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BECOME THE OWNER  
OF YOUR OWN  
INDEPENDENT  

INSURANCE AGENCY 
 Are you locked with a captive and all 

of the mounting restrictions? 

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

 Are you just tired of working for 
someone else? 

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

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

Chesterfield, MO 63017 

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

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

And many more…!! 
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Refinance today 
and keep your 
money where 

it belongs, 
with you.

Do you need to free up some cash flow in your agency?

By refinancing your current insurance agency loan with a new loan from 
Capital Resources, you may lower your loan payments by hundreds if not 

thousands of dollars each month. This may allow you the opportunity to save 
more money to reinvest into your agency, your employees, or yourself. 

If your current monthly debt service is holding your back, 
or if you just want to save some money, then call us today.

1-866-523-6641         www.CapitalResources.com

REFINANCING      -     WORKING CAPITAL     -     ACQUISITIONS
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Lending exclusively to insurance agents since 2005
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Superior Quality
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president’s message

Claudia Gamache, NAPAA President, CPCU, ARM

Another couple of months has flown by since I became the 
president of NAPAA. One thing that is consistent is that noth-
ing stays the same. When I purchased my agency so many years 
ago, I expected a much different life than I have today. The 
customer was in the center of everything I did. I paid attention 
to hiring a staff to sell and service this business. I enjoyed com-
ing to work!

I built on my insurance education and professionalism. My 
goal was to develop people working for me and to make sure 
the customers understood the value of their insurance. When 
policies were enhanced, we offered those changes to the cus-
tomers. When folks had questions, we looked at the forms and 
explained what they had or didn’t have and coached them on 
how to deal with the claims processes. I have not wrapped my 
head around where cell phone coverage fits in…

My head was never in what can I do for myself, and I suspect 
there are many agents in that same boat. More went back into 
the business than my pocketbook. Now, I see the changes that 
keep occurring make it critical to think about yourself first. You 
may well be too close or too busy to assess what’s happening 
with your future.

What does your balance sheet look like today? How much 
time do you have before you leave Allstate? What are your out-
standing bills today? Do you have old marketing expenses or 
loans paid down or will you have balances for years after you’re 
done? Are you enjoying what you do?

Over time as a professional, I believe we learned our value 
has been diminished by selling to price rather than protection. 
Insurance advertisement is presented as price, lower rates, how 
much you could save versus what that policy will do for you. 
How have these commercials helped to sell our professionalism 
and value?

It’s harder to connect with people: everyone is busy. Just look 
at yourself. If you’re like me, you are deluged with emails and 
text messages, webinars, and training opportunities. Connect-
ing has been made difficult with do not call, do not mail, do 
not email. You’re in trouble if you text, etc. Customers are more 
apt to ignore you until it’s convenient for them to see what you 
wanted. 

Our tools and computers, phones, programs don’t work as 
they should. Needed technical support and education is lacking. 
Add to that the need to always be training and learning new 
markets, their programs, products, and tools. I say put away that 

fire hose! The pandemic and political environment just add to 
the stress. If you have your security license, I don’t have to tell 
you how that blows up your inbox.

Many of you are newer and fresher. You may have come into 
this business with a much different mindset than more senior 
agents. Hopefully you are still extremely excited about being 
an Allstate agent versus others who are afraid to see what shoe 
drops next. When I was recruited more than 15 years ago, the 
company targeted older agents who had accumulated money 
and could reinvest into the Allstate business. We had an idea of 
how long we’d stay, or what it would take to make the money 
we expected and leave with our retirement enhanced or, today, 
just intact. 

Today the models have all changed. Service to the customer 
is not rated as important as it was even a year or two ago. Sup-
port within the company has been stripped. Agents are all at 
a different place with their relationship with Allstate. Your fi-
nancial position isn’t what it was even a year or two years ago. 
Yes, it may be better for you, but for others it’s much worse. 
Many can’t take the loss if they leave, while others are losing 
their shirts when they are forced out. They’ve run out of time 
or money. The expectation of selling their business is limited at 
best. Financing for many agents is gone. Community with fel-
low agents is disappearing. 

So now — please step back and take some time to think. 
Do you even have a plan? If so, what is it? What will it take to 
achieve the plan? Can you do it in a vacuum? Who do you trust 
to share your plans with? All important questions.

From my viewpoint, join us at NAPAA and get on the All 
Agents Facebook page. Read our publications, which come in 
magazine form and weekly bulletins. Keep up on Allstate news. 
Use us to help you assess where you might be with this career. 
Keep listening and work on your business plan, plan B, or your 
exit strategy. Listen to what the company says to the press, to 
the stockholders and to you, and use that to evaluate your cur-
rent opportunity. Nothing will ever stay the same. It will only 
move faster, and you don’t want to be swept out in that current.

Claudia’s early insurance career progressed from service positions into 
an underwriting trainee program. She worked for three insurance 

An Everchanging Model

PRESIDENT’S MESSAGE continued on page 12.
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WWW.SMARTCHOICEAGENTS.COM   |    888.264.3388

Contact us and find out why more independent agents choose 
Smart Choice than any other insurance network.

“Our Smart Choice Territory Manager (TM)  
is amazing, and I knew that he would help me 
become successful in a challenging insurance 
environment. My agency would not be where  
it is today if it weren’t for Smart Choice and  

my TM, Chris.”

“Any time we have questions about where to place 
business, or best practices on how to work with 

certain companies, Kurt is more than willing to help. 
He’s knowledgeable I don’t remember a time when 
one of my agents has had a question that he hasn’t 

been able to answer right away.”

“Todd has been fantastic and has been 
instrumental in our agency’s success. He has 

our agency’s best interests at heart and will do 
whatever is necessary to help us succeed.”

• NO FEES – EVER
• ADD SUPPORT – WITHOUT ADDING PAYROLL
• RETAIN OWNERSHIP – NO BUY BACKS 

• ACCESS TO 100+ CARRIERS – AND 3,000 PRODUCTS
• GROW YOUR BOOK – INCREASE YOUR REVENUE
• COMMERCIAL – PERSONAL – EXCESS – LIFE

Smart Choice.  We’ve got your back!

You Are Never Alone
With Smart Choice, you are never out there on your own.   
Our team of Territory Managers and State Directors are  

industry experts that support agents 24/7.

https://www.smartchoiceagents.com/beyond-survival?utm_source=napaa_ezine&utm_medium=ad_link&utm_campaign=whitepaper
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from the executive director

On December 19, 2019, Allstate announced the Transfor-
mative Growth Plan. This plan was made public just weeks 
after Allstate announced that the agent income compensation 
program would be changed and the renewal income would be 
reduced to a straight 9%. Variable compensation would not be 
included on renewal income. That loss of commissionable in-
come would need to be replaced by a higher percentage on new 
business, that is if an agent achieved the base line production 
needed to trigger the enhanced new business commission. But 
all of this is old, painful news to most of you reading this article.

Where are we at in this transition 20 months later? If we look 
up the word transformative: 

Merriam Webster defines transformative as “causing or able 
to cause an important and lasting change in someone or some-
thing.”

Dictionary.com says it’s “causing a radical and typically posi-
tive change in outlook, character, form, or condition.”

The Cambridge Dictionary lists it as “causing a major change 
to something or someone.”

In looking at these three definitions one might think, “May-
be this new Transformative Growth Plan isn’t so bad after all.” 
One of the definitions talks about a “typically positive change.” 
Obviously, it can’t all be bad, right? Well, if that is the case, why 
isn’t Allstate sharing with all agents the positive change? Unless 
that “positive” is a benefit to the Company and at the expense 
of the agency force?

In looking up the definition of transform, the root word, this 
is what we find:

According to the Oxford Dictionary, transform means to 
“make a thorough or dramatic change in the form, appearance, 
or character of.”

In The Free Dictionary, it’s defined as “means to radically 
change the outward form or inner character.”

Finally, in the Macmillan Dictionary, we find “to make some-
one or something completely different, usually in a way the 
makes them more attractive, easier to use, etc.”

With these definitions in mind, it appears that the current EA 
model will be completely changed. I think we can all reasonably 
agree on this point. But as Tom Wilson has stated numerous 
times since December 2019, the Company is going to trans-
form how Allstate conducts business. I guess how one looks at 
this bold statement would depend on how this transformation 
will affect you. Mr. Wilson also stated the current distribution 

Where Are We Headed?
Ted Paris,  NAPAA Executive Director

model is old, outdated and has outlived its usefulness. 
So, the EA model is going to be retired? We don’t know; they 

won’t say. Again, if this new transformative growth model is 
going to be good for the EA model as we know it, why aren’t 
they telling us what Transformative Growth Stages 4 and 5 will 
bring?

Here is where the problems and concerns start, at least in 
my mind. First, the Company is expanding insurance offerings 
to other models and distribution channels. They are investing 
in turning Esurance into Allstate Direct. They are pulling re-
sources out of the agency channel and growing this direct line of 
business. They promised the agency force time and time again 
that the savings from base commission cuts would allow them 
to be more competitive in order to grow. From what I am see-
ing, the only rate reductions of note have been in the Direct 
Channel.

In the 2nd Quarter Earnings call, Mr. Wilson proudly said 
that 29% of all new auto business is coming from that channel. 
And the amount of new business from the IA segment is grow-
ing quickly. And they expect that growth to continue. What 
about the EA channel you ask? Production is “short-term flat 
to moderate decline in new business.”

While the reduction in new business in the EA channel 
might be expected due to the number of agency owners termi-
nated for not achieving ABO, normal retirements and attrition, 
and few, if any, new EAs being appointed, it could also be for 
competitive reasons. Lack of new business production could be 
from an absence of Allstate help at the RMBC, lack of support, 
and lack of assistance with claims. I could probably list more 
reasons, but I think all of you are aware of them and understand.

The Five steps of the Transformative Growth are:
Phase 1: Conceptual design
Phase 2: Enhance the existing model
Phase 3: Build a new model 
Phase 4: Scale the model
Phase 5: Retire legacy technology
All this looks good in the PowerPoint presentation. But what 

does it mean? Where are the details? Or as an old Wendy’s 
commercial asked, “Where’s the Beef?” Seriously, where are the 
details?

Agency owners are being asked to have blind faith in the 

EXECUTIVE DIRECTOR  continued on page 12.

https://www.merriam-webster.com/dictionary/transformative
https://www.dictionary.com/browse/transformative
https://dictionary.cambridge.org/us/dictionary/english/transformative
https://www.thefreedictionary.com/transform
https://www.macmillandictionary.com/dictionary/british/transform
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Our name has 

changed but your

Agency Finance lending

team is still the same

We are growing 

to help you grow

Let us provide the cash you need to hire producers, meet your

customer needs, enhance your technology to reach your target

market, merge or acquire another book, or whatever you need to

reach your agency's goals.

Call us today to learn more

877.894.2784

 firstmid.com/agency-finance/

is now

http://www.firstmid.com/agency-finance/
https://www.firstmid.com/agency-finance/
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On the 2020 Presidential Campaign 
trail, candidate Joe Biden promised to 
curb perceived abuses of non-competi-
tion agreements by large corporations. 
Now ensconced in the White House, 
President Biden has issued an Executive 
Order directing federal agencies to im-
plement his campaign promise. Workers 

Will White House Executive Order 
Limiting Non-Competition Agreements 

Provide Relief to Captive 
Insurance Agents?

Dirk Beamer

and corporations alike wait anxiously to 
see exactly how this Executive Order will 
be implemented and what it may mean 
for their industries.

Captive insurance agents and agency 
owners have long wrestled with restric-
tions in their contracts that seek to limit 
competition following contract termi-

nation. The Allstate R3001 Exclusive 
Agency Agreement, for example, con-
tains some version of the following:

For a period of one year follow-
ing termination, neither Agency, 
nor any of its officers, directors, 
shareholders, members, or em-
ployees, including Key Person or 
any other persons working in con-
nection with this Agreement, will 
solicit the purchase of products or 
services in competition with those 
sold by the Company:

1. With respect to any person, 
company, or organization to whom 
Agency or anyone acting on its be-
half sold insurance or other prod-
ucts or services on behalf of the 
Company and who is a customer 
of the Company at the time of ter-
mination of the Agreement;

2. With respect to any person, 
company, or organization who is 
a customer of the Company at the 
time of termination of this Agree-
ment and whose identity was 
discovered as a result of Agency’s 
status as a Company agent or as a 
result of Agency’s access to confi-
dential information of the Com-
pany; or

3. From any office or business 
site located within one mile of 
the agency sales location main-
tained pursuant to Section V. of 
this Agreement at the time this 
Agreement is terminated.

In the event that such one-year 

feature
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period or one mile distance exceeds 
the time or distance permitted by 
any applicable law, such period or 
distance will be automatically ad-
justed to the maximum period or 
distance permitted by such law. If 
any other provision of this para-
graph . . . conflicts with any exist-
ing law, it will be applied to the 
extent permitted by such law.

As is the case in many employee non-
competition agreements, the Allstate 
contract has both temporal (one year) 
and geographic (one mile) restrictions. 
Notably, the Allstate contract does not 
per se prohibit competition. Rather, it 
requires that any competing activity take 
place at least one mile away from the 
former Allstate agency location, and it 
further prohibits active solicitation of the 
former Allstate book of business.

Similarly, the Farmers Insurance 
Group of Companies requires post-ter-
mination commitments not to compete 
from its agency force as well: 

For a period of one year following 
the effective date of termination . . . 
[agent/agency agrees] to neither di-
rectly or indirectly in any manner so-
licit, accept, or service . . . the insurance 
business of any of the Companies’ pol-
icyholders of record in the agency as of 
the effective date of termination.

The Farmers’ restrictions are in some 
respects broader, and in some respects 
narrower, than the Allstate restrictions. 
They are broader insofar as they expressly 
prohibit not only solicitation but accept-
ing or servicing the business of the for-
mer Farmers book of business. They are 
narrower insofar as the former Farmers 
agent can establish a competing agency 
for new business from any location with-
out geographic restriction.

