eroding my business. As hard as I 
worked to get things back on track, some-
thing was going on in the background 
that I could not put my finger on.

In retrospect, I know when it began. I 
lost my mother Christmas of 2018. Prior 
to that, my brother and I had been in con-
stant care-taker status, sharing responsi-
bilities in the loving but time-consuming 
attempts to keep my mother alive. This 
was a two-year journey, so I know that I 
was not all I needed to be in the agency 
and therefore, placed my trust in my staff 
to carry some of my load. Everyone told 
me that was the way it should be. They are 
there for you, not the other way around. 
In reality, it “should” be that way but in 
“truth” it rarely ever is. In my need to be 
there for my mother, I was living on the 
hope that it was all being handled at the 
office following the expectations I had 
set forth in training meetings and daily 
huddles. 

It can all sneak up on you like a thief 
in the night. At first, this saboteur is suc-
cessful! Over the years, however we all 
know that the negative sides of the in-
surance industry can begin to creep in. 
Nothing is ever right and the constant 
complaining about the systems, Allstate 
and customers take over every waking 
moment in the office.

You hire new people and they don’t 
stay and leave after a few weeks. We are 
all too aware that onboarding with All-
state is a laborious and expensive task. 

For me, this scenario played out nu-
merous times. Perhaps I am a slow learn-
er, but I began to realize there was a cata-
lyst and I needed to get a handle on it. 
So, I started asking “WHY.”  “Why are 
you leaving?” “What is keeping you from 
staying?” It came to light that my two 
producers, who had become fast friends 
and teammates in the office, had created 

agency management

Rip Off the Band-Aid
Lezlee Liljenberg
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an “US vs THEM” culture. Producers vs 
Customer Service. 

I realized this about 1½ years ago and 
began addressing the issue, training and 
documenting. At that time these produc-
ers were putting numbers on the books. 
I let things slide because let’s face it, All-
state has to have those numbers. 

Admittedly, in my naïveté, I believed 
I could work through this and manage 
my book back to a culture of kindness, 
positive thinking and acceptance of oth-
ers. This is an impossible task if the one 
person you think has your back is stab-
bing it every time you walk out the door.

This Senior Sales Producer would 
shake her head in agreement in every 
staff meeting, say all the right things 
when I would strategize with her. She 
got it! And for a week or two things 
would move forward and it appeared 
we were making progress. Then things 
changed. She was disruptive in meetings, 
cracking jokes and mocking everything 
and everyone around her. She didn’t even 
see it in herself and when addressed with 
the concern she denied it and went right 
back to the shenanigans. Have I men-
tioned this is a 46-year-old woman dem-

onstrating “mean girl” characteristics?
Then the AHA moment hit me! She 

didn’t like change. She didn’t like my 
way, the Allstate way or the positive way 
of thinking. I finally realized that some-
where along the path she was “stuck” 
in her own life. This was bleeding over 
into the business, daily. She was bring-
ing her home problems to the workplace 
and both were crumbling around her. 
Like the story of Samson, the walls were 
crumbling in on all of us.

This is all on me, so don’t think I am 
placing blame or not holding myself ac-
countable. I share this story because you 
may be experiencing the same issue. 
Take heed, journal your concerns, docu-
ment the symptoms, make the efforts to 
change but in the long run don’t let it 
linger too long. Rip off the Band-Aid as 
soon as possible even when you are afraid 
to do it. Follow your gut!

Learn from my mistake. Don’t live an-
other day with the pain and negativity 
so long that it takes your mojo away. As 
painful as the first move may be in the 
long run, you will be better off. In most 
cases, I can promise this to be true. Af-
ter 17 years in the business, many of you 

could speak on this issue better than me. 
In this case, though, I speak from experi-
ence. Do as I say, not as I did.

Good luck in all your endeavors. Dur-
ing COVID-19 I think we have all 
learned that we are stronger than we 
think we are every day! COVID-19 gave 
me one gift–I realized I was an amazing 
business owner and the blessing of being 
an Essential Business could never be re-
placed. It helped me rip off the Band-Aid.

Live strong and know that you deserve 
the very best!

Lezlee Liljenberg began her career with All-
state as a scratch agency in June 2004. On a 
fast path for growth, she purchased an agency 
of 1,600 policies in January of 2007, dou-
bling her agency size and adding the respon-
sibility of a satellite office. Lezlee lives her life 
to give back to others, and believes that loy-
alty and trust are the foundation to mutual 
respect and success for everyone. Her motto 
is “Knowledge is Power” and consistently 
pursues her own personal growth. She also 
encourages her staff, and those around her, to 
learn all they can to in order to live the best 
life possible. God is her guide and she gives 
her credit of success and happiness to Him.

Market access and options for customers

Award winning service center

Agency owners focus all their time on selling

Most desired industry commission split 

Advanced technology and marketing systems

Join the Movement!

Get Started Today!

1-855-483-3901 
franchise@weinsuregroup.com

weinsurefranchise.com

QUOTE MORE | BIND MORE | RETAIN MORE

“The We Insure model is built by agents for agents.”
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I recently had a great conversation 
with an agent in California. Yes, we dis-
cussed several challenges in his business 
and things he could do to address those 
challenges, but it was the last 15 minutes 
or so that made the conversation great.

What did we talk about?
He made a comment about how “posi-

tive” I was and how I tried to create a 
positive environment in the different 
Facebook groups I am involved in. He 
went on to say that he assumed that I did 
that so staff would not be subjected to 
constant negativity. However, that is not 
the reason and I explained why.

This is where the conversation got 
good.

I am a firm believer that you can phys-
ically change your level of happiness, 
stress and more by simply changing how 
you think. These thoughts create the life 
that you live. The way that you feel all 
day long is a result of the chemical re-
actions that occur when you have vari-
ous thoughts. Stress occurs when your 
nervous system activates a response that 
causes physiological changes. Prolonged 
stress can be a serious problem for you 
emotionally and physically. (I don’t have 
a college degree but I have spent some 
time studying the human mind.)

Now, I fully understand that there are 
plenty of challenges in front of us. Many 
of these challenges are completely out of 
our control or even unknown. I totally 
get that and I am not dismissing them at 
all. On the contrary, I am suggesting that 
there is a better way to deal with them.

How you think can most certainly im-
pact how you deal with these challenges. 
And not just with your conscious deci-
sions, but with your subconscious deci-
sions. Your ability to deal with your situ-
ation and improve your life can literally 
come down to how you think and for 

It all Starts with the Way You Think
Craig Wiggins

most people, there are patterns to your 
thought process.

For example, do you look for the good 
in every situation, or do you always look 
for the bad? Are you able to look through 
the clutter and find the op-
portunity, or do you dwell on 
the worst-case scenario? Do 
you love to vent, complain 
and find excuses, or would 
you rather talk about possi-
ble solutions? Do you like to 
be around people who have 
negative thoughts or people 
who are optimistic? Who 
you hang around will certainly have an 
impact on how you think.

Chances are you pretty much do the 
same things every single day. When you 
wake up, you turn off the alarm clock 
with the same finger, you get out of the 
same side of the bed, you take a shower 
the same way, you drink coffee out of 
your favorite mug, you leave for the office 
at the same time, you take the same route 
to the office and you see the same people 
every day. All of these interactions create 
the same emotional responses and how 
you feel which creates habits, your mood, 
your temperament and your overall per-
sonality. As a result, you are either happy, 
stressed or some combination of both.

Some of you are stressed out sig-
nificantly and you do not want to make 
changes now. Some of you are going to 
eventually pay a price for that. Your fam-
ily is going to pay a price for it. The peo-
ple who care about you are going to pay a 
price for it. It needs to be addressed.

So, how do you fix the problem? Of 
course, there are plenty of things that 
we can all work together to solve when 
it comes to your business. But I believe 
you start solving problems by simply 
changing the way that you think. The 

way that you think will impact how 
you make decisions and ultimately your 
level of happiness. There is always good 
in any situation. You simply have to 
train your mind to look at it that way. 

Allowing individuals, com-
panies or specific situations 
to impact your thoughts in 
a negative way where your 
body stresses out is your 
choice. And it is a choice 
that can have serious con-
sequences.

I want people to be happy. 
I want you to live a quality 

life and have all the things that you want 
out of life. I will help anyone in any way 
that I can. But your level of happiness 
starts with you. You have to control the 
way you think. I realize we are all crea-
tures of habit and making this change 
can be very difficult.

