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Join a group of agencies
that stand above the others

COURI INSURANCE
ASSOCIATES

CLUSTERS

AGGREGATORS

Superior Quality

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

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

president’s message

Hang on to Your Hat!
Claudia Gamache, NAPAA President, CPCU, ARM

A few short months have gone by since I wrote my last article. We are full swing into planning for the New Year. Emerging
Agents are working hard to become Pro, and Pro are working hard
to become Elite. The benefits of your segmentation will be in the
financial and management support you will get from the Company.
Many agents have been shifting onto the new AAV system and
it seems that every week new agents on this system are expressing
the same complaints and concerns that we heard in February 2021.
As I am writing this, NAPAA is asking for a preliminary injunction in the court system to future conversions. Our lawsuit is also
asking the Court to decide if the company can take over our phone
systems. Currently 2,000 to 3,000 agents are on the new system.
And the Company is trying to convert around 500 to 600 new ones
every month.
The company has disbanded Integrated Service and is rebuilding customer service to take on service for all agents.
Interestingly, if you check your Huddleboard, you can see how
many calls hung up before they got to you. Another category shows
how many transferred to another IRV. I’m not 100% sure where
they went, possibly to claims or payments? Up to 30% of the calls
do not complete during the initial voice prompts and many of
those calls/numbers are not in the customer search. Lost prospects?
Numerous agents are reporting their outgoing calls are likely showing as spam on caller ID to customers and prospective ones as well.
Automation is moving right along as customers are being forced
to go to electronic services. They are not getting monthly billings,
instead they get a schedule. Reinstatements have gotten much
harder and so National General is getting those customers. In 6
months, we’ll need to see if we have a competitive price to bring
them back.
Take a look at the completed activities on behalf of your agency
and you will see a vast number of mobile app activities. This is a
service consistent with our competitors and many customers prefer
to use this service. Sometimes it’s broken and customers call in,
but customers are using automated service which frees us up to do
other things. There is very little ACIC involvement. Certainly not
enough to have paid a service unit 20% of agent commission.
Agents need to keep a closer eye on claims to make sure things
look right. I filed a liability claim for a customer who was declined
as a homeowner claim. It was still set up incorrectly. I had to refer
where in the policy it should be covered. Now it’s been set up as
a liability claim with a new number, so there are now two claims
on her file. You know what that means. Same with auto, I had
to explain to the customer how and where their damaged property should be covered. In this case the customer didn’t get a solid
explanation of how he could be made whole. Mistakes are being

6 — Exclusivefocus

made that can cost you the account.
As I consider how we deal with customers, I realize how difficult
or antiquated our processes are, such as Hearsay texting. Not everyone is using Hearsay and if you are using another service, review
the company standards which say you are out of compliance if you
use anything else. Unfortunately, the benefits of texting are lost on
Hearsay. Maybe someone has this answer, but the moment you
are looking at real estate or a loan, your phone is ringing with lots
of people who want to help you with an inquiry you haven’t even
finished. Have we as a company cracked this code?
This week robo agent users have lost their vendor. This is shades
of our policy review tool, Magic CPR. Both of the service providers didn’t and will not be refunding unused time. Allstate Blueprint
doesn’t refund money for unused service either. Vendors are restricted due to “compliance” issues.
You should be aware of the six types of agencies that Allstate
identified? Which one are you? Four are projected to be viable
while the other two are projected to fail. Become familiar with
these and be prepared to make decisions. What are you going to
do with your 6 and 63? Has there been enough conversation about
the pros and cons? How will the EFS fare? The partnership agreements? Have they survived? Possibly only in an unstructured way.
Allstate is resurrecting an agent communication page in Allstate
University and has signed us up. Is it because of the many self-help/
sharing groups set up by agents outside of their control? I don’t know
about you, but as long as this is on an Allstate site and if you need
to log into their system, it will be inconvenient. Expect management
messages in addition to the text messages we are now getting.
In summary, hang on to your hat. Change is like drinking from
a fire hose. Pay attention to where you are today and where you
might be in the next two years. Set a budget. Make sure you have
adequate money to grow and pay yourself? Is Allstate still your best
option? Continue to share your thoughts and information. We appreciate the fact that you are using the All Agents Page. It’s a great
way to stay connected.
Best wishes to you in the New Year. If you are a member, thank
you for your support. If you are not, why not? Please join and renew.
Claudia’s early insurance career progressed from service positions into an
underwriting trainee program. She worked for three insurance carriers
in a variety of positions before landing at CNA as a home office commercial referral 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
PRESIDENT’S MESSAGE continued on page 12.
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The Agent-Friendly
Contract
This agency network
contract reads like
it was written by an
agent, for agents.
Because it was!
At Smart Choice we WANT you to read our
contract. What you won’t see in the agreement
is language that talks about high production
requirements, signup fees and monthly fees,
limitations on selling your agency or an
ownership position in your agency. The key
words here are “your agency” – we are here to
help you get access to carriers and support you
as you grow your agency – but you retain 100%
control and ownership. And, we also share
contingencies and bonuses with our agents.