State Law Controls
Non-competition agreements are con-

tracts. State law governs the interpretation 
of, and any potential restrictions on, any 
given contract. Thus, in most circumstanc-
es, the question of whether a non-compe-
tition agreement will be enforced must be 
considered on a state-by-state basis.

Moreover, not all non-competition 

agreements will be judged by the same 
standard. President Biden’s Executive 
Order focuses on non-competition agree-
ments between employers and their em-
ployees. In most jurisdictions, this category 
of non-competition agreements will be 
subject to a “reasonableness” test. Several 
states, including California and Illinois, 
limit or completely ban the enforcement 
of employee non-competition agreements.

Commercial non-competition agree-
ments — that is, non-competition agree-
ments between two independent busi-
ness entities such as a buyer and a seller, 
a manufacturer and its distributors, or a 
business and its independent contrac-
tors — typically face fewer restrictions. 
For example, notwithstanding its broad 
prohibition of non-competition agree-
ments in the employment setting, Cali-
fornia law contemplates and authorizes 
the use of commercial non-competition 
agreements in various contexts.

Which Standard Applies for the 
Captive Insurance Agent?

When analyzing the enforceability of a 
non-competition agreement between an 

insurance carrier and its captive agency 
force, one must first look to the laws of 
the state that govern the contract (typi-
cally the laws of the state where the 
agency is located). If that state’s laws ap-
ply different standards to employee non-
competition agreements and commercial 
non-competition agreements, one must 
then determine which standard applies 
to the captive insurance agent.

Anyone reading this publication likely 
has a general familiarity with the long-
standing dispute between many agency 
owners and their carriers about whether 
the carrier has misclassified agents as 
independent contractors. According to 
the argument, the insurance companies 
exert too much control over the manner 
and methods in which the agents oper-
ate and thus have effectively made the 
agents employees. A class action lawsuit 
against Farmers making this very claim 
is playing out in California. If success-
ful, it could dramatically alter the balance 
of power for terminated agents seeking 
to retain their former book of business 
within the state of California.

In most instances to date, however, 

248.477.6300 | insuranceagencylawyer.com

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

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

Dirk A. Beamer Kathryn R. Spray

http://www.insuranceagencylawyer.com
http://www.insuranceagencylawyer.com
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Company. Agents need to trust them or be branded as negative. Why are agents always 
being branded as being negative when they question the Company on moves that are 
adversely affecting a large number of owners? Why shouldn’t agents be informed of what 
Stage 5 of this program is going to look like? Allstate’s recent track record of promising 
and promising but never delivering leaves more sound business owners skeptical. 

We are big boys and big girls. Tell us what 2023 and beyond are going to bring. 
Trust us to make the sound business decisions on whether to jump all in and invest for 
the future. For some, the future will be wonderful success beyond our dreams. For oth-
ers, maybe we don’t share the same vision as the Company. If that is the case, Allstate 
should work with them to redirect their careers elsewhere. Allow those agents to sell 
to others without undo interference. Doing so would be a win-win for the Company, 
the agents who are willing to boldly go in the future, the existing clients, and the de-
parting agents.

My plea to Allstate management: work with the existing agency force, not against 
us. Trust your existing agency force. After all, the existing EA model is what got All-
state where it is today.

Ted began his 30-year career in insurance at Farmers Insurance. There, in his 18 years as a 
district manager, he personally recruited and trained over 50 scratch agencies. When Ted left 
Farmers in 2005, his district was the largest in the Indianapolis area and the third largest in 
the state of Indiana. He continued his insurance career at Allstate, where he owned two agen-
cies 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 Lead-
er’s Club Award, the National Conference Award and many Honor Rings. He has been the 
Executive Director for NAPAA since 2017. He can be contacted at ted.paris@napaausa.org.

EXECUTIVE DIRECTOR continued from page 8.

agency owners have been unsuccessful in 
proving that they are de facto employees 
versus independent contractors. Conse-
quently, if they seek to challenge the en-
forcement of their post-termination non-
competition commitments, they likely face 
the more permissive standards governing 
commercial non-competition agreements. 
That means they will have a hard time con-
vincing a court of law to invalidate those 
commitments even if President Biden suc-
cessfully tightens restrictions on the use 
and scope of employee non-competition 
agreements.

Conclusion
If successful, President Biden’s efforts 

to curb the use of non-competition agree-
ments as a term of employment will ex-
pand labor’s leverage in the marketplace. 
It might even impact captive insurance 
agencies to the extent licensed produc-
ers and other employees of those agen-
cies are freed from their non-competi-
tion commitments. But unless and until 
agency owners themselves enjoy similar 
employee protections, it is unlikely they 
will be freed from their contractual non-
competition commitments with their 
carriers. Captive insurance agents should 
take their non-competition agreement 
seriously – whether with their carrier or 
with the buyer to whom they sold their 
agency – and should review its terms with 
a lawyer before assuming those terms can 
be ignored.

Dirk Beamer has served the National Associa-
tion 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 All-
state. He also sued Allstate on behalf of NAPAA 
and its members in a highly publicized federal 
lawsuit challenging Allstate’s treatment of its 
agents. In addition to litigation matters, Dirk 
regularly counsels NAPAA concerning its ongo-
ing business affairs including contract negotia-
tions, management and employment issues, and 
member concerns. Dirk provides similar services 
as General Counsel to The United Farmers 
Agents Association (“UFAA”).
   Dirk regularly works with captive insur-
ance agents from across the country, as well as 
their local attorneys, to handle business issues 
including purchasing and selling books of busi-

carriers in a variety of positions before landing at CNA as a home office commercial refer-
ral underwriter. She stepped up through numerous positions including branch and regional 
offices, leaving the home office as EVP. She also held the position of compliance officer for a 
national Professional Employer Organization (PEO) which she helped build and launch 
using independent agents as the sales force. After retiring from CNA, Claudia joined an 
independent agency as operational VP where she was exposed to both the wholesale and retail 
marketplace. She began looking for independent agencies to purchase for her then-employer 
when she found an Allstate agency for sale. At the time, her husband was also an Allstate 
agent. It appeared to be a great opportunity; Claudia launched her Allstate career in 2005 
with the purchase of that agency.
   Claudia currently serves on several boards including Chicago West Suburban CPCU, a 
commercial condo association, and Bridges to a New Day, a cause for which she has re-
ceived numerous Allstate Agency Grants. Claudia joined NAPAA the same year she became 
an agency owner, believing it is only natural to support the organization that supports you. 
Contact Claudia at claudia@gamacheinsurance.com.

PRESIDENT’S MESSAGE continued from page 6.

ness, investigations and disciplinary proceed-
ings 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 Mich-
igan 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. Dirk can be reached 
at dbeamer@wrightbeamer.com or visit his 
website at www.wrightbeamer.com.

mailto:ted.paris@napaausa.org
mailto:claudia@gamacheinsurance.com
mailto:dbeamer@wrightbeamer.com
file:///Users/angleickpantaze/Desktop/EF%202021%20FALL/www.wrightbeamer.com
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The modern insurance agent is getting 
mixed messages with opposing view-
points from groups who have an interest 
in selling their own position. More of-
ten than not it’s a message positioned for 
shareholders. In the battle that’s occur-
ring by the largest carriers to be #1, the 
runners-up are chasing the positioning 
of the top players. With Geico and Pro-
gressive dominating growth over the past 
few years, it’s hard for the remaining car-
riers who are lagging behind not to align 
with their positions — after all, if the top 
carriers are competing and winning, they 

feature

Agents Are Still Relevant to Insurance
Justin Eggar & Jeff Shi, Cofounders of Quantum Assurance

must be doing something right.
What feels to many like mixed mes-

saging is actually a strategic pivot in the 
insurance world. Carriers are starting to 
move from a captive agency model to an 
independent agency model in order to 
“save” the carriers’ money. Nationwide 
recently moved their agency force from 
captive to independent. In a similar vein, 
Allstate has invested heavily in multiple 
independent carrier acquisitions (Nat-
Gen being the latest), and in many cases 
are leveraging their own internal inde-
pendent agency to help write clients who 

can’t be written on Allstate’s own paper.
What is so compelling about this value 

proposition that has the top insurance 
carriers moving to bolster the indepen-
dent agency space?

1. The 1099 Agency Model allows 
inflexible entrenched carriers to tap into 
one of the most incredible things in the 
U.S. — the entrepreneurial spirit. The 
reality is that the agency force is com-
prised of small business owners who are 
hungry and driven to achieve success. 
While every agency owner is unique, 
the reality is that the agent is the person 
most likely to pursue success creatively in 
a solutions-oriented fashion.

2. Making moves at the insurance car-
rier level is like turning an aircraft car-
rier. They are unwieldy, less than nimble, 
and more often than not incapable of 
pivoting and capturing opportunity in 
the same capacity as individual agents. 
Good agents can adjust their entire busi-
ness model over a week at Leaders’ Fo-
rum. They can shift to personal lines, 
commercial, life, or whatever else is the 
best target in short order. To accomplish 
those things outside of the agency force, 
a carrier spends years creating and exe-
cuting on strategic plans. You as an agent 
should be proud of your agility as a busi-
ness owner and your ability to maneuver 
in a way that large organizations cannot.

3. One of the things that makes agents 
an attractive distribution force is that the 
model insulates carriers from risk. Agents 
carry their own E&O, deal with their own 
employment risk, protect against profit-
ability issues by providing a bottom line 
against losses, and many other things. 
Carriers who are looking to maximize 
profit cannot turn away from the agency 
force because it’s easily quantifiable. In a 
world where marketing, wages, and losses 
can fluctuate, being able to pay a fixed cost 
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to generate business allows carriers to in-
sulate against unexpected losses. Even if a 
carrier has their own direct to consumer 
option, they are wise to insulate against 
those risks by maximizing an agency dis-
tribution model that fixes and limits their 
downside.

4. Consumers still want to speak with 
an agent despite the carrier’s desire to 
commoditize insurance. While insurance 
transactions could easily take place in call 
centers and online, the reality is that a 
large number of consumers prefer work-
ing with a local insurance agent. 

5. Agents are a force for good in their 
community. The insurance agent is the 
future of the industry — this is absolute-
ly certain. The hundreds of thousands of 
insurance agents across the country are a 
force for good and bring economic bene-
fit to their local community. Most cluster 
groups/aggregators are passionate about 
the small business owner/entrepreneur-
ial experience, and we also know that 
the local insurance agent brings revenue 
into their local economy. That is making 
an outsized impact and helping to bol-
ster their area. If we extracted insurance 

agents, and pooled that money back into 
a few carriers that spend that money in 
few locations and pushed a good portion 
back to shareholders, then we would see 
a massive negative impact to cities and 
towns across the country. We’ve done 
economic surveys to see what our impact 
is in communities, and I assure you that 
you make a significant impact in your 
area, as well.

In the end, agents are the choice of the 
future for insurance. You, as an entre-
preneur, are ideally positioned to be able 
to create value for clients and to work 
alongside them to meet their needs. If 
you’re getting mixed messages about 
what the agency force looks like, consid-
er the messenger — and consider joining 
an organization like ours and others that 
care about and want agents like yourself 
to succeed. We are here for you — and 
we created our model to help create a fu-
ture of prosperity and impact for agents 
across the country. 

At Quantum Assurance, we have a leader-
ship group that has been in your shoes and 
the made leap into the unknown. We created 

our 1099 Quantum Agency Opportunity 
for people who want to stretch themselves 
and make a difference. Justin Eggar, CEO, 
believes that agency owners are an unstop-
pable force when given the right resources 
and support. If your current career is hold-
ing you back, we are here to serve as the 
bridge to help you step off your plateau and 
towards the next steps of seeing your goals 
become a reality. You can contact Justin at 
justin@quantumassurance.com.

Jeff Shi launched his insurance career as a top 
performing captive agent at Allstate. Along 
the way he found the grass really was green-
er on the independent side, and cofounded 
Quantum Assurance International so agents 
could have the home they deserve. As Chief 
Vision Officer at Quantum, he helped pio-
neer features like immediate vesting and the 
digital entrepreneur model that help agents 
build over the next 3 years what took agents 
of the past 20. In their spare time, Jeff and his 
Jiu-Jitsu-warrior wife Priscilla parent their 
toddler cuties Zoe & Cloe and pursue their 
foodie passions with all things noodles & 
dumplings. You can contact Jeff at jeff.shi@
quantumassurance.com.

https://www.quantumassurance.com/
mailto:justin@quantumassurance.com
mailto:jeff.shi@quantumassurance.com
mailto:jeff.shi@quantumassurance.com
https://www.joincbig.com
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This article originally appeared on https://
www.careerplug.com/blog/employer-
branding/. It is reprinted with the kind 
permission of the author. 

We all know what branding means in 
terms of marketing: it’s your company’s 
identity and what distinguishes your busi-
ness from others in the eyes of customers. 
You could even say your branding is the 
“promise” you make to your customers – it 
tells them exactly what they can expect from 
your company. But branding isn’t just about 
marketing to customers. Your business 
should also be marketing to prospective em-
ployees as part of a successful recruitment 
strategy. So we’ve decided to answer some 
FAQs about employer branding.

What is employer branding? 
Your employer brand is your business’ 

reputation as a place to work as seen 

feature

from the job seekers’ perspective. In other 
words, it doesn’t just matter if you think 
your business is a great place to work – 
does your target applicant pool think of 
your business as a great place to work?

Why is employer branding 
important? 

A CareerPlug survey of recent job 
seekers found that: 

• 24% of candidates left a negative 
review online after having a negative ex-
perience in the hiring process. 

• 44% of candidates left a positive re-
view online after having a positive expe-
rience in the hiring process. 

When you consider that more than 
half of job seekers abandon their pur-
suit of a company after reading negative 
reviews, it becomes clear why having a 
stellar reputation is crucial for your com-
pany’s recruitment strategy. 

How do you create an employer 
branding strategy? 

1. Create an exceptional candidate 
experience. 

The number one factor that affects 
employer branding is the candidate ex-
perience – the experience a candidate has 
with a potential employer throughout 
the hiring process, from job posting to 
job offer. 