So much of what we do has been pro-
grammed into our minds through our 
thoughts, emotions and reactions to differ-
ent situations at a very young age. By the 
time you are an adult, you are who you are. 
But you can change your thoughts if you 
make the conscious effort to do so. I prom-
ise that when you do, your ability to react 
to difficult situations will change. How you 
make decisions will change. As a result, 
your business will change. Your relation-
ships will change. Your overall happiness 
will change. And yes, your life will change.

It all starts with the way that you think.

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

We want to make sure your agency keeps moving forward
during this time of uncertainty. With the financial markets

changing at a rapid pace and uncertainty surrounding your
business and customer's needs, we understand the stress it

creates as you navigate operating in a new environment. We
specialize in lending solutions for Allstate agents, so let us help

your agency.

Call us today to learn more
877.894.2784 or visit us at

pbagencyfinance.com
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While working away from the office 
may offer various opportunities to em-
ployees, it is important that businesses 
think strategically about how best to de-
velop and manage a remote workforce. It 
may also be top-of-mind as companies 
consider ways to implement work from 
home (WFH) policies to some or all of 
their staff members in response to the re-
cent coronavirus outbreak.

Remote work setups offer benefits for 
employees and employers alike. Work-
ing from home may offer staff signifi-
cant work/life balance opportunities, 
such as improved focus on projects 
and elimination of commute times. For 
businesses, they can reduce costs (e.g., 
expenses related to utilities, janitorial 
services, office supplies, or even mort-
gage and lease arrangements) and help 
maintain a healthy workplace when ill-
nesses are at their peak.

No matter the circumstances that 
lead employers to consider a remote 
workforce policy, implementation often 
doesn’t come without challenges. Maxi-
mizing these benefits while navigating 
potential pitfalls requires a clear strat-
egy, the right infrastructure and a close 
eye on both culture and human resource 
management. If you’re planning to evalu-
ate your current WFH policy or antici-
pate having remote employees, here are 
some practices that can help guide you 
through the process.

Set clear expectations and 
document policies
Successfully allowing your employees 
to work remotely starts with establish-
ing clear parameters. It’s important to 
set and communicate expectations for 
remote employees from the beginning, 

Strategies for Managing 
Remote Employees

Paychex

including:
• Which positions may be eligible to 

work from home;
• Guidelines around hours of avail-

ability;
• Job responsibilities; and
• Performance goals.
A remote arrangement or WFH policy 

should also address how to properly track 
overtime, communication frequency and 
data security best practices.

When a manager takes time to discuss 
the expectations about working offsite, it 
sets a precedent for clear and open com-
munication. This is critical to effectively 
managing remote employees. This con-
versation should be ongoing, whether 
the setup is permanent or only for a pe-
riod of time.

Evaluate your technology
Technologies that help employees col-
laborate and connect can be essential for 
managing remote employees. As such, 
your IT strategy may need to evolve to 
accommodate this. Consider hardware 
investments such as laptops, smart-
phones and tablets. A good rule of thumb 

is for workers to test-run these devices 
before starting to work from home, so as 
to make sure they can connect to the in-
ternet and any job-specific internal net-
works while away from the worksite.

It’s also just as important to leverage 
cloud-based software systems and col-
laboration tools that make it possible 
to have conference calls, host webinars, 
work on documents simultaneously, en-
gage in video chat and participate in a 
way that can help increase productivity 
and build relationships.

Virtual communication options allow 
employees to share knowledge, encour-
age conversation, and enhance meet-
ings while staying connected with their 
supervisor, team and company. Provid-
ing technical training to instruct remote 
employees and their managers on virtual 
tools and resources can encourage use.

Outline how supervisors can stay 
visible without micromanaging
Managers need to maintain communica-
tion with their teams and have visibil-
ity into work output. In a remote work 
setup, managers may need to check in 
more regularly with employees, but this 
could be perceived as micromanaging. It 
may be worthwhile to talk with supervi-
sors before employees start working from 
home to discuss how to keep teams fo-
cused and productive when they’re work-
ing remotely.

Create human capital 
management infrastructure
HR software can help facilitate col-
laboration across the company, allowing 
managers and staff located in other offic-
es to easily share resources with remote 
employees.
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From an HR perspective, companies 
can take a variety of steps to improve 
their ability to manage and serve a remote 
workforce. Cloud-based HR software 
can give employees self-service access to 
a range of different applications such as:

• Time and attendance reporting
• Benefits enrollment
• Information management
A flexible human capital management 

infrastructure can make it easier to suc-
cessfully serve a remote workforce, while 
potentially delivering an outstanding 
HR experience.

Promote culture and 
information sharing
When your team is dispersed, it’s impor-
tant to have a clear plan for promoting 
culture, disseminating knowledge, and 
communicating values. Tools such as an 
employee handbook and regular com-
munications from leaders can help con-
vey that information. This may include 
facilitating regular meetings, company-
wide discussions and forums.

Provide meaningful learning 
and growth opportunities
Knowledge-sharing is also critical when 
explaining key performance indicators 
for job evaluation. Feedback and follow-

through on the remote employee’s per-
formance is critical to productivity and 
accountability.

Look for opportunities for employees 
to evolve and develop in their role. A 
learning management system (LMS) is 
an ideal way to administer, document, 
track, report, and deliver educational re-
sources, training programs and oppor-
tunities to all employees. An LMS not 
only allows employees to learn when it 
is most convenient for them, but it al-
lows for anytime, anywhere access on 
any device — a notable benefit for off-
site workers.

Consider remote employee 
engagement and teambuilding 
activities
In the absence of face-to-face contact 
with colleagues and managers, remote 
employees could feel forgotten, discon-
nected or unmotivated. Teambuilding 
activities can play an important role in 
engaging and nurturing a sense of cama-
raderie and can help workers stay pro-
ductive and positive.

You may also want to consider activi-
ties based around health and wellness to 
help keep employees engaged and con-
nected. In a recent Paychex survey of in-
office and remote employees, only 22% 

of in-office respondents said their work 
environment positively impacted their 
fitness level, and just 42% of remote re-
spondents said the same. Initiatives such 
as team-based step-counting contests or 
fitness challenges can be organized and 
tracked remotely to include all workers, 
regardless of location. This can be espe-
cially impactful if employees struggle to 
fit in physical activity around their work 
schedules.

When a business has remote work-
ers, a combination of clear communica-
tion, effective technologies, and efficient 
collaboration tools must be part of the 
equation. A dedicated HR professional 
can guide you through each of these 
steps and help make sure the company 
and remote employees are set up for con-
tinued success.

Looking for more up to the minute articles? 
Check out paychex.com/worx today! For spe-
cialized NAPAA member benefits on payroll 
and HR, contact Paychex at 844-846-
7827 and mention code 5699. Paychex, Inc. 
is a national provider of cost-effective pay-
roll and HR services trusted by more than 
600,000 businesses. NAPAA members save 
25% on Paychex payroll processing and 15% 
on HR setup fees. For more information, 
visit www.paychex.com/allstate.

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

• Mobile access for payroll and HR administration

• Employee onboarding that includes self-service

• Custom handbooks

• Learning management system for training and development

paychex.com/allstate
NAPAA@Paychex.com  |  844-846-7827 (Mention Code 5699) 
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Follow this 6-step plan, created by top 
agent Perry Olson, to successfully turn 
leads into customers. 

The Initial Call
This is your first opportunity to make 
contact with a potential customer. Make 
sure you have the quote ready for the 
prospect so that you are prepared to go 
over pricing information. If you are sent 
to voicemail, keep in mind that a lot of 
people prefer to read their voicemails, so 
it’s vital the smartphone is able to trans-
late your voice dictation easily. It is also 
important that you mention your agen-
cy’s location so that your lead can find 
you in the future. 

Send a Friendly Text
Let’s face it – these days, many people 
prefer the convenience of texts over 
phone calls. Make things easy for poten-
tial customers by texting the quote and 
providing call back information. Perry 
suggests three ways you can do this: 

• Simply text your name, agency and 
the quote with a message to contact you. 

• Print out the quote, take a photo 
and text it to the prospect along with 
your call back information.

• Text a contact card with your infor-
mation. Seeing that you’re a real person 
can help inspire trust in you and your 
agency.

Hit Their Inbox 
No luck on the phone? Take it to the 
computer. Make sure you include the 
following in your email:

• Put the price in the subject line so 
it reads: (name of agency) Quote - $XXX 
per month! 

• Attach a PDF of the quote for your 
prospect to review. 

