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Join a group of agencies
that stand above the others

COURI INSURANCE
ASSOCIATES

CLUSTERS

AGGREGATORS

Superior Quality

Agencies receive their name on policies, higher commissions, higher profit sharing, marketing and
automation discounts, commissions received directly from carriers and perpetuation.

Discover the Couri difference today. Visit CouriAgents.com or give Steve Albinger a call at 800.444.1215.

president’s message

NAPAA Membership Vital
in Curbing Corporate Encroachment
DEBE CAMPOS-FLEENOR, NAPAA President
As I sat to write this note from the president’s desk, I was
amazed how much Allstate really calls the shots in your business. This brought me to a book titled, “Guide to Successful
Self Employment.” At the
beginning of the guide is a
definition of self-employment, which can be a business owner, independent
contractor, sole proprietor
or freelancer. Regardless of
your particular situation, the
definition is as follows: “A
self-employed person is any
person who earns their living
from any pursuit of economic
activity as opposed to earning
a living working for a company or an individual.”
The guide goes on to give
examples of running your
own business and key elements that need to be considered for success. One needs to
consider location, employee,
overhead, insurance, computers, tax liabilities, etc. If it genuinely is your business, then you
should be the one calling all the shots. After all, you are the
one taking on all the financial and legal risks associated with
being self-employed. If you happen to fail due to uncontrolled
expenses, poor location, or operational issues, it lies at your
feet, the feet of the business owner. On the other hand, if you
succeed, it is because you had the vision and magic formula to
make it happen.
In the case of Allstate, the lines of being an entrepreneur and
a wholly controlled employee have been significantly blurred.
Allstate ultimately decides your location, hours of operation,
flaky computer applications and ultimately the expense of your
employees. If it is not painful enough to endure Allstate’s dictatorial mandates, they are now taking over the telephone system, which is the lifeblood of any insurance business. This, of
course, is allegedly for your own good and protection against
any E&Os you might happen to have against you.
Although Allstate sells the individual enterprise owner con6 — Exclusivefocus

cept, they ultimately control all the important business decisions that determine whether you are a success. Even though
it is you, the self-employed business owner, whose capital is on
the line, business location,
employee expenses, technology and where you buy
it are all in the hands of the
corporate mothership. Now,
Allstate, and not the entrepreneur, controls marketing
and business customer communications.
As an agency owner, you
take all the financial risks.
You advertise, advise clients
and follow the Allstate rules.
But Allstate has virtually
nothing at stake if you fail.
It is the self-employed, solely
the business owner, who invests her entire life savings,
puts her name on her shingle
and incurs the risks of venturing off on her own.
When evaluating the definition of self-employment and being a small business owner, I
am sorry to tell you, being an Allstate agent is more like being
a captive employee. Employees can check out at the end of the
day. However, when it is your business, it is your business 24x7.
Business owners should not become pawns, making millions
for the corporation or the president of Allstate and his “yes”
Board. If you think I am wrong in my analysis, you still might
be drinking the Kool-Aid and believing in Santa.
There probably has not been a better time to join NAPAA.
This legal defense is solely for the benefit of the Allstate agent.
Consider joining and sending a contribution today.
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, Arizona.
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Each GreatFlorida® Insurance agency is independently owned and operated by franchisees. GreatFlorida Insurance Holding Corp and its Independent Insurance Agencies are not affiliated with Allstate® Insurance.

The largest group of
ex-Allstate® Agents in Florida.

Call us today and find out why:

772-577-7555

from the executive director

Impeding Death of the Captive
Agency System!
TED PARIS, NAPAA Executive Director
I grew up in a small town in southern Indiana, not far from
the “Small Town” that John Mellencamp wrote about in one of
his songs. In the fall of 1968, I was a freshman in college and
went to my roommate’s homecoming and there was this kid
with greasy hair in a white t-shirt and a pack of Winston’s rolled
up his sleeve singing songs, albeit a little off tune. But I digress.
I remember my first semester of college in 1968. I was in “off
the farm” and in the big city for the first time. That year was
similar to 2020; we experienced race riots, political fights, the
Chicago 7 plus 1, the Vietnam War protests. We even battled
disease; the 1968 flu pandemic killed over 1 million people
worldwide. That year, my stepdad said “Since you are on your
own, it is time for you to buy your own car insurance.” Yeah, buy
my own car insurance? I was 18 years old and what the heck was
car insurance?
Being from a small town of 1,500 people, I remembered the
names of two companies: Indiana Farm Bureau and State Farm.
I knew of the agents: they had offices, dressed nicely, owned
nice cars and lived in nice houses. That was the extent of my
knowledge of insurance and those who sold the product. Being the typical teenager, I ignored my stepdad’s request until
forced to do something. He called and told me to park the car
until I had insurance as he cancelled the coverage. Now crunch
time was here, so I looked up in the Yellow Pages where the
closest insurance office was. It happened to be State Farm. I
drove down to the office, though I knew I was not supposed
to. I walked into the office and explained to the receptionist
what my mean stepdad did to me. She smiled and took me
back to the agent. That agent was great. Even though I was a
kid, he took the time to explain insurance and guided me to the
coverages needed. I stayed with that agent until I moved out of
state several years later. I bet many of you have similar stories
of either being on the buying side or the selling side of helping
people understand the value of having a caring, sharing agent in
your life. Unfortunately, too many of today’s top captive company’s executives and CEO do not believe that agents can still
add value. So, a whole generation of insuring public will miss
out on creating such a trusting relationship.
Companies such as State Farm, Allstate, Farmers, American
Family and many others have been outsmarted by GEICO,
Progressive and others. Those companies’ pitches have been you
do not need an agent, all you need is a cheap price. You know
since all coverage is the same, all companies settle the claims the
8 — Exclusivefocus

same – why waste money paying for an agent? We all know the
answer to that question.
So where are insurance agents today? Times do look bleak.
There are going to be many casualties of war. Many companies
look at us an expensive paperweight. We get compared to the
travel agencies, and I have even heard two other comparisons.
One is the Swiss watchmakers. The Swiss watchmakers knew
that people would never switch from their product. People enjoyed winding the watches and enjoyed watching the seconds
tick away—until they did not. The Japanese took the new technology and ran with it. The other example is buggy whip companies. After Henry Ford introduced his Model A automobile,
buggies became outmoded forms of transportation and buggy
whips were no longer needed. These days, who, other than the
Amish, uses a buggy whip?
So, where does this leave us? What is the future of the captive agency system? In all honesty, it is on shaky ground. The
beauty of being a captive agent was the respect the Company
had in the eyes of the insuring public. As agents who represented such stalwart companies, we had instant credibility. The
clients trusted the Company, the agents, the claims process, the
quality of coverage and even though normally our pricing was a
little high, they still purchased from us. It is interesting that the
top four personal lines companies, State Farm, Allstate, Farmers and Nationwide, all stayed the same from 1940 to 2010. Almost zero movement. And then throw in the American Family
group, Farm Bureau, Shelter, and Country Companies – the
Captive World was king of the mountain.
So why the change away from this model? There are several
reasons: First, captive agents, in the eyes of the companies, became fat and lazy. They were living off renewals and were not
producing enough new business. Second, the companies got
jealous and thought that agents were getting too much of the
pie versus the “risk.” Third, the Companies think that they can
do it better and cheaper directly, but, in order to play in the
direct market world, those very Companies will need to change
dramatically. Fourth, as I mentioned earlier, the Captive companies got outsmarted and out marketed by new kids on the
block.
So, is the model truly dead? Not entirely, not quite yet. But
the grim reaper is knocking at the door. I would surmise that
ED REPORT continued on page 13.

Winter 2020/2021

Winter 2020/2021

Exclusivefocus — 9

feature

Plan Your Future Without Allstate:
They’ve Planned their Future
Without You
Dirk Beamer, ESQ

My wife and I ran holiday errands yesterday: picking up greenery; groceries for
the three college kids returning home; a
holiday gift for longtime friends. Along
the way, we passed the old Sears store
in Livonia, Michigan. It is a massive
edifice. And it sits empty. E-commerce
and consumer preference have moved on
without it. Allstate – Sears’ Depressionera brainchild – has moved on without it
too. I can get nostalgic at times like that,
remembering the catalogue that changed
the face of America and (along with the
J.C. Penney catalogue … also on life support) shaped my wish list to Santa Claus.
But nostalgia is dangerous. It threatens
clear, cool thinking.
It is worth thinking about Allstate’s
birth and its history as the child of America’s premier sales organization. Need a
tool? How about a Craftsman. Need an
appliance? How about a Kenmore? Need
insurance? How about Allstate. Heck,
10 — Exclusivefocus

some of the finest historic homes in my
turn of the 20th century neighborhood
came from the Sears & Roebuck catalogue. Sears was about selling. If we can
find a buyer, we can sell it.
Which brings me to the Allstate
Agent. I have had the privilege of working with and for a lot of Allstate Agency
owners over the past 20 years. Smart,
hardworking professionals dedicated to
their customers, dedicated to their staffs
and dedicated to Allstate. The best of
them were not just good salespeople (although they were good salespeople) …
they were good insurance professionals.
They knew coverages. They knew compliance. They knew the rules.
Allstate has outlived Sears, but Allstate
is still about finding the buyer and selling it. Here is what I found on Allstate’s
website today: Be more than just an agent.
Earn equity in the business you build
as an Allstate Agency Owner. I about

gagged. Really? Earn equity, i.e., a true
share of the business that cannot be taken
away from me? You may be able to earn
money. You may even be lucky enough to
get out with your shirt and an approved
buyer. But equity? There is no such thing
in today’s Allstate Agency model.
I know you all know this, but let us just
review. Here is what you get in the Allstate Agency ownership model: a ninetyday contract. What other business owner
in America works on a ninety-day plan?
What other business owner lives under
constant fear that, for any reason or no
reason, someone else can decide that
they are taking away his or her business with a ninety-day warning? “Okay,”
you say, “but what about my equity?”
That is right. In the current model, you
do have a few scraps you can take away
from the table with you, although Allstate has been working hard for the last
year and a half at least to trim those too.
In theory, like most true equity holders,
you can sell your equity to someone else.
The problem of course is that Allstate
claims complete discretion to approve or
not approve your buyer. And that discretion has reached the point where Allstate
is telling whole classes of terminated
agents, “Do not bother. We are not going
to approve a buyer.” What is my equity
really worth?
“But wait,” says Allstate. “You still
receive the Termination Payment.” Ah,
yes. Something that used to be valued
comparable to a severance payment or
small employee pension is now deemed
“equity.” Even the termination payment
is under attack. Allstate has introduced
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vesting requirements. It has stretched
payment from 12 to 24 months. It has
snuck a little claw back into the Manual
to allow the TPP to be reduced by any bonus payments the Agency has received if
termination is “for cause.” (More on that
later). And here is the real dirty little secret: the termination payment is not in
the contract itself for most agents. It is
in the supplemental documents that can
be changed “from time to time” solely at
Allstate’s discretion. What does that mean
about my “equity” as an Agency Owner? If
Allstate can refuse to approve any buyers
and can modify the contract to eliminate
my TPP, what is it worth? Less than the
warranty on your Kenmore dishwasher.
This past year, we have seen a noticeable increase in “for cause” terminations.
Why? Maybe it is just a coincidence that
many more agency owners are behaving
improperly or unethically (you know,
carrying two policies in their 4,000 policy book of business that misclassify a
single-story dwelling as a two-story, for
example). Or maybe it has something to
do with that quiet rule change that allows
Allstate to claw back bonus pay when it
terminates in these situations. Just imagine how convenient it would be for Allstate to introduce this revenue generating
rule if Allstate already had a plan to reduce its total number of agencies in light
of changing market conditions and consumer shopping patterns.
So what is Allstate’s plan? I think
it is pretty clear that Allstate wants to
maximize its delivery channels in order
to be positioned to pivot in response to
changing consumer demand. To do so as
profitably as possible, it wants to move
resources away from its historic agency
distribution system. That may be good
business. But it is inconsistent with what
Allstate has sold, and continues to sell, to
the Allstate Agency Owner. Is that fair?
No. Is it right? No. Is it unlawful? We
will see. What it is, in my humble opinion, is clear. If you invest in and operate
an Allstate Agency with the expectation
of a long-term business proposition, you
do so notwithstanding Allstate’s repeated
demonstration that it is not committed
to your survival, let alone your success.
I do not say these things to be alarmist or pessimistic. I say them in the hope
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that Allstate Agency Owners and potential agency owners will make plans that
satisfy their needs and objectives without
any expectation of long-term partnership
from Allstate. If you are looking to invest
your money, Sears stock probably is not
a strong bet. Allstate Agency Ownership
might not be either.
The information and suggestions provided
here should not be construed as legal advice
or an endorsement from NAPAA or its attorneys or accountants. NAPAA expressly
disclaims any such advice. NAPAA recommends that agents consult with their professional advisors before taking any action that
could affect their tax or legal statuses.
Dirk Beamer has served
the National Association of
Professional Allstate Agents
(“NAPAA”) as General Counsel since 1999. In that capacity,
he has successfully defended NAPAA against
a federal internet trespass case brought by
Allstate. He also sued Allstate on behalf of
NAPAA and its members in a highly pub-

licized federal lawsuit challenging Allstate’s
treatment of its agents. In addition to litigation matters, Dirk regularly counsels
NAPAA concerning its ongoing business affairs including contract negotiations, 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 insurance agents from across the country, as
well as their local attorneys, to handle business issues 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 Michigan 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, Super Lawyers magazine named Dirk one of the Top 50 business
lawyers in the state of Michigan. He is a past
recipient of the National Association of Professional Allstate Agents President’s Award.