As we mentioned earlier, job seekers 
are not shy about posting both positive 
and negative reviews online about a com-
pany’s hiring process. Invest the time in 
creating a positive candidate experience 
from start-to-finish if you’d like to be in 
control of your employment brand. We 
found that 50% of job seekers in our sur-
vey had declined a job offer due to poor 
candidate experience. From an employ-
er’s perspective, that means if you’ve cre-
ated a negative candidate experience, you 
have a 50% chance of losing your first 
choice of candidates. Don’t lose out on 
great hires for something that’s within 
your ability to control! 

Pro tip: It’s important to maintain 
a positive candidate experience for all 
applicants – whether you hire them or 
not. For example, don’t “ghost” candi-
dates you’ve rejected. Instead, send a 
polite message informing them that they 
haven’t been selected to move forward in 
the hiring process. 

2. Build a compelling careers page. 
Your careers page is the hub of your 

employer brand. It’s your opportunity to 
educate potential candidates about your 
company’s culture and core values. 

A candidate who visits your careers 
page should get a clear sense of what 
it’s like to work at your business. Don’t 

What Is Employer Branding 
and Why Is It Important?

CareerPlug

https://www.careerplug.com/blog/employer-branding/
https://www.careerplug.com/blog/employer-branding/
https://www.careerplug.com/blog/employer-branding/
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fall into the trap of thinking that your 
job posting is the only thing a candidate 
needs to see before deciding to apply. 

An applicant who takes the time to re-
search a role and apply directly through 
a company careers page is more likely to 
have spent time considering their own 
fit for the position and company. This 
means that higher quality candidates are 
applying through careers pages. 

In fact, in a recent CareerPlug study 
on recruiting metrics, we found that an 
applicant who applied directly from a 
company careers page was 23 times more 
likely to be hired than an applicant who 
applied from a job board.

3. Showcase employee testimonials. 
Employee testimonials are examples of 

social proof because they can act as sig-
nals to job seekers that yours is a com-
pany they want to learn more about. 

Remember that the best candidates 
will always have the freedom to be picky 
about where they choose to work. See-
ing that other professionals have positive 
things to say about working for you can 
help nudge them toward applying. 

Try to add employee testimonials to 
your existing recruitment marketing ef-
forts. For example, you can show off em-
ployee testimonials on a careers page, or 
you could create graphics with employee 
testimonials and share them on your 
business’ social media pages. 

4. Ask for employee reviews on 
company review sites. 

Job seekers now commonly spend sig-
nificant time researching a company’s 
reputation on employer review sites like 
Glassdoor and Indeed. 

Keep in mind that in addition to pub-
lishing reviews written by your current 
and former employees, these employer 
review sites also publish reviews from 
candidates who have been through your 
interview process – whether you hired 
them or not. Again, this is why it’s so 
important to put your best foot forward 
with all candidates and be courteous in 
all your interactions. 

Still, the most meaningful reviews will 
come from your employees who love 
working for you. It’s a good idea to get 
into the habit of periodically reminding 

your employees that they have the option 
to write your company a review on Glass-
door if they’d like. Let them know that it’s 
a great recruitment marketing tool and 
that their positive reviews can help attract 
great new additions to your team. 

5. Increase retention of existing em-
ployees. 

Your existing high-performing, happy 
employees are the best ambassadors for 
your employment brand, which is why 
the best recruiting strategy is to do ev-
erything you can to keep them! 

Low turnover and long-term employ-
ee retention can serve as proof to candi-
dates that you’ve created an exceptional 
place to work. Of course, achieving this 
is easier said than done. 

Some of the most effective retention 
strategies include: 

• Invest in enticing benefits. Think 
of benefits as an investment in your 
growth. Benefits signal to employees that 
they are valued and that your business is 
committed to caring about your people. 

• Be generous with recognition and 
appreciation. Benefits can be expensive, 
but being a thoughtful leader who express-
es appreciation for your employees is free! 

• Develop growth paths or career 
tracks and talk about them as part of 

your interview process. Highly motivat-
ed candidates will often turn down a job 
that pays more if they see a clear long-
term path to growth at your company. 

• Develop an employee referral 
program. Studies show that employee 
referrals stay longer at a company than 
candidates hired from other sources.

Our advice
Hiring managers tell us that one com-

mon pain point is a lack of high-quality 
applicants in their hiring funnel. Know-
ing that the best candidates do their 
homework and research companies be-
fore applying, we recommend investing 
the time to improve your employer brand 
now to make sure you’re not losing out 
on a great potential hire.

Next steps 
Recruiting is likely one of your top 

business challenges. That’s why NAPAA 
has partnered with CareerPlug to help 
make hiring and developing the right 
people easier for you! Every NAPAA 
member receives a free CareerPlug ac-
count that comes with a branded careers 
page, pre-built job templates, and a con-
figured hiring process. For help with ac-
tivating or upgrading your account, con-
tact upgrades@careerplug.com.

https://www.careerplug.com/
mailto:upgrades@careerplug.com
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Like industry leader State Farm, the 
Allstate Insurance Company has built its 
business historically on a platform of “cap-
tive” insurance agents who devote their 
time exclusively to selling and servicing 
Allstate products. Years ago, Allstate broke 
ranks with its chief competitors by allow-
ing its agents the opportunity to sell the 
“economic interest” in their agencies to 
third parties. In 2013, the Farmers Group 
of Insurance Companies announced a sim-
ilar model. While the Allstate Exclusive 
Agency Agreement presents a unique and 
potentially valuable opportunity to pro-
spective agents, it contains fine print that 
warrants close attention.

Here are five key points prospective 
agents should consider:

1. 90-Day termination without cause. 
Allstate reserves the right to terminate 

The Agency Agreement: Five Key Points
Dirk Beamer

the Exclusive Agency Agreement for any 
reason – or for no reason – upon provid-
ing 90 days’ notice. While, in theory, 
agents still have the right and opportu-
nity to sell their “economic interest,” they 
may have little time to do so. And the 
value of this interest may be compro-
mised if the agent is forced to conduct 
a fire sale. Some agents lament that they 
were assured they would never be ter-
minated without “cause.” Regardless of 
what may have been said, the contract 
plainly speaks to 90-day termination 
without cause, and Allstate plainly can 
and does exercise that option regularly.

2. Sales are at Allstate’s discretion. 
While the contract permits agents to 
sell to third party buyers, it stipulates 
that Allstate has exclusive discretion to 
approve or disapprove such a sale. Inevi-

tably, this shrinks the potential market. 
Worse, it can lead to mischief if local 
management meddles in the negotia-
tions between the selling agent and the 
buyer. While Allstate announces certain 
criteria from time to time that will deter-
mine whether an outside buyer is “quali-
fied,” those criteria change regularly and 
are not uniformly followed.

3. Termination payments are not 
guaranteed. Currently, Allstate offers a 
termination payment (TPP) to outgo-
ing agents who, for whatever reason, do 
not sell to a third party. The termination 
payment is roughly equal to one and a 
half times the agent’s annual commission 
income, and it is paid out over 24 months 
following termination. The termination 
payment itself is often smaller than the 
market price for the economic interest of 
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the book of business, but it does at least 
provide some hedge for the agent unable 
to locate a buyer acceptable to Allstate, 
with one exception. There is a five-year 
vesting requirement for all new policies 
written by “start-up” agencies. A start-
up is either a scratch agency, or one that 
purchased less than 750 policies. Unfor-
tunately, the Exclusive Agency Agree-
ment does not guarantee that Allstate 
will continue its practice of providing 
termination payments. Agents investing 
in an agency face the risk, when they are 
ready to cash out, that Allstate will not 
approve a proposed sale and will no lon-
ger offer termination payments.

4. The agreement itself is subject to 
constant change. The Allstate R3001 
Exclusive Agency Agreement is 11 pages 
long. The Agreement includes the fol-
lowing provision: “Agency acknowledges 
that it has reviewed the Supplement, EA 
Manual, and Agency Standards and that 
it has an ongoing responsibility to re-
view all changes to the Supplement, EA 
Manual and Agency Standards issued 
by the Company and agrees to be bound 
by them.” Collectively, the referenced 
documents contain hundreds of pages of 
rules. Allstate modifies these documents 
routinely. In effect, Allstate takes the po-
sition, “We can unilaterally modify the 
Contract at any time, and you agree in 
advance to be bound by those changes.” 
So not only should potential new agents 
read the fine print, but they should also 
get out a crystal ball and forecast any ad-
ditional fine print Allstate may wish to 
add in the future.

5. Commission rate is not guaran-
teed. Pursuant to the R3001 Agreement, 
“The sole compensation to which Agen-
cy will be entitled for services rendered 
pursuant to this Agreement will be the 
commissions as set forth in the Supple-
ment, as may be amended from time to 
time.” Historically, Allstate offered 10% 
percent on new P&C insurance business. 
In 2011, Allstate announced a new vari-
able commission plan under which com-
missions would drop as low at 8% percent 
but would increase to 11% percent for 
highly competitive agents. In response 
to serious agent pushback, Allstate less-
ened the blow by putting the floor at 9% 
percent instead of 8% percent. How long 

that will hold remains to be seen.
An Allstate Agency represents a signifi-

cant investment of time, money, as well as 
mental and emotional energy. Interested 
candidates must conduct a serious and care-
ful examination of all aspects of the pro-
posed arrangement. A great place to start is 
a conversation with existing Allstate agents 
and/or the staff at the National Association 
of Professional Allstate Agents, Inc.

Dirk Beamer has served the National As-
sociation of Professional Allstate Agents 
(“NAPAA”) as General Counsel since 1999. 
In that capacity, he has successfully defended 
NAPAA against a federal internet trespass 
case brought by Allstate. He also sued All-
state on behalf of NAPAA and its members 
in a highly publicized federal lawsuit chal-
lenging Allstate’s treatment of its agents. In 
addition to litigation matters, Dirk regular-
ly counsels NAPAA concerning its ongoing 
business affairs including contract negotia-
tions, management and employment issues, 

and member concerns. Dirk provides similar 
services as General Counsel to The United 
Farmers Agents Association (“UFAA”).
   Dirk regularly works with captive insur-
ance agents from across the country, as well 
as their local attorneys, to handle business is-
sues including purchasing and selling books 
of business, investigations and disciplinary 
proceedings with the carrier, employment 
law and contract litigation.
  Dirk graduated from the University of 
Michigan Law School with honors in 1993. 
He is licensed to practice in Michigan and 
Ohio, and he is a member of the State of 
Michigan Bar Foundation — an honor re-
served for less than 5% of the practicing bar 
in the state. In 2014, Super Lawyers maga-
zine named Dirk one of the Top 50 busi-
ness lawyers in the state of Michigan. He is 
a past recipient of the National Association 
of Professional Allstate Agents President’s 
Award. Dirk can be reached at dbeamer@
wrightbeamer.com or visit his website at 
www.wrightbeamer.com.

mailto:dbeamer@wrightbeamer.com
mailto:dbeamer@wrightbeamer.com
file:///C:\Users\Kim\AppData\Local\Microsoft\Windows\Temporary%20Internet%20Files\Content.Outlook\M9G5Q3WS\www.wrightbeamer.com
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The time is now. This is something 
you should write on the bathroom mir-
ror, so you see it every day. It’s a very sim-
ple concept, but if we could really begin 
to pursue our goals with that in mind, 
you would not get to 2022 with the same 
type of regrets you may have carried into 
this year. 

We are three-fourths through the year, 
which means you only have a few months 
to make all the money you are going to 
make in this year. Now I know what you 
are thinking: you are already working all 
you can work — plus you have dance re-
citals, family reunions, vacations, etc. I 
am just saying you cannot afford to go 
any further without a legitimate inven-
tory of whether or not you are on pace to 
hit your goals. 

You do have goals, right? I mean, 
without goals, how will you know when 

The Time is Now!
David Neuenschwander

you have hit a target? Every trip begins 
by picking a destination. To some agents 
writing 50 items/month is a great goal, 
but to others that would seem like pea-
nuts. You have to take a look at where 
you are and then chart a course to get 
where you want to be. So, if haven’t done 
so, lay out some targets. 

I recommend three levels of goals: The 
first being your Momentum goals. This 
is a target that should require effort but 
is nearly a shoo-in with some work. Mo-
mentum goals help to boost office mo-
rale and get buy-in on pressing towards 
any other goal you have out there.

Your next type is your Significant goals. 
Your Significant goals are the ones that 
will take consistent improved results over 
a certain amount of time. Example Sig-
nificant Goal: Write seven life apps per 
month for three months straight. These 

types keep you focused and give you a 
built-in tool to help refocus staff along the 
way. For instance, “Yeah, we had a great 
week last week, but we are trying to write 
seven per month for three months so we 
have to get back at it today.”

The third type of goal I would like 
you to set are Bumper goals. Have you 
ever heard a farmer talk about a “Bumper 
Crop?” It happens when the rain comes 
in just right, the pests don’t destroy 
much, if any, of the harvest, and every-
thing is just about a best-case scenario. 
You must have some real comfort level- 
stretching goals too. Your Bumper Goals 
should have real reward associated too. 
The fact remains that people, including 
you and me, are motivated by reward. If 
your agency begins to hit the Momen-
tum Goals and Significant Goals you 
have laid out, now the Bumper Goals 
that looked like a pipe dream start to 
come into view. 

All things considered, if you have set 
your goals, now is the time to give your-
self a report card. Is my agency on track? 
If so, how can I improve? If not, what am 
I going to do about it? 

Here is the rest of the story. In Janu-
ary, you are not going to be able to do 
anything about 2021, so you have to get 
in what you can now. Plus, it won’t be 
long, and everyone is going to be focused 
on Thanksgiving and Christmas! All the 
best to you and yours as you set goals and 
pursue them!