• Make the email brief but personal. 

sales and marketing

How to Turn Leads into Customers
Perry Olson

You want to find a balance between pro-
fessional and friendly.

Send a Letter 
Some people, especially older people, 
prefer communication through the mail. 
Make sure you handwrite the prospect’s 
address and your return address. There is 
something special about seeing a hand-
written letter in your pile of mail, so this 
will help increase your open rate. It is also 
important to include a copy of all appli-
cable quotes. Place a sticky note on the 
quote that lets the prospect know that 
additional discounts may be available.

Two-Day Follow-Up Call
After you’ve allowed for enough time for 
the prospect to receive your letter, wait 
two days before calling. Follow the tips 
we outlined in step one to increase the 
likelihood of a callback. Persistence gets 
results! 

30-Day Follow-Up Call
Before letting the lead fizzle out, Perry 
encourages your team to give the pros-
pect a final call. Wait 30 days after your 

last call to give your future customer 
some time to weigh their options. They 
are likely speaking with other agencies, 
but by simply keeping up with the pros-
pect, you increase your chances of secur-
ing the sale. 

The Final Word 
Persistence and resilience are essential. 
You may not always get the sale on the 
first try, but you just might on the fifth or 
even the sixth attempt. 

Perry Olson has been a successful State Farm 
insurance agent for 14 years and has grown 
his agencies to over 10,000 households and 
25,000 policies. When he started his career, 
Perry employed only one team member. He 
now employs more team members than any 
other agent in the nation.
  This accomplished insurance agent got his 
start as a new market agent. Throughout his 
career, he has won multiple awards from his 
company and from the insurance industry as 
a whole. Perry is a member of the Multiple 
Million Dollar Round Table and The Na-
tional Association of Insurance and Finan-
cial Advisors. 
   Perry opened his second new market agen-
cy in January of 2014. He became one of the 
first agents to qualify for President’s Club, 
which honors the company’s top 50 agencies, 
in both offices in the same year. Perry made 
history again in 2017 by qualifying both 
offices for Trophy, which names the top 10 
agencies in the company. 
  Perry also encourages individual agen-
cies to figure out what works best for them 
through trial and error. Some agencies may 
choose to follow this proven process step-by-
step while others may want to include ad-
ditional follow-up calls. He just cautions 
agencies to keep in mind that the more fol-
low-up calls your process requires, the fewer 
leads you are able to get to on a daily basis.
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To our existing agency owners THANK YOU!  To our future agency owner partners NOW IS THE TIME to engage one of our 
Business Development Managers; not a sales person to Explore The Benefits of Partnering with Premier Group Insurance THE 

CAPTIVE AGENT CONVERSION SPECIALIST.   At Premier, you can also speak with our National Director (David), Vice 
President (Shawn) or our President (Rex)!   Your conversations are Confidential and YOU decide when and how. 

Call us when the time is right! In the meantime, for more information please contact WWW.PGIAGENTS.COM 

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

In insurance we don’t like to  

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

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

Explore Premier & See the competition in YOUR rear view mirror!  
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Wow, this has been a wild year so far, 
hasn’t it?

You might say 2020 hasn’t really gone 
as planned. But that doesn’t mean it’s time 
to throw in the towel. Business will always 
have its ups and downs, which is exactly 
what makes business owners so resilient. 

The word resilient is defined in the 
Oxford Dictionary as a person “able to 
withstand or recover quickly from dif-
ficult conditions.” With changes to 
commissions, economic uncertainty, 
and quarantines, the current time is the 
definition of difficult conditions. The 
businesses that are focused on building 
resilience will stand the best chance at 
recovery. Today, I want to share some 
ideas of things you can do during this 
time to continue to grow and improve 
your agency.

First of all, prioritize reconnecting 
with your clients! Your agency is built on 
personal relationships. It’s what makes 
a client choose you over their other op-
tions. But without consistent nurturing, 
those relationships can fade. 

Now is a great time to work on im-
proving retention and really connect with 
clients. Are you sending regular emails 
or texts? Do clients know about different 
payment options if they are currently un-
employed? Are there special options that 
might apply to them?

Focus on being of service to your cus-
tomers and asking for referrals. This is an 
easy and inexpensive way to keep grow-
ing. People love to share when they’ve 
experienced great customer service!

Next, keep marketing! Marketing 
is crucial to growth. There is no way 
around that. But you may need to make 
changes to what you’ve done in the past. 
Here are a few things to consider when 
making marketing plans.

First, how does your budget look? If 

things are especially tight, you may need 
to readjust your spending for a while. Go 
back and look at your marketing over 
the past year and see what was the most 
effective. Was it purchased leads? Mail-
outs? Referral programs? Review your 
new business clients and figure out where 
each one came from. Put your money in 
those areas first. Now is probably not the 
time for experimental marketing. Stick 
with the tried and true!

Next, what does your local community 
look like right now? Is there a high level 
of unemployment in your marketing 
area? Are things more “normal”? Are you 
back in the office? These factors will af-
fect your marketing decisions and should 
be taken into consideration in your over-
all strategy.

How competitive are your rates? If you 
know that you are in an uncompetitive 
market, you may not want to invest as 
much on cold marketing. If one line of 
business (like homeowners) is signifi-
cantly more competitive, put your focus 
there. You can always cross-sell later. 

From here, it’s time to look back at the 
leads you already have. When was the 
last time you reached out to older quotes 
(six months to one year old) and asked 
to quote them again? Many things have 

changed since then. 
Run a list of clients who have left 

your agency in the past year. Call them 
up and see if you can quote them again. 
They may not be a big fan of their new 
insurance company and may miss your 
personalized service. (This is especially 
true if they no longer have a local agent!)

Finally, think about your systems.
During the quarantine, you probably 

spent some time working from home. 
Depending on your area, you may or 
may not be back in the office now. There 
are still a lot of unknowns and concerns 
over what might happen this fall and 
winter. Will we have another wave of 
shutdowns? Will we be working remote-
ly again? We all got caught off guard 
in March. Having a plan this time will 
make it less stressful. 

Did you struggle with your phone 
system while working from home? Start 
looking into other options like a VOIP 
system. Did you have issues with your 
team working remotely? Start looking 
for software solutions, like an agency 
management system, to ease these 
problems. Consider creating work from 
home systems and responsibilities for 
your staff now. That way, clients will 
still get excellent service, even in less 
than ideal situations. 

Overall, a little preparation now will 
prevent a lot of headaches and stress 
later. We’ve all learned an important les-
son this year: There are a lot of things out 
of our control! But, with smart planning 
and a whole lot of resilience, we’ll all 
come out of this stronger in the future.

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

Marketing During A Pandemic?
Robyn Sharp

sales and marketing
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When the unknown hits, it's great to have Choice, Support, 
& the Know-How & Agility that comes from Experience 

  
Premier – 200+ Carriers & 20+ Years Helping Agents be 

Successful in ALL CONDITIONS

Premier – Today & Tomorrow  - Your Agency Partner for Success in the Independent Agency Channel 
– No Matter What!   Call us when the time is right!  

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

CALL: 720-457-1101

- Federal  & State Emergency Order Information 
- Best Practices to Operate P&C Agency Essential Services for Safety and Business Continuity 

Including an Emergency Premier Agency Laptop Program – shipping PCs to Agent’s Homes or Offices 
 

- A State of the Art Digital Marketing & Client Outreach Program Portfolio 
- Guidance on PPP and EIDL Stimulus for Agency Owners and Commercial Policyholders 

- Providing Service & Client Outreach Support Options for Agencies 
- Having a war chest like balance sheet able to help agencies in need

- Paying advance Guaranteed Compensation  to Agencies 
- Innovative Technology able to Provide Real Time Agency Analytics 

- Helping to staff agencies and bring in a pipeline of personnel coast to coast – virtual or in-office 
- Community Support in and out of Insurance

Premier – Helping Hundreds of Agency Partners Coast to Coast to 
Navigate through Coronavirus by Providing:

600 17TH STREET SUITE 1425N DENVER, CO 80202 #thinkpremier1st
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A lot of people focus on PASSION. 
They ask themselves, “What am I pas-
sionate about?” and they try to do that. 
In Cal Newport’s book, “So Good They 
Can’t Ignore You,” he writes about a dif-
ferent perspective. He says to develop a 
skill that is rare and valuable and to do 
it in a way that gives you career capi-
tal. Once you have career capital and you 
are applying a skill that is rare and valu-
able, you have control over your life.