248.477.6300 | insuranceagencylawyer.com

Dirk A. Beamer

Kathryn R. Spray

Expert consulting for agents and their attorneys on:
Allstate Investigations
Buying & Selling Books
Allstate EA Agreements
Serving NAPAA & the Agents of Allstate since 2000
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Attitude of Gratitude
Lezlee Liljenberg

This is the sequel to my article in the
last edition of the ExclusiveFocus titled
“Rip off the Band-Aid.”
As I was going through the issues in
making the decision to fire my Senior
Licensed Sales Producer, I was battling
Allstate fatigue at the same time. The
threat of Integrated Services taking 22%
of our income in conjunction with Renewal Compensation Reduction was
bearing down hard. Let us face it, we
can be told all day that we have been
at 9%, but we had avenues to make up
the 1%. Then WHAM, as of January 1,
2020, there is no option other than sell
as much as possible while we sit on noncompetitive products. This was forced
on us without even having time to determine a new game plan to overcome
the income loss. That is just bad business
and no strategy at all.
There, I have addressed the 800-pound
gorilla sitting in the room! You have
rarely ever read one of my articles where
I am negative. This may be the exception
to my rule. Stay with my rant. Finish the
article to the end. I do have a positive
point in the end.
So here I go....I have always found a
way to WIN and get around obstacles, yet
this time it seems that Allstate has taken
its Biggest Swings at the agency force!
I was done. Enough is enough!
Allstate will not accept the fact that
we really do not have superior products.
They would rather blame it on the agency force and fantasize that we are just
“whiners”. “Hey, if you do not like it, sell”
has been the catch phrase from management for years. Well, the answer back is
“hey, that would be a fantastic idea if you
had not commoditized and destroyed my
investment!”
Then there is the issue that the areas
where we could excel are made so com12 — Exclusivefocus

plicated that most people cannot understand them. Most people do not care
about all these products moving parts.
They just want good insurance without
all these fancy bells and whistles that will
be honored if the customer can stand on
one leg, jump up and down and rub their
belly at the same time.
If Allstate thought their pricing was
acceptable and the product was superior, why are they selling direct at a lower
rate? They lowered their own rates to sell
in-house! It seems they have even figured
out that to hit numbers themselves they
will have to sell on lower price. That is a
little hypocritical, would you not say?
So, the Mother Ship has decided that
it should start servicing and keeping the
customers we have “convinced and sold”
to stay with us or come with us and pay
more due to relationships with us, the
agent. They are bigger, better, faster, oh
yes, and cheaper than we are, the agent.
Well, of course you can be, when you are
taking more money from the agents and
selling in volume at a lower rate.
What is being ignored is that the
Mother Ship can never be in the community and provide what we provide as
individuals. We are the ones who are at
the funerals of an insured and supporting
his or her family or dropping off ID cards
because the wife cannot leave the house.
Her husband is in hospice and she does
not want to be away from him. Who at
the Mother Ship is going to hold these
hands? The Good Hands?
The list goes on and on. During the
COVID-19 pandemic, Allstate has
shared numerous feature stories across
the country spotlighting agents who
have done awesome and loving things to
help their clients and those in the community. All of us are taking these actions
and standing strong! Does Allstate think

that by introducing Integrated Services
and Direct Selling they can do all these
amazing feats of kindness? And do they
really think we are going to service customers who pay our agencies 3.5%, with
the same exceptional service as those
who pay 9% to 25%?
I do not know about the rest of you in
the trenches, but the quality of business
being placed into my book of business
from the CCC is marginal at best. Plus,
in most cases, this business has issues
that we have to fix. Then there are those
who just get the policy at an astronomical price in order to get their Driver’s
License or Inspection renewed and then
terminate the policy (I laugh out loud
when I see these premiums).
Surely, this has not been thought
through. Mainly, because the $$ signs
are in the way.
Whoop – Breathe....So I digress, you
can see the craze and how worked up I
was letting myself get. Does any of this
sound familiar? Well, if not, you are a
better woman/man than I am.
I knew I was becoming negative. It did
not happen overnight. It was creeping up
on me a little at a time. This is a state
I rarely find myself in, and if I do, can
usually pull myself up by my bootstraps
and move forward. This time was different because it was not just one punch and
then getting my breath back and keeping
on fighting. Allstate has been giving all
of us the one-two punch every day for
the last year! These are moves that would
make Mohammad Ali proud.
I needed to snap out of it. For me I
have always sought God for these answers. Everyone has their escape, solitude
and relief. As a born and bred Southern
Baptist, I knew I was in headspace where
I needed help—big time.
Being involved with church for most
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of my life, I moved away from going to
church every time the doors opened, but
I have always prayed. However, I was still
usually trying to control the outcome.
Admittedly, the actions of Allstate and
the damage they were doing to our investment brought me to my knees. Needing
help, I knew no other avenue but God.
This is not a zealot rant so, again, stay
with me, please.
I went back to my devotionals and
meditation in the morning. I stopped
grabbing a cup of coffee and hitting the
computer to check emails, reports and
determining the needs of others.
I was in need!
Of calm, space and reflection. I read a
story about an “Attitude of Gratitude.”
Wow! Stand up and give me an
“AMEN”!
It dawned on me that I was interpreting every issue as stress and conflict. I
needed to be looking at them as opportunities to grow, help and give. It seemed
every customer was annoying and the
toxicity from my senior LSP, who I had
to let go, had been seeping in.
As I read more on having an Attitude
of Gratitude, things began to shift in my
thinking. All the things I have to be thankful for came fully in my face. I have an
amazing husband, a brother who has become my friend again, a niece who is due
in two months so I’ll have a great-niece, an
awesome father who is soon to be 81, two
amazing grandchildren, two wonderful
sons, super daughters-in-law, all of the love
from my Swedish family that I can even
absorb, friends who have my back and an
Allstate family 9,000 strong who are struggling just like me. Lastly, I own, manage
and love a business that makes more money than most people can ever imagine.
The pain comes from our love for what
we do every day to help people. We are
feeling betrayed, unappreciated, underestimated and taken for granted. The anger
comes from the fear that we are losing a
portion of something we care about and
have focused our lives and income on for
many years (or even just a few years). No
matter where you stand in tenure, we are
all committed to our agencies and to Allstate. How can anyone feel good when
those very values are being destroyed by
a entity outside of our control?
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The bottom line is we have the right
to be upset, worried, angry or just downright fed up. It is not a weakness to be
upset. However, how we handle it mentally, physically and personally is in our
control. Find your Chi, Energy, Mojo,
whatever you call it, and concentrate
on staying consistent and in charge of
You! The COVID-19 pandemic has
not helped these anxieties. Here again,
though, what a blessing to be an Essential Service and keep people employed.
We each have a battle ahead, but we
will persevere. Keep the faith but remember there is so much more to you
than just Allstate and an Attitude of
Gratitude goes a long, long way!

Lezlee Liljenberg began her
career with Allstate 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, doubling her agency size
and adding the responsibility of a satellite
office. Lezlee lives her life to give back to
others and believes that loyalty 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 live the best life possible. God is her
guide and she gives her credit of success and
happiness to Him.

ED REPORT continued from page 8.
these Captive companies will find out that they cannot survive without a loyal captive
agency system, although they are going to try their hardest. There is too much history
of agents helping keep clients, too much history of people wanting trusted advice, and
too much history of people wanting to talk with a live, local person. Will the number
of captive agents decline in the future? Yes, my prediction is 50% of captive agents will
be gone soon. Will your workflow change? Yes. Will you be being doing less service
work? Yes. Will the Companies want you to do more new business? Yes. It is a changing world. What should current agents do? It depends on your time frame. Are you
close to retirement? If so, your options are a little limited. Do you love the insurance
business? If so, can you accept the new normal at your current company? Or is the rift
and differences so great that it is time to move on? Tough decisions. Only you know
the answers. All agents need to take assessment of what they want in life and in their
careers. Life is too short to not enjoy what you do. While scary to think of starting
over, life continues. The same skill sets that got you where you are at today will serve
you well going forward.
I am ending my message with words of wisdom. This came from my CPA in 1986 as
I was considering entering the insurance business. He told me that he had some advice
to me before I entered the insurance business. First was great news: I would be selling
a product that is mandated by state laws for automobiles and mortgage companies.
So, I would have a demand product that nearly everyone needs. The second piece of
advice was not so good news: insurance companies have been trying for 50 years to sell
insurance without agents, so beware of the future. Third, he stated very clearly: while
the companies have not figured out how to do without you at this time, it does not
mean they are not going to continue to find a way to get rid of you in the future. This
is where we are today.
The last advice I would give you: Do not be a fence sitter. Either go all in and accept
the changing world or move on.
Ted Paris began his 30-year career in insurance at Farmers Insurance. There, in his 18 years
as a district manager, he personally recruited and trained over 50 scratch agencies. When
Ted left Farmers in 2005, his district was the largest in the Indianapolis area and the third
largest in the state of Indiana. He continued his insurance career at Allstate, where he owned
two agencies in west-central Indiana. While at Allstate, Ted served on the North Central
Regional Advisory Board, and earned numerous awards including the Chairman’s Award,
the Leader’s Club Award, the National Conference Award and many Honor Rings. He has
been the Executive Director for NAPAA since 2017.
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Are You Talking with Women Clients
Like They’re Invisible?
It Could Kill Your Business
Melissa Brock & Barbara Provost, EdD

This article originally appeared on https://
www.benzinga.com/personal-finance/ on
November 06, 2020. It is reprinted here
with the kind permission of the author.
Financial professionals like financial
advisors don’t always communicate well
with female clients, particularly when
women go to meetings with their spouses.
Male financial advisors often spend
time in meetings talking to the husband
and ignoring the wife, says Dr. Barbara
Provost, consultant, educator and entrepreneur and founder of Purse Strings. As
a result, women end up at a disadvantage
when it comes to financial planning and
investment management.
“I’ve had women tell me, ‘I feel like
prey’ and, ‘Professionals don’t even look
at me.’ These are experiences I’ve heard
over and over,” says Provost. “But sometimes women (or their husbands) will do
business with that professional anyway.”
Globally, women performed an estimated $31.8 trillion in consumer spending in 2019, according to Catalyst. If you
don’t effectively sell to women, you’re
missing out on the female dollar — it
could ruin your business.
Check out nine ways you can talk to
your women clients (and their spouses)
effectively.
1. Talk to the women at your table.
Do you ask women what they want for
their financial future and address their
wants — not what you think they need?
Sell them on what they want.
For example, women and men are interested in different things when buying
14 — Exclusivefocus

a car. Men are usually more interested in
hard numbers and dig into factors like
horsepower or fuel economy, according
to CNN Money. Women tend to care
more about factors including visibility, whether the family’s luggage will fit
nicely in the trunk or if the car will be
easy to park in the garage.
You’ve got to sell to women, too — not
pretend like they’re the second wheel in
the discussion. Figure out which factors
are most important to them.
2. Invite women to engage in the financial discussion.
Go further than just invite and talk to
women to the table. Engage them deeply
in a discussion — yes, even when they’re
with their partners.
“A woman who asks questions is often
told, ‘Don’t worry about that,’ when all she
wants to do is understand,” says Provost.
Provost suggests asking questions with
genuine curiosity and genuinely invite
them to be a part of the conversation. A
few tips for conversation starters:
• “What do you think?”
• “How would you approach this idea?”
• “How would you tackle this if you
were to make the decision on your own?”
3. Don’t push a product.
Provost says that oftentimes, women
feel professionals push products on them
instead of knowing why they might need
the product or how it serves them.
It’s a good idea to steer away from,
“You need this, you have to have that.”
It’s old news. You don’t hold all the
knowledge and power in the relation-