David Neuenschwander is a serial entre-
preneur that utilizes all his experience to 
help other business owners market their 
products and services. For over a decade he 
has been helping Allstate Agents win trips 
and hit bonuses through his time-tested 
techniques and programs. His email address 
is dlneuenschwander@aol.com.

sales and marketing

mailto:dlneuenschwander@aol.com
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If payroll and HR administration tasks present time-consuming challenges that keep you from 
focusing on growing your franchise, Paychex can help. Paychex Flex®, our all-in-one HR solution, helps 
simplify the process and helps you to effectively manage workers across the entire employee lifecycle.

Payroll Processing
• Payroll tax administration – taxes calculated,

deposited, and filed. Plus, our tax services
can help find your tax credits

• Free mobile app – submit payroll on the go

• Payment options – direct deposits, paycards

• Dedicated payroll specialist – single point of contact

• General Ledger service – link payroll to popular
accounting software

HR Administration
• Recruiting and hiring – our partnership with Indeed,

the nation’s No. 1 job site, helps expand your search
for quality candidates

• Employee handbooks – help communicate
policies across your organization, including
OSHA requirements

• Benefit administration – A professional employer
organization (PEO) helps manage rising benefit
costs and regulations

Focus on Your 
Franchise and Leave 
Payroll and HR to Us.

PREFERRED VENDOR

How Can We Help? Contact Us Today.

844-846-7824 (mention code 5699) 

www.paychex.com/allstate 

napaa@paychex.com

© 2019 Paychex, Inc. All Rights Reserved.  |  5932  06/20/19

Special Pricing Available

http://www.paychex.com/allstate/
http://www.paychex.com/allstate/
mailto:napaa%40paychex.com?subject=
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NAPAA Meeting in 
Raleigh, North Carolina: 

September 13-14, 2021

Following a full day of meetings 
for the NAPAA Board of Direc-
tors, NAPAA hosted a reception in 
Raleigh, North Carolina for local 
Allstate agents. Special guests at 
the event included Mike Causey, 
NC Insurance Commissioner, Dr. 
Michelle Osborne, Deputy Commis-
sioner, and Chris Humphrey, North 
Carolina state representative and 
Chair of the Insurance Committee.

Enjoying a much-deserved relaxing day at the NC State’s Lonnie Poole 
Golf Course.

Mike Garofalo and John Harvester.

Board of Directors meeting.

NAPAA Executive Director 
Ted Paris and Dr. Michelle 

Osborne at the NAPAA 
Reception. 

Mike Causey, Chris Humphrey, 
Roger Blackwell and Ted Paris at the reception.

NAPAA reception.

Board of Directors meeting.
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Dylan Kohler, 
1st Place Winner ($1,000)

Congratulations to the 
NAPAA 2021 College Scholarship 

W I N N E R S !
NAPAA is proud to recognize the achievements of 
our five winners! We wish them continued success in 
their academic and professional endeavors. 

The NAPAA College Scholarship Program recogniz-
es exceptional full-time students who are soon-to-be 

college students or students in their first two years 
of college. All recipients are a family member of an 
active NAPAA member, an active NAPAA member’s 
staff member’s child, or nominated by an active 
NAPAA member. The award amounts may be ap-
plied to tuition expenses. 

Emily Frantz, 
2nd Place Winner ($500)

Elizabeth Bass, 
3rd Place Winner ($500)

Garrett Jones, 
4th Place Winner ($500)

Hunter Pirkle, 
5th Place Winner ($500)
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Agency Network. Aggregator. Cluster. 
The words are used interchangeably in 
the insurance industry, but are they really 
the same thing? If you are an indepen-
dent agent looking for market access and 
agency growth, is it worth joining some 
type of an alliance, and how do you know 
which one is right for you?

While all three terms are used to de-
scribe agents combining or joining to-
gether to increase their benefits, there 
are differences – some nuanced – while 
others can have far-reaching impacts on 
the value and viability of an agency.

Clusters
An Agency Cluster consists of a group 

of agents that bring their individual 
books for a particular market to form a 

Joining an Agency Network Versus 
Joining an Aggregator or Cluster

Katie Wilmouth, Smart Choice

larger book of business to establish clout 
and improved profit sharing within that 
market. This may be in the form of a new 
entity just for that market. In many cases, 
the agent will operate independently in 
all of their other markets. In most cases a 
cluster is located regionally or locally and 
does not have a national presence.

Aggregators 
Similarly, Aggregators seek to roll 

premiums of a specific market into one 
“bucket” to establish additional revenue 
from a market. Unlike a cluster, they may 
aggregate several markets and an agent 
would need to “join” the aggregator who 
would then have a vested interest in 
some part of their agency. Agencies are 
often required to have a certain amount 

of premium already written through a 
certain market to be able to join.

Agency Networks 
Agency Networks also offer the benefit 

of combined premium books to elicit bet-
ter profit sharing and benefits. However, 
they’re much more than that. Networks 
often operate on a national scale and work 
on behalf of the members to establish 
national relationships with carrier part-
ners. Unlike a cluster or aggregator, they 
provide a variety of tools to help agencies 
grow their business, including mentorship 
and advice on best business practices. The 
network’s partnerships with carriers en-
able them to pass along a host of benefits 
to the member agencies, such as access to 
appointments, higher revenue and com-
missions opportunities, additional incen-
tives, and higher profit sharing. 

Another advantage a network can pro-
vide is the ability for members to work 
directly with the carrier partners. Unlike 
a broker or wholesaler, they work to help 
the agent establish a relationship with 
the carrier partner. Additionally, a net-
work passes along training, other vendor 
partnerships like discounted E&O or 
rater programs, and non-carrier related 
services and support. The network en-
ables an agent to take advantage of the 
size of the network as a whole while 
maintaining independence and control 
of their agency.

Which is right for me? 
Advantages and Disadvantages

While each of these options offers its 
own unique advantages, there are some 
distinct differences to take into consider-
ation when deciding to join any of them. 

Deciding to join a cluster group would 

sales and marketing
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be an ideal choice if your goal is to align 
a single market like coastal, with other 
agents that have the same market, in or-
der to meet growth, loss ratio and prof-
itability goals. If you have no desire or 
need to access any other type of assis-
tance beyond the market you’re seeking 
via the group, a cluster may be the right 
choice. Conversely, the cluster’s structure 
may pose some challenges, such as how 
accounting is handled and establishing 
a fair and equitable position for each 
member – especially when some agen-
cies in the cluster may have a more es-
tablished position already.

Aggregators are similar but often work 
with several markets. If you’ve built a de-
cent book of business with a carrier or 
market and are simply looking to increase 
your chances to earn higher profit shares 
by combining your premiums with other 
agencies, an aggregator is an obvious 
choice. Joining an aggregator and having 
the prestige of a larger book will help you 
be able to negotiate with larger carriers 
for better premiums and new appoint-
ments. Most notably, with both clusters 
and aggregators, agents must have some-
thing to bring to the transaction before 
ever engaging with the group. 

If, however, you’re looking for a part-
ner that can scale their level of support to 
match the individual needs of an agency 
and negotiate on your behalf, a network 
is probably the way to go. An agency net-
work gives you access to a wide variety 
of different markets, gets you appointed 
with carriers, gives you the chance to ag-
gregate current business you may have, 
and provides other tools to help you es-
tablish your agency. A network will give 
you access to dozens of local and national 
markets, as well as advise you on how to 
navigate the independent agency world 
to maximize revenue opportunities. 

Even if you’re a relatively new agency, 
a unique benefit of some networks, in-
clude the ability to evolve in the growth 
process through programs. Agencies that 
don’t quite qualify for a code are able to 
write business through the network’s ma-
jor carriers via an in-house underwriting 
team, until a code is awarded. Converse-
ly, a broker or wholesaler can also provide 
market access in many cases but will not 
look to enable or assist the agent in mov-

ing that business to a sub-code in the 
agent’s name. The agent will be building 
up value for the broker/wholesaler but 
never growing their own agency valua-
tion. So, a network really works on be-
half of the agent to help them grow their 
book and agency valuation.

If it’s a good network, they should 
be working on behalf of the agent, but 
not take any ownership or stake in the 
agent’s business. The agent is free to 
choose which network support and ser-
vices they want to utilize, but don’t have 
to use anything. You are not held captive. 
You choose the resources your agency 
needs to match your own vision.

Determining which fit is right 
for you:

Independent agents have distinct ad-
vantages in the insurance world over 
their captive counterparts. Their ability 
to deliver custom insurance solutions at 
the best price sets them apart with their 
clients. However, they also face the same 
main challenge – growing enough to sat-
isfy the requirements of top carriers. 

Think about the size and age of your 
agency. Determine your biggest pain 
point(s). What resources would ease the 
burden of doing business and enable you 
to take your agency to the next level? 

What is the lowest point of entry into 
one of these groups that would give you 
the resources you need to increase your 
revenue immediately?

When choosing a group, investigate 
what it will take to join, and what steps 
you’ll need to take if it is not the best fit. 
You will want to carefully examine your 
responsibilities to the group and any ex-
pectations you will need to meet over 
the course of the partnership. Above all, 
make sure you’re gaining a true business 
partner and that the objectives and goals 
of the group align with your own vision 
for your agency. 

Katie Wilmoth is the Director of Market-
ing Communications for Smart Choice, the 
nation’s fastest growing agency network. 
A 17-year veteran of the company, and 
self-proclaimed “wordsmith,” she’s a corpo-
rate content strategist and writer striving 
to facilitate product awareness and better 
business solutions for the company’s agency 
partners. It’s her desire to see every agent 
connected with the resources they need to 
succeed and maximize revenue growth by 
producing quality content and enticing 
communications. To access more articles, 
visit www.smartchoiceagents.com to view 
the company’s blog and subscribe to their bi-
monthly magazine. 

http://www.smartchoiceagents.com
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I am honored to be serving on the 
NAPAA board for the 11th year. Thank 
you for your trust in allowing me the op-
portunity to be a part of this great orga-
nization and be a voice for agents across 
the country.

There has been a concern stirring 
within me for a while and I wanted to 
pose a few questions to each of you.

How confident are you in the knowl-
edge and expertise that you and your 
staff provide to your customers? 

Are you spending time on continu-
ous education within the agency? Staff 
meetings? Topic experts such as roofers, 
mitigators, claims adjusters sharing their 
knowledge?

Taking the time to provide this sup-
port and focusing on truly understand-

sales and marketing

ing the policies you sell has never been 
more important. With carriers providing 
insurance online and allowing customers 
to purchase their own insurance, with 
no understanding of the coverages, it’s 
going to create more and more lawsuits 
against agents and carriers.

It is going to happen! In fact, it is hap-
pening every day. You do not want to 
get caught in the crosshairs. If you have 
a policy placed into your book of busi-
ness and have never spoken with the cus-
tomer, please do not ignore them because 
you are only making 2%. You are still li-
able. Pick up the phone and connect. Of-
fer your expertise and assistance — then 
document, document, document. Make 
this a procedure and put it in writing.

Why am I saying all of this? 

In May of this year, I sold my larger 
agency to an outside buyer and took TPP 
for my satellite. Prior to making the de-
cision to sell, I was told three years ago 
by management that my goal to become 
an expert witness was a “great idea.”

So, I started studying, working on 
various designations, set up a website, 
created marketing collateral and began 
making connections in the legal com-
munity. As I began experiencing a bit of 
traction, it appeared this could be a way 
to launch another profitable silo within 
my business model.

Cue “Screeching Wheels” 
sound! 

I submitted the OBA. Everything 
came to an immediate halt. From some-
where, someone decided that my becom-
ing an expert witness was not going to be 
acceptable. No questions, no explanation, 
no alternatives were offered. A “restric-
tion” was placed on the OBA. In trust-
ing that this manager knew what she was 
talking about, I had moved forward and 
had been designated as an expert in an 
upcoming court case.

Here is what I learned quickly: First, 
you do not tell a judge, “No.” Second, 
in hindsight, I should have known bet-
ter. In 17 years with TC, I have never 
had a verbal commitment by an Allstate 
Employee (Manager) come to fruition. 
Lastly, I could not put the “genie back 
in the bottle” on the designated case. But 
I did have to pull the website down and 
lost the money invested thus far.

Make Lemon out of Lemonade
Instead of making an income, I began to 

volunteer, interned, read and took courses 
until I was able to sell and start the new 
practice. With all of the shenanigans of 

From the Desk of 
Lezlee Liljenberg
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decreased commissions, ISS, AAV, along 
with other items brought about by TC in 
the last few years, it took me three full 
years to find an appropriate buyer. Sure, 
there were buyers out there that thought 
I was a “fire sale” but that was not the 
case. As I studied court cases, policies 
and reviewed both the plaintiff and de-
fendant sides of cases, several things be-
came very clear.

Many agents are running their busi-
ness in the dark when it comes to the risk 
and exposure according to the Standard 
of Care and Duty required and expected 
of an insurance agent. 

Let me provide you with a few exam-
ples and see if any hit home for you and 
your team:

1.  Agent is sued because they dropped 
the ball in following up and procuring 
the insurance being discussed between 
the agency and the insured. This could 
be an agency licensed person or the 
agency owner. Being remiss in discuss-
ing options such as Flood and Personal 
Umbrella policies is a “biggie” when it 
comes to losses due to non-procurement 
on behalf of the agency.

2. Creating Certificates of Insurance 
within the agency rather than obtaining 
the certificate from the carrier can prove 
to be a very hefty miscarriage of author-

ity. If someone in your agency is doing 
this and doing things such as adding “ad-
ditional insured” stop them now!

3. Procuring the wrong coverage such 
as General Liability Only with no Ga-
ragekeepers coverage for an auto repair 
or a dealership can cost you a pretty pen-
ny in the long run. Make sure you and 
your team are asking questions about 
payroll, employees, business specifics and 
notating the files.

4. Sharing information or making 
changes on policies that were not initi-
ated by the Primary Insured or approved 
party to the contract can definitely get 
you into hot water. This can often occur 
during divorces and death. Are you hav-
ing the parties provide Power of Attor-
ney, Wills, Death Certificates, Proof of 
Executor? If you are not, then you should 
be and make this a consistent procedure 
in your agencies.