Many people who don’t have control 
of their lives haven’t developed a skill 
that is rare and valuable and creates value 
for others. They haven’t learned how to 
sell it to other people and gain that con-
trol. These people say, “I want to be pas-
sionate! I want to manifest my dreams!”

This is all wonderful. But, if your focus 
is on passion, your whole emphasis is on 
the value that the world can bring to you 
because you want to do something that 
makes you happy. When you focus on 
SKILLS, you are focusing on the value 
you can bring to the world.

There are two instructive quotes from 
people you know worth remembering here:

1. “Most people overestimate what they 
can do in one year and underestimate what 
they can do in ten years.” – Bill Gates

2. “Do what you do so well that people 
cannot help telling others about you.” – 
Walt Disney

Real World Skills
Whenever you are in situations that seem 
almost impossible, but other people, like 
me, have figured it out, it’s simply a 
matter of knowing what to do. In other 
words, ask yourself, what skills and/or 

Real World Advice For 
Achieving The Agency Of 

Your Dreams
Bill Gough

sales and marketing

systems do they have that I am missing. 
RE-READ those two sentences.
Your Skills Come From: 

• Learning.
• Reading.
• Listening. 
• Action – applying these new/im-

proved skills. 
• Association - hanging out with 

people that are actually doing it. 
• Stopping those things that aren’t 

working and starting things that do work.
This is exactly what I began doing in 

my agency almost three decades ago. 
Hanging out and learning from the best 
agents in the country. It took me another 
four or five years to realize that I need to 
be documenting the RIGHT SYSTEMS 
and PROCESSES to operate a highly 
successful agency. I have written these 
systems down and created a short cut for 
you in our BGI Systems Toolkit of Sys-
tems Manuals.

Unless you have been doing what I just 
described above, most of your learning 
forces itself upon you, out of areas that don’t 
work, such as company training from big 
insurance companies and their managers. 
If you want to reach your goals and achieve 
the agency of your dreams, the hard things 
in your life are actually the raw material for 
you to achieve greater things... It’s like ma-
nure that will be utilized as fertilizer.

Don’t get angry at it; redeploy it as an 
ingredient. Redeploy it as a necessary 
lesson. You only fail if you fail to learn 
the lesson. There are certain pains in 
life that become so bad you can’t recover 
from them. However, that’s probably not 
the case with your agency.

Quotes to ponder:
“Keep away from people who try to belittle 
your ambitions. Small people always do 
that, but the really great make you feel that 
you, too, can become great”.  Mark Twain

One of many movies I’ve watched re-
cently … “You don’t drown by jumping 
in deep water, you drown by not getting 
out of the deep water.”

Overhead highway sign in Alabama 
… “Don’t Hoard the Left Lane or Toilet 
Paper.”

Recently my friend and direct mail 
guru Craig Simpson sent me a picture of 
a sign at an auto repair shop that said, 

“We will crawl under your car oftener 
and get ourselves dirtier than any of our 
competition.”

I really like that quote. I’ve never been a 
believer in “The 4-Hour Work Week.” Big 
time business author Tim Ferriss penned 
this NY Times best seller several years ago. 
The title was actually chosen for him from 
his loyal listeners. It was brilliant marketing. 
It made him famous. The title has nothing to 
do with the hours of work he actually puts in.

I believe in working hard … harder 
than your competition. Work hard at 
studying, associating with, and applying 
what the very best in our industry do. You 
have to work harder than the rest to stay 
at the top … to be the best at what you 
do. If you want your business to grow, you 
can’t be afraid to get your hands dirty. 

Bill Gough founded BGI Systems in 2008 to 
help other agency owners achieve and exceed 
the same success that he experienced over his 
28-year career as an Allstate Agent. BGI 
Systems teaches hundreds of Insurance Agency 
Owners across the country real-world proven 
systems and processes that helped Bill’s agency 
get into the coveted Allstate Hall of Fame. A 
portion of every dollar that comes through 
BGI goes straight into the William M. Gough 
III Charitable Fund, which honors Bill’s late 
son. This fund has helped nearly 500 orga-
nizations and individuals get a step closer to 
achieving their goals. Bill’s goal is to pledge 
and donate $1 million in his son’s honor. He 
is already over 3/4 of the way there today.
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The Total Solution
Now more than ever.

To learn how you could be the 
owner of your own independent 

agency, contact us today.
info@siaa.net | siaa.net

• More ways to earn income – highest commissions, national and local incentives

• Access to companies AND resources (marketing, training, and more)

• Small commercial lines training and incentives

• Stability – 36 years as the leading model for IA insurance distribution – and still setting the pace

• Total Premium In-Force: $9.1 Billion

SIAA Provides Independent Insurance Agency Members:
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When was the last time you set aside 
time to simply think about your business? 
I mean really give it some thought. Are 
you the type of business owner that has 
the best of intentions, but somewhere 
along the way the mundane necessities of 
the agency drag you in? Do you find your-
self completing what “had” to be done 
but not necessarily making any improve-
ments? If this is you, you are not alone.

Everyone has this idea of what being 
the boss is going to look like: 

You’re sitting in the office with the 
sound of employees closing up business 
bustling in the background. Maybe you 
are setting a tee time, or trying to de-
cide where you are going to eat lunch. 
You have plenty of time to go the gym 
or maybe even do some volunteer work.

Now if that is your reality…keep at it! 
But if your day more closely resembles 
this picture: 

You get to the office and you’re just 
about to clear your inbox when “that cli-
ent” comes in. The one that has a dirt-
cheap renter’s policy with you, but once a 
week comes in to complain about some-
thing. Once you get them pacified, tem-
porary as it may be, your staff brings you 
a claim that is causing everyone prob-
lems, and you are the one who “has all 
the answers.” Now it’s noon, your plan 
was to have a nice lunch with that busi-
ness owner you are quoting eight poli-
cies to, but instead you are choking down 
cheese crackers and a flat diet coke you 
left on your desk yesterday. All because 
you “have” to be at the office because you 
feel like the walls will fall in if you’re not 
there to hold them up.

Sound familiar? Trust me, the bulk 
of my clients start off right there, right 
in that “fire watch” mentality. If you do 
nothing but put out fires all day you are 
not building anything. But that’s why 

sales and marketing

The Most Important Thing, Period.
David Neuenschwander

you got in to this business, you want to 
build something that will provide for you 
and your family and that will be a valu-
able asset in the future. There is good 
news: since you haven’t quit, you still 
have a fighting chance. 

You have to remember “the most im-
portant thing is still the most important 
thing.” In the insurance world, sales are 
the most important thing. It was yester-
day, and it will be tomorrow. If you have 
an agency where that paradigm is not in 
place, you have some work to do. That 
doesn’t mean coming in and deciding 
you are personally going to sell 300 items 
per month. It means that you have to set 
the direction of the agency. This is much 
easier said than done – but if you were 
just looking for the easy road you would 
have never chosen to be an entrepreneur 
in the first place. If you have employees 
that do not understand that your business 
is judged and graded every year, month, 
and day on the amount of new business 
you bring in, then you need to correct 
the course of your business. You probably 
have an extreme understanding of what 
corporate is looking for from your agency, 
the question is, does your staff?

Now, you don’t necessarily have to 
open your reports and show them ex-

actly what agency revenue looks like, 
although some agents do. Either way, 
it is important that your goals and tar-
gets are absolutely understood all the 
way down to the part time file clerk. 
You cannot have your team going home 
thinking that they have done what was 
best for the agency just because they 
got 30 endorsements done. Your agency 
lives and dies on sales, period.  

If you are not one hundred percent sure 
that your staff understands “the most im-
portant thing,” then you have some se-
rious work to do. Examine your agency: 
Are your goals understood? Does your 
staff have a clear vision of what equals 
“success?” I know this can be difficult, 
but you are building something. You have 
to get this right or all your other efforts 
will be in vain. Set yourself an appoint-
ment (out of the office) and go spend a 
minimum of one hour with no radio, no 
phone calls and no tv and examine your 
business. Nobody else will. Are you bet-
ter off now than you were last year? Why 
or why not? These are questions that you 
have to answer.  

I know I usually write much more 
upbeat articles, but the reality is if you 
can get your agency to truly understand 
that sales is the key, then the sky is the 
limit. If you do not, you very well may 
be trying to pull a wagon where the ones 
you pay to help with the load are simply 
along for the ride.

Check out my information on the 
NAPAA website.