•

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

The agreement with Smart Choice® is considered the most
agent friendly contract available – which makes sense knowing that it
was created by the insurance agent that founded Smart Choice!
WWW.SMARTCHOICEAGENTS.COM

|

888.264.3388

from the executive director

What Will 2022 Bring?
Ted Paris, NAPAA Executive Director
2022 is here! This will be my 35th year in the insurance industry
and my 17th being involved with Allstate as an agency owner and
Executive Director at NAPAA. Things sure have changed and they
are continuing to change.
I read somewhere that the only constant in the world is change.
President John F. Kennedy stated, “Change is the law of life. And
those who look only to the past and present are certain to miss the
future.”
Some questions might be:
• Are you going to miss the future?
• What does the future bring for you?
• Are you going to remain an Allstate agent?
•	Are you going with remain in the insurance business but elsewhere?
•	Or are going to recreate yourself in a different field? Or maybe retire?
All are good questions. All require tough decisions except one.
It is easy to just stand still and do nothing, i.e., remain at Allstate.
That is the easy path. Well, sort of an easy path.
Let’s talk about your options and what they might bring for you:
First, let’s remain at Allstate. While this can seem to be an easy
decision, is it the correct one? And, in all reality, is it really an
easy decision? Allstate has shown time and time again that they do
not want agents getting too comfortable. Why do they continue
to change compensation and bonus programs? Just because they
can? Of course not. They change to make sure that agents have to
continue to change how they operate their agency and be hunters
of new business. If they allowed all things to remain the same, then
agents, at some point, would stop performing when they began to
get comfortable. The Company would stop growing. Everything
would start going backward and deteriorate.
What Allstate tries to do is to make agents chase the moving
targets. Make them change the business model. From a corporate
viewpoint it makes sense. From the agent’s viewpoint, it causes discomfort, uneasiness and fear.
If you are going to remain at Allstate, what is your plan? Do you
even have a plan? Let me jump in and state there is nothing wrong
with staying an agency owner at Allstate. There is still plenty of
opportunity to be successful and prosper in the future. But to so do
you will need to change. I’ve stated that not all change is bad, not
all change is good and not all change is necessary. But, in 2022, if
you want to remain an agency owner at Allstate you will have to
change. And that change should have already started.
Since the implementation of the Elite, Pro, and Emerging,
Allstate is telling you that your future with them depends on you
adapting to the new agenda. That agenda is more and more new
business income and a smaller dependence on renewal income. The
Company wants growth, and they are expecting you, the agency
owner, to help finance that growth by accepting less renewal in-
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come and replacing that lost income with more new business. And
they are expecting you to increase your expenditures in marketing
and staff to get the needed new growth regardless of the competitive position in your market.
However, if you decide to go for it, will the reward outweigh the
risk? For many, yes. The opportunity to merge, the opportunity
to be able to purchase additional, and the opportunity for growth
could be outstanding. But you need to commit. You need to plan,
budget and implement. You will need to monitor and adjust along
the way. Again, for many, the opportunity is there. You must commit and you must go all in. Only you can make that decision.
What about the other options? For some, maybe it is time for Plan
B: riding off into the sunset and retiring. Not a bad option. It’s what
we’ve worked for our entire life. But even to retire, you need to have
a plan on when and how. Can you sell? Is your lease up? Can you
afford to give up the income? If you can’t sell, is your TPP enough?
To retire properly, and not be a greeter at Walmart or some other
job, you should have already been preparing. (Although working at
a golf course being the starter would be okay as long as the winters were mild and the summers not too hot.) However, once you
decide to actually call it quits, the timing needs to be on your timeframe. The lease is up, the market is up, the time is right. Just make
sure you are prepared. Retirement can be a great next step.
This leads us to the final two options: Start a new career? Or
start a new insurance agency? Both are scary. Both are exciting. If
this is plan B, do your research thoroughly.
In the 2021 Exclusivefocus magazines, we had a total of six articles
from the Winter, Spring and Summer editions with information on
how to choose between joining a cluster group, an aggregator, or network group. These articles explained the differences in each. You can
review this information by going to our bookshelf at https://bookshelf.napaaUSA.org/bookcase/xotgz . Read and research carefully.
On starting a new career outside the insurance industry, we have
published three articles in the Exclusivefocus about franchises and
what is needed. I am not going to go into detail. Do your research.
In closing, Allstate has been an outstanding opportunity for
most. As with any opportunity, it is what we make of it. To stay or
to leave is a decision only you can make. NAPAA is not encouraging anyone to leave the Company. Our purpose in this world is to
help Allstate agency owners prosper. We are here to help you build
your agency to whatever heights you desire to build. Best of luck!
And whatever you decide to do, do it with your whole body, soul
and mind. Make the commitment to succeed.
Remember, successful people do consistently what unsuccessful
people don’t or won’t.
EXECUTIVE DIRECTOR continued on page 12.
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Celebrating 15 years
helping agents finance
their business
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.
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Call us today to learn more
877.894.2784
firstmid.com/agency-finance/
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Workplace Accommodations
What Every Agency Owner Should Know
Dirk Beamer
sion impairment may seek a larger computer screen, or someone with irritable bowel
syndrome may seek a cubicle closer to the
restroom. The employer cannot dismiss
these requests out of hand. Instead, the
employer must dialogue with the employee
to determine the feasibility of the requests
or workable alternatives. As a general rule,
an accommodation must be granted to a
disabled employee unless it will pose an
“undue hardship” to the employer. The fact
that the accommodation will cost money
is generally not in and of itself an undue
hardship.
Mega-agencies aside, most insurance
agencies do not have 15 employees and are
not subject to the ADA itself. However,
many states have adopted their own disability laws that mirror the ADA and apply to all employers in the state regardless
of size. As a result, if an agency has even
one employee, it needs to understand its
obligations in the face of a request for an
accommodation. Every agency owner is
encouraged to speak with a local employment law attorney to understand the specific obligations at play.
For starters, consider the following:

As I write this article, President Biden’s
vaccine mandate for large employers faces
legal scrutiny by the United States Court
of Appeals for the Sixth Circuit in Cincinnati, Ohio. If the order takes effect,
employers with one hundred or more employees will be required to implement a
mandatory COVID-19 vaccine or testing
policy for their workforce. Even before the
proposed federal mandate, certain large
employers (health care systems and airlines
among others) chose to require vaccines
as a condition of employment. Whether a
mandate is federally imposed or voluntarily
adopted, it must allow for accommodations
for employees whose medical condition or
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sincerely held religious beliefs make the
vaccine untenable. In fact, long before the
Biden administration’s proposed mandate
put accommodations in the headlines, the
duty to accommodate a disability has applied in most workplace, including insurance agencies.
In 1990, Congress passed, and President George H. W. Bush signed into law
the Americans with Disabilities Act (the
“ADA”). Under the ADA, any employer
who has 15 or more employees must engage in an “interactive process” with an
employee who seeks an accommodation for
a medical disability in order to perform his
or her job. For example, someone with a vi-

The Employee Must Suffer a Disability
While it may be good practice, especially
in a tight labor market, to promote flexibility in the workplace, the legal obligation to accommodate is generally limited
to disability and religious belief. The focus
of this article is disability accommodation. Not all medical conditions constitute a disability. The ADA (and many of
its state-law counterparts) defines a person suffering a disability as someone who
has a physical or mental impairment that
substantially limits one or more major life
activity. A passing illness like the flu or a
cold normally does not constitute a disability. That said, the rules surrounding the
determination of whether someone suffers
from a disability largely favor employees,
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and employers should use great care before
deciding an employee does not suffer from
a disability and therefore is not entitled to
an accommodation.
The Employee Must Request an
Accommodation
Employers need not (and indeed should
not) pry into their employees’ lives or read
their employees’ minds to try to determine whether a particular accommodation
would be helpful. The employee bears the
burden of making the need known. Once
the employee reasonably puts the employer
on notice, however, the employer needs to
engage in the interactive process. Keep in
mind that the employee does not need to
use any magic words (e.g., “I need a workplace accommodation for a disability”) to
trigger the process. If a reasonable person
would understand that the employee is
seeking help, that generally suffices to shift
the burden to the employer. The employer
may ask for sufficient documentation to
confirm that a disability exists. Once received, the employer should document the
process by which it evaluates a requested
accommodation. Showing the employer’s
good faith participation in the process can
sometimes be as important as the result of
the process itself.

once the accommodation is granted. A
bus driver who loses her sight will not be
excused from showing for work as an accommodation of her disability. Likewise,
if the employer can provide a reasonable
accommodation that is less onerous to the
employer than the specific accommodation requested, the employer will have
satisfied its obligations under the ADA
and its state law counterparts.

freely with his fellow workers. That is his
prerogative. Unless the coworker is a supervisor with a specific need to know, the
employer should not be the one disclosing
the employee’s medical condition.

Accommodations May Change over
Time
What counts as “reasonable” today may
become unreasonable over time. If an employee’s condition improves such that the
accommodation is no longer necessary to
permit the person to perform the essential
functions of the job, the accommodation can
be revoked. Conversely, if a disabled worker’s
condition worsens, the employer may need to
consider greater accommodations.

Cost Alone is Not an Undue Burden
Often, a requested accommodation will
require a cash outlay. Unless the expense
threatens the employer’s business viability,
the courts will generally find it reasonable
and will require the employer to assume
the expense. Too often, employers reject a
request out of hand based on price without
engaging in the interactive process and without evaluating the reasonableness of the request in light of established legal precedent.
Few accommodations will cost as much as a
lawsuit under state or federal disability law.
Therefore, employers will be wise to proceed
carefully before rejecting a requested accommodation solely based on cost.

Maintain Confidentiality
Generally, employers should not discuss
an employee’s medical condition or history
with coworkers. Sometimes the disability is
obvious, but often it is not. And frequently,
the disabled employee will share his story

As you read this article, the courts may
well have resolved the intense debate over
the enforcement of federal vaccine mandates.
Regardless of that resolution, employers’
obligation to provide reasonable accommodations to disabled employees will persist.