ship — especially now that, thanks to
the internet, today’s consumers end up
more informed before even entering a
salesperson’s office.
It’s not about you. It’s about your customer and it’s rule No. 1 of sales training.
4. Don’t use industry jargon.
Provost said, “Professionals will use financial verbiage and bulldoze through a
conversation without checking in to see
if she’s following or has questions.”
Not only is getting rid of industry jargon a good sales tip for women, it’s just
good advice in general. Get rid of industry jargon when you talk to people. In
other words, get rid of those technical
terms that make you “sound” like an expert but actually just leave your customer
in the dark. Aim for eighth-grade language. The days of long-winded, featureheavy company jargon-filled presentations are dead.
Avoid it at all costs.
5. Remember, women don’t have to
choose you.
Gone are the days of women having
to choose one “insurance guy” or one financial professional — or whatever your
profession is — and stick with you for
the rest of her life.
“We don’t want women to feel obliged
to work with who her husband chooses
or with who her dad, brother, brother-inlaw recommends,” says Provost. “At Purse
Strings, we want her to do her own due
diligence and really interview people and
ensure she is working with a financial professional who can be part of her team.”
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Provost suggests orienting your business
toward making sure you’re a go-to person
— someone who helps women understand
how to make the best decisions that will
direct them toward their goals.
“Women want to do business with
those who are knowledgeable and listen.
As demographics of LBGTQI and many
other groups define what they want, they
want professionals who are like them,”
says Provost.
While you can’t change your age or
gender, you can still earn a reputation as
that go-to person who genuinely cares
about and who wants to serve women.
6. Check for understanding.
Do your clients understand you? How
do you know? Pay attention to nonverbal
responses and again, speak in eighth grade
language. Listen and force a summary response. Here’s how to do it kindly:
• Pay attention to nonverbal responses. People give you a lot of information without saying a single word.
Even if they say, “I’m totally with you!”
their body language and tone of voice
show otherwise. Just don’t take their verbal response at face value. Pay attention
to what their nonverbal cues say.
• Don’t speak the same way to everyone about everything. Not everyone
thinks the same thing. Some people need
logic, some need stories. Some just want
you to go straight to the point. You can
ask specific questions to get at this person’s communication style. Look into
DiSC training to get more information
about a person’s personality profile. Certain people lean toward being direct, goal
focused, quick and decisive. Others are
social, energetic and talkative. Some are
reserved and prefer more time to make
decisions — they want to be able to understand as much as possible before making decisions. Finally, others are analytical
and reserved and want to know as many
facts and data as possible to make the correct decision. Analyze your client’s preferred communication method first.
• People will respond to things you
say. Look and listen for it. Listen carefully to what the other person says back
to you. Choice of words makes a big difference and can offer a pretty clear indication of how that person follows you.
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• Ask people for a summary — gently. Doing this too much during the
course of a conversation may make you
sound like a patronizing jerk but it’s the
best way to make sure there’s no question about what you’re communicating to
your female clients.
7. Show warmth.
From the first handshake at the door
(or elbow bump — isn’t that what everyone does now?) to the last wave goodbye, you want to exude as much warmth
as possible.
Think about the type of people that
draw others to them immediately. You’ve
seen them — they’re the type of people
that others want to hang out with. They
make everyone feel important and special and you never forget them. Think of
one person in your life that does this well
and try to emulate that person. Be interested and curious and make everyone feel
important. Shine the light on every single client that walks through your office.
8. Get rid of the ego. Women see right
through it.
You shouldn’t think you’re superior
because it won’t get women’s business.
Be open to listening without judging so
women really feel like you understand
them. Say something along the lines of,
“I’d really like to understand more about
what you said about investing in ETFs
and your aversion to stocks — can you
explain your point of view more? I’d love
to hear it.”
Don’t say, “In my experience, stocks
are the only way to go and I’ve earned
clients over $1 million in my career going
that way.”
Be open and assume every client has
something new to teach you — because
they do.
9. Listen.
Are you really listening to understand,
not just waiting to respond? Listen to
the last words your client says, then repeat the words or the feeling contained
in her words.
If a woman says, “I’m too busy to
make decisions about life insurance. I
don’t even want to think about this right
now,” try responding with something

like, “You’re feeling crushed by the kids’
demands and keeping up with your job?”
Mirroring those responses shows
that you “get it” and will invite a more
in-depth conversation and even further
disclosure. You can use these repetitive
skills to make a woman feel validated.
It’ll strengthen the client connection and
reinforce the feeling that you’re an excellent professional and pretty awesome to
work with.

How to Work with Women

When you understand enough of someone’s story, the way she sees the world
usually starts to make sense. As a financial professional, you have the privilege
of glimpsing someone else’s world.
“Financial professionals can make a lot of
money (no matter how they get paid) and
over the years it can be tens of thousands
of dollars. It should go to a person who is
helping her get an emotional and financial
return on investment,” says Provost.
Ask questions that help you understand her perspective a little bit more and
it’ll pay you back over and over again.
Remember the words of Zig Ziglar, who
said you can have everything you want in
life if you help enough other people get
what they want — this definitely works
for women clients, too.
Melissa Brock is a 12-year veteran of college admission, founder of College Money
Tips and Money editor at Benzinga. She
loves helping families navigate their finances and the college search process. Check
out her essential timeline and checklist for
the college search!
No stranger to hard work and challenges,
the Founder of Purse Strings LLC, Barbara Provost, has leveraged her strong
experience, active research, and continuous
data gathering activities, to solve a problem. Barbara found that women are consistently overlooked by insurance and financial
institutions, to the tune of leaving a possible 14-trillion dollars of untapped sales
on the table. With that sole motivation in
mind, Barbara developed expertise on what
these institutions need to reach and engage
women, creating the first empowerment,
education, and training tool to earn the vast
spending power of the female dollar.
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Have Them at Hello…
Dialing it Back to the Beginning – Where Retention
Starts for High Performance Agencies
Katlyn Eggar, Director of Education and Development, Quantum Assurance International
In our corner of the world, “outbound
retention” is the new buzzword humming
through the agency environment as consultants and data companies highlight the
ROI your agency will see after increasing
client loyalty. Just moving the needle on
retention a few points will break even on
what you spent to make it happen. An
agent I spoke with told me “we have focused on new business long enough. It is
time we invested in deepening our client
relationships.”
They could not be more right. Your
client relationships cannot just be wide,
they must be deep. Your processes must
be intentional and predictive to see a difference. It is not an easy task to re-train
your service team to “wake the sleeping
giant” and get in front of the ball at renewal. You must manage the gap that
exists between personal relationships
and the tech that automates much of the
process. It is a daunting task – and no
surprise that many agents spend the bulk
of their time training their service teams
how to respond to premium increases
or unraveling difficult claims situations.
These are worthy targets, and we cannot
afford to ignore any threats to the client relationship. If building retention is
a goal in your agency, it is worth noting
that additional threats could be hiding
under the surface that have nothing to
do with price.
Data shows that clients are most vulnerable to your competition during their
earliest moments with your agency. This
includes their first two renewals and
leaves them most fragile during the first
few weeks and months with your agency.
It is this beginning period with the agen18 — Exclusivefocus

cy that we find most fascinating, since
the time clients are most likely to leave
occurs far before premium increases can
step in and take the blame. We have
found that the secret to time-tested retention processes lies in taking the word
“proactive” to an entirely new level. It is
not enough to meet the client’s needs.
We can identify their unspoken needs,
anticipate their future needs, and dial it
back to what sparked their needs from
the beginning.
The truth is that retention starts when
your sales team first answers the phone.
Before the person on the other line became a client, they were a prospect. As
a prospect, they spoke with a member of
your sales team and decided to purchase
insurance. The quality of that conversation will determine how many preventable issues your client experiences as a
part of your agency. High volume new
business comes along with a slew of hiccups. The solution lies in predicting everything that could go wrong before your
producer has transferred their influence
to your service team (or service center).
Here is a short list of scenarios we have
seen and marked entirely preventable:
• What if drivers have not been listed
or excluded correctly?
• How will the client feel if they forget to install their telematics app and
receive a bill in the mail due to loss of
discount?
• If your sales producer does not help
the client cancel their previous insurance,
will your competitor rise to the occasion
and win them back?
• Did your sales producer get the client excited about the features and ben-

efits protecting their family, or will the
client be prone to chase the next cheapest policy they can find?
• Have all trailing documents been
collected prior the sale of the policy?
• If a manager does not audit the
quality of the sale, could we be missing
something else?
• Does the client understand exactly
how they will be charged and when?
When we put our “cup half full” mentality on pause for a moment and listed
all the things that could go wrong, we
knew we needed a bulletproof process
to slow down the binding steps and pave
the way for a smooth welcome for every
new client. At Quantum, we cross all our
Ts before transitioning a prospect to “client status.” This slows down our process,
requires the sales team to take extra steps
to collect all signatures and forms, and
includes a sales manager auditing every
application for quality assurance. As an
organization that writes just shy of $3
million per month, the dedication to
this process came with commitment. It
would have been easier to take payment
and move from one policy to the next,
but, at Quantum, we believe the easiest
route is usually just a disguise for problems hiding around the corner. To follow
through on our promise to care about
quality and care about people, we needed
retention processes that followed the
entire life cycle of the client throughout
initial sales steps and binding.
Just as closing a sale consists of everything you say before you get the opportunity to ask for the sale- so is retention
HELLO continued on page 21.
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Advisor Pro Survival Guide
Ray Manfredi, LUTCF, FSCP, MBA, PhD, NAPAA Board Member

Editor’s note: this is written by a fellow
agent. It is in no way meant to be all inclusive. These are his opinions on what he
has discovered. It is a guide, and as with any
guide, it is just that—a guide. How you use
it is up to you. We hope you find it helpful.
UGH! Right? Just seeing the words,
Advisor Pro (AP) makes many agency
owners cringe with frustration. But what
if I was to give you a secret cure that will
resolve over 95% of your system issues
and concerns? Would that not be exciting and worth reading about?
Before I tell you how to solve your
daily Advisor Pro problems, we need to
establish two things, (1) WHO and (2)
WHY.
WHO: My agency was a first-generation AP Tester and we learned some
insider tricks.
WHY: Before we get to the solution,
the Why must be understood because if
we do not appreciate the reason, we will
not be able to convince our team, and the
error screens will persist. I know sometimes it seems easier to just complain,
but trust me, if you and your team take
the advice in this article, almost all of
your AP problems and frustrations will
disappear. Remember AP is here to stay,
so take a moment to test this solution,
realize all the AP benefits and lose the
issues for good.
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Remember, “It is what it is…. But it
will become what you make of it!”

The issues and concerns

AP has three agent concerns: (1) Too
slow in quote development; (2) The
Screens are not always intuitive and you
have to back-track to move forward; (3)
Endless Loop Errors, where it tells you
that something must be completed that
has already been completed. Many find
the only solution then is to close out and
re-open, losing some last input information. The solution herein will resolve this
issue once and for all.
Resolving issues 1 and 2 requires two
adjustments: (a) Alstar and Alliance were
both cumbersome, time-consuming and
hated when they first rolled out. With
time comes practice and expertise, and,
before you know it, you and your staff
will be flipping through questions without even reading them, which, for the record, causes more underwriting mistakes
than time saved (b) Is a more fix-it now
adjustment.

Two quicker ways to sales
hidden with AP

Resolving issues #1 and #2 also means
understanding your options. There are
two avenues when using AP for quoting,
the SHORT path (quick quote) and the
LONG form (report building portfolio

process). You need to choose the right
method for the right prospect. Each will
save you time if used for the right need.
If you are quoting an internet lead,
or just need a quick number, then the
SHORT path is the way to go. While
AP is designed to build reports and to
be used mostly in the LONG format,
if a customer is not in front of you, the
screens just take up too much time scrolling past questions you do not yet have
the answers to, which makes it easier to
miss an important question needed for
the actual quote.
That said, do not simply ignore the
LONG form and never use it. It has
some great benefits. For example, if you
are trying to build a household package,
or the customer is an insurance believer
and he is taking the time to answer questions, the LONG form will develop multiple quotes simultaneously, including
Umbrella and Life Insurance, pre-filling
in many blanks from public data. Try
it – Use a LONG form auto and home
quote, and you might find out about
that boat or business the customer owns
– even better, exit AP and open Access
Allstate and a LIFE QUOTE for the
same customer is already in the system!
If done correctly, this too saves time.
The time you thought was too long for
a single quote is used wisely, developing
multiple quotes for your staff to fine-tune.

How to choose long or short

When you open AP, in the middle of the
screen, it asks you to select icons for the
product(s) you wish to quote. Doing so will
bring you into the LONG form, which can
also help you find hidden vehicles, drivers,
VIN numbers, and a lot of household information not available otherwise.
But to access the SHORT path, look
to the left of the screen, and click on
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ADD “ADDITIONAL LINE,” which
many believe is just for existing customers, but can be used for a prospect as
well. Doing so will eliminate the “report
building questions” and provide a more
quote-style, Q&A data-driven process.
This is good for online, internet, and
other quick quoting. It uses the threetab format, Household Data, PQB, and
Coverages.