David Neuenschwander is a serial entrepre-
neur that utilizes all his experience to help 
other business owners market their products 
and services.  For over a decade he has been 
helping Allstate Agents win trips and hit 
bonuses through his time-tested techniques 
and programs.
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ARIZONA
Camp Verde
Stecko Insurance
928.219.8383
Asking Price: $239,505
PIF: 1612 | Premium: $1,546,965
Retention 82%. Loss ratio 39%. Earned 
Chairman’s, Leaders Forum, National 
and Honor Ring awards.

Cottonwood
Stecko Insurance
928.219.8383
Asking Price: $391,244
PIF: 1716 | Premium: $1,963,191
Retention 83.1%. Loss ratio 43.2%. 
Earned Chairman’s, Leaders Forum, 
National and Honor Ring awards.

Gilbert
Jason Davis Inc
360.430.3265
Asking Price: $450,000
PIF: 1600 | Premium: $2,200,000

Goodyear
Integrity Insurance LLC
623.208.6922
Asking Price: $300,000
PIF: 1163 | Premium: $1,420,000
Need to sell due to medical issues.

CALIFORNIA 
Corona 
Lilia Medina Insurance Agency
626.230.3315
Asking Price: $210,000
PIF: 740 | Premium: $1,258,300
Price includes office furniture, phones, 
headsets, printers/scanners. NO IS re-
quirement.

Carpinteria
Evelynn Thomas
805.220.0338
Asking Price: 2.5 times renewals
PIF: 2894 | Premium: $2,735,000 
Allstate + $165,000 Brokered
Price includes office furniture, comput-
ers, and VOIP phones.

Chattanooga
Phil Downey Agency
423.894.9595
Asking Price: $375,000
PIF: 1170 | Premium: $1,552,463
92% rent. 26.4% L/R. 22+ year agent 
retiring. Purchased from 33+ year 
agent.

Ontario
Allstate Agency
760.989.9922
Asking Price: $650,000
PIF: 736 | Premium: $1,500,000
81% retention, commercial certified 
Agency, located in heavy industrial area.  

Edgewater
Harshaw & Associates
386.290.5654
Asking Price: $850,000 (x real estate)
PIF: 2,470 | Premium: $3,600,000
21-year agency. 86% retention, 42% 
LR, AES 176. 65% Allstate, 35% 
Ivantage brokered. 

Fort Meyers
Kevin Lewis
239.936.5100
Asking Price: $800,000
Premium: $1,964,000 Allstate 
$750,000 Ivantage $255,000 Flood
31-year agent. Great location in the 
heart of Fort Myers. 90% retention and 
39% loss ratio.

Fort Meyers
Steadman Insurance Agency, Inc.
239.936.6800
Asking Price: $1,500,000
PIF: 3600 | $4,900,000
Agent retiring after 40 years. Agency on 
pace for $127,000 bonus. 

Fort Meyers
Allstate Agency
202.277.1288
Asking Price: $590,00
PIF: 2005 | Premium: $2,584,00
Established turn-key agency. Furniture, 
equipment, VOIP phones, and computer 
hardware included.

Jacksonville
Shy Singleton Insurance LLC
904.233.2812
Asking Price: $170,000
PIF: 340 Allstate 317 Broker-
age | Premium: $687,275 Allstate 
$302,098 Brokerage

Margate
Allstate Agency
954.675.3981
Asking Price: $219,000
PIF: 500 | Premium: $1,000,000
31-year turnkey agency. Current rent 
$995.00 for 800 SF office, very high 
customer satisfaction.

Melbourne
Jesse Pineiro
321.223.3305
Asking Price: $350,000
PIF: 1100 | Premium: $2,000,000
Annual income is just over $200K. 
Sale comes with all office furniture and 
technology.

the NAPAA market place
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San Jose
Katherine Kinney
408.375.3800
Asking Price: TBD
PIF: 2173 | Premium: $3,000,000
Family owned for 52 years. Retention is 
91% and Loss Ratio is 36%. 

San Jose
Jeff Andrews Allstate Agency
408.982.3822
Asking Price: $116,000
PIF: 432 | Premium: $641,348

COLORADO
Denver
Insure All Financial Services Inc, 
dba Charlotte Gonzales
720.353.8402
Asking Price: $458,000
PIF: 1325 | Premium: $1,850,000

Longmont
Martens Insurance Agency LLC
970.290.3800
Asking Price: $800,000
PIF: 1683 | Premium: $2.6 million
92% P&C retention and 98% life re-
tention. 24 month adjusted loss ratio of 
38%. 

Longmont
The Ferguson Agency
720.552.6949
Asking Price: $30,000
PIF: 175 | Premium: $200,000
ECP eligible office opened 12/1/18. All 
office furniture and equipment included.

CONNECTICUT
Guilford
The Colella Agency
203.500.2164
Asking Price: Best Offer
PIF: 3309 | Premium: $4,300,000
40-year-old multiple award-winning 
agency. 91.43% retention. Loss ratio 
45%. Bundling 65%. 

Wallingford
United Agencies, LLC
203.415.3808
Asking Price: $625,000
PIF: 1350 | Premium: $2,400,000
30+ year agency is located on busy route 
5. Agency owner is looking to retire. 

FLORIDA
Boynton Beach
Banyan Financial Group
561.303.3938
Asking Price: $290,000
PIF: 600 | Premium: Allstate and 
brokered $1,200,000
Great location on busy Woolbright Rd. 
Current rent $1,560/mo 800 sf. 

Milton
Outstanding NW Florida Agency 
Now Available!
888.381.8187
Asking Price: $1,250,000
Premium: $4,300,000 including bro-
kered business
19-year agency. Growth opportunities 
in cross sales and life/financial services. 
Building included.

Nocatee
Pennington Insurance Services
904.347.2443
Asking Price: Negotiable
Premium: $550,000 Allstate/330,000 
Brokered
In crossroads of one of fastest growing 
communities in the entire country.

Orlando
B. Kendall Gregory Agency Inc.
407.680.1865
Asking Price: $170,000
Premium: Cash flow $7,500 a month
Price is negotiable.

Plant City
Feola Insurance Agency
813.545.1999
Asking Price: $700,000
PIF: 1860 | Premium: $2,800,000
34-year agency. Three long-term LSP 
20-5Yys. 90.3 retention. Agent is retiring.

Ponte Vedra Beach City
Anderson Agencies of NE FL Inc
904.687.3000
Asking Price: $900,000
PIF: 1550 | Premium: $400,000
Nice book in a very nice town. Price is 
negotiable within reason. 

Santa Rosa Beach
Hardiman Insurance Agency
850.865.7873
Asking Price: $575,000
Premium: $2,200,000
Agent is retiring. Excellent loss ratio 
and retention and new auto companies 
on the way.

Spring Hill
Veres Insurance
727.967.3438
Asking Price: $750,000
Premium: $2,900,000
2 employees with 21 years of experience. 
Loss ratio 48%. Retention 88%. Agency 
poised for growth. 

Stuart
Jim Haugk Insurance IncI
772.214.7769
Asking Price: $595,000
PIF: 2000 | Premium: 2,213,000
Established 32-year agency in the beau-
tiful community of Stuartt.
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Tampa/Odessa
de Almenara Agency
813.727.2745
8517gunn@gmail.com 
Asking Price: $1,100,000
Premium: $3,000,000 Allstate 
$1,600,000 Expanded

West Palm Beach
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $5,200,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

GEORGIA
Atlanta
Leidigh and Associates
404.233.5650
Asking Price: $775 000
PIF: 1740 | Premium: $2.8 Million
Great retention (auto 88.89 first year/
total PP&C Retention 81.43) and loss 
ratio 38.64. 

Columbus
The J. Smart Agency, Inc
706.561.6833
Asking Price: $550,000
PIF: 1500 | Premium: $2,582,058

HAWAII
Honolulu
Allstate Agency
808.723.5229
Asking Price: $1,200,000
PIF: 5126 | Premium: $3.5 Million
Well established book of business which 
has a great mix of P&C, L&H, and 
commercial accounts.

IDAHO
Boise
Bronco Insurance
208.850.3640
Asking Price: $569,000
PIF: 2380 | Premium: $2,150,000
Inner Circle, National Conference 
winner last 3 years. 5 LSPs. Owner 
will carry a portion of the sale.

ILLINOIS
Aurora
Roncone Insurance Group, Inc.
markroncone@allstate.com 
Asking Price: $140,000
PIF: 582 | Premium: $710,000

Chicago
Jim DeFrancesca
847.275.4499
Asking Price: $390,000
PIF: 1350 | Premium: $1,888,000
The sale is just for the book of business. 