5. Failure to ask questions about the 
insured’s household or business can cre-
ate legal problems. Insurance is not the 
kind of business that one should shy 
away from asking personal and profes-
sional questions. You and your staff are 
responsible to understand the needs of 
the insured and to procure the appropri-
ate insurance. And, most importantly, if 
you do not have a market for the cus-

tomer, you must tell them immediately 
so they can go get the coverage some-
where else. All too often these situations 
get pushed to the back burner because 
one of our representatives does not want 
to address the “no available market” topic 
with the customer.

As I always told my agents and staff, 
if someone gets offended due to the fact 
that you are asking for the necessary 
information to protect them, and they 
won’t provide it, then move along. Docu-
ment the conversations and always use 
identical procedures with every prospect 
and insured. You are creating a pattern of 
how you conduct business that is vital in 
protecting yourself.

This list is much more extensive than 
this, but you get the idea. None of this 
is meant as a scare tactic but rather an 
eye-opener to batten down the hatches 
because, when the day is done, you are 
the only one who will and can protect 
yourself and your business. 

Attorneys are responsible to discredit 
you in a case whether you are being de-
posed or going to trial. They are doing 
their job and you must do yours. Be sure 
you and your team are training, reading 
and understanding policies and asking 
questions. If you are already doing these 
things, then good for you! Just make 
sure you are documenting your strategies 
and procedures. If you are not managing 
these areas, then please begin to do so.

I am always happy to present these 
topics to groups. Reach out to me if you 
would like to schedule an opportunity to 
learn more.

Lezlee Liljenberg began her career with All-
state as a scratch agency in June 2004. On a 
fast path for growth, she purchased an agency 
of 1,600 policies in January of 2007, dou-
bling her agency size and adding the respon-
sibility of a satellite office. Lezlee lives her life 
to give back to others and believes that loy-
alty and trust are the foundation to mutual 
respect and success for everyone. Her motto 
is “Knowledge is Power” and consistently 
pursues her own personal growth. She also 
encourages her staff, and those around her, to 
learn all they can to live the best life possible. 
God is her guide, and she gives her credit of 
success and happiness to Him. You can contact 
Lezlee at lezlee6612@gmail.com.

mailto:lezlee6612@gmail.com
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This article originally appeared on https://
www.paychex.com/worx/. It is reprinted 
with the kind permission of the author. 

Performing a skills gap analysis can 
help make sure you’re hiring employees 
that can make the most impact on your 
bottom line.

When it comes to hiring, conducting 
a skills gap analysis is a helpful way to 
make sure you’re hiring the candidate 
who has the skills needed to help you 
reach your organization’s goals. And it 
can also save your company money in the 
long run.

What is a Skills Gap Analysis?
A skills gap analysis is the process 

of determining desired skills for your 
workforce, assessing the skills of your 
prospective or current employee(s), and 
identifying any gaps. In short, a skills 
gap analysis helps you identify the skill-
sets of each employee to determine who, 
or where, skills need to be developed, or 
hired for. It’s a great way to determine 
where your current or future workforce 
needs to grow in order to help your busi-
ness remain competitive. 

And it’s a great way to improve your 
hiring process, too, as it can help you hire 

individuals who have the skills needed to 
make an impact on your bottom line, 
right from the get-go (and long into the 
future).

How a Skills Gap Analysis Can 
Improve Your Bottom Line
It can optimize the hiring and 
onboarding process

Conducting a skills gap analysis gives 
you insights into your entire workforce 
and can be especially helpful when look-
ing to fill open positions within your 
organization. By performing a skills gap 
analysis prior to making any new hire, 
you can identify gaps in the skillsets of 
your current team, and hone in on those 
you’ll want your new hire to have, in or-
der to help close them.

Not only that — hiring a candidate 
with the right skillset for the job can 
help with retention, so you don’t end up 
having to repeat the hiring process again 
within a few months (especially given to-
day’s tight labor market!).

Still, even qualified new hires may 
need some on-the-job training to fill in 
minor skills gaps. You can use insights 
gathered from your skills gap analysis to 
figure out where new hires fall short of 
certain expectations and make the most 
of your training budget during the on-
boarding process by creating tailored 
training programs. This means that your 
new hires won’t spend unnecessary time 
in trainings developing skills they already 
have, and they can start their new role off 
on a stronger foot. 

It can help you attract and retain talent
A skills gap analysis can also be used 

to identify opportunities for professional 
growth within your current workforce. 

Why a Skills Gap Analysis is Critical 
to Your Bottom Line

Paychex

agency management
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You can use this information again to 
offer tailored training opportunities that 
can help improve employee satisfaction 
and engagement, which in turn can help 
you avoid employee turnover and build a 
more sustainable workforce.

Use your skills gap analysis to provide 
a more robust development program for 
employees, which can make you stand 
apart from your competition during the 
recruitment process.

It can improve your competitive edge
Having a better understanding of your 

team’s strengths and weaknesses can help 
you improve processes and programs in 
order to optimize your organization’s 
performance. By using insights garnered 
from your skills gap analysis to improve 
recruitment, hiring, and onboarding pro-
cesses, as well as employee development 
and engagement, you set yourself up to 
have a better edge over your competition.

How to Attract the Right Talent 
Using a Skills Gap Analysis

Attracting the right talent can be 
critical to growing your business. Con-
ducting a skills gap analysis before you 
begin the recruitment process can help 
you better assess the particular skills your 
organization is looking for and whether 
your candidate(s) are capable of helping 
you reach your business goals.

Step 1. Determine business needs
What does the future of your business 

look like? Understand your company 
goals and the skills that will be needed 
to achieve them. Aligning a candidate’s 
experience, interests, and competencies 
with organizational goals can lead to 
greater productivity and retention and 
create opportunities for employee career 
advancement.

Step 2. Identify skills gaps within your 
current workforce

Once you determine your business 
needs, assess the skills of your current 
employees, and identify where additional 
skills are needed. Consider turning to 
managers for feedback on the role for 
which you are hiring. What skills gaps do 
they see in this role today, and possibly 
in the future? By understanding the skills 

you have on your team, and what you 
need, you can improve your recruitment 
strategy using a more targeted approach.

Step 3. Determine which skills are 
needed for future work trends

As you identify your goals, core com-
petencies, and key performance indica-
tors (KPIs), don’t forget to research the 
skills needed to meet the needs of future 
work trends. For example, how will au-
tomation impact your employees? How 
about hybrid or flexible work schedules? 
Anticipating future skills needs will help 
you better prepare as work demands con-
tinue to evolve.

Step 4. Identify core competencies
Once you have a clearer picture for what 

skills are needed for the role, it’s time to 
take out the red pen and review the exist-
ing job description. Are the skills you’re 
looking for clearly defined in the job de-
scription? If not, be sure to add them be-
fore you begin the recruitment process.

Using a Skills Gap Analysis to 
Improve the Hiring and On-
boarding Process
Candidate evaluation

Now that you’ve attracted new talent, 
it’s time to evaluate whether they’d be a 
good fit for your organization. Which 
of the core competencies appear on the 
candidate’s resume? Use the core com-
petencies you’ve identified to craft inter-
view questions that dive deeper into the 
candidate’s experience using these skills, 
as well as hypothetical questions to assess 
how comfortable they would be applying 
those skills as part of your team.

Another way to assess the candidate’s 
skill is by conducting an in-basket exer-
cise. In-basket exercises mimic the actual 
tasks that a new hire will be expected 
to perform on the job. When conduct-
ing an in-basket exercise, it’s important 
to keep the position’s core competencies 
and KPIs in mind in order to evaluate 
the candidate effectively.

Here’s an example of a simple in-bas-
ket exercise for a sales position: let’s say 
you want to prioritize clear written com-
munication and the ability to problem-
solve using resources. An appropriate 
exercise would be to provide the can-

didate with a mock query written by a 
potential customer, giving them access to 
a product catalog and FAQs. Then, give 
the candidate a set amount of time to re-
spond to the query.

With this exercise, you can assess how 
well the candidate works under pressure, 
the strength of their written communi-
cation skills, and their ability to use re-
sources to find information.

Onboarding new hires
Once you’ve found the right fit and 

have settled on an offer, your skills gap 
analysis can be used to identify what the 
first few weeks might look like for your 
new hire. Use the information you’ve 
gathered about their skillset(s) during 
the hiring process to create a targeted 
onboarding experience, offering more 
relevant trainings, or to identify the proj-
ects in which they can put their strengths 
to use right from the get-go.

How Paychex Can Help
Whatever goals your company has set, 

it can be hard to reach them without 
first figuring out the skills you need on 
your team to do so. A skills gap analysis 
is a fundamental way to help make sure 
your new hire(s) can strengthen — and 
stay with — your organization. It’s also 
a great tool to help identify growth and 
development opportunities for current 
team members, so that you can remain 
competitive in the marketplace.

If you’re looking to hire and retain top 
talent in today’s competitive labor market, 
Paychex is here to help. With Paychex, 
you’ll have access to a dedicated HR pro-
fessional who can help you implement ef-
fective hiring, onboarding and employee 
engagement strategies that can set your 
business up for even greater success.

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

https://www.paychex.com/worx/
https://pages.paychex.com/allstate
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During my 30+ year career I learned 
many things about working in my busi-
ness but more importantly on how to 
work on my business. There is a very 
large difference and this difference can 
be the key to seeing success, staying me-
diocre, or worse, going under.

When you start working on your busi-
ness, you will have the chance to fine-
tune all your systems and processes to 
best fit your agency and create lifelong 
clients.

What are the basics to creating a life-
long client?

1. Gaining a new prospect
2. Converting prospects to customers
3. Retaining and cross-selling
Simple, right? I am sure you caught 

on that these are simple titles but entail 
many things.

Let’s start at the beginning — Gaining 
New Prospects

One of the best surefire techniques of 
gaining new prospects is by using direct 
mail. Here are just the top 3 reasons to 
use direct mail in your agency:

• You Get Better Clients. When you 
target who you want to be in your book, 
stay with that target market, and you 
continue to market to them over and 
over, you get a better client because these 
are not shoppers. These are people who 
have a moment of truth. They’ve either 
had a bad claim with their current car-
rier, or their agent has made them mad, 
didn’t return their call, etc. You are show-
ing them that you are better for some 
reason than who they’ve got now. 

• They Stay Longer and Refer More. 
Once you get your ideal client into your 
book of business, you need to constantly 
be in their mailbox to continually build 
the relationship and trust. An agency 
newsletter mailed bi-monthly, a quarterly 
life insurance letter with an emotional 

Creating Lifelong Clients
Bill Gough, Allstate Hall of Fame Agent and President of BGI Systems

story, along with annual review offerings, 
holiday greeting cards, and birthday cards 
and letters are just some of the direct mail 
pieces that your clients will appreciate. 
The reward of sending these direct mail 
pieces is higher and longer retention plus 
referring their friends that are likely much 
like them: high-value clients.

• They Buy More. Just like everything 
mentioned above, your ideal clients will 
buy more products when they gain more 
trust in the relationship.

Don’t think you can just send direct 
mail and that’ll be it — it is just the be-
ginning.

To convert prospects to customers, 
your team members must know how to 
react and handle incoming calls. 

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 per-
centages.

My definition of a “script” is “words 
in sequence that have a meaning.” Ac-
cording to this definition, everything 
your team members say to prospects and 
customers is scripted. If you do not equip 
them with scripts that work best to close 
more sales, refer their friends, get more 
cross-sells, including life insurance leads, 
they will be using their own language 

and therefore, leaving tons of money on 
the table that could/should be yours.

When your team has a script to guide 
them, you can feel confident knowing 
that your agency message will be deliv-
ered correctly on every call. This helps 
your team avoid unintentionally damag-
ing the relationship with your prospects 
and customers.

Without a good script, your team may 
achieve varying results. But if everyone 
uses the same effective script, they are all 
empowered to sell more.

Email Support@BGISystems.com to 
request a free digital recording of “How 
to Double Your Closing Ratio and Con-
vert More Prospects to Clients” that 
walks you through how to use scripts in 
your agency. 

The best way to prepare your team 
with scripts and ensure that they are 
using them correctly is by role-playing. 
The Dictionary of Education explains 
role-playing as “an instructional tech-
nique involving a spontaneous portrayal 
(acting out) of a situation condition or 
circumstances by selected members of a 
learning group.” The situation to which 
the person responds may be either struc-
tured or unstructured.

Your team members will gain valuable 
skills role-playing in less than 10 minutes 
a day! By continuously training and role-
playing with your team, they are able to 
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 proac-
tive in working with your team to pre-
pare them for questions and situations 
they could encounter. Keep in mind that 
role-playing is extremely important for 
all members of your team, not just your 

agency management
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NAPAA Membership is open to:
• Current or Retired Allstate Insurance Agents
• Agency Staff
• Allstate Financial Specialists

Members receive: DirectExpress Weekly Newsletter; Continuing Education 
Subsidy; E&O Deductible Subsidy; Towing Service Discount; Group Dental, 
Health, and Vision Plans; New Member Referral Program; Numerous Discounts 
on Business-Related Services; Help Buying/Selling Agencies; and Member-to-
Member Referrals.

Associate Membership is open to:
• Licensed Staff of a current NAPAA Member

Associate Members receive: DirectExpress Weekly Newsletter; Continuing 
Education Subsidy; Towing Service Discount; and Group Dental, Health, and 
Vision Plans

Dues may be paid annually, or monthly by automatic withdrawal (EFT) from 
your checking account. 

Become a NAPAA Member Today

Learn more about benefits of NAPAA membership and join today at:
https://napaausa.org/membership/join/

JOIN 
NOW!

sales superstars. 
This is a very valuable tool to help you 

grow your business that takes up less than 
10 minutes of your team’s time a day.

Remember – Only practice/role-play 
on the days you want to win!

Once you and your team have success-
fully gained a new customer, it is time to 
make sure you retain and cross-sell them.

Policy reviews are a fundamental ba-
sis of the business that you and I are in. 
It is critical that you offer and complete 
policy reviews regularly. 