No more locked screens and
endless loop errors

The above hints do not solve issue #3,
but what I tell you next will. But, first,
you must understand what is going on so
you can eliminate the problem.
Because you are using the SHORT
path, the program is still developing and
building the report data from public records and databases in the background,
and it is this fact that may cause you
endless loop errors if you do not use the
simple solution I am about to share.
All that data is building up and will
ultimately clog your computer’s RAM. It
must be ‘indexed’, ‘compressed’ or otherwise buffered.
So, whether you use the SHORT or
LONG process, you will still get errors.
The solution to resolving these errors is
so simple you might kick yourself for not
thinking of it, and you will be amazed at
how great it works and wonder why no
one told us this before.

The secret solution—Resolving
issue #3

The Endless Loop Error. This, by far, is
the one issue that causes the most frustration among users. It is now that you
will discover the ANSWER to resolving this issue once and for all. Yes, the
secret to eliminating endless loop errors,
to stop needing to save and close, reboot,
and reopen or restart. No more circles of
errors. Yes, from start to finish, an errorfree quote. I know, it seems like that is
something we can only dream about, but
I have the answer to this dream and my
team uses it successfully every day.
Remember when the company rolled
out Alliance and the tech folks told us
we had to click on SAVE when moving
from page to page. We did it for a bit and
then realized it was rarely needed. In fact,
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we only ran the chance of a lock-up or
lost data issue if we were inputting a big
case like six cars, five drivers and a lot of
back-and-forth what-ifs. Those big cases
have a lot of information that needs to
be buffered or indexed and compressed
into the system RAM. Pressing save before advancing would help do that, but
in most cases, it was never needed, so
we simply stopped using the save button
mid-quote.
But because AP is storing all the public data in the background, even when
using the SHORT path, you MUST
PRESS SAVE AT EACH PAGE, BEFORE ADVANCING. The more you
click SAVE, the faster the quote screens
will update and move forward and the
fewer errors will be realized.
Teach your staff to press SAVE OFTEN and there will be no more endless
loop errors telling you that something
needs to be corrected that, upon review,
is already correct.
AP is a DATA HOUND and can be a
great resource or tool in the quoting process, but with that power comes a need to
control it. Using the SAVE button will
help keep all things organized and prevent the program from becoming confused. It is as simple as that.
When working off the internet and
trying to host a lot of information back
and forth, without periodic saving, do
not be surprised if the bandwidth simply

slows down and errors result. Saving often compresses and indexes all this information until needed, preventing the errors and speeding up your functionality.
So, the secret that will eliminate these
endless loop errors, is SAVING BEFORE YOU PROCEED, page by page.

It so simple, that it may just be
ignored – but that SAVE button
is there for a reason – Use It.
Ray Manfredi; FSCP, LUTCF, MBA,
PhD, is a Licensed Insurance Agent and
Trusted Advisor since 1988, specializing in
Estate Planning and Property & Casualty,
he is often asked to teach the regional staff
members at other agencies the Insurance Review and Customer Service / Retention techniques he is known for in the industry.
Married to Catherine since 1987 and
proud father of two children, Thomas and
Noelle, all of whom are active in the family
agency. Ray is also an author of several insurance industry training manuals and a master
networker. When not working in his agencies, Ray advocates for children with special
needs, serving on several foundations and
community boards. He is a volunteer police
officer and an ordained minister, remnants of
his earlier life as a USAF K9 Handler and
a child actor turned stand-up actor/writer.
He holds several professional designations, as
well as a master’s in business administration
and a Doctorate in Metaphysics.

HELLO continued from page 18.
built from the ingredients of the experience going back to your first meeting. Retention is born from your sales process and uprooting a speedy sales style that favors
efficiency over effectiveness is the best way to see client relationships deepen.
As you track and measure your retention, pain points will be become clear and you
will have the opportunity to ask, “what occurred before this happened?” Keep dialing
it back to the beginning until you have identified the root cause of issues and cemented processes that prevent them. Then, your dedication to retention will become
truly effective and you will see the world class client experience that you envisioned
coming to life in your agency.
At Quantum Assurance we have a leadership group that has been in your shoes and made the
leap into the unknown. We created our 1099 Quantum Agency Opportunity for people who
want to stretch themselves and make a difference. I believe that agency owners are an unstoppable force when given the right resources and support. If your current career is holding
you back, we are here to serve as the bridge to help you step off of your plateau and towards
the next step of seeing your goals become a reality.
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Do Not Let Your Agency
Suffer the Consequences
Bill Gough, Allstate Hall of Fame Agent and President of BGI Systems

As an Agency Owner, your book of
business is the most valuable asset you
have. The second most valuable thing is
your team. Your team can either make or
break your agency.
Who do you think is responsible for
training and productivity inside your
agency? Is Allstate responsible for training your team? No. It falls on you, the
agency owner. You are totally responsible
for everything that goes on in your agency.
You are one big breakthrough away
from making a huge financial impact on
your business. Something that was pivotal in my agencies was taking accountability for training my team.
We all think our team can sell more. I
have never met an agency owner yet that
does not think so. However, we do not
do much about it most of the time other
than hope that something happens.
Without training, things will get no
better. Oftentimes, it gets worse. You
know the definition of insanity, right?
Keep on doing the same old things over
and over, hoping for different results.
22 — Exclusivefocus

There were many systems and processes
that were implemented in my agencies that
I credit with my success. One critical piece
of training for my team and getting them
to sell more was Scripting … saying exactly the same thing to every customer or
prospect every time… not worrying about
what to say because it is already known.
When you learn something like this,
you can have an immediate financial
breakthrough in your business. You will
have an instant financial impact when
you learn how to say the right thing…
and it is so simple you can use it forever.
By using Scripts in your agency, you can
free yourself and your team from common
mistakes and pitfalls on the phone that are
hurting your closing percentages.
If you are not using scripting right
now, huge sums of money are slipping
through your fingers, and it is not your
team’s fault. They do not know what to
say – it is your job to teach them.
When your team has a script to guide
it, you can feel confident knowing that
your agency message will be delivered

correctly on every call. This helps your
team avoid unintentionally damaging
the relationship with your customers.
When you and your team get the right
words to easily cross-sell your book of
business, improve your closing ratio,
learn how to ‘WOW’ your customers by
saying the right thing at the right time,
it can change everything, just like it
changed everything for me and hundreds
of other agents I have coached.
When you use this the right way in
a marketing campaign -- whether it is
cross-selling where you want to, reintroducing your EFS, whatever else – it is
one of the easiest things you can do.
Your Customer Service Heroes, such
as Support Team Member Sally, are the
last step in any marketing campaign. No
matter how great your marketing campaign is, if your team members are not
equipped with the right words to say,
money is slipping through your fingers.
Selling is a learned skill and your team
CAN sell more using powerful, persuasive sales techniques. When your team
knows the right things to say and when
to say them, you will start making more
cross-sells, writing more new customers,
getting more referrals and obtaining better life appointments.
An extra bonus, the icing on the cake,
if you will… when your team members
answer a call and the interactions are
scripted, it does not matter where the
leads come from, because they know exactly what to say before they have even
begun the conversation.
Scripts for your agency can be complicated with different talk paths depending
on the prospect’s responses or can be quite
simple for handling everyday requests.
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Scripts can be used for selling, of
course, but also for policy reviews, taking
a payment, making changes to a policy,
or any other little request that your customer service heroes handle daily for
your customers.
Here are 5 simple scripts that your team
can use that will help build relationships
with your customers that lead to more referrals, cross-sells and retention!
• “I apologize for our mistake. Let
me make it right.” When something
goes wrong, most people just want to be
heard and acknowledged. Listen, apologize and then ask what you can do to
make it right.
• “Thank you for your business.
Please come back again.” Repeat customers cost less than new customers and
are more loyal.
• “What else can I do for you?”
Be prepared to go the extra mile.
There is less competition there.
• “What is most convenient for
you?” Acknowledge that your customers
have busy lives too. They will be grateful.
• “Thank You.” Basic Manners...but
how often do you get thanked when you
are the customer?
The single best training tool to use
with scripts is Role Playing.
The telephone is no place to wing it or
to practice on-the-job training. You must
be role-playing, practicing, and making sure
your team is prepared for every call, with no
excuses. Every call is a potential sales call.
When you change this, you will change
your income, and you will change your life.
By continuously training and roleplaying with your team, they can develop
their communication skills and practice
using scripts that are proven to help your
bottom line.
You do NOT want your team members to “practice” and ad-lib while speaking with a customer or prospect. Be
proactive in working with your team to
prepare them for questions and situations they could encounter.
Help your team help you by keeping
them from sounding like robots on the
phone. Just because they are using scripts
does not mean they should sound like
they are reading from a script.
Keep in mind that role playing is extremely important for ALL members of
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your team, not just your sales superstars.
Once scripting and role playing are fully
implemented in your agency, you are ready
for the next step. There are no short-cuts.
You must continually sharpen the saw with
continual learning and training for your
agency to see true results and success.
Your team must understand the importance of daily improvement. Just a
little bit of improvement each day can
make lots of big gains down the road.
That is the philosophy that I teach and
that we adhere to in my agencies… big
doors swing on little hinges.
Once a team member feels that they
know the ins and outs of a product you
sell, they should move on to the next
product. The more knowledgeable your
team, the better. You never know the
needs of your next prospects. To fully
meet their needs your team should be
able to answer questions about any policy/service your agency offers.
A good way to put your team’s training
to the test, and help them understand the
need to comprehend everything offered
at your agency, is for them to complete
policy reviews on a regular basis for your
entire book of business.
Policy reviews are a fundamental, basic
of the business that you are in. It is critical that you offer and complete policy
reviews on a regular basis.
Here are a few tips to make sure that
your team and customers are getting the
most out of policy reviews:
• The best time to do a policy review is when your customers are renewing their policies. After testing this
thoroughly in my agency, we found that
at renewal is the most convenient and
profitable time to complete a policy review. If you do a policy review at every
renewal, you ensure that your customers
are up to date and have the protection
they need. For a homeowner, this review
comes annually at renewal, and for an
auto customer, the policy review marks
his anniversary date.
• Take a proactive and controlled
approach using multi-media (email,
direct mail, text and phone call) to contacting the customer. When you speak
to your customers you need to control
the conversation. With that mindset,
explain immediately that you want to

help them by ensuring that they are receiving all the discounts possible. Once
“discounts” are mentioned most customers will be receptive (and even excited)
to continue the conversation to find the
gaps in their coverage.
• Key point of a policy review—
Make sure that your customer has adequate protection. Remind your customers that as the circumstances of their lives
change, it is likely that they will need to
change their insurance protection as well.
• Make sure that you are making
the most of the time with the customer.
Above everything else, be helpful and listen carefully. Answer any questions that
the customer may have about their policy.
Not only will policy reviews help your
team understand the need to comprehend
everything offered at your agency but
simply completing the review with your
customers will increase your retention!
The most valuable resources that you
have are your team and their sales and communication skills. You can invest in your
team, their success, their sales and communication skills now, or you can pay for it
later as there is a huge opportunity cost for
you not properly training your team.
The big picture for Agency Owners…
The big advantage for you is the creation
of a more valuable team, with less stress
as an agency owner.
Bill Gough is a former Allstate Insurance Agency Owner, Allstate Hall of Fame
Member, Entrepreneur, Business and Success Coach, Marketing Expert, Author,
Speaker, and Philanthropist.
Bill began his career in 1984 with Allstate working in a booth at Sears Department Store. Bill has come a long way from
his beginning until now in his personal and
business life, primarily dedicating himself to
giving back and helping others achieve success since the loss of his 23-year-old son, Lil’
Bill, in 2007.
In 2008, Bill founded BGI Systems, a
company created to teach other insurance
agency owners the very best proven sales
techniques, systems, and processes he has
learned throughout his career. It is Bill’s vision that, with his help, insurance agency
owners across the country can achieve and
exceed the same success he experienced in his
30+ year career with Allstate.
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Payroll Concerns for 2021
GetPayroll

We talk to our insurance agency clients all the time. This year there are
some concerns we are discussing with
them regarding next year’s payroll climate. The laws and regulations change,
and we try to keep our clients up to speed
on changes on an ongoing basis. We will
discuss reinstatement of the 1099-NEC;
a projected increase in unemployment
insurance rates and minimum wages
and one oldie but goodie to never forget
about with the never-ending W2 season.