Engage in a Good Faith Interactive
Process
The fact that a worker suffers a disability
and requests an accommodation does not
mean that the employer must grant the
accommodation requested. It does mean
that the employer needs to take the request
seriously and engage in a good faith process to understand the need and to explore
workable solutions. In my professional
experience, employees with unreasonable
requests often drop the interactive process
themselves by failing to respond to an employer’s request for additional information
or further collaboration. Once the employee withdraws from the process (assuming
the employer was proceeding timely and in
good faith), the employer’s obligation often ends. It behooves employers to engage
and to take the process seriously in hopes of
finding a reasonable resolution that works
for all.
The Employer is Not Necessarily
Required to Provide the Accommodation
Requested
An accommodation must be reasonable, and the employee must still be able
to meet the essential duties of the job
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Smart agency owners will do well to understand the process before receiving an employee’s request for a workplace accommodation.
Dirk Beamer has served the National Association of Professional Allstate Agents
(“NAPAA”) as General Counsel since 1999.
In that capacity, he has successfully defended
NAPAA against a federal internet trespass
case brought by Allstate. He also sued Allstate
on behalf of NAPAA and its members in a
highly publicized federal lawsuit challenging
Allstate’s treatment of its agents. In addition
to litigation matters, Dirk regularly counsels
NAPAA concerning its ongoing business affairs including contract negotiations, management and employment issues, and member concerns. Dirk provides similar services
as General Counsel to The United Farmers
Agents Association (“UFAA”).
Dirk regularly works with captive insurance
agents from across the country, as well as their local attorneys, to handle business issues including
purchasing and selling books of business, investigations and disciplinary proceedings with the
carrier, employment law and contract litigation.
Dirk graduated from the University of
Michigan Law School with honors in 1993.
He is licensed to practice in Michigan and
Ohio, and he is a member of the State of Michigan Bar Foundation—an honor reserved for

less than 5% of the practicing bar in the state.
In 2014, Super Lawyers magazine named
Dirk one of the Top 50 business lawyers in
the state of Michigan. He is a past recipient

of the National Association of Professional
Allstate Agents President’s Award. Dirk can
be reached at dbeamer@wrightbeamer.com or
visit his website at www.wrightbeamer.com/.

PRESIDENT’S MESSAGE continued from page 6.
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 received 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.
EXECUTIVE DIRECTOR continued from page 8.
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 agencies
in west-central Indiana. While at Allstate, Ted served on the North Central Regional Advisory
Board, and earned numerous awards including the Chairman’s Award, the Leader’s Club Award,
the National Conference Award and many Honor Rings. He has been the Executive Director for
NAPAA since 2017. He can be contacted at ted.paris@napaausa.org.

Become a NAPAA Member Today
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.

JOIN
NOW!

Learn more about benefits of NAPAA membership and join today at:
https://napaausa.org/membership/join/
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How Leaders Can Encourage Learning
Amy C. Waninger

You probably already know that organizations with a culture focused on learning
and development are more profitable, more
innovative, and have greater market share.
But how can leaders create an environment
where learning is valued and rewarded?

Align with Strategic Goals

Your organization’s success depends not
only on your current capabilities, but also
on your team’s ability to grow and adapt.
The first things execs should consider is
how learning strategies align with business
strategies. Once you’ve set strategies for
profitability, growth, and your product and
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service mix, set learning targets to support
these goals.
Train not just for expertise, but also
for awareness. You may have a handful of
people who are experts, but others need to
know how to find and leverage experts. As
leaders, we must keep our eyes on the ball
and make sure we have people positioned
for the long term to get there.
Consider multiple facets of the skills and
knowledge required for long-term success:
• Industry-specific skills and knowledge
• Role-specific and technical skills
•	Business acumen, such as economic
and financial knowledge

•	Your full product or service lifecycle,
including supply chain and customer
support functions
•	How data is used within and across your
organization (and how to protect it)
• And, of course, interpersonal skills

Remember that All Skills Are
Learnable

Interpersonal skills, often referred to as
“soft skills,” tend to get overlooked when
leaders set up their Learning & Development (L&D) goals. Many people view
these skills as ones that employees have
inherently. Or not.
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Nothing could be further from the
truth. When considering strategic learning goals, help your employees distinguish
themselves from the robots:
• Communication
• Interpersonal skills
•	
Management skills (even for nonmanagers!)
• Followership and teamwork
•	
Customer service & support skills,
including empathy and compassion
• Resilience and change responsiveness
• Inclusive leadership
All these skills are learnable! Few of us
are born knowing these things. Others
have learned them, and we can too!

Have Dedicated Learning
& Development Staff

Companies should have roles, teams, or
even departments dedicated to executing
on the strategic learning strategy. Executives should allocate resources to support
the Learning & Development profession
within the organization.
For example, L&D professionals should
be encouraged to maintain rigor in their
methodology, as well as pursue certifications and other continuing education opportunities. Ongoing learning allows L&D
professionals to stay current on the science
of adult learning. They also need to keep
abreast of new media and delivery formats.
The work of Learning & Development
professionals is changing constantly. Companies have more remote workers and more
people with cross-functional roles. In addition, younger professionals tend to be
increasingly tech-fluid. Short, just-in-time
training videos on YouTube may be a better
option than, or a complement to, full-day
training courses.
For these reasons and more, Learning &
Development professionals need ongoing
training and professional support of their own.
If you don’t have dedicated L&D staff
in your organization, consider outsourcing
your training needs.