Lake Forest
Allstate/North Shore Insurance 
Group
ericeckenstahler@gmail.com
Asking Price: please email to discuss
PIF: 2230 | Premium: $3,450,000
Great cash flow opportunity in amaz-
ing town. 94% retention and 170 AES. 

Lincolnshire
Exume-Bitoy Insurance Agency
847.219.7682
Asking Price: Please contact for price
PIF: 2.5 | Premium: $799,214
This book is 90% personal lines with 
approximately 10% commercial lines. 
Good loss ratio and retention. 

Palos Heights
Cynthia Saving
708.828.0611
Asking Price: $108,000
PIF: 400 | Premium: $568,082

INDIANA
Cumberland, Greenfield, 
Shelbyville, Greensburg
Richards Insurance Agency Inc (4)
812.614.0960
Asking Price: Negotiable
PIF: 6,600 | Premium: $8,000,000 
Agent willing to finance part of pur-
chase.

Decatur
Eric Horvath Allstate Agency
260.724.2244
Asking Price: $210,000
Premium: $1,000,000
Located Downtown by the courthouse, 
many walk-ins. Part-time LSP/CSR, 
interviewing for full time LSP.

Dyer
Baranowski Insurance Agency
219.864.1849
Asking Price: $290,000
Premium: $1,200,000

Indianapolis
The Franke Agency, Inc.
317.359.8271
Asking Price: $1.1 million
PIF: 3400 | Premium: $3.2 million
Established 25-year agency. Great re-
tention low loss ratio. All staff will re-
main including financial rep.

Indianapolis
Gary Schonfeld Agency
317.786.1800
Asking Price: $315,000
PIF: 1710 | Premium: $1,439,000
Well establish Allstate agency has been 
in business for 32 years. Retention is 
90%. Agent is retiring.

Merrillville
Allstate Agency
c.kosior@sbcglobal.net
Asking Price: $100,000
PIF: 545 | Premium: 620,000
Turnkey operation. Dual monitors, 
desktops, VOIP phones, wireless head-
sets, and desks included. 

Noblesville
Kainrath Insurance Agency, LLC
317.385.3907
Asking Price: $1,325,000
PIF: 3393 | Premium: $4,500,000
Allstate designated ‘Premier Agency.’ 
Furniture, equipment, and staff re-
main. Agent is retiring.

South Bend
John Davenport
johndavenport@allstate.com
Asking Price: Negotiable
PIF: 728 |Premium: $906,961
Located 1 block from Notre Dame cam-
pus. Owner willing to finance purchase.

West Lafayette
Matt Kopf Agency
765.426.2477
Asking Price: $599,000
PIF: 1990 | Premium: $2,250,000
35-year book of business, 2 licensed 
staff, 3 computers, 3 VOIP Phone sys-
tems, and furniture. 

KANSAS
Wichita
The Wurfel Agency
316.518.2148
Asking Price: $550,000
PIF: 1035 | Premium: $1,730,000
18-year-old scratch agency. 2nd agency 
in Olathe will be for sale within next 
year so owner can retire.
Date Posted: March 13, 2020

LOUISIANA 
Alexandria
Windi Attales Agency
318.201.1786
Asking Price: $575,000
Premium: $2.050 Million
Tenured Book of Business with high 
visibility. 88% retention rate; 35% LR; 
2018 Circle of Champions. 

Lafayette
Ronnie Dressel Agency
337.981.5211
Asking Price: $800,000
PIF: 1321 Premium: $2,589,198

St. Martinville
Ronnie Dressel Agency
337.981.5211
Asking Price: $1,200,000
PIF: 1580 | Premium: $3,510,405
30-year agency. Has about 300,000 in 
brokered premium. 

MAINE
Biddeford
Daniel Wright
207.283.9141
Asking Price: $420,000
PIF: 2013 | Premium: $2,300,000

MARYLAND
Burtonsville
Twain Insurance Agency, Inc.
301.793.0089
Asking Price: $675,000
PIF: 1781 | Premium: $2,800,000
92.33% net retention. 40.78% 12mm 
loss ratio.

Ellicott City
Walker Insurance Agency, Inc.
703.395.7050
Asking Price: $619,900
PIF: 1943 | Premium: $2,678,954
40+ year agency. Licensed in Maryland, 
Delaware, and Virginia. Retention 
93.6% Loss Ratio 40.3%.

Glen Burnie
Taylor/Young Agency
410.908.0265
Asking Price: $475,000
PIF: 2025 | Premium: $2,696,000
This is a heavy traffic area, auto and 
foot. 1 full and 1 part time agent, both 
P&C/Life & Health Licensed.

Nottingham
Donna Magsamen Inc
410.256.5500
Asking Price: $275,000
Premium: $1,103,496
Established office been at this location 
for 30 years. Area is growing, new home 
and families moving in. 

Rockville
Barbara L. Dean Agency
301.309.0801(o) 301.706.8100(c) 
Asking Price: TBD
PIF: 1440 | Premium: $1,950,000
39-year Rockville agency with 91% re-
tention and 31% LR on prime location. 
Agent available as LSP.

Salisbury
Fred Pastore, Inc
410.860.0866
Asking Price: Negotiable
PIF: 937 | Premium: $1,390,965
LR 40.8%, Retention 88.7%. High traf-
fic location. Agent will stay on as LSP.
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MASSACHUSETTS
Somerville
Brasil Insurance Agency
781.718.4811
Asking Price: $450,000
PIF: 1,800 | Premium: $2.1 Million
Full ECP eligible multiple award 
winning agency. 32% loss ratio. 89% 
retention. 

MICHIGAN
South Lyon
Cournay Agency Inc
248.486.2800
Asking Price: $400,000
PIF: 1140 | Premium: $2,000,000
Long time established agency. 91% re-
tention, 56% bundling, 27% loss ratio. 
Priced to sell.

MINNESOTA
Minneapolis
Lois A Castaneda Agency - Allstate
612.267.2800 or 612.871.6830
Asking Price: $350,000
PIF: 1,145 | Premium: $1,412,000
31 Year Agent Retiring. 90% Reten-
tion, 35% LR. Downtown within 
walking distance.

Minnetonka
Weatherly Group Inc
763.210.1020
Asking Price: $85,000
PIF: 400 | Premium: $580,000
ECP agency, motivated seller. 

MISSISSIPPI
Biloxi
Ernie Chaffin Allstate Agency
228.243.4609
Asking Price: $250,000
Enhanced premium available for this 
agency. 94.5% retention. Brokered book 
available. 

Ellisville
Niezgoda Agency LLC
601.498.0149
Asking Price: $250,000
PIF: 566 | Premium: $1,170,304
Auto retention 86.45%. Home retention 
90.45%. Loss ratio 23.87%.

MISSOURI
Cape Girardeau
Kathy Darby
573.334.0996
Asking Price: Negotiable
PIF: 1156 | Premium: $1,682,400

Columbia
Wobig Insurance Group
573.999.3893
Asking Price: $725,000
PIF: 1694 | Premium: $2,300,000
Long time agent retiring. Excellent 
downtown location with great parking!

Fenton (St. Louis)
Scott Foelsch Agency, Inc
636.861.9360
Asking Price: $325,000
PIF: 933 | Premium: $1,419,000

Joplin
Trujillo Inc
417.624.4916
Asking Price: $225,000
PIF: 1400 | Premium: $1,255,623
34-year agency. Price includes custom 
made furniture and all office equipment. 

Springfield
Jennifer Posey Agency, LLC
417.827.8909
Asking Price: $675,000
PIF: 2053 | Premium: $2,765,702
Allstate Book Size: $2,657,027. Agency 
has been in same location 30+ years.

MONTANA
Billings 
Rowe Insurance Agency Inc
406.652.2510
Asking Price: $325,000
PIF: 950 | Premium: $1,300,000
2007 scratch agency, agent retiring. 
Excellent long-term customer base. 90% 
retention, 75% HHB.

Helena
Martin Agency
406.442.5993
Asking Price: $300,000
PIF: 1180 | Premium: $1,300,000
20-year agency with great location. Re-
tention 86.45%, loss ratio 34.82%, AES 
177, 55% bundle. 

Missoula
Cliff Plantz Insurance Inc
406.544.1446
Asking Price: $450,000
PIF: 1800 | Premium: $2,100,000
Book also has over $500k in seeded pre-
mium earning 3.5% commissions.