1099/1096

All your IRS Form 1099s and the accompanying Form 1096 summary needed to
be submitted to the IRS by January 31st.
The Form 1099s also need to be given to
your independent contractors or at least
mailed by the same date.
New this year is the reinstated and revised Form 1099-NEC
File Form 1099-NEC, Nonemployee
Compensation (NEC), for each person in
the course of your business to whom you have
paid the following during the year: The following is directly from the IRS web site:
https://www.irs.gov/.
• At least $600 in:
Services performed by someone who
is not your employee (including parts
and materials);
Be sure to report each payment in the
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proper box because the IRS uses this information to determine whether the recipient
has properly reported the payment.
Trade or business reporting only. Report on Form 1099-NEC only when payments are made in the course of your trade
or business. Personal payments are not
reportable. You are engaged in a trade or
business if you operate for gain or profit.
However, nonprofit organizations are considered to be engaged in a trade or business and are subject to these reporting requirements. Other organizations subject to
these reporting requirements include trusts
of qualified pension or profit-sharing plans
of employers, certain organizations exempt
from tax under section 501(c) or 501(d),
farmers’ cooperatives that are exempt from
tax under section 521, and widely held
fixed investment trusts. Payments by federal, state, or local government agencies are
also reportable.
Exceptions. Some payments do not
have to be reported on Form 1099-NEC,
although they may be taxable to the recipient. Payments for which a Form
1099-NEC is not required include all of
the following. Following list edited for
this article.
• Generally, payments to a corporation (including a limited liability com-

pany (LLC) that is treated as a C or S
corporation). However, see Reportable
payments to corporations, later.
• Payments for merchandise, telegrams, telephone, freight, storage, and
similar items.
• Payments of rent to real estate
agents or property managers. However,
the real estate agent or property manager
must use Form 1099-MISC to report
the rent paid over to the property owner.
See Regulations sections 1.6041-3(d),
1.6041-1(e)(5), Example 5, and the instructions for box 1.
• Business travel allowances paid to employees (may be reportable on Form W-2).
• Payments to a tax-exempt organization including tax-exempt trusts
(IRAs, HSAs, Archer MSAs, Coverdell
ESAs, and ABLE (529A) accounts), the
United States, a state, the District of
Columbia, a U.S. possession, or a foreign
government.
All of this means that the earnings of
any independent contractors or producers
that work for you will probably need to
be reported on the new Form 1099-NEC
and not the familiar Form 1099-MISC.

Unemployment Insurance
Rates Going Up

Everyone is aware of the massive unemployment that has been caused by the
government restrictions imposed due to
the COVID-19 pandemic. This is going to, or has already caused, unemployment insurance taxes paid by employers
to rise. Though many states have not yet
announced the new rates, some have increased as much as 500% for the minimum per employee and others less dramatically. Make sure you look for your
new rate from your state agency and plan
accordingly. If you use an outsourced
payroll provider, make sure they get a
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copy of the new rate notification provided by the state to your firm. But plan
on higher unemployment taxes for a few
years at least.
There is some good news on this front.
Much of the extra unemployment payments authorized by the Federal government will be picked up by the Federal
Government and not be chargeable back
to the state or the employers. Further,
several States have passed actions for the
“non-charging of benefits.” The benefits
not charged to a specific employer will
be “socialized” and come out of the state
trust fund. This will raise the base contribution level for every employer but
will not penalize the employer for unemployment claims out of his or her control
due to the pandemic. It is essential that
every employer audit his or her benefit
charge statements to ensure that benefits
that should not be charged back are not
charged back. You will need to monitor
or inquire with your state unemployment
agency for details in your state.
Several states have had to shore up their
state unemployment fund with loans from
the Federal Government. At this writing,
this includes more than 20 states and probably more to follow, with California borrowing the most, by far. If any of these balances
are still outstanding on the second January
1st there will be a FUTA Credit Reduction
for employers in that state. That will drive
up your FUTA taxes by reducing the normal credit against the full FUTA tax rate
of 5.4% to 5.1%. Each year your state has
an unpaid loan, the credit decreases by an
additional .3%. This appears on your Form
940 at year-end. If you are not planning
for this, the increase in taxes may come as
a rude awakening. Only the US Virgin Islands will be on FUTA Credit Reduction
for 2021, but we expect that there will be
several states on FUTA Credit Reduction
for 2022 and some for years after.

Minimum Wage Increases

Twenty-one states and Washington DC
have had minimum wage increases in
2020. There were also changes at the
city and county levels as well. This trend
is continuing in many states with some
increases already mandated based on the
year, the CPI, the level of the gross receipts of the company or other criteria.
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We know this is a political football and a
hot button for some individuals, associations and other groups.
I expect more states to increase their
minimum wage.
Will the federal minimum wage increase? That one is up in the air. When
all the seats in Congress have been finalized, there will be a better sense of the
potential for a change. It has been voted
down many times in the past but there is
an increasing potential of it happening.
Either way, for many of the small businesses in the Unites States, states have
preempted the concern already.
One of the problems with minimum
wage increases for employers is the “Rising Tide Effect.” As minimum wages increase, employees will expect their level
above minimum wage to be maintained.
So, the minimum wage has a ripple effect among all your employees and their
expectations. Whether minimum wage
increases reduce low-wage jobs is a disputed theory and beyond the scope of
this article. One thing increasing wages
at any level does is make implementing
technology more attractive to employers.

W2/W3 Season

Does W2 season end with Jan 31st? Not
really. Remember that the Social Security Administration (SSA) has gone back
to the December 31st submission of the
W2s and W3. You can no longer wait
until the end of February or March to
submit the SSA.
But the season does not really end
there. There are at least three things that
can happen which will extend the season
for several years, and you may not know
about one for years.
• You get W2s you sent out in the
mail returned by the Post Office.
• A current or former employee complains that there is a mistake on her W2.
• An employee that you sent a W2 to
via US Mail says they he got it.
• An employee calls years later and
needs a copy of her W2.
In each instance, you may have to do
something.
If a W2 you mailed to the last known
address of a current employee gets returned, just hand it to him. You probably should have done that in the first

place. If it is a former employee, you
are required to, according to the IRS at
http://www.irs.gov/pub/irs-pdf/iw2w3.
pdf, page 6, to:
“Undeliverable Forms W-2. Keep for 4
years any employee copies of Forms W-2
that you tried to but could not deliver.
However, if the undelivered Form W-2 can
be produced electronically through April
15th of the fourth year after the year at issue, you do not need to keep undeliverable
employee copies. Do not send undeliverable employee copies of Forms W-2 to the
Social Security Administration (SSA).”
If the W2 is wrong, the answer depends on what is wrong. The SSA and
the IRS do not really care if the address
is incorrect. The employee can use it asis. If the amounts or the Social Security
Number are wrong, you will have to issue
a W2C, if you have filed the employer
copies with the IRS. If you have not filed
the employer copies, issue a correct W2
and substitute the correct employer copy
into the employer copies you will send
the SSA. The employer Copy A must
be filed according to the SSA at http://
www.irs.gov/pub/irs-pdf/iw2w3.pdf.
If an employee says she never got her
W2 you just need to get her a copy if you
cannot prove that it was delivered to her.
You need to be able to reprint W2s for
at least four years anyway. So even if it
was delivered and the employee says she
never got it, the simplest thing to do is
reprint it and give it to her.
We here at GetPayroll wish you all a
prosperous 2021. If you have any questions on the above situations or anything
else to do with payroll, feel free to contact us. We would love to help.
GetPayroll is the last word in fully compliant, online payroll and payroll tax services
for businesses of all sizes. Our focus is YOUR
business. We work with you in the trenches
to make running your business easier, every
step of the way.
Our President, and CEO, Charles Read,
is an MBA, CPA*, U.S. Tax Court Practitioner (USTCP), Internal Revenue Service Advisory Council (IRSAC) member,
Employment Tax Expert, IRS Watchdog,
and Small Business Advocate. He is a repeat
business author.
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The Insurance TeleFunnel
Craig Pretzinger

Going all-in on yourself can be the
most daunting undertaking for an entrepreneur.
Anyone can invest in Tesla, Amazon,
or the next flavor of the week, but when
those bets lose money, the blame can be
passed on to someone else. Investing
those same dollars in your own business
has much higher stakes, where failure, to
quote Jimmy Page and Robert Plant, is
“nobody’s fault but mine.”
Making the decision to completely
repurpose an insurance business from
maturity stage to aggressive growth is a
not decision made lightly. In early 2019,
many agents were less than enthusiastic about strategic moves the company
was making. Agents were displeased
with new changes in compensation and
various KPIs needed to attain bonus.
To further stoke the burn, the company
was building call centers that appeared
to directly compete with local agents.
In a rapidly evolving marketplace where
company market share had been waning
for years, and even against agent sentiment, the new strategy could be what
was needed in order to ensure a stronger
competitive position to grow, if not survive. There was plenty of evidence that
the giants could fall: Sears, Kmart and
many others.
One of the great things about our carrier and our goals is that there is no mystery of what needs to be done, and no
shortage of analytics to use as a compass.
The path to making more money had
been paved and lit up. The gap between
lowered renewals and front-end variable
compensation could be bridged with the
right marketing bets. It seemed that,
with a sound strategy, there was great
potential, with limited risk—if all the
numbers were right.
Armed with a considerable dataset and
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working backwards from a specific, desired outcome, I understood the number
of leads and dials needed, and hence cost
for result. GEICO had done it. Progressive had done it. Heck, even our own
carrier was doing it with a GEICO-style
call center. Why not my team? On the
Podcast, we had interviewed so many
agents who had cracked the code! It was
time to reclaim the throne! <Game of
Thrones music plays>
As my Insurance Dudes Podcast Partner Jason Feltman was scaling his operation out in California, I followed suit,
one month behind, opening location #3
November 1st of 2019. We had spent so
many hours crafting our formulas and
had even named our machine to make it
more real and to reflect the uniqueness
we had created—we had developed TeleFunnels: a specific pipeline with the right
people, processes and systems in place to
maximize the measurability and predictability of the results—we modeled what
the big carriers were doing!
When Mr. Wilson said, “We are a data

company,” he was not joking. His foresight at that time, which many seemed
to miss, was that he or she with the most
and best data, would win. It is why they
put together a lead store, using their
significant buying power to lower lead
cost. Ironically, the place that the largest
number of agents seem to complain the
most about for leads, is the place that has
yielded the best results.
We made an important decision to label the various stages of our TeleFunnel
and identify the skillset required to successfully execute each stage. We saw five
important areas: Dials, Contacts, Transfers, Quotes and Sales. We learned these
things to be the most important indicators of success from over 240 interviews
with agents and marketers from around
the country on the podcast.
Here is the simple math (roughly): to
write $100k in premium or 100 households, then you need to close 5 households a day. With a 5% closing ratio, you
need to quote 100 households a day to
get those sales. With a 10% contact rate
and a 10% quote-off-contact, in this scenario, you need 10,000 dials per day.
Yes, per day.
We have seen a similar pattern across
the KPIs on over 11 million dials. To sell
internet leads, agents need a lot more dials than they think or choose to believe
on the front-end of their pipeline: they
have failed to create a TeleFunnel. Some
agents have their LSPs make these dials, which will NEVER yield enough activity, and, to expect the dials necessary,
from licensed producers, is a recipe for
turnover. Turnover is a result that costs
more than the money saved by not building a teleteam. Other agents buy live
transfers with high CPS, low volume.
TELE-FUNNEL continued on page 31.
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Ready to take the next step?

Looking for your next Allstate
agency purchase? Or are you
looking to sell your agency?
Providence Bank Agency Finance
lists agencies for sale on our
website for free. Not only do we
connect buyers and sellers, we
have helpful resources on our
website to guide your acquisition
process.

Make the process of buying or selling your agency easier by using
the experienced staff at Providence Bank Agency Finance. Since
2007, we've been helping Allstate agents access capital.

Call us today to learn more
877.894.2784 or visit us at
pbagencyfinance.com
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Agency Staffing for
Today’s Consumer-Driven Market
Troy Korsgaden
In my 2019 book Discussion Partner: A
Radical Transformation to Unrivaled Service, I explain that today, the customer is
in control. Gone are the days of carriers
leading the entire purchasing cycle of insurance products and financial services. I
also stressed that to remain competitive,
advisors and brokers must become the
local gateway to every potential option.
Here, I offer some staffing strategies
that can catapult your business even further ahead of the pack.

1. Hire a “Concierge”

In Discussion Partner, I explain that “concierge service” is one way to respond to
the customer-driven marketplace. I recommend hiring a staff member who does
nothing but coordinate and ensure that
all your customers and prospects get concierge service.
Many busy, top-notch restaurants have
an expediter on staff — a concierge role.
The expediter works with the kitchen,
the waiters and the customers to make
sure the food is presented beautifully, the
entire order was prepared just as the customers ordered it and all the plates for
one table are delivered at the same time.
This concierge role ensures a high-touch
experience for customers and helps ensure that everyone is happy with their
dining experience.
Providing concierge service means doing things for clients that they are not
even expecting.
For example, when someone dies, help
the family members notify all the credit
card companies and banks. Act as the
family members’ executive assistant to
collect money on checking accounts or
on accounts that are not even life insurance. Sometimes there is a death benefit
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on the deceased person’s credit card that
no one knew about. I have seen many
families and businesses claim thousands
of dollars just by sending out a letter and
making calls on the client’s behalf. While
that family is grieving and reeling from
their loss, you will be helping them in
ways no one else is. That is an awesome
service, would you not say?
Now, would you provide concierge service to someone who is not a customer?
If not, why not? I believe in “receiving by
giving first.” Offering good-faith service,
even to those who are not customers, is
an essential way of doing your job — and
generating business.