Consider Every Part of the Talent
Management Process

Your organization’s commitment to
Learning & Development should be infused in every part of your talent management process.

Talent Selection

This starts with how we word skill and
knowledge requirements in our job descriptions. Next we, must consider how
we score resumes coming in so we know
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what we have the capacity to train for versus something we need a new employee to
have on Day One.
We must be diligent in integrating our
skill needs into the selection process so we
have the right mix of skills on our teams.
Or, at least, have a plan to train for the
right mix.

Onboarding

Beyond our selection processes, we need
to remember that employee engagement
starts with the onboarding experience on
Day One. Have a solid, rigorous, and defined onboarding process that introduces
the industry, first of all. New college hires,
workers returning to the workforce, and
employees transitioning from other sectors
need to understand the basics about your
industry.
Next, explain both the written and unwritten rules for the company. What are
things that make someone stand out as an
outsider that tell you they’re new to your
company? Make sure you’re sharing those
right away so people can integrate quickly!
Then, move on to nuances within the department, job function, location, or a particular role.
Your goal should be to give each new
employee a 360-degree view from a brandnew vantage point. What questions do
they have coming in? Give them enough
time to ramp up on those things they don’t
know. Meanwhile, remind them about the

skills and knowledge that got them in the
door in the first place!

Ongoing

Talent development never ends. We
all have opportunities to learn and share.
Develop learning plans with targets for
varying levels of competence. When someone has mastered a skill, have them teach
others. Teaching is a great stretch goal for
emerging and aspiring leaders. This knowledge transfer process also helps us retain
intellectual capital before people leave our
organizations.
Knowledge transfer doesn’t have to be
in the form of one-on-one mentoring. Encourage employees to create blogs, participate in video interviews, and other creative
outlets. In this way, you can make paying it
forward part of your office culture.
Amy C. Waninger advances diversity and inclusive leadership throughout the insurance ecosystem and beyond. Amy holds the CPCU, AIDA,
AIT, AIM, AIC, and AINS designations from
The Institutes, as well as the Certified Insurance
Data Manager designation from IDMA. She is
the author of multiple books including “Network
Beyond Bias: Making Diversity a Competitive
Advantage for Your Career.” She offers consulting and training services, as well as keynote presentations for conferences and corporate events.
Learn more at www.LeadAtAnyLevel.com. For
more information, please contact Amy at amy@
leadatanylevel.com or call 317-589-5955.
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Digital Is the Assistant
We Always Wanted
Troy Korsgaden
ficiency from the digitization of many of its
processes and systems. Greater efficiency in
other areas enables advisers to spend more
time focusing on high-return activities like
conducting annual reviews, offering comprehensive financial advice, handling complex service issues, and increasing product
sales and density.
Technology enables us to serve our customers more fully. It has created model
distribution – an ecosystem of connected
offerings from a variety of participating
providers that makes it easier to fulfill multiple needs for our customers and provide
an integrated user experience.
When we leverage this enhanced distribution model, we build deeper customer
relationships, which in turn, lead to increased product density and customer and
adviser retention.

Technology is facilitating the
evolution of distribution at all levels

This article originally appeared on https://www.
insurancethoughtleadership.com/. It is reprinted
here with the kind permission of the author.
From the 1980s through the early 2000s,
many advisers and brokers dreamed of having more help with critical yet time-consuming tasks like proof of insurance and
minor claims processing. We mused, “If
only I had help with those tasks, I could
spend more time focusing on high-touch
customer service and sales.”
Today, digital innovations are streamlining much of the way carriers and their representatives conduct and generate business.
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These innovations are precisely the help we
wished for.
So, why do many in our industry resist
digital advances like customer self-service
and apps?

Digital enables us to create deeper
customer relationships

Digital technology is not going to replace
us. The tech advances we have access to
today are simply encouraging us to reposition our No. 1 asset – our people – to do the
high-dollar, deeper-dive work with clients
that we only dreamed about years ago.
Our industry is gaining exponential ef-

The COVID-19 pandemic accelerated many carriers’ tech efforts. Unable to
serve customers face to face, they found
other ways to reach out to prospects and
customers. But there is so much more we
can do.
According to a May 2021 report by
DAIS, a platform focused on making
modern technological advances in the insurance industry, artificial intelligence (AI)
is the future of insurance. AI enhances our
ability to hyper-personalize the customer
experience, drive product innovation and
automate routine tasks.
A 2021 Deloitte study echoes that claim.
The study predicts that AI will evolve underwriters into customer portfolio managers and strategic analysts, advisers into specialized customer experts and ecosystem
integrators, actuaries into strategic planners and cross-functional collaborators and
claims officers into customer loyalty drivers
and customer liability experts.
This is nirvana, isn’t it?
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Savvy companies use digital to
drive leads and grow faster