Here are a few tips to make sure that 
you and your 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. 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 homeowners, this review comes an-

nually at renewal, and for auto custom-
ers, their policy review marks their an-
niversary date. 

• Take a proactive and controlled 
approach using multimedia (email, 
direct mail, text, and phone call) to 
contact the customer. When we speak 
to our customers at renewal, we 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 you say “discounts” most custom-
ers will be receptive (and even excited) to 
continue the conversation.

• Key point of a policy review — 
Make sure that your customer has ad-
equate protection. Remind your custom-
ers that as the circumstances of their lives 
change, it is likely that they will need to 
change their insurance protection as well.

• Make the most of your time with 
the customer. Above everything else, be 
helpful and listen carefully. Answer any 
questions that the customer may have 

about their policy.
Take these tips and turn your current 

policy review process into a new business 
sale and increase your retention.

Bill Gough is a former Allstate Insur-
ance Agency Owner, Allstate Hall of Fame 
Member, Entrepreneur, Business and Suc-
cess Coach, Marketing Expert, Author, 
Speaker, and Philanthropist. Please contact 
Amanda Fall at Support@BGISystems.com

Bill began his career in 1984 with All-
state working in a booth at Sears Depart-
ment Store. He primarily dedicates 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 learned 
throughout his career. It’s Bill’s vision that 
insurance agency owners across the country 
can achieve and exceed the same success he 
experienced.

https://napaausa.org/membership/join
mailto:Support@BGISystems.com
https://www.bgisystems.com/
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10 Steps in Preparing to Grow and Prosper!
Craig Wiggins

Change. It is a word that most people 
simply do not want to hear. Humans like 
routines. We like being comfortable and 
we like knowing what to expect. I think 
those feelings are wired into our brains to 
keep us safe. 

But when it comes to business, change 
is about the only thing that you can 
count on. It is going to happen and those 
who deal with change best are most like-
ly to succeed. There are obviously a lot 
of changes going on within Allstate and 
in the industry as a whole. As an agency 
owner, there is little you can do to stop 
these changes.

And while you cannot control these 
changes, you can certainly control how 
you respond, as well as the choices and 
decisions you make to deal with those 
changes. Those that know me well know 
that I am a very positive person. Being 
positive is not being naïve and it does 
not make someone a “Kool-Aid drinker.” 
Being positive is all about finding the 
good in any situation and focusing on 
the things that you can actually control. 
That is exactly what I intend to do, and I 
would encourage owners looking for suc-
cess to do the same.

Now, for some agency owners, selling 
and getting out will be their first reac-
tion and frankly, I can’t blame people for 
making that decision. For many, that will 
be a good option, especially if they are 
nearing the end of their career. But for 
those who have many years to go, there is 
a lot that you can do to take full advan-
tage of the changes that are coming and 
position yourself to grow and prosper! 

So, what can you do? Here are 10 steps 
you can take right away:

Get your mind right. Your thoughts 
will determine your actions and your ac-
tions will determine your results. If you 

have positive thoughts, you are more 
likely to have positive results. If you are 
constantly having negative thoughts, you 
are much more likely to have negative re-
sults. Surround yourself with people who 
inspire you to be a better version of your-
self — people who will help reinforce 
positive thoughts and actions, not nega-
tive thoughts and actions. Your circle 
really does matter and that includes the 
people in your social media circle. 

Understand what is actually going to 
happen. Get a good grasp on the infor-
mation available to you and try not to 
listen to rumors. Even though there is a 
lot of change going on, there is actually 
a lot of good as well. For example, vari-
able commission is going up and current 
renewals will be locked in for those in the 
Pro and Elite segments. If you are not in 
at least the Pro segment right now, you 
need to do everything possible to get into 
that segment by the end of 2022. There 
is plenty of time to make that happen. 
If you are serious about it, you most 
certainly can make it happen. As of the 
time of writing this article, variable com-
mission for auto insurance is expected to 
be annualized in 2023. This is a big deal 
and will present significant opportunity 
for those who take advantage of it. So, 
get your arms around the changes that 
are coming and keep up with everything 
that is being communicated. 

Take a hard look at your staffing 
structure and your overall business 
model. I realize many people got into 
the insurance business to build up a 
book of renewals and sit on them. I am 
not saying that you cannot do that any 
longer, but it is going to get harder and 
harder to succeed with that philosophy. 
Going forward, everyone in your office 

must be contributing to sales in some 
form or fashion. If you have people who 
are simply taking payments and doing 
basic transactional work, they are going 
to have to transition to sales or learn to 
do higher level service work that leads to 
sales. 

Agencies will have access to a cus-
tomer service center to do a lot of basic 
service work and there will be a cost to 
that via lower renewals in the future. So, 
if you are going to pay for it, you might 
as well leverage it and use it to help you 
grow. You may disagree with the business 
model compared to the way you operate 
now, but if you truly want to grow and 
prosper, you will likely need to embrace 
it and make the call center a fundamental 
part of your growth strategy.

Again, think sales. Think about the 
people you have in your organization. Do 
you have people who are actually capable 
of succeeding in sales? If so, are they get-
ting the training and resources to lever-
age their ability? What else could you do 
to support them? Would a sales assistant 
help them accomplish more? There is 
a lot to think about and possibly some 
tough decisions to make. One way or the 
other, everyone in your agency will need 
to be contributing to sales if your agency 
is going to succeed in the future. 

Build a true sales organization. You 
may be able to utilize people in your 
agency now or you may need to hire new 
people. Either way, make sure you com-
municate very clear expectations, stan-
dards, and non-negotiables. Everyone 
needs to be clear on what is expected, 
not just from a production perspective, 
but an activity perspective. Think about 
the minimum level of production that 
you are willing to accept from someone in 
that role. Then, think about the activity 
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required to produce the production you 
are looking for. 

For example, let’s say you are looking 
for 25 items per month from your pro-
ducer. What do they need to do daily to 
make that happen? How many quotes? 
How many phone calls? How much time 
do they need to spend training, role play-
ing, etc.? Make sure you communicate 
those things and hold them accountable 
to your expectations. A good way to do 
that is to find out what they want to ac-
complish and come up with a very spe-
cific plan to make that happen. When 
they get off track, you can make it about 
them instead of you or the agency. In-
stead of having confrontations, you can 
have more conversations and demon-
strate how much you care while helping 
them accomplish their goals.

Compensation matters. You must pay 
people correctly. Many agencies overpay 
underperformers and underpay overper-
formers. Your compensation plan should 
have a tiered commission program with 
many levels that truly rewards those who 
do the most. With the new variable com-
mission levels coming in 2023, an agency 
can be very aggressive with new business 
compensation to truly help their agency 
scale. Make sure you also have a bun-
dling component, either as a bonus or as 
a requirement. Years ago, I instituted a 
bundling requirement in my agency and 
did not pay for mono line business. Fast 
forward to today and we have an 80% 
bundling rate. Getting someone on the 
phone is the most time-consuming part 
of our job. Once we have someone on the 
phone, we might as well get the entire 
household. At the end of the day, it does 
not take much more work to write three 
lines as it does to write one. 

Re-evaluate your marketing. What 
exactly are you doing to drive leads into 
your agency? Are you investing in direct 
mail? What about Live transfers? If so, 
are you working winbacks, requotes, and 
cross sales? Are they being worked cor-
rectly? What talk paths are your sales 
agents using? Do they come off salesy or 
as someone genuinely interested in help-
ing your customer? Are you working with 
any Centers of Influence to get referrals? 

What about referrals from customers? Are 
your sales agents even asking? If so, how 
and are they being consistent? What ac-
countability do you have in place? There 
are countless ways to generate leads in 
your agency. Evaluate everything you are 
doing now and think about what you can 
do differently. Small tweaks and changes 
in these processes can yield significant 
differences in results.

Know your numbers. For example, do 
you know your acquisition costs? Do you 
know how much it costs to generate a 
sale from each vendor that you are using? 
Do you know what zip codes have the 
highest close ratio? Is that information 
accurate and up to date so you can make 
changes and tweaks to what you are do-
ing to get better results? To get the most 
out of your marketing dollars you need 
to know your numbers so you can make 
tweaks and changes. Simply throwing 
money at a vendor or process and hoping 
it does well is not a good strategy.  

Evaluate your sales process. Does 
your team sell on price, or do they sell 
on value? Does your team sell apples to 
apples and focus on price? Do they give 
great advice and make recommendations 
to truly protect the customer? Leading 
with liability is a fantastic way to not only 
protect customers better but to close sales 
that would have otherwise been missed 
by simply focusing on price. People will 
pay more when they see value. We sim-
ply must articulate that value to them in 
a way that makes sense. Having a proper 
sales process to give sales agents structure 
to articulate the true value proposition of 
a local agency is critical. Selling on price 
and hoping the quote is lower is a poor 
strategy. Teach your team to sell on value 
and they will start winning deals that 
they are currently losing. They will sell 
more items per household, have better 
retention and get more referrals. 

Develop leaders in your agency. If 
your goal is to truly scale your agency 
going forward and take full advantage of 
the new commissions, you are going to 
need help. Having an integrator to help 
you hire, train, and develop your team is 
crucial. Look for people with leadership 

qualities and put them in a position to 
demonstrate their ability. For example, 
let them lead a meeting. Pay close atten-
tion to how the rest of the team reacts to 
this person. Are they looking at the floor 
with their arms folded? Or are they pay-
ing attention and listening? The ability 
to influence others is the biggest quality 
I look for when developing a leader. If 
they cannot influence others in a positive 
way, they will have a difficult time lead-
ing them. 

Focus on training and development. 
Your agency is possibly the biggest as-
set you own and the people who work 
in your agency create that value. Train-
ing and developing your team to increase 
the value of your agency is vital, and you 
must make it a priority. What invest-
ment of time and money are you making 
to help them increase the value of your 
agency? Having weekly training ses-
sions with your team to role play areas of 
improvement is a fantastic way to build 
skills that can last an entire career.

If you owned an NFL team, you would 
not show up on Sunday and just play the 
game. You would watch film, practice, 
develop a game plan, etc. If you didn’t 
do that, you would likely lose the game. 
Well, our “games” are the conversations 
we are having with our customers. What 
are you doing to put your team in a po-
sition to have more wins than losses? 
When I started taking training seriously 
years ago, my results skyrocketed. Not 
only did the agency grow significantly, 
but it was also extremely rewarding to 
watch my staff accomplish things they 
never thought possible.

So, yes, change is coming. It always 
has and it always will. The good news is 
that you get to decide how you respond 
to it and the action you take to make the 
most of your situation. If I can be of help 
in any way, feel free to reach out to me 
directly. 

Craig Wiggins is the founder of Craig Wig-
gins Coaching and Consulting. Craig works 
with thousands of agency owners and staff 
all over the country. He can be reached via 
email at craig@craigwigginscoaching.com. 
Visit his website at https://www.craigwig-
ginscoaching.com/.

mailto:craig@craigwigginscoaching.com
https://www.craigwigginscoaching.com/
https://www.craigwigginscoaching.com/
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ARIZONA
Flagstaff
The Halstead Agency
928.380.6357
chbd36@gmail.com
Asking Price: Negotiable
PIF: 3800 Premium: $3,800,000
60+year award-winning established 
agency. Longstanding loss ratios below 
40%, high retention rates, and cross-
sales. Beautiful and inexpensive office 
location in a vibrant downtown loca-
tion. Rare and unique opportunity to 
own a thriving business in a highly 
desirable mountain town. Mild seasons 
and natural beauty make for extensive 
outdoor living, with activities like ski-
ing, hiking, biking, and dining. Town 
boasts a diverse population, a major 
university, and a vibrant arts com-
munity.

Kingman
TR Pitts Insurance Group, Inc
928.279.8894
trini22tapia@gmail.com
Asking Price: $700,000
PIF: 2643 Premium: $3,056,000
Time to retire. 24 yr agent in same loca-
tion for 20 yrs. 1000 sq ft suite in prime 
location. Building located on main 
street through town. 2 licensed support 
staff. One is bilingual.

Kingman
Angie Whitesides
928-753-5229
angieweese66@gmail.com
Asking Price: $675,000
PIF: 2483 Premium: $2,713,296
Career agent with 32 years of experi-
ence and 21 years with Allstate ready 
to retire. Longstanding agency with 
low loss ratio and very high retention. 
Kingman is a growing daily with 
endless possibilities for a new business. 
Office centrally located across the street 
from the post office.

CALIFORNIA
Los Angeles
Allstate Insurance Agency
720.779.1500
gchitwood@G-Forceac.com
Asking Price: $OBO
Premium: $1,032,000
Award-winning agency honor ring, 
national conference recipient. It is an 
ECP agency and new buyers can start 
on month 1 on the enhanced compensa-
tion plan. Agent *Highly Motivated* 
and is moving out of state. Electronics 
are included in sales and the agency can 
be relocated.

Los Angeles
Los Angeles Agency
208-863-0340
patrice@energiapartners.com
Asking Price: $849,000
PIF: 1658
Premium: $3,600,000
Family-owned, second-generation, 
agency consisting of a preferred auto/
homeowner customer base with high re-
tention and loyal customer base. Agency 
is nestled at the base of the Santa Mon-
ica mountains. A well-diversified book 
of business with the potential to increase 
revenues through new, renewal and 
brokered commissions in an exceedingly 
desirable neighborhood. A complete op-
eration with tenured staff, significant 
bonus opportunity and undeniable 
earning potential.

Ontario
Barajas Insurance Agency
760.989.9922
aracelib@allstate.com
Asking Price: TBD
PIF: 736 Premium: $1,500,000
Turnkey office, ECP eligible, 2 yrs left on 
office lease, Loss Ratio 50%, 88% reten-
tion. Please do not call office for details, 
I may be reached at 760-989-9922 or 
via email: aracelib@allstate.com for ad-
ditional information. Thank you!