2. Have Your Advisors Work
with “Expertise Partners”

In an ideal world, an agency has as many
specialists on its payroll as possible. You
cannot hire everyone at once, but you
can still offer every possible service and
product that exists, simply by working
with Expertise Partners — specialists
outside your agency and company who
have specialties your team does not.
When your client needs a service you
do not provide, it is important to structure

your referral to your Expertise Partner as
an extension of your own agency or firm.
You do not want to simply give your client
the other expert’s name and phone number. Why not? Because then your clients
will become that expert’s clients!
Instead, establish formal, written reciprocal agreements with all the experts
you collaborate with. In these agreements,
disclose and specify how fees, commissions and bonuses will be divided and how
referrals to one another will be rewarded.
By the way, it is okay to receive no commission when it benefits your customer.
The agencies that resist collaborating
with other experts will be history.

3. Script Everything

One hallmark of unrivaled customer
service is consistency. The bigger your
agency is, the higher the chance is that
a prospect or customer will receive conflicting information.
I strongly recommend using scripts
to ensure that everyone in your office is
describing your services in a consistent
way. Develop scripts for the most common client interactions. Have everyone
in your office role-play them so they
sound confident and consistent. Have
them practice until their responses sound
natural, not canned.
It should not be apparent to customers
that your advisors and staff team members are following a script. Everyone who
is having a meaningful interaction with a
customer should be having a conversation.

4. Require Advisors to Submit
Activity Summaries

Do you know who in your agency is contributing, who is struggling and where
your agency might need to designate re-
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sources? If not, require your advisors and
team members to complete regular activity summaries that detail how they benefited the agency during each day. For example, an advisor’s summary might say,
“I set up ten appointments, wrote seven
policies and generated four prospects.”
With these lists of revenue-producing
activity at your fingertips, you can easily
determine who the high performers are.
Make these summaries a requirement
of continued employment. This should
be non-negotiable.

5. Hire Slowly, Fire Quickly

I have always been choosy about the people I bring into my agency, but I have never been shy about making a change that
needs to be made. We work in a for-profit
business. All team members need to be a
source of profit. If someone is not a profit
center, he or she is a cost center, and you
cannot afford that team member.
I recommend offering team members an opportunity in your agency for
six months. If they are not successful or
profitable at the end of that period, then
your agency and the employee need to go
their separate ways.
Once your hire them, train them well.
Let them know what you expect of them
and what you consider to be successful
performance. Use technology to benchmark productivity for all staff members.
Are they calling enough people? Are they
returning enough calls? Are they doing
enough reviews? Are they meeting with
clients under the right conditions — not
to sell them a policy, but to sell them on
the concept of turning everything over to
us? The goal is to cover everything they
need protected — their autos, their businesses, their properties, their possessions
and even their lives.
Customers are in control now, and they
will continue to be. That is how it should
be. You are in control of how your advisors and staff team members deliver unrivaled customer service. Always be open
to new ideas. When you discover a highly
effective customer-service strategy in your
daily activities —whether it is at a restaurant, a gym, a retail store or somewhere
else — tailor that strategy to your agency,
get feedback and buy-in from your team,
and reward their innovation.
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Troy Korsgaden is the principal of Korsgaden International, which specializes
in global marketing, distribution, agency
building and technology strategies for many
of the world’s largest insurance carriers and
financial services companies. As an insur-

ance and financial services consultant,
speaker and author, Korsgaden says his mission is to help the insurance industry and
its representatives wake up to the radical
transformation taking place. For more information, visit korsgaden.com.

TELE-FUNNEL continued from page 28.
An $80 live call can have a CPS as high as $800 and be super difficult to track.
It does not take a bloodhound to find a daily post about how “Internet Leads Suck.”
The perception that internet leads are no good exists for all the wrong reasons—leads
are only garbage if their contact ratio is low—that is it. The real reason why agents
fail is in the process (the devil is in the details): most agents do not buy the 100s of
daily leads they need, nor make the number of dials needed PER lead over the right
period of time, nor do they do the necessary team training to create sales killers. They
complain about their results, their lamenting peers agree and the cycle continues:
leads suck. I was that agent too.
Even when agents make all of the right moves, the last piece of the puzzle is having
the stomach to keep on, keeping on, with thousands of dollars going out and nothing
coming in, until the day the machine kicks out the results. That lag between activity
and the result can be rough! It can be two weeks, it can be two months, and it seems to
be just after the mental breaking point that the magic happens. I almost folded after
six tough weeks, but did not, and then we had our best month in 12 years—and it has
been better each month on through COVID. Had I thrown in the towel, it would
have been a decision that would have cost nearly a million in premium—close to a
quarter million in revenue.
We decided to pay a cheap labor force for the unskilled activity of making dials
because we know 85% of the time is down-time (no live person). They are there to get
prospects and producers connected, and on the phone, doing quotes. If dialing only
yields results (contacts) 15% of the time, why burn out your expensive laborer’s time
on that activity? We fed our team quotes and saw that they could consistently quote
10 or more households a day, each—close to 20 quotes each! It is precisely what the
carriers and even the lead companies were doing already. GEICO reps are not even
allowed to dial!
Once we were winning at this, other agents asked to be plugged in. Both Jason
and I have been consistently writing over 400 items per month and $200k in premium during most of 2020—even through the lockdowns. We have been blessed to
be able to show many other agents how to create a process and system to maximize
opportunity and create predictable sales results. While this strategy works, it is not for
everyone. We have built the entire system and training from start to finish. Build it
yourself, or learn more on our weekly call with live Q&A every Tuesday at 10am PST
at live.teledudes.com.
Craig Pretzinger is an experienced agency owner with a demonstrated history of working in the insurance industry. Skilled in Agency Ownership, Client Development, Acquisition, and Retention with Property & Casualty Insurance. As of the August 2020, Craig
has Co-hosted with Jason Feltman, and published 189 Podcast Episodes of the Insurance Dudes Podcast, an Industry Leading Podcast for Entrepreneurial Agency Owners
from both Captive and Independent Channels, focusing on Marketing, Sales, Hiring,
and Training. He also created a coaching and training, and recruiting platform with
Tony Robbins Sales Director, Neal Tricarico. He has been recognized as a strong business
development professional with a Master of Business Administration (M.B.A.) focused in
Top 10 Program, Entrepreneurship/Entrepreneurial Studies from University of Arizona,
Eller College of Management.
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Metrics or the Human Element?
Javier E. Najera

In Game Six of the 2020 World Series, one we will remember as the, “COVID World Series,” the Tampa Bay Rays
faced the Los Angeles Dodgers, where
the Dodgers led the series, 3-2. The Rays
manager made a huge decision in the
bottom of the sixth inning of that game.
Baseball purists will tell you that changed
the entire trajectory of that ballgame and
eventually the outcome of the Fall Classic.
If you did not see that game or Series, I
will tell you how this ended later.
It is best for me to make sense or articulate complicated matters in terms of
sports analogies. Sports, especially at the
professional level, are analyzed ad nauseum with game films and metrics. This
creates a proverbial “book” or blueprint
teams try and follow. Good ol’ instinctual
acumen is given less and less priority over
hard numbers on paper. Which is best or
most valuable? Coaches and managers
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in sports will usually try to blend both
together and maximize results, but it is
undeniable explaining decisions based on
the book or metrics seems more sensible.
However, the team and group of coaches
must buy-in and believe.
In 2003, a man named Chris Moneymaker, won the World Series of Poker
with one of the worst starting hands in
a no-limit event. The book, in that case,
said there was no reasonable or mathematical probability for a win with that
hand. However, a win it was in a big way.
Chris would make a “monster hand” on
the very last card and collect $2.5 million, defying the book and metrics and
using purely human instinctual impetus.
Something similar is happening in the
world of insurance. Specific to the examples above, there is a very marked attempt
to build a book or blueprint rife with intelligence and data by insurance companies.

The challenge is how they can sell their
agency force on its results and benefits.
A modern insurance company, its
agents, agencies and multiple channels
of distribution must constantly evolve
and change - no doubt about that. It is a
business, which consumes and processes
massive amounts of data to stay competitive and significant in the marketplace.
The companies which learn to how to
best make sense of that data will lead the
way. However, one key element in this
constant change is the human element.
The result or opportunities all this intelligence produces must make sense to the
humans attempting to use it, and much
more importantly, they must believe in it.
Is the goal mutually exclusive? Is it compatible? Is the entire team, corporate and
field agents, in sync for a much larger
and successful vision?
I personally came into the world of
captive insurance ownership over five
years ago. I hail from the world of independent funeral service, meaning, serving
funeral homes which were independently
owned by individuals or families, and not
large corporations. One stark difference
I have found between two worlds is the
collective goals and service to customers.
Though we are all bound by rules, governance and processes, the human element
or instinct is much more present in the
truly small independent business setting,
like independent funeral services, than
those tied to large corporate entities, like
Allstate.
To be fair, the data usage and technology leaves much to be desired in small
businesses. Individual, small operators
either do not have the time or knowledge of how to use data and technology to advance their businesses, services
and products. It would not take much
to bring many of these small businesses
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up to par on these issues, but they would
have to believe it is worth their time and
resources. They would have to understand that it would enhance their current
efforts and delivery of service.
In the Fall edition of Exclusivefocus,
Justin Eggar writes about being on a
plateau. One quote that struck me was,
“…if you have massive goals of doing
something big, making an impact on
the world in a way that others cannot, of
creating a legacy that lasts – you are not
good enough to accomplish that today, If
you were good enough, you would have
already accomplished it.” Many small
business owners do not really understand this. As great as we are at our craft
or service, and as much as we believe it
cannot be done better – it always can.
In addition, there are tools and technology, which can help this cause so long as
it keeps that human instinct and touch
along with it.
For entrepreneurs, having sovereignty
over business is likely the number one
reason many of us make this jump, move,
or decision to own and operate a business
to begin with. I did not coin this word.
A great colleague of mine in insurance
agency ownership, Rob McBride, always
speaks to this. We want to fill in gaps in
the market. We hope to sell that vision
and ability to the consumer. We want
to leave that legacy Justin Eggar speaks
about. A lot of this, however, involves the

human element in a big way.
The current conundrum is there may be
a divide between the great and systematic
technology advances insurance companies
are making, and the buy-in or belief from
their 1099 or independent agency owners.
The changes are constant and demanding to meet the expectations of corporations. This may or may not align with the
sovereignty of true business ownership, or
the very least, the very passion or gifts an
individual may have brought to the table
to begin with. The proverbial book and
metrics continually change to measure
success. They are diffused to an army of
independent contractors, and expected to
be followed, whether the end goal is understood or accepted.
On the Corelink Solution podcast,
episode 1 titled, The Uncharted Course
to Career Management, Matt Winter
speaks to having a “solid partnership
between corporations and their independent contractors as having similar
core believe systems, approach to serving
customers and a multidisciplinary model, which brings out the best in them.”
There is value in recognizing that every
single one of the 1099 independent contractors representing a large corporation
and its products and services may have
entirely different mindsets and goals for
their own businesses.
How do we make sense of all this
when thinking of winning together?