A Liberty Mutual/Safeco Insurance
study conducted in October 2020 introduced the inaugural Agent for the Future
Index – a quantitative assessment of the
state of digital transformation in the independent agent channel. Researchers
divided the survey respondents into three
groups: low, medium, and high digital
adopters.
The study revealed that high digital
adopters improve the digital tools they
have in place and use those tools to drive
leads. Their top priorities are educating
their customers about new ways of working with them and extending their online
presence for marketing.
The study finds that 47% of high digital
adopters invested in digital capabilities in
the past year, while only 18% of low adopters did so. And high digital adopters had a
60% greater increase in revenue than their
less digitally savvy peers.
During the pandemic, all levels of the
distribution chain were tasked with finding innovative ways to connect with their
communities online. Leveraging digital
technology simply requires expanding
those efforts.

Digital enhancements don’t have to
be complex

The concept of AI can seem complex
and intimidating. Most of us have no idea
how to implement machine learning or
data cleansing into our systems. That’s OK;
plenty of experts out there specialize in AI
implementation. We can hire them once
we make digital enhancement a priority for
our companies.
Making your company easier to find online and easier to do business with doesn’t
have to be complicated. During the pandemic, many carriers and agencies increased
their outreach and customer engagement
simply by enhancing their websites and
stepping up their social media activity.

Three strategies to begin leveraging
technology

A technology CEO and member of the
Forbes Technology Council says that delivering an excellent experience is now a matter of survival.
He writes, “From your website and your
mobile app to your social media profiles
and your email campaigns, insurers must
always deliver the best customer experience. To build deeper relationships with
customers throughout the entire customer
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journey from application to cross-selling,
insurers must build engaging, personalized journeys at every step of the way. We
are entering a new era of innovation and
giant technological leaps in the insurance
industry. These are the exciting times we
are living in.”
So how can carriers and their advisers
boost their digital capabilities? Here are
three simple strategies to begin implementing immediately.
1. L
 everage technology to gain new
prospects and retain current customers
For decades, customers have remained
loyal to their carriers and their advisers.
Today, that loyalty is at risk of being replaced by a thirst for more options, faster
access, and better experiences. Customers
are in complete control, and that’s the way
it should be.
The silver lining is that when we differentiate ourselves by providing an exceptional customer experience, we can
get prospects to at least consider us. Providing an exceptional experience will also
strengthen our current customers’ loyalty.
How do we accomplish that? By changing the distribution model. This means allowing technology – an app, for example –
to handle the low-return tasks like making
ID cards available and processing transactions such as tow claims.
Don’t fight it; embrace it. Free of doing
those routine tasks, your company and your
advisers can focus on deepening customer
relationships and personalizing solutions.
They can discover novel ways to exceed
their clients’ expectations and focus more
on providing advice and guidance.
2.	Make it easy for customers to find you,
then engage them in other ways
Today’s consumers are accustomed to
exploring their options online. Make your
company easy to find and your offerings
appealing, and people will seek more information. For example, we know that auto
insurance is the product that will get most
customers to consider us. Creating an engaging, easy-to-access auto insurance page
on your website will draw customers in.
Once they engage with you, then you can
differentiate your company and your service.
Although many customers initially approach companies by seeking quotes for
their basic protection needs, most also
want expert advice on their overall financial
health. Make it easy for them to discover
that you offer a full array of insurance and
financial services solutions.

For example, an advice relationship
might begin with guidance about liability
coverage. Customers might not realize that
$500,000 limit in liability coverage isn’t
sufficient if they cause an auto accident
that results in several million dollars’ worth
of injuries to a family. Advisers deliver exceptional value when they educate their
customers about critical issues like this.
3.	Continually improve your products
and delivery mechanisms
As commoditization in our industry
continues to be the norm, carriers must
continually improve their products and
delivery mechanisms. Make sure your offerings provide not just perceived value but
real value.
Product pricing is one example of the difference between perceived and real value.
Years ago, advisers perceived some carriers as
“the cheap companies.” Over time, as those
companies attracted and retained more clients, advisers realized the companies aren’t
cheap. They are serving the segment of the
population shopping for affordable insurance. These companies offer good-quality
products, make it easy to do business and
deliver their products seamlessly.
Avoid focusing only on price but recognize that some clients are sensitive to pricing on certain types of insurance. Provide
options for all price points and levels of
service desired.

Build digital innovation into your
budget

Remember when the internet first came
on the scene? Many resisted the innovation, thinking it was just a fad. When they
realized it was the way of the future, they
had to prioritize establishing a presence on
the web.
Our customers demand ease of use
through digital and online technology. We
must prioritize it, budget for it, and implement it. Our survival depends on it, and
our customers expect it.
Troy Korsgaden is the principal of Korsgaden
International, which specializes in global
marketing, distribution, agency building and
technology strategies for many of the world’s
largest insurance carriers and financial services companies. As an insurance and financial
services consultant, speaker and author, Korsgaden says his mission is to help the insurance
industry and its representatives wake up to the
radical transformation taking place. For more
information, visit korsgaden.com or contact
Troy at troy@korsgaden.com.
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We Are All Running Out of Time
Craig Wiggins