San Diego
Allstate Agency
858.675.2200
mikennay1@gmail.com
Asking Price: $400,000/OBO 
Negotiable
PIF: 1160 Premium: $1,703,566

San Francisco
Allstate Agency
SAMM Business Marketing – 
Seller Rep
855.306.8627
mel@sammconsulting.com
Asking Price: Negotiable
Premium: $7,600,000
Broker representative. Contact SAMM 
Business Marketing at 855-306-8627 
to start the process.

San Francisco
Allstate Agency
SAMM Business Marketing – 
Seller Rep
855.306.8627
mel@sammconsulting.com
Asking Price: Negotiable
Premium: $2,200,000
Broker representative. Contact SAMM 
Business Marketing at 855-306-8627 
to start the process.

Simi Valley
Robert Ives
805.657.5142
xtree23@aol.com
Asking Price: TBD
PIF: 1723 Premium: $2,100,00
Loss Ratio 32.71%, Retention 90%. 
100,000 Broker Business – McGraw 
Ins. Office 1,000 SQFT – 3 offices, 
$1066 a month. Lease Expires 3/1/22. 
Time to retire. 22 years in the same 
location. Loyal customer base. Reports 
available upon request. Furniture 
available.

Westlake Village
Udell Family Insurance Services, Inc.
818.991.2800
Asking Price: $1,000,000
PIF: 2200 Allstate
Premium: $4,300,000
Est. 1973, Original agent HOF Mem-
ber, 2nd Gen. Owner. Retention 90%, 
Auto 12MM L/R 37%, Total P/C 
12MML/R 30%. LSP 20 years Exp. 
Located right on the border of N. Los 
Angeles County and Ventura County. 
WLV is a great Area and low rent cost.

COLORADO
Aurora
Allstate Agency
720-902-5200
Email: GChitwood@g-Forceac.com
Asking Price: $860,000
PIF: 1600 Premium: $3,375,928
Number of Staff: 1.5
Number of Licensed Staff: 1.5
Established $3.4 million earned pre-
mium agency. Highly desirable location 
in Arapahoe County.

Castle Rock
Strausheim Agency
303.981.4946
Sydneys@allstate.com
Asking Price: $975,000
PIF: 1325 Premium: $3,500,000
Located in one of the fastest growing com-
munities in Colorado. Agency has grown 
$1 mil in premium in the past 5 years and 
in same location since 2007. Agent owns 
the office condo. With 24 years of Allstate 
experience, I am willing to assist in train-
ing and transition. Agent is moving out of 
state due to family matters.

Denver
Insure All Financial Services Inc, 
dba Charlotte Gonzales
720.353.8402
Cgonzales@allstate.com
Asking Price: $458,000
PIF: 1325 Premium: $1,850,000

Denver
Allstate Agency
720.779.1500
GChitwood@G-Forceac.com
Asking Price: $825,000
Premium: $3.4M
Award winning $3.4 million earned 
premium agency. Licensed and trained 
staff are willing to stay on with the new 
owner.

Firestone
Hajek Insurance Group
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $825,000
PIF: 1606 Premium: $2,900,000

Golden
Allstate Agency
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $645,000
Premium: $2,550,000
This established, award winning $2.6 
million earned premium agency. Cur-
rent owner is deeply involved with the 
community and is open to assist with 
the transition.

Longmont
Martens Insurance Agency LLC
970.290.3800
rmartens@allstate.com
Asking Price: $800,000
PIF: 1683 Premium: $2,800,000
20-year-old scratch agency with 92% 
P&C retention and 98% life retention. 
24-month loss ratio 38%. Bi-lingual 
agency. Agent wishes to retire. Long-
mont is located 30 miles north of the 
Denver/Boulder area and population is 
booming – over 94,000. PPC Loan (an 
Allstate approved lender) has already 
approved up to $615,000 for a qualified 
buyer! PPC Loan underwriter stated, 
“this is a great agency to purchase!”

the NAPAA market place
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Loveland
Allstate Agency
720.779.1500
GChitwood@G-Forceac.com
Asking Price: $850,000
Premium: $3.5M
7+ years established agency with 3 expe-
rienced staff who are familiar with the 
customers and books.

DELAWARE
Seaford
DeSanctis Ins. Agency, LLC
302.632.7024
docdkt@hotmail.com
Asking Price: $419,000 / OBO
PIF: 1627 | Premium: $$2,446,000
The agent will stay as LSP and Finan-
cial Specialist. Enjoy the quiet rural life 
in historic Seaford and tax-free Dela-
ware yet be just 1 hour from the major 
mid-Atlantic beaches.

FLORIDA
Lutz
Santa Anna Insurance Services LLC
813.482.1993
felipe.guacache@allstate.com
Asking Price: $100,000
PIF: 145 | Premium: $149,000
Enhanced Compensation Program 
(ECP) contract with Allstate. The con-
tract is transferable, and it will restart 
at four years for new owner. Nice office 
with furniture and office equipment in-
cluded. Two years to go on the lease con-
tract. Will work and help new owner to 
get up to speed if needed.

Spring Hill
Veres Insurance
727.967.3438
wveres@verizon.net
Asking Price: $575,000 
Price Reduction
Premium: $2,700,000
2 employees with 21 years of experi-
ence. 20 years at the same main street 
location. Agent retiring. Loss ratio 
48%. Retention 88%. Agency poised for 
growth.

Stuart
Jim Haugk Insurance Inc
772.214.7769
jimhaugk@allstate.com
PIF: 2000 Allstate + Ivantage | Ask-
ing Price: $450,000
Premium: Allstate $2,213,000 | 
Ivantage – $900,000
Established 32-year agency in the beau-
tiful community of Stuart on Florida’s 
Treasure Cost

Stuart
Gambale Insurance Group, Inc.
561.352.5869
patrickgambale@allstate.com
PIF: 4600 Allstate 12000 Brokered | 
Asking Price: $9.2 Million
Premium: 20 million + 8.6 Allstate 
12 million Brokered
Rare large agency for sale in desirable 
area, 13-year agency. Consistently top 
agency in state and country in 2020 in 
writing new business Ivantage. 86% 
retention

GEORGIA
Gwinnett County
White Insurance Services
404.642.7930
danielwhite@allstate.com
Asking Price: $775,000
PIF: 1800 Premium: $3,100,000
Good cash flow. Great cross sell opportu-
nities. Ultra-low loss ratio.

HAWAII
Maui
Allstate Agency
alohamauiagent@gmail.com
Asking Price: Negotiable
PIF: Allstate 6,860 | Ivantage 2,432
Allstate $5.7M | Ivantage $1.6M
Established Agency for over 45 years 
with great cash flow. Retention 94.5% 
Loss Ratio 43% Past 10 years earned 
Chairman’s, Leaders Forum, National, 
and Honor Ring awards several times. 
Agent retiring. Reply to ad by email 
only and you will be contacted within 
24 hours.

ILLINOIS
Chicago (Northwest Suburbs)
Allstate Agency
847.594.2664
danielhicks2010@gmail.com
PIF: 2038 | Asking Price: 2x mul-
tiple (currently $447,300)
Premium: $2,500,000
12MM loss ratio 26.96%, Retention 
86.5%, Bundling 72.5% Low loss ratio. 
Made bonus 6/7 years. ALR-Produc-
tion $10,500 of $24,500 (earned to 
date – only $14K needed to reach bo-
nus eligibility. Seller will assist). Staff: 
2 (including owner) Owner willing to 
stay through transition.

Chicago
Sanfatello Insurance Agency, LLC
312.575-0086
rsanfratello@allstate.com
Asking Price: $325,000 – Seller Fi-
nancing would be considered
PIF: 1,130 | Premium: $1,050,000
Fast-growing Allstate agency for sale. 
Inner Circle Elite (2016,2019) Circle 
of Champions (2016,2019), National 
Conference (2016,2019), Agency 
Achievement Award-2nd Place Silver 
(Growing to Scale-2015), and Honor 
Ring (2016-2020) award-winning 
Agency. The sale is just for the book of 
business. Low rent and relatively new 
build-out. The buyer has the option to 
keep office space or pick a new location 
with Management approval. Addition-
ally, the Buyer has an option to combine 
with existing books on the Northside of 
Chicago or Evanston, IL with approval 
from Management.

INDIANA
Evansville, South Bend, 
Carmel
The Tod Wilson Agencies
812-457-0089
todwilson11@gmail.com
Asking Price: Between 2x-3x annual 
comp
PIF: 8200 Premium: $9.8 Million
Evansville: $5.1 million 4,400 PIF 
90% retention South Bend: $3 million 
2,600 PIF 91% retention Carmel: $1.7 
million 1,200 PIF 88% retention Each 
sold separately.

Lafayette
Kevin Crook Agency
574.721.5953
Asking Price: $260,000
PIF: 821 Premium: $1.1 Million
ECP agency motivated sellers several 
laptops and desks with purchase.

KENTUCKY
Crescent Springs
Ballard & Associates, LLC
859-341-3790
jenniballard@allstate.com
Asking Price: $330,000
PIF: 1178 Premium: $1,518,440
The purchased agency is 2002. Reten-
tion 91.52%. Loss Ratio 28%. Great 
book of business.

LOUISIANA
Bogalusa
Lloyd Quave Agency Unlimited 
LLC
985.516.8541
wlq8541@yahoo.com
Asking Price: Make Offer
Premium: $1.3 Million
Agent is retiring after 36 years.

MARYLAND
Largo
Kristina M. Ross & Associates, Inc.
Asking Price: Negotiable
kmrossinc@gmail.com
Premium: $3,170,000 
Number of Licensed Staff: 3
Agency owner for 36 years and retiring. 
Prime location in the county. Customer 
satisfaction with the agency is well 
above market! Loss Ratio 47.2%, Re-
tention 91.32%.

Ocean City
Gismondi Insurance
410.430.5838
BGismondi@comcast.net
Asking Price: Negotiable
PIF: 2273 | Premium: $2,900,000
Agent retiring after 30+ years. Licensed 
in MD, DE, VA & DC. Retention 
90%, Loss Ratio 32%. Substantial bro-
kered BOB. Prime location in West OC, 
office is available for long term lease. 
Work and play at the beach? This is your 
opportunity!

Salisbury
Fred Pastore, Inc
410.860.0866
fredpastore@allstate.com
Asking Price: Negotiable
PIF: 937 Premium: $1,390,965
LR 40.8%, Retention 88.7%. High 
traffic location. Agent will stay on as 
LSP.

MICHIGAN
Troy
Long Lake Insurance Agency, LLC
888.381.8187
corporate@energiapartners.com
Asking Price: $1,450,000
PIF: 2,651 | Premium: $4,935,000
Please find detailed information at: 
sale.longlakeins.com
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MISSOURI
Columbia
Agency Name: Wobig Insurance 
Group
Telephone: 573.999.3893
lynnwobig@gmail.com
PIF: 1694 | Asking Price: $725,000
Premium: $2,300,000
NAPAA Member? Yes
Long time agent retiring. Excellent 
location in downtown area with great 
parking!

MONTANA
Bozeman
Allstate Agency
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $960,000
Premium: $3.4
Award winning $3.4 million earned 
premium agency. Experienced, licensed 
and trained staff are willing to stay on 
with the new owner.

Missoula
Cliff Plantz Insurance Inc
406.544.1446
cplantz@allstate.com
Asking Price: $375,000
Premium: $2,000,000
This book has been in Missoula since 
1963. Very loyal customer base and only 
1 other Allstate agent in Missoula.

NEBRASKA
Omaha
Floyd Brown
402.630.3105
fandfbrown@gmail.com
Asking Price: $375,000
PIF: 776 | Premium: $1.357,000
Great location with mall front walk-up 
traffic, low office cost for this area! also 
close to 60k in Ivantage earn Premiums 
@ 10% renewals.

NEVADA
Henderson
Helene Karp
702.461.9617
helenekarp@allstate.com
Asking Price: $480,000
PIF: 1318 | Premium: $2,139,133
Built the book from scratch 24 years ago. 
Achieved numerous trips and bonuses 
over the years. Retention 85.47. 15 
months left on lease. 1200 square feet in 
office space in Henderson. Very nice of-
fice. Will include furniture and comput-
ers. Agent retiring.

Las Vegas
Cox Family Insurance
702.778.2222
garycox@allstate. com
Asking Price: $331,663
PIF: 1209 | Premium: $1,489,931
The agency is in a busy building with 
good foot traffic in one of the most rap-
idly developing upscale areas of Las Ve-
gas. Home to many Golden Knights and 
LV Raiders.

Las Vegas
Prince Insurance
702.358.5133
westontprince@gmail.com
Asking Price: $400,663
PIF: 1,500 | Premium: $2,600,000
Agency located in Las Vegas, NV in a 
very busy supermarket shopping cen-
ter with high visibility and in traffic. 
Agency has five complete workstations, 
two licensed sales, and one unlicensed, 
all are bilingual. Office is 2,600/month, 
1,100 sq ft. 

NEW JERSEY
Hamilton
KM Zola Agency
609-575-7351
Kevinzola@allstate.com
Asking Price: $950,000
PIF: 2609 Premium: $4,211,915
21-year Agency
Retention 91.13%, L/R 38.83%, 
Cross Sale 57.95%, Ivantage book 
$201,000 in premium
Agent owns office condo. Will negotiate 
lease or sale of the condo.

Summit
Premier Insurance Agency/James 
Fitzsimmons
908.295.5472
tzsimmons@allstate.com
Asking Price: $1,500,000
PIF: 1800 Premium: $6,900,000
Excellent town. 16-year Agency
Retention 90.08% L/R 34.27%, Cross 
sell 57.60%, Allstate book $6.5 mm 
at 2.5x Ivantage book $500k at 1.8x. 
Lender willing to go 2.5x-2.75x

NEW MEXICO
Santa Fe
Quezada Jacobs Family Agency, LLC
505.474.4033
nedjacobs@allstate.com
Asking Price: $950,000
PIF: 2800 Premium: #3MIL
Major commitments to the community. 
Premiere level.