Join the
“ALL Agents Page”
on Facebook
All New Group
for Allstate Agents
and Former Allstate Agents Only

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

Click JOIN
once you’re a member, the link will be under
Groups on your Facebook page.
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How does this fit in a model of growth,
which transforms a corporation, and in
the process, makes independent contractors successful in their own ways? How
do the massive efforts for data collection
and processing bind the collective efforts
of the human ability and instinct?
In that Game Six of the World Series, the manager’s decision to remove
the starting pitcher, Snell, had immediate consequences. Relief pitchers subsequently could not contain the Dodgers
batters, and the Dodgers would go on to
win the title. The manager, Kevin Cash,
had copious amounts of data, algorithms,
scenarios, et al, and all that information
told him that was the correct decision – to
remove his starting pitcher. He took any
baseball instinct – human element – there
may have been out of the equation. The
Dodgers would win the 2020 Fall Classic.
The entire roster or cadre of team
members and independent contractors
must believe. They must believe the research and technology handed to them
will deliver a mutually inclusive result,
not exclusive. The sovereignty of business ownership, and the ability to show
their individual gifts as the human element must always be taken into consideration. It may be more sensible to
explain results by way of the book, but
when you take the human element, the
airplane may crash in the middle of a
large city instead landing with a chance
for survival in the Hudson River. Ask
Captain Chesley Sullenberger.
Help NAPAA and its efforts to make
sure the human element is not ignored in
the agency force.
Javier E. Najera is a native of El Paso, Texas, and longtime resident of Arlington, Texas.
In 2015, Javier was honored to become an
Allstate agent in Arlington. He was drawn
to become an Allstate agent because it gave
him an opportunity to be a small business
owner and to serve customers. Javier has held
numerous positions including member of the
Latino Advisory Council at the Greater Arlington Chamber of Commerce, Director for
the Arlington Margarita Society, booster club
and dad club board member and president for
various clubs from Pope, Shackelford and Lamar schools, and various citizen’s committees
with Arlington ISD.
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Flood Insurance: Consumers Have
Options and So Do You
Ashley Pulver, Co-Founder and Agency Manager, INX Insurance Services, LLC
Flood insurance is often an unpopular
term – not just with homeowners and
prospective homeowners, but among
insurance agents as well. Homeowners
do not want to hear that they need it,
and agents, who do not sell flood policies every day, do not particularly like the
complicated and time-consuming process of dealing with the National Flood
Insurance Program (NFIP). Though not
widely known, consumers have other options when it comes to flood insurance
and so do captive insurance agents.
Most major captive agent arrangements
allow producers to offer only NFIP flood
insurance under a Write-Your-Own program (WYO). As a WYO, these companies can write NFIP-backed insurance
for what is effectively a commission and
assume no risk. These policies, however,
are not always the best flood insurance
option for consumers. For example, NFIP
policies have a maximum dwelling limit of
$250,000, do not include coverage options
for basements or additional living expense
coverage, and require a 30-day waiting period before coverage attaches.
While the NFIP was the go-to source for
flood insurance for many years, its rates are
now highly inaccurate, with the program
overcharging 50% of its participants and
undercharging the other 50%. In addition,
its flood mapping systems are grossly out
of date, leaving huge numbers of property
owners unaware of their flood risk.
In contrast, the private flood insurance
market has been expanding and making
advancements in technology and mapping, which helps consumers understand
their risk and obtain more comprehensive
coverage at more accurate rates. For example, with a private flood insurance policy,
homeowners can obtain up to $5 mil36 — Exclusivefocus

lion in building coverage, cover multiple
structures with a single policy and secure
coverage for their basement, garage and
additional living expenses all in one place.
So, how can captive agents who are
obliged to sell NFIP policies on behalf of
their parent companies, sell private flood
policies without violating their contracts?
While it depends on the particulars of
each contract, captive insurance producers are usually required to consider their
parent company’s flood product first and
are not permitted to work with competitors. However, given the fact that
many producers find it difficult to make
money selling NFIP/WYO flood insurance policies, and often have not met the
educational requirements associated with
writing an NFIP/WYO policy, many
captive producers are choosing to hand
flood insurance off to a specialist. They
are finding that some flood specialists
can provide better service and products
to their clients and will not compete on
other lines of coverage.
In virtually all instances, if the producer does not accept a commission on the
outside transaction, they are not in violation of their carrier’s contract. While
forfeiting a commission may not sound
ideal, in many cases, especially for offices
that write very few flood policies, it is often a smart business decision.
There are several arguments for taking
this route with coverage such as flood insurance. One, if an agent sells the NFIP
flood product knowing there are better options available for their client, they may feel
ethically compromised and worry about
losing the entire account when their client
realizes that they could have gotten a better deal elsewhere. Two, by offering a less
desirable and more limited flood insurance

policy, they may find that clients who look
elsewhere for flood coverage decide to bundle all of their products with a competitor
based heavily on the flood coverage issue
– leaving the captive agent empty-handed.
Finally, NFIP policies are complex, and if
the agent only writes a few policies a year,
they can be burdensome and something
agents may try to avoid selling.
By referring flood business to a flood specialist who has pledged to not pursue the
policyholder’s other lines of business, and
delivers flood expertise, the captive agent
can be confident that his client is getting
top drawer flood insurance and service,
which should help secure the entire account
for years into the future. In the end, giving
up a small commission on a hard-to-write
flood policy to close off a competitive weakness seems like a winning strategy.
As floods continue to make headlines,
clients will make more inquiries regarding flood coverage. Agents have an obligation to be informed about the best
flood insurance options for their clients.
By working with a private flood insurer
who provides better flood coverage and
service, the captive agent is essentially demonstrating loyalty to the client, which delivers a powerful message. The corresponding
specialist would not be competing with the
captive agent or his carrier but working in
tandem with them to provide their clients
with superior coverage for the peril of flood.
Ashley Pulver is co-founder of INX Insurance Services, LLC, which administers
FloodPrice.com. FloodPrice.com works
with the nation’s top private flood insurers
to provide agents and their policyholders
with comprehensive flood insurance coverage and rates that rival the National Flood
Insurance Program.
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CALIFORNIA

Longmont
Martens Insurance Agency LLC
970.290.3800
Asking Price: $800,000
PIF: 1683 | Premium: $2.8 million
92% P&C retention and 98% life retention. 24 month adjusted loss ratio of
38%.

Melbourne
Allstate Agency
321.720.9380
Asking Price: Contact for Price
PIF: 905 | Premium: $2,729,751
Net Retention 87.19%. Loss Ratio:
12MM 36.17% 24MM 51.05%. Customer satisfaction score 146.

Camarillo
Stack Insurance Agency, Inc.
805.380.6181
Asking Price: $1,100,000
PIF: 2100 | Premium: $4,300,000
37-year established agency. 90.7% casualty, 44% P&C L/R.
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.
San Francisco
Allstate Agency
855.306.8627
Asking Price: Negotiable
Premium: $7,600,000
Broker representative. Contact SAMM
Business Marketing to start the process.
San Francisco
Allstate Agency
855.306.8627
Asking Price: Negotiable
Premium: $2,200,000
Broker representative. Contact SAMM
Business Marketing to start the process.
San Jose
Jeff Andrews Allstate Agency
408.982.3822
Asking Price: $116,000
PIF: 432 | Premium: $641,348
Walnut Creek
Kevin Storms, LUTCF, FSCP
925.212.5960
Asking Price: $490,000
PIF: 1246 | Premium: $1,929,728
32-year agent looking to retire. Retention 89.7%, loss ratio 32.4%.

COLORADO

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

Old Saybrook
The Waldron Agency
860.388.0465
Asking Price: $500,000
PIF: 1367 Premium: $2,100,000
Excellent retention (91.2%) and loss
ratio (35.6%) and the opportunity is
truly turnkey. Agent is retiring.

FLORIDA

Boynton Beach
South Palm Beach County
561.420.4334
Asking Price: $700,000
PIF: 1046 | Premium: $2,342,000
Great office, low rent.
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: $700,000
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.
Kissimmee
SAMM Business Marketing –
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $4,500,000
Broker representative. Contact SAMM
Business Marketing to start the process.

Orlando
B. Kendall Gregory Agency Inc.
407.680.1865
Asking Price: $170,000
Premium: Cash flow $7,500 a month
Price is negotiable.
Ponte Vedra Beach City
Anderson Agencies of NE FL Inc
904.687.3000
Asking Price: $900,000
PIF: 1550 | Premium: $400,000
Price is negotiable within reason. Call
for details.
Ponte Vedra Beach City
Anderson Agencies of NE FL Inc
904.687.3000
Asking Price: $750,000
PIF: 2400 | Premium: $3,035,000
This is Allstate business only. Brokered
business has been sold.
Port Saint Lucie
Smith and Associates Insurance
Solutions
772.237.9800
Asking Price: $390,700
PIF: 1056 | Premium: $1,314,567
Ivantage Expanded Market Property
business is near 500 items or $714K
premium
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: $699,000
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: $475,000
PIF: 2000 | Premium: 2,213,000
Established 32-year agency in the beautiful community of Stuart on Florida’s
Treasure Coast.

Agencies for Sale
GEORGIA

Atlanta
Leidigh and Associates
404.233.5650
Asking Price: $600,000
PIF: 1740 | Premium: $2.8 Million
Great retention (auto 88.89 first year/
total PP&C Retention 81.43) and loss
ratio 38.64.
S Atlanta
SAMM Business Marketing –
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $2,600,000
Broker representative. Contact SAMM
Business Marketing to start the process.
Columbus
The J. Smart Agency, Inc
706.561.6833
Asking Price: $550,000
PIF: 1500 | Premium: $2,582,058
Dalton
Todd Love & Associates, Inc.
423.298.1035
Asking Price: $1,500,000 OBO
PIF: 3138 | Premium: $4,960,000

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.
Chubbuck
Orthel Agency, Inc
208.220.3992
Asking Price: $290,000
PIF: 1369 | Premium: $1,400,000
Agent retiring after 23 years. All furnishings and equipment included.
Caldwell
Bowman Allstate Agency
208.550.9131
Asking Price: $189,000
Premium: $1,232,000
Scratch built agency started in 2017.
Need to sell quickly. Annual Commissions: 295K.

ILLINOIS
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.
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Chicago
Sanfatello Insurance Agency, LLC
312.575.0086
Asking Price: Negotiable
PIF: 1,130 | Premium: $1,050,000
Buyer has an option to combine with
existing book on Northside of Chicago
or Evanston, IL.

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

Baton Rouge
Debbie Whitlock-Kennedy LLC
225.936.9595
Asking Price: $315,000
PIF: 885 | Premium: $1,750,000
Great location. Loss ratio 26.78. Retention 86.93. All furniture and equipment included.

Inverness
Skeels Allstate Agency
847.754.5149
Asking Price: $975,000
PIF: 3360 | Premium: $4,021,000
Over 90% retention rate with 79% of
the clients being multi-line. Wealthy
client base.

Muncie
BTG Insurance Agency
859.661.8330
Asking Price: $65,000
PIF: 408 | Premium: $505,863
ECP eligible.

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

Lake Forest
Allstate/North Shore Insurance
Group
ericeckenstahler@gmail.com
Asking Price: email to discuss
PIF: 2230 | Premium: $3,450,000
Great cash flow opportunity in amazing town. 94% retention and 170 AES.
Lincolnshire
Exume-Bitoy Insurance Agency
847.219.7682
Asking Price: 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

Greenwood
The Mike Young Agency
317.507.6780
Asking Price: $850,000
PIF: 2745 | Premium: $3,549,903
This is a 33-year multiple award agency. Retention, ACES and loss ratio are
very good.
Frankfort & Lafayette
Scott Scales Agency
765.414.3600
Asking Price: $600,000 Frankfurt
$380,000 Lafayette
PIF: 3941 | Premium: $4,241,000
Indianapolis
The Franke Agency, Inc.
317.359.8271
Asking Price: $1,100,000
PIF: 3400 | Premium: $3.2 million
Established 25-year agency. Great retention low loss ratio. All staff will remain including financial rep.
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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 remain. Agent is retiring.
West Lafayette
Matt Kopf Agency
765.426.2477
Asking Price: $499,000 Negotiable
PIF: 1990 | Premium: $2,250,000
35-year book of business, 2 licensed
staff, 3 computers, 3 VOIP Phone systems, and furniture.

IOWA

Cedar Rapids
Wolrab & Associates Agency
319.362.2545
Asking Price: $495,000
PIF: 1934 | Premium: $2,125,580
31+ year old agency. Retention 86.35%.
Total turnkey office.

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.

LOUISIANA

Alexandria
Windi Attales Agency
318.201.1786
Asking Price: $575,000
Premium: $2,050,000
Tenured Book of Business with high
visibility. 88% retention rate; 35% LR;
2018 Circle of Champions.

Lafayette
Mattie O’Brien Agency
337.706.9110
Asking Price: $315,000
PIF: 490 Premium: $890,000
Agent is moving out of state and is eager
to sell.
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

Annapolis
Shrewsbury Allstate Insurance
Agency
410.956.5050
Asking Price: $217,000
Premium: $1,200,000
35-year-old book with high retention
and low loss ratio.
Bowie
Fisher Associates
301.502.8673
Asking Price: Negotiable
PIF: 2790 | Premium: $4,723,000
Established location for over 30 years.
Agent retiring. Retention 90.18% Loss
Ratio 42.07%.
Burtonsville
Twain Insurance Agency, Inc.
301.793.0089
Asking Price: $535,000
PIF: 1781 | Premium: $2,800,000
92.33% net retention. 40.78% 12mm
loss ratio.

Agencies for Sale
Gaithersburg
Fryer Insurance
301.417.2944
Asking Price: $450,000
PIF: 1414 | Premium: $2,100,000
Can finance 50%
Gaithersburg
Bolten-Osborne Agency
301.948.6081
Asking Price: TBD
PIF: 3360 | Premium: $3,700,000
93% Retention, 34% Loss Ratio.
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.
Pasadena
Accessible Insurance Agency
410.627.5799
Asking Price: $985,000
PIF: 2475 | Premium: $3,772,076
Agency was started in 1985, staff has
over 30 years of experience in this
agency.
Perryville
Matt Roath Agency
443.206.7740
Asking Price: $175,000
PIF: 675 | Premium: $870,000
Current ECP agency, started scratch.
ECP contract renews with new owner.
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% retention 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
traffic location. Agent will stay on as
LSP.