NEVADA
Las Vegas
Cox Family Insurance
702.834.5100
Asking Price: $340,000
PIF: 1143 | Premium: $1.6+ million
Over 1.6 million TPP. Very nice office 
space in exclusive location. 

Las Vegas
Allstate Agency
702.281.9427
Asking Price: Negotiable
PIF: 2385 | Premium: $4,005,666 
Allstate $39,836 Ivantage 

Las Vegas
JLH Family Agency
702.768.2994
Asking Price: $225,000
PIF: 870 | Premium: $1,500,000
Must sell ASAP.

Las Vegas
The Phoenix Agency
702.468.9916
Asking Price: $80,000
PIF: 4049494 | Premium: $485,357
Willing to negotiate on price. 

Las Vegas
Cox Family Insurance
702.778.2222
Asking Price: $331,663
PIF: 1209 | Premium: $1,489,931
Agency is located in busy building with 
good foot traffic. Home to many Golden 
Knights and LV Raiders. 

North Las Vegas
Allstate Agency Inc
702.518.9646
Asking Price: $250,000
PIF: 1130 | Premium: $1,491,739
Should be able to qualify for ECP. All 
desks and 9 computers and 6 desks will 
be sold with it.

Sparks Reno
Kulla Agency Allstate
775.287.8884
Asking Price: $435,000
PIF: 1523 | Premium: $1,950,783
91.49% persistency. 177 AES Score. 
Last 4 years Honor Ring Agency. $6k 
to $8k a month cash flow. 

NEW JERSEY
Cranford
Asset Consulting LLC
908.931.9214
Asking Price: $900,000
PIF: 2262 | Premium: $4,000,000

NEW YORK
Albertson
Adam Cohen Agency Inc
516.382.2282
Asking Price: $895,000
PIF: 1960 | Premium: $3,600,000
30-year agent retiring. Retention 
94.5%. Loss ratio 45%. 

Brooklyn
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $3,400,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

Brooklyn
The Johnson Agency
703.713.2471
Asking Price: $1,000,000
PIF: 2250 | Premium: $4,000,000
33-year old book. Retention 94%. 2019 
Income: $382,000. Must sell in 90 days 
as per Allstate contract. 

Garnerville
Steven Vitiello
845.216.0319
Asking Price: $1,200,000
PIF: 2466 | Premium: $4,468,858
Well established 48+ year multiple 
award-winning agency. Retention 
93.87%. Loss ratio 39.07%. 

Horseheads
The Sutter Agency
607.739.7991
Asking Price: $675,000
PIF: 2550 | Premium: $2,800,000 
plus Ivantage Book
Turn key profitable border agency with 
built in ALR money making machine. 
39% LR, 91.5% retention.

Nassau County Border
Allstate Agency
516.281.6061
Asking Price: $1,500,000
PIF: 3262 | Premium: $5,404,148

New City
David M Brand Agency, Inc.
914.393.1723
Asking Price: $1,300,000 Negotiable
PIF: 2703 | Premium: $4,421,788 
15-Year multiple award-winning 
agency. Retention 92.95%. Loss Ratio 
42.29%. 66% Bundling. 

Niagara Falls
T.A. Passero Agency, Inc.
716.297.5000
Asking Price: $800,000
PIF: 3,054 and 4,077 IIF P&C 
plus 376 ALR PIF | Premium: 
$3,555,766
41-years in the business and time to 
retire.

Pomona
Matt Matthews Agency
845.362.1700
Asking Price: $489,950
PIF: 1890 | Premium: $2,200,000
Open to negation. 

Port Jefferson Station
Peter J Castagna Insurance Agency
631.902.8933
Asking Price: $900,000
PIF: 1,420 | Premium: $2,870,000
LR 30.80%, Retention 92.03%. 35-
year agent retiring. 

the NAPAA market place
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Rochester
Schroeder Agency
585.330.7322
Asking Price: Negotiable
PIF: 2800 | Premium: $2,700,000
Successful agency, great traffic and loca-
tion. Owner retiring.

Scotia
The Brault Agency - Allstate
518.425.4016
Asking Price: 150,000
Premium: $687,000
Award winning book of business the 
last 3 out of 5 years. High bundling rate 
of 73%, retention at 93%.

Selden
Robert B Randell Agency 
631.258.4108
Asking Price: $1,200,000 neg 
PIF: 2119 | Premium: $4,500,000 
Plus vantage and brokered business
30 year plus agency. 92.69 retention, 
36.09 loss ratio, 62.29 bundling and 
life goals at 10x PIF. 

Suffern
Dean Gentile Agency LLC
845.642.3637
Asking Price: $1,150,000
PIF: 2900 | Premium: $4,400,000 
Premier agency fantastic book of busi-
ness for sale. Bundle 67%. Retention 
92.41%. Loss Ratio 45%. 

Queens
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $3,700,000
Broker representative. Contact SAMM 
Business Marketing to start the process.

Wheatley Heights
Richard E Johnson Insurance 
Agency
631.643.7000
Asking Price: $275,000
PIF: 542 | Premium: $1,232,626
30-year agency with a 92% renewal ratio.

NORTH CAROLINA
Asheville
Gloria Berlin Agency
828.298.2483
Asking Price: $237,500
PIF: 1279 | Premium: $865,000

Concord
The Rouse Agency
980.257.6398
Asking Price: $175,000
PIF: 335 | Premium: $353,810
Book of business is still on ECP, perspec-
tive buyers have opportunity for new 
business and renewals. 

Davidson
The Chester Agency
516.375.5243
Asking Price: $445,000
PIF: 1448 | Premium: $1,650,000
89% retention with very little non-
standard auto. Loss Ratio 24MM 37%. 
$53,000 in ALR PCs in 2019. 

Matthews
Ireland Agency Inc
980.254.7776
Asking Price: $420,000
PIF: 1754 | Premium: $2,200,000
32-year agent retiring. 89.9% reten-
tion. Owner financing available.

Mooresville
James McCall
704.662.5012
Asking Price: $650,000
PIF: 3330 | Premium: $3,670,000
Loss ratio 41.32. 36-year agency. 

Raleigh
North Raleigh Agency
northraleighagency@gmail.com
Asking Price: $325,000
Premium: $1,330,000
90% retention. 37% loss ratio. licensed 
staff that are open to transition with 
the sale. 

Raleigh 
Dominate Insurance Group Inc.
919.213.7688
Asking Price: $175,000
PIF: 680 | Premium: $890,000
Small established Allstate agency located 
in a great office condo. 

OHIO
Ashland
Snook Agency
419.606.2471 (c) 419.281.5501 (o)
Asking Price: $450,000
PIF: 2003 | Premium: $2,113,000
Only agency in the county. All office 
equipment stays. Ready for immediate 
take over.

Dayton
George Fisher Agency LLC
937.665.1840
Asking Price: $335,000
PIF: 1224 | Premium: $1,338,000
Home and auto is 82.76% of book. Auto 
retention 89.90%. Home retention 
93.67%.

Dayton
Allstate Agency
Chance937@yahoo.com 
Asking Price: $575,000
PIF: 2404 | Premium: $2,260,847
Very profitable agency with unique 
competitive advantage in my market.

Dayton
Allstate Agency
937.340.1225
Asking Price: $500,000
PIF: 1983 Premium: $2,151,000
Retention rate approx. 90%. Adjusted 
paid loss ratio approx. 36%. Agency ap-
pointed in Ohio & Michigan.

Fairfield
Steele Family Insurance
513.252.2014
Asking Price: $300,000
PIF: 1500 | Premium: $1,214,864
Agency ready to move in to 2300 sq ft 
office $800 per month lease on a main 
street. Set up for 6 LSPs.

Mansfield
Allstate/Bindner Insurance Group
614.403.0921
Asking Price: $305,000
Premium: $1,400,000
Great Office Location

Norcross
The Dargani Agency
404.376.3157
Asking Price: $375,000
PIF: 1186 | Premium: $1,634,000
Going for a great price. Please call for 
more details. 

Rocky River
Insurance Agency
440.570.8551
Asking Price: $515,000
PIF: 1911 | Premium: $2,056,000
91% Retention. 75% HHB. 36% Loss 
Ratio. Great location, high traffic area.

OKLAHOMA
Tulsa
C. Jeff Farquhar Agency
918.369.5111 (o) 918.289.8752 (m)
Asking Price: $730,000
PIF: 1440 | Premium: $3,000,000
Retention 88%. Loss Ratio 37%. An-
nual Revenue $303,000 average plus 
bonuses. 