This magazine is all about helping you
become more successful with your agency.
I am a big believer in that, and I am on a
mission to do the same. This article is not
going to be about a process, talk path or
unique idea to drive more business your
way. Instead, this article is going to be
more about being successful in life, which
is much more important to me than simply
having a successful agency.
This may be surprising to some, but I
am not a hustle and grind kind of guy. I do
not believe in working 24/7 like someone is
chasing you. Many people, especially some
influencers on social media, would love for
you to believe that to be successful, you
have to work yourself to death. I happen
to disagree.
If you left this earth tomorrow, nobody
is going to care how many items you wrote,
how many trips you won or how big your
bonuses were. I’ve never been to a funeral
where any of those things were discussed.
How you impacted people will be much
more important than any of those things.
Were you a good parent? Were you a good
friend? Did you inspire people around you
to be a better version of themselves? Those
are the things that will truly matter.
So, does this mean you sell everything
you own and go live under a bridge? No,
absolutely not. Does this mean that you
pull back and let your agency deteriorate
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to nothing? Again, absolutely not. What
this means is that you should leverage your
agency to help you live the life that you
want to live. Just make sure you put your
life ahead of your agency. Put your family
first. If your kids have an event and will
wonder why you did not come, you need
to be there. You need to be present in their
lives and you need to do everything you can
to allow your staff to do the same.
Is it possible to have a highly successful
agency and a quality life with your family
and friends? Absolutely it is. Balance is
very achievable, and I am going to give you
what I think the secret is to achieving it:
Be where your feet are.
This is a very simple concept that you
may have heard of. I heard it for the first
time 30 years ago on a football field. I
was in a line for a drill during two-a-day
practice on a very hot August afternoon. I
was supposed to be paying attention to the
coach and what was going on with the drill.
Instead, I was goofing off with my two
buddies in line. Suddenly, out of the side
of my facemask, I saw a huge hand come in
and grab my helmet and throw me to the
ground. Then, my two buddies came crashing down next to me.
That huge hand belonged to Coach
Posey, our defensive coordinator, and he was
upset. He yelled “Hit it!” which meant it
was time to run. So, we hit the track and ran

nonstop for the rest of the practice while everyone else took water breaks. Finally, practice came to an end and Coach Posey called
us in to take a knee. We were exhausted and
he had calmed down significantly.
He said to us, “Boys, you have to learn
to be where your feet are.” We had no idea
what he was talking about, but we were too
afraid to ask. He could tell and went on to
explain: “Look, if you are in the classroom,
you study. If you are in the weight room,
you lift. If you are on a date with your
girlfriend, you look her in the eyes and
pay attention to what she is saying. And if
you are on my practice field, you practice.
Wherever you are, you give 100% to that.”
That lesson stuck with me through the
years. And I firmly believe that is how
you achieve balance. Many people have
so much stress in their lives because they
simply are not present when they should
be. They bring work home. They don’t pay
attention to their spouse. They aren’t there
for their kids. And when they are at the
office, they don’t give 100% to that. Start
giving 100% to whatever situation you are
in and watch what happens. I do not miss
anything with my kids. I have coached
them in every single sport they have ever
been involved in. And when I am at work,
I work. I am 100% focused on that and
maximize my time there so I can be 100%
focused on my family at home and maximize my time with them.
Do you really need email on your cell
phone? Do you really need to be checking
it while you are on a date with your spouse?
Is the agency really going to fall apart if
you don’t reply until the next day? Are you
checking it nonstop when you should be
paying attention to other things? I can remember coaching my oldest son in his first
t-ball game and one of the kids made an
amazing play at first base. The kid immediately turned and looked to the stands to
see what his parents thought, and they were
TIME continued on page 21.
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Challenge Accepted:
Using an Online Challenge to Achieve Team Goals in the Workplace
Linda Salazar
While there are lots of benefits to working remotely – I just threw a load of laundry in the washer – there are some drawbacks, especially in the teamwork area.
How do you keep your employees engaged
and working toward team goals?
One answer is to capitalize on the fact
that everyone is working remotely by doing
an online challenge. You may have heard
about online challenges for personal goals
like weight loss or to prepare for a 5K, but
the same principles can be applied to your
team’s business goals. There are three elements to the success of the online challenge.
1. A clear goal with a deadline that everyone on the team can achieve.
2. 
The goal broken down into weekly
tasks.
3. A leaderboard.
I became a believer in online challenges
in 2017. Five years earlier, I had found a
new website called Udemy. It had courses
created by people who were experts in everything from business skills to hobbies
to wellness topics. I knew I could create a
course and publish it on Udemy to help lots
of people and create a stream of income.
I kept going back to the site and telling
my friends and co-workers that someday
I would publish my own course. I literally
talked about it for five years!
Finally, in 2017, I did something I normally don’t do: I set a new year’s resolution.
My resolution was to publish a course on
Udemy by the end of the year or shut up
about it forever. I wrote it up as a SMART
goal. I booked a week of vacation time in
February solely to work on my course. At
the end of the week, I had a good start on
my course and vowed to work on it every
weekend until it was finished. The only
problem was that – I didn’t. By summer,
I was no further along than I was on the
last day of my vacation in February. I felt
defeated and was ready to give up.
Then, while scrolling through my social
media account, I saw a free, online course
creation challenge led by successful Udemy
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instructor, Miguel Hernandez. I registered
and was excited to receive the email with
my first task. Each week, I got an email
with my assignment along with links to
videos, articles, and websites that would
help me complete my assignment.
There was also a leaderboard – a Google
spreadsheet with all the participants’ names.
Each week, we would earn two points for
completing our assignment on time or one
point for completing the assignment late.
At first, the list was sorted alphabetically by
our names. Each week, it was sorted again
by points. It sounds silly, but it got my competitive juices flowing. I wanted to see my
name at the top of that leaderboard!
About halfway through the challenge,
Miguel paired us up with an accountability
partner. That was helpful too. We shared our
work on our respective courses with each
other each week and cheered each other on.
In November 2017, I published my course.
To date, it has been downloaded by over 800
people in 69 different countries!
So, how can you apply this to team goals
in the remote workplace? Pretty easily. For
example, let’s say you are given the responsibility for making sure everyone on your
team revises their biography on the company website and updates their social media
accounts with the new company logo and
current photos and information. You could
easily turn this into an online challenge.
You already have a clear goal. You just need
a deadline: Let’s make it one month.
Now, you need to break down the goal
into weekly tasks and, if applicable, provide
support information. For the first week,
you set the goal of everyone having new
photos taken. You schedule a photographer. You send the email to the team on
Monday with the link to the photographer
to set up their portrait sitting and explain
that they must take their photo by Friday.
This is where the leaderboard comes in
to add an element of fun and competition.
The leaderboard can be a simple as an Excel
spreadsheet on a shared drive or a Google