MASSACHUSETTS

Longmeadow
Maxine Bernstein Agency
413.531.9480
Asking Price: $130,000
PIF: 254 | Premium: $340,556
This sale is a once-in-a-lifetime opportunity to purchase a rising agency under
an ECP contract.
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Somerville
Brasil Insurance Agency
781.718.4811
Asking Price: $450,000
PIF: 1,800 | Premium: $2.1 Million
Full ECP eligible multiple awardwinning agency. 32% loss ratio. 89%
retention.

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.

MINNESOTA

Minneapolis
Lois A Castaneda Agency Allstate
612.267.2800 or 612.871.6830
Asking Price: $270,000
PIF: 1,145 | Premium: $1,412,000
31 Year Agent Retiring. 90% Retention, 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.
Bloomington
Tallman Allstate Agency
612.720.7392
Asking Price: $1,500,000
PIF: 330 | Premium: $5,200,000
Top performing agency in MN over last
6 years. Very good cash flow/retention/
location. Owner moving.

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.

MISSOURI

Columbia
Wobig Insurance Group
573.999.3893
Asking Price: $725,000
PIF: 1694 | Premium: $2,300,000
Long time agent retiring. Excellent
location in downtown area with great
parking!
Fenton (St. Louis)
Scott Foelsch Agency, Inc
636.861.9360
Asking Price: $310,000
PIF: 933 | Premium: $1,419,000
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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.
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NEW YORK

Oakdale
Christopher Brauer Agency
516.474.0826
Asking Price: $750,000
PIF: 1593 | Premium: $3,041,000
Number of Staff: 1
Retention 91.82%. Loss ratio 37.63%.
Brokered and flood commission $8,700.
Paperless & turnkey.

East Setauket
William I Goble
631.655.9028
Asking Price: $380,000
PIF: 808 | Premium: $1,650,000
90% retention rate 64.37% multiline.
Will finance 34-year plus, owner wants
to retire.

Plattsburgh
Ruscio Agency
518.229.0178
Asking Price: $325,000
PIF: 1695 | Premium: $1,800,000
Motivated to sell. Moving south to retire.

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.

NEBRASKA

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%.

NEVADA

Lake Grove
Albert D’Andrea Agency
631.495.7335
Asking Price: $1,350,000
PIF: 2262 | Premium: $4,434,897
33-year-old agency with exceptional
opportunity for growth. Turn key operation and paperless.

Omaha
Floyd Brown
402.630.3105
Asking Price: $425,000
PIF: 1476 Premium: $1.540,000
Close to 100k in Ivantage earned Premiums @ 10% renewals.
Las Vegas
The Phoenix Agency
702.468.9916
Asking Price: $80,000
PIF: 4049 | Premium: $485,357
Willing to negotiate on price.

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

Las Vegas
Eastgate-Tabrizi
510.586.8417
Asking Price: $400,000
PIF: 1589 | Premium: $1,940,000
Excellent book of business with low
overhead.

Newburgh
Allstate Agency
845.702.5656
Asking Price: Negotiable
PIF: 3012 | Premium: $4,632,000
36-year agent. 93.6% retention ratio.
Serious inquiries only.

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.

New Hyde Park
Jeannine J Izzo Agency Inc
516.316.4768
Asking Price: $475,000
PIF: 800 | Premium: $2,800,000
36-year agent, motivated to retire. 92%
retention. Income 2019 $375,000.
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 | Premium: $3,555,766
41-years in the business and time to
retire.

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%. 35year agent retiring.
Port Jefferson Station
Mark S Jones Agency
631.219.5928
Asking Price: $850,000
PIF: 1539| Premium: $3,264,633
35+ year agent. Honor Ring, Conference, Chairman’s winner. Retention
93.6%. Loss Ratio 36.59%.
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.
Southold
C.W. Manfredi Ltd.
631.926.8848
Asking Price: 3x Earnings
(Negotiable)
PIF: 2626 | Premium: $5,100,000
30+ year agency. 91.95% Retention.
Suffern
Dean Gentile Agency LLC
845.642.3637
Asking Price: $1,150,000
PIF: 2900 | Premium: $4,400,000
Premier agency fantastic book of business for sale. Bundle 67%. Retention
92.41%. Loss Ratio 45%.
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Queens
SAMM Business Marketing Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $3,700,000
Broker representative. Contact SAMM
Business Marketing at 855.306.8627
to start the process.

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 appointed in Ohio & Michigan.

The Dalles
Big River Insurance LLC
503.703.6628
Asking Price: $449,000
PIF: 1367 | Premium: $1,519,000
Great location in the Columbia River
Gorge with a perfect office location selling to both OR & WA.

NORTH CAROLINA

Charlotte
Allstate Agency
704.564.1015
Asking Price: $425,000
PIF: 1780 | Premium: $1,889,000
Concord
The Rouse Agency
980.257.6398
Asking Price: $175,000
PIF: 335 | Premium: $353,810
Book of business is still on ECP, perspective 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 nonstandard auto. Loss Ratio 24MM 37%.
$53,000 in ALR PCs in 2019.
Greensboro
Edward Johnson Agency
336.601.3385
Asking Price: $216,000
PIF: 970 Premium: $1,041,594
35-year agent looking to retire. 89.98%
Retention Ration, 41.89% 12mm Loss
Ratio.

Mansfield
Allstate/Bindner Insurance Group
614.403.0921
Asking Price: $305,000
Premium: $1,400,000
Great Office Location
Maumee
Pauley Insurance Services
419.277.8361
Asking Price: $70,000
Premium: $107,000
Could not maintain ECP curve post
COVID shutdown, or get new hires licensed. Rare ECP availability.
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.

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%. Annual Revenue $303,000 average plus
bonuses.

OREGON

Raleigh
North Raleigh Agency
northraleighagency@gmail.com
Asking Price: $350,000
Premium: $1,600,000
90% retention. 37% loss ratio. licensed
staff that are open to transition with
the sale.

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 retiring. Serious buyers only.

OHIO

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.

Amherst
The Caco Agency, Ltd.
440.541.4273
Asking Price: $450,000
PIF: 1836 | Premium: $2,091,000
32 year agent, 90.71 retention, 30.37%
24mm loss ratio 71.03% multi line,
great EFS relationship.

40 — Exclusivefocus

PENNSYLVANIA

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.
Philadelphia
Allstate Agency
215.620.0153
Asking Price: TBD
Premium: $5,000,000
2 locations for sale. Call/text to learn
more.
Pittsburgh
Roberto Clemente Jr. Family
Agency
724.420.2016
Asking Price: $395,000 Negotiable
PIF 1590+s | Premium: $1,537,368
Legacy book 35+ years. Huge HH
building potential and ALR growth.
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 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 referrals. Turn key business.

Agencies for Sale
SOUTH CAROLINA

Clemson
Dixon Insurance Agency
864.722.6172
Asking Price: $95,000
Premium: $907,000
2-year-old ECP agency located 1 mile
from university. 42-month ECP contract with renewals coming in.
Simpsonville/Greenville
Haddon Galindo Agency
864.373.3860
Asking Price: $40,000
PIF: 225 | Premium: $288,000
New ECP agency in growing community. Turnkey agency.
York County
SAMM Business Marketing Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $2,800,000
Broker representative. Contact SAMM
Business Marketing to start the process.

TENNESSEE

Chattanooga
Allstate Insurance Company - Phil
Downey Agency
423.894.9595
Asking Price: $355,000
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: $275,000
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
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Austin
Holley Insurance Agency
512.942.9169
Asking Price: $550,000
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.

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

Cypress, Houston
Allstate Cypress, TX
832.567.0906
Asking Price: Negotiable
PIF: 4045 | Premium: $8,600,000
89% retention, great opportunity. High
% of clients have been with agency
45+years. Top 10% in Nation.
Dallas
SAMM Business Marketing Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $4,500,000
Broker representative. Contact SAMM
Business Marketing to start the process.
DFW
SAMM Business Marketing –
Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $5,500,000
Broker representative. Contact SAMM
Business Marketing 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.
Fort Worth
Allstate Agency
817.253.4115
Asking Price: Negotiable
PIF: 2200+ | Premium: $4,200,000
Well-established agency, agent retiring.
Great opportunity in a great area!
Killeen
SAMM Business Marketing Seller Rep
855.306.8627
Reduced Price: $850,000
Premium: $3,400,000
Broker representative. Contact SAMM
Business Marketing to start the process.
Magnolia
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Mansfield
Lezlee Liljenberg Agency
817.999.2463
Asking Price: Negotiable
Premium: $4,400,000
Mesquite
SAMM Business Marketing Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $2,300,000
Broker representative. Contact SAMM
Business Marketing to start the process.

Agencies for Sale
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 location separately.
Kennewick
Whitney Insurance Group &
Financial Services, Inc.
509.735.3456
Asking Price: $238,000
PIF: 1239 | Premium: $1,391,799
Services Washington and Oregon, located
on the state border. All reasonable offers
considered.

Agencies for Sale
Seattle
North Seattle Insurance Inc
206.999.4141
Asking Price: $200,000
PIF: 900 | Premium: $1,000,000
90% Retention.

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.

Pearland
John Miller Agency, Inc
832.779.8430
Asking Price: Negotiable
PIF: 1835 | Premium: $3,400,000
Overall Retention: 90.35% (Allstate
only). All Lines: 92%.
Plano
The Tedesco Agency LLC
972.985.5515
Asking Price: Negotiable
PIF: 1574 | Premium: $3,362,207
Asking for closing date to be as soon as
possible.
San Angelo
SAMM Business Marketing Seller Rep
855.306.8627
Asking Price: Negotiable
Premium: $2,900,000
Broker representative. Contact SAMM
Business Marketing to start the process.

UTAH

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

VIRGINIA

Arlington
Ostrow Insurance Agency
443.472.0798
Asking Price: $949,000 Negotiable
PIF: 2927| Premium: $3,135,232
Solid book, very close to new Amazon
Headquarters where 25,000 high paid
employees are being hired.

Exclusivefocus — 41

NAPAA Leadership
OFFICERS
President
Debe Campos-Fleenor
Tucson, AZ
Executive Vice President
Claudia Gamache
Lockport, IL
Treasurer
John Harvester
Terre Haute, IN
Secretary
Lezlee Liljenberg
Arlington, TX
DIRECTORS
Michael Garofalo, Greenwich, CT
Ray Manfredi, Springfield, VA
Robert McBride, Phoenix, AZ
Javier E. Najera, Arlington, TX
Dean Gentile, Tallman, NY

National Association of
Professional Allstate Agents, Inc.
Exclusivefocus and DirectExpress are official publications of NAPAA - The National Association of Professional Allstate Agents, Inc. No part of this publication
may be reproduced without prior written permission of
the publisher. It is the policy of this publication to reflect
the professional thoughts and attitudes of our members
and to advance the professionalism of the insurance industry to the ultimate benefit of the insuring public.
The views expressed by NAPAA, or any of its positions
relative to its activities and those of its members’ actions on
behalf of this organization, are expressly those of NAPAA,
and do not reflect the views or the opinions of Allstate Insurance Company, or any of its affiliates.
Letters to the Editor: All letters must include an address and a phone number. We reserve the right to edit
letters for clarity and space.
This issue of Exclusivefocus magazine may contain
articles of interest submitted to NAPAA by outside authors. NAPAA is not responsible for the opinions, advice
or accuracy of any information provided therein.

MEMBERSHIP MANAGER
Christina Alevizatos

NAPAA’s Goals
Our goals are subject to alteration, influenced by
a constantly changing environment and the needs
and wishes of our members.
NAPAA encourages its members to actively participate in the process of defining and refining our
Mission, Goals and Positions.
Our General Goals:
• To provide an organization specifically tailored
to benefit Allstate Exclusive Agents
• Monitor legislative and legal issues pertinent to
Agents and their clients
• Provide reliable communications on all issues
that affect Agents and the ability to call upon our
members to act
• Provide Agents with a distinct voice on issues
that affect them, continually exploring options and
solutions
• Make tools and resources available for members
in an effort to increase agency value and success.

For more information, please visit
www.napaaUSA.org

EXECUTIVE DIRECTOR
Ted Paris
DIRECTOR OF
ADMINISTRATION
Peter Kralka

NAPAA’s Mission Statement
NAPAA is dedicated to the success of Allstate
Exclusive Agency Owners and to advance the
independence and entrepreneurial spirit of our
members.
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Independence. Unparalleled Support.

There is an agency that is defying all odds...
...and continuing to grow through unprecedented uncertainty in our industry and the world.
There is a family of fiercely independent insurance agents that work tirelessly together to cultivate
a resilient support structure that has resulted in sustained growth for nearly 20 years.
There is a way to have independence, peace of mind, and all the support and access to carriers
you could ever need to grow your business.
There is a reason “freedom” is part of our address. When you are ready, we’ll be ready.

www.twfg.com/freedom
Or call Judy Rush at 281-466-1173
©2020 TWFG Insurance. All Rights Reserved.