Oklahoma City
Allstate Agency
405.863.2140
Asking Price: $1,100,000
PIF: 1750 | Premium: $3,500,000
89.03% retention rate. 12-month LR 
29.28% and 24-month LR 29.66%. 

OREGON
Eugene
Swanson Insurance Corp
541.521.5282
Asking Price: $280,000
PIF: 1539 | Premium: $1,290,520
28-year turnkey agency; Agent is retir-
ing. 11-2019 Metrics: Net Retention is 
89.13, PIF-1539. 

Beaverton-Aloha
Allstate Agency
503.550.0501
Asking Price: $525,000
PIF: 1978 | Premium: $2,300,000
2 LSPs. We have been hitting agency 
bonus for the last 7 years. Agent retir-
ing. Serious buyers only. 

Salem
Hager Allstate Insurance Agency
503.949.6601
Asking Price: $144,300
PIF: 658 | Premium: $780,000
Great opportunity for the right agent 
looking to expand or LSP looking to 
branch out on their own. 

PENNSYLVANIA
Bucks County
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $2,800,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

Philadelphia
Advantage Gold Insurance 
Associates LLC
215.464.9979
Asking Price: $120,000 Negotiable
PIF: 551 | Premium: $783,631 
May also purchase 1/2 ownership (half 
the price). 

Philadelphia
D Lewis Insurance Agency
215.356.9217
Asking Price: $1,200,000
PIF 2995 | Premium: $4,850,000
Loss ratio 44%, retention 90.7, office 
location/building available for purchase 
at a later date.

Robinson Township
Kocak Agency
412.787.5141
Asking Price: $275,000
PIF: 1090 | Premium: $1,451,336
Current EA is willing to stay as LSP 
for short transition period to to assist 
with retention.

Wyncote
Alex Schwartz Agency
570.351.5242
Asking Price: $260,000 (Negotiable) 
PIF: 800 | Premium: $1,500,000
Price negotiable. Lead system, warm 
introduction to customer base, and re-
ferrals. Turn key business. 
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RHODE ISLAND
Washington County
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $3,300,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

SOUTH CAROLINA
Columbia
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $2,300,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

Mount Pleasant
Todd Murph Agency, LLC
843.224.1452
Asking Price: $450,000
PIF: 1329 | Premium: $1,788,000 
total Allstate and brokered
Customer loyalty has created great re-
tention in the book along and low loss 
ratios are excellent. 

TENNESSEE
Chattanooga
Allstate Insurance Company - Phil 
Downey Agency
423.894.9595
Asking Price: $375,000
PIF: 1170 | Premium: $1,552,463
92% rent. 26.4% L/R. 22+ year agent 
retiring. Purchased from 33+ year agent 
that started in sears.

Columbia
Mike Baltzer Agency
931.381.6800
Asking Price: $325,000
PIF: 1129 | Premium: $1,536,747
I have been an agent with Allstate 
for 40 years and my retention ratio is 
91.55%

McMinnville
Newby-Murray Agency
931.473.2626
Asking Price: $425,000
PIF: 1160 | Premium: $1,600,000
Retention 5 year 88.34%. Loss ratio 
28.05%.

TEXAS
Arlington
Lezlee Liljenberg Agency
817.999.2463
Asking Price: Negotiable
Premium: $1,250,000

Austin
Holley Insurance Agency
512.942.9169
Asking Price: $575,000
PIF: 1366 | Premium: $2,172,592
Retention over 87%. Loss ratio 31.57%. 
A great book of business, it has been 
around for a while. 

Dallas
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $4,500,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

East Coast
Texas Allstate Agency – 2 Locations
928.445.1144
Asking Price: $3,500,000
Premium: $10,331,270
$10.3M book of business operated out 
of two locations. 89% retention. Gross 
Commissions $1.1 million. 

Flower Mound
Derek Wallace Family Agency
817.688.7103
Asking Price: TBD
PIF: 912 | Premium: $1,600,000
4-year-old agency in a growing and 
prosperous area of DFW.

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

Magnolia
Marty Nelson
281.989.6825
Asking Price: Negotiable
PIF: 2121 | Premium: $5,300,000
25-year established agency. Fast grow-
ing area with lots of growth opportunity. 

Mansfield 
Lezlee Liljenberg Agency
817.999.2463
Asking Price: Negotiable
Premium: $4,400,000 

McKinney
Edwards Allstate Agency
972.740.3733
Asking Price: $488,000
PIF: 970 | Premium: $2,006,848
Agent retiring. High retention 
(91.05%) low loss ratio (39%). Stable 
book of business in high-growth area.

Mesquite
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium:  $2,300,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

San Angelo
SAMM Business Marketing - 
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $2,900,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

Willis
Lewis Creek Agency
936.263.8370
Asking Price: $80,000
PIF: 429 | Premium: $286,831 EP, 
$470,983 WP
Agency owner offering full control of an 
up and coming agency.

UTAH
Centerville
Wayne L Woolston
801.292.9814
Asking Price: $600,000
PIF: 1706 | Premium: $2,223,723

VIRGINIA
Gate City
Lowe Insurance
276.356.6972
Asking Price: $207,000 
PIF: 1,200 | Premium: $1,400,000 
30-year-old agency for sale. Only Allstate 
Agent in area. Building also for sale.

Leesburg
Dane David Agency
703.881.6896
Asking Price: $597,000
PIF: 1782 | Premium: $2,366,000
91% retention, 58% multi-category, 
44% loss ratio, 6% life penetration, 1 
bilingual LSP.

Springfield
Shao Insurance Agency - Allstate
202.390.6300
Asking Price: 2.0 Multiplier
PIF: 1029 | Premium: $1,440,562

Suffolk
Nemish Insurance Agency, Inc.
757.589.5770 (c)
Asking Price: $243,000
PIF: 1075 | Premium: $110,000 
Turn key sale, low expenses, downtown, 
owner will finance 80% of sale price 
over 72 months. 

WASHINGTON
Bellingham
State Street Insurance Richardson 
Agency Inc.
360.676.1822
Asking Price: $325,000
PIF: 1504 | Premium: $1,634,000 
written $1,612,000 EP
42-year agent retiring. Agent owns 
building and could consider selling loca-
tion separately. 

Edmonds
Lake Washington Insurance
425.821.1950
Asking Price: $230,000
PIF: 963 | Premium: $1,207,000
Great location in strip mall with res-
taurants and services and reasonable 
walk traffic. 

Kennewick
Whitney Insurance Group & 
Financial Services, Inc.
509.735.3456
Asking Price: $238,000
PIF: 1239 Premium: $1,391,799
Services Washington and Oregon, lo-
cated on the state border. All reasonable 
offers considered. 

WISCONSIN
Janesville
Adam Johnston Agency
608.751.8938
Asking Price: $460,000
PIF: 2300 | Premium: $2,300,000

WYOMING
Casper
Hepner Agency Inc
307.259.9792
Asking Price: Negotiable
PIF: 2,700 | Premium: $3,600,000
23-year agency. 32 years’ experience 
among staff. Great retention and LR. 
Agent retiring.
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cations of NAPAA - The National Association of Pro-
fessional Allstate Agents, Inc. No part of this publication 
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dustry to the ultimate benefit of the insuring public.

The views expressed by NAPAA, or any of its positions 
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NAPAA is dedicated to the success of Allstate 

Exclusive Agency Owners and to advance the 
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members. 

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

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

NAPAA encourages its members to actively par-
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Mission, Goals and Positions. 

Our General Goals:
•  To provide an organization specifically tailored 

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

Agents and their clients
•  Provide reliable communications on all issues 

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

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

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

For more information, 
please visit 

www.napaaUSA.org
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For more information or to set yourself free, please call

Judy Rush at 281-466-1173
or email us at AgentOpportunities@TWFG.com
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Times are changing and you need strong, consistent support. TWFG is a family of fiercely independent, loyal and passionate 
insurance professionals who are committed to each other and the communities we serve. We will provide you with everything 
you need to start or grow a successful business, and are committed to a win-win-win principle —our customers win, our agents 
win, and our carrier partners win. This philosophy has fueled 20 years of extraordinary growth and has put the control back 
in the hands of those doing all the hard work: you, the agent. Whenever you are ready, we are here to set you free.

When you join TWFG, the only one who calls the shots is you.

If you’ve had enough, we’re here to set you free.

twfg.com/freedom