NEW YORK
Lawrenceville
Steven Lambusta Agency LLC
732.232.1774
slambusta@comcast.net
Asking Price: $595,000
PIF: 1800 Premium: $3,000,000
Loss Ratio 39%, Retention 90%

East Setauket
William I Goble
631.655.9028
williamgoble@allstate. com
Asking Price: $330,000
PIF: 808 | Premium: $1,650,000
90. retention rate 64.37 multiline 
85000 in broker business – including 
flood agent will finance 34-year plus, 
wants to retire. 

Greenlawn
RM Szabo Agency
631.553.1322
rmszabo13@gmail.com
Asking Price: $510,000
PIF: 1,039 | Premium: $2,008,000
35 Year agent, Retention 94.03, Loss 
Ratio 32.67, Consistently earn bonuses.

Hampton Bays
Ken Pagano Agency, Inc. 
631.566.7839
kenpaganoagency@gmail.com
Asking Price: $925,000
PIF: 1760 | Premium: $4,000,000 
including Ivantage
Loss Ratio 33%, Retention 91.4%, 
Life PIF 240+
Multiple Bonus and Award-Winning 
Agency retiring after 32 years.

New City
David M Brand Agency, Inc.
914.393.1723
Asking Price: $1,150,000
PIF: 2589 | Premium: $4,400,000
15 Year Multiple Award-Winning Es-
tablished Agency available in the Heart 
of Rockland County, NY. The building 
that houses an agency with an addi-
tional rental unit is available for pur-
chase as well. Retention 92.76%. Loss 
Ratio 40.37%. 66% Bundling. 300K+ 
Ivantage BOB. 40K+ Flood BOB. 240 
Life Policies, 126 of which are Term. 
Appx 2.5MM Securities. The asking 
price is for Book Only. Will sell Agency 
with or without the building. Turnkey 
Opportunity!

Orangeburg
Tina Sullivan Agency Inc
845.365.2373
Tinasullivan@allstate.com
Asking Price: Best Offer
PIF: 1840 | Premium: $2,172,000
Retention 96.64%
Loss ratio 12mm 31.28%/24mm 
39.78
Bundling 78.19%

Oyster Bay
The Robert Reimels Agency
516.456.7514
jreimels@optonline.com
Asking Price: $750,000
Premium: $4,000,000

Suffern
Dean Gentile Agency LLC
845.642.3637
deangentile@allstate.com
Asking Price: $1,150,000
PIF: 2900 | Premium: $4,400,000 + 
Commercial Book + Ivantage Book – 
Allstate Approved Carriers
Premier agency fantastic book of busi-
ness for sale in Rockland County, NY. 
Brand new remodeled office and new 
furniture 2017. Bundle 67%. Retention 
92.41%. Loss Ratio 45%. 2016 – Hon-
or Ring Winner. 2017 – Honor Ring 
& National Conference Winner. 2018 
– Honor Ring Winner. 2019 – On Pace 
Achieved Production Credit.

Queens
SAMM Business Marketing – 
Seller Rep
855.306.8627
mel@sammconsulting.com
Asking Price: Negotiable
Premium: $3,700,000
Broker representative. Contact SAMM 
Business Marketing at 855.306.8627 
to start the process.

Queens
The Meltzer Agency
718.208.764
tmeltzer@allstate.com
Asking Price: $290,000
PIF: 600 Premium: $1,300,000

Valhalla 
Valhalla Agency
Valagen@yahoo.com
Asking Price: Negotiable
Premium: $3,700,000
91.8% retention, 35% loss ratio. 33-
year agent – Legacy Agency
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NORTH CAROLINA
Cary
Allstate Insurance Agency
919.830.6670
agency4salecarync@yahoo.com
Asking Price: $1,200,000
PIF: 3525 Premium: $4,000,000
Amazing Opportunity. Established 
and turn-key agency available for sale 
in one of the most desirable communities 
in North Carolina. 89.72% Retention. 
36.18% Loss Ratio. A book of this size 
and quality will not last.

Greenville
Privateer Allstate
910.787.5222
stevieervin@yahoo.com
Asking Price: $190,000
PIF: 1448 Premium: $1,031,186
Perfect book to purchase as it will re-
main on enhanced commission so lots 
of opportunity for new business and 
renewals. Solid book as within 5 years 
80% customers were retained. Asking 
225k

OHIO
Amherst
The Caco Agency Ltd.
440.541.4273
scottcaco@allstate.com
Asking Price: $450,000 Negotiable
PIF: 1836 | Premium: $2,091,000
34 yr agent, 90.71 retention, 30.37% 
24mm loss ratio 71.03% multi line, 
great EFS relationship.

Columbus
Allstate Insurance Agency
513.515.0631
GeorgeGrantProps@Gmail.com
Asking Price: $1,100,000
PIF: 4600 | Premium: $5,100,000
$686K GROSS PROFIT in 2020. 
11 year established agency $5.1M 
earned premium, all with Allstate (no 
brokered). Low rent, 4 employees with 
combined 23 years’ experience. Top 1% 
agency in the country 9 out of 11 years. 
High retention, low loss ratio. As good 
as it gets.

OREGON
Beaverton-Aloha
Allstate
503.550.0501
adlitopauto@yahoo.com
Asking Price: $525,000
PIF: 1978 Premium: $2.3 Million
2 LSP’s, Office in a busy strip mall and 
can be relocated since the lease is almost 
up. We have been hitting agency bonus 
for the last 7 years. Serious buyers only. 
Agent retiring.

SOUTH CAROLINA
Greenville
Allstate Agency
864.275.4799.
tsoai2002@gmail.com
Asking Price: Negotiable
Premium: $3,000,000
Well-established, 20+ year full-service 
agency. Excellent retention and loss 
ratio. Agency is in a high demand area 
and located on one of the busiest roads in 
Greenville County. Current staff will 
stay on board with new owner, which 
will allow for a smooth transition. The 
owner is willing to do part-owner fi-
nancing if needed.

TENNESSEE
Columbia
Mike Baltzer Agency
931.381.6800
mbaltzer@allstate.com
Asking Price: $275,000
PIF: 1,118 Premium: $1,528,323
I have been an agent with Allstate 
for 40 years and my retention ratio is 
91.55%

TEXAS
Austin
Holley Insurance Agency (Allstate)
630-229-3970
justinholley@allstate.com
Asking Price: $195,000
PIF: 637| Premium: $1,101,284
Retention over 87%, loss ratio 
31.57%
Last chance to join the discontinued 
ECP program. Not only do you receive 
renewals and the opportunity to cross-
sell with your vested purchase, but you 
are able to earn uncapped, huge commis-
sions through the ECP program on all 
new business you write.

Bellaire
William Jaco
713-661-0893(office); 
281-543-8441(cell)
billjaco@allstate.com
Asking Price: Best Offer
PIF: 1931 | Premium: $4,632,798
I am a 35-year agent and have decided 
to retire. I feel fortunate that I have 
been able to grow my book of business 
and still have many of my old book with 
my first customers and their families. 
My office has been in the same loca-
tion with the same phone number since 
1990. My retention rate is 88.39% and 
loss ratio of 35%, I am also selling my 
non-Allstate book as well. Please contact 
me for more information and to discuss 
further.

Dallas County
Allstate Agency
720-902-5200
GChitwood@g-Forceac.com
Asking Price: $460,000
PIF: 1073 Premium: $2,239,854
Number of Staff: 3
Number of Licensed Staff: 3
Established $2.3 million earned pre-
mium agency. Highly desirable location 
in growing suburb in Dallas County.

Fort Worth
Troy & Associates
214.208.0690
dianatroy@allstate.com
Asking Price: Negotiable
PIF: 3778+ Premium: $6.1 million
Agent is retiring. Solid overall agency. 
Many long-term customers. Good life 
penetration. Diverse book with two bi-
lingual staff.

Frankston
McCarty Insurance Group
903.939.8181
kristi.mccarty@outlook.com
Asking Price: $115,000
PIF: 700 Premium: $1,091,944
Owner owns the building so no lease to 
assume. Motivated seller.

Lewisville
Phoenix Protection Group
630-229-3970
monds.aaron@allstate.com
Asking Price: $550,000
PIF: 1366 | Premium: $2,172,592
Number of Licensed Staff: 3
Retention over 87%, loss ratio 31.57%
A great book of business, it has been 
around for a while. Overhead is low, 
lease is year to year.

VIRGINIA
Harrisonburg
AAR Financial Services, LLC
540.624.3077
abbas.rawoot@gmail.com
Asking Price:
PIF: 2,381 plus | Premium: $2,608,238
10 years at the same High visibility 
storefront location in downtown Har-
risonburg, Virginia 22802. Excellent 
lease terms. Selling due to long past re-
tirement.

WASHINGTON
Mukilteo
AK Financial & Insurance Services, 
LLC
akfisllc@gmail.com
Asking Price: $500,000 OBO
PIF: 1580 Premium: $2,160,000
Quality Agency. Owner retiring to pur-
sue other opportunities and spend more 
time with family out of state. 

the NAPAA market place
Agencies for Sale Agencies for Sale Agencies for Sale Agencies for Sale
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MEMBERSHIP APPLICATION 
National Association of Professional Allstate Agents 

110 Horizon Drive, Suite 210 
Raleigh, NC 27615 

Call Toll-Free: 919-573-5025 
Fax: 919-459-2075 

Email: membership@napaainc.org | www.NAPAAUSA.org  

Demographics 
Name:       

Address, city, state, zip:       

Primary Phone:       Email:       

Agent since:       DOB 
(MM/DD):       

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

      
Membership Categories 

 Gold Membership (EA/EFS):  Annual - $375   EFT - $31/month 

 Super Supporter (EA/EFS):   Annual - $475   EFT - $39/month 

 Associate Member (LSP):    Annual - $60 (Per Staff Member)  

 
Action Fund Donation  One Time Payment: $         EFT: $     /month 

   

Payment Section 

 EFT (Monthly) – Mail, scan or fax voided check 

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

 I have enclosed a voided check. 
 Check (Annual) Please make payable to NAPAA and mail to the address above. 

Authorization Signature: _______________________________________ Date: _____________________ 
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Evolving the Independent Agency Channel.
Join us and experience the next level of success.

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

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

• Stability – 38 years as the leading model for IA insurance distribution – and still setting the pace

• Total Premium In-Force: Over $10 Billion

SIAA Provides its Independent Insurance Agency Members:

Always ahead 
of the curve

siaa.com

To learn how you could be the owner of your 
own independent agency, contact us today.
info@siaa.com | siaa.com

https://www.siaa.net
https://www.siaa.com
https://www.siaa.com
mailto:info%40siaa.net?subject=


OFFICERS
President 

Claudia Gamache 
Lockport, IL

Executive Vice President 
Lezlee Liljenberg 

 Arlington, TX

Treasurer 
John Harvester
Bentonville, AR

Secretary 
Michael Garofalo 
 Greenwich, CT

 
DIRECTORS

Michael Curry, Queens, NY
Ray Manfredi, Springfield, VA
Melissa Johnson-Crowdus, 

Pikeville, KY
Scott Verbarg, Indianapolis, IN

Debe Campos-Fleenor, Tucson, AZ 

EXECUTIVE DIRECTOR
Ted Paris

DIRECTOR OF 
ADMINISTRATION

Lee Claassen

MEMBERSHIP MANAGER
Nancy Haywood 

COMMUNICATIONS MANAGER
Jennifer Tse

NAPAA can be reached at:
110 Horizon Drive, Suite 210 

Raleigh, NC 27615
919-573-5025

919-459-2075 (fax)
www.napaausa.org/contact-napaa/

NAPAA Leadership
Exclusivefocus

National Association of
Professional Allstate Agents, Inc.

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

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

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

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

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

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

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

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

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

Our General Goals:
•  To provide an organization specifically tailored 

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

Agents and their clients
•  Provide reliable communications on all issues 

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

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

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

Fall 2021
this issue of 

Exclusivefocus is

brought to you by the

National Association

of Professional 

Allstate Agents.

For more information, please visit 
www.napaaUSA.org

A Magazine 
for Allstate Agency

Owners
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An Official Publication of the National Association of Professional Allstate Agents, Inc.
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The Choice Has

Never Been Easier

CAPTIVE
AGENCY

www.InsAAI.com

✔ Higher Commissions  ✔ A-Rated Carrier Options
✔ Cutting-Edge Technology  ✔ Reach Your Goals

THERE'S A BETTER WAY TO 
BUILD YOUR AGENCY

The Choice Has

Never Been Easier

CAPTIVE
AGENCY

www.InsAAI.com

✔ Higher Commissions  ✔ A-Rated Carrier Options  
✔ Cutting-Edge Technology ✔ Reach Your Goals

THERE'S A BETTER WAY TO
BUILD YOUR AGENCY

The Choice Has 

Never Been Easier 

CAPTIVE
AGENCY

www.InsAAI.com

✔ Higher Commissions  ✔ A-Rated Carrier Options  
✔ Cutting-Edge Technology  ✔ Reach Your Goals 

THERE'S A BETTER WAY TO 
BUILD YOUR AGENCY

https://insurance-aai.com/learn-more-aai41714926
https://insurance-aai.com/learn-more-aai41714926
https://insurance-aai.com/learn-more-aai41714926


No Succession Plan

Higher ExpensesNo Control

Lower Commissions

Changing/Canceled Contracts

No Support
Uncertain Future

Lower Profit Margins

Limited Markets

Aggressive Recruitment Tactics

www.twfg.com/freedom
Or call Lydia Araujo at 281-466-1350

©2021 TWFG Insurance. All Rights Reserved.

The Time Has Come To Step Away From The Wheel And 
Step Into Freedom With TWFG.
If you are a captive or independent insurance agent, chances are you are exhausted from the constant threats and 
uncertainty that are coming at you, sometimes without warning.

Your future should be in your hands.

Maintain your independence, have peace of mind, and all the technological advances, backroom support, and carrier 
access you need to build a successful business, while protecting the communities you serve.

There’s a reason “freedom” is part of our address. When you are ready, we’ll be ready.

https://twfg.com
https://twfg.com