Doc that everyone can see. You ask everyone to let you know when they book their
appointment with the photographer. When
they do, you give them points on the leaderboard. You can even change it up to offer three points to the first person to let
you know they completed the task and two
points for everyone else who completes it by
Friday. You can add prizes, but don’t underestimate the power of bragging rights.
The leaderboard also provides instant accountability. Instead of you constantly emailing the team asking, reminding, and cajoling
them to do their tasks, you can just send out
an email with the updated leaderboard every
Monday with the week’s task or bring the
leaderboard up during a team meeting.
The next week, you send an email with
the task of rewriting their online biography
for the company website. You provide an
article with tips about how to write a professional online biography. The following
week, you send an email asking everyone to
update their education and professional experience. You include a checklist of things
for them to include such as conferences
they attended, professional credentials and
designations they earned, and professional
associations they joined. The final week,
you send an email with instructions on how
to add the company logo to email signatures and social media profiles.
Ta-da! By the end of the month, the entire team should have accomplished the goal.
You have turned something that might have
been a chore into something that brought
your team together and was fun.
Linda Salazar is the Client Development Director at The Omnia Group, Inc. Her specialties
include designing and delivering live, virtual
classes; creating and revamping on-boarding
programs; and consulting with SMEs, managers, and new trainers to create appropriate training solutions. Learn more about The
Omnia Group and contact Linda at https://
www.omniagroup.com/linda_salazar/ or call
800-525-7117.
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Doing Your Best Every Single Day
Bill Gough

I just finished reading the book “The
Four Agreements” by Don Miguel Ruiz,
which I received from a very smart local
businessman.
I felt compelled to write this article based
on the fourth agreement, Always Do Your
Best, coupled with my own experiences of
not always achieving my personal best.
Every day, whether you are at work or
at home, you should strive to do your best.
Every single day deserves your best effort,
nothing less will do.
It took me a while to really understand
this concept, but your best effort changes
from day to day and even minute to minute. Some days your best will be of such
high quality it will surprise even you. On
other days it may be a bit of a disappointment, but no matter what, always doing
your best is the key to your success.
Andy Davis, my former Sales Leader
(called MSM then) many years ago, taught
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me an important lesson just after I fell short
of hitting a sales goal I wanted badly at that
time. I could not tell you what this goal was,
but the life lesson I took away was priceless.
While discussing (complaining about) my
disappointment with Andy, he simply said,
“Did you do everything you could have and
give your very best effort toward your goal?”
I thought for a moment and answered
him, “Yes.” He responded, “That is all you
can do Bill — your very best. Feel better,
learn from it, and move on.”
It resonated immediately so I quit whining and moved on. I have since taught this
to countless Agency Owners, BGI Coaching Members, and many others.
Striving for the best result every single
moment must become a habit. Everything
around us affects our best effort. Most people function better in the morning when
they are rested and energized compared to
late in the afternoon.

Illness can seriously affect our best efforts; we perform better when we are
healthy. Sober is better than drunk, and
focused is better than distracted.
Our moods can affect our best, as well.
When you are feeling happy and confident
you will make better decisions and work
harder than when you feel angry, sad or
jealous. Our moods are constantly changing, from day to day and hour to hour.
Our best changes over the years as well.
While I like to think that our best gets even
better as we get older, I am sure there are
many people out there who would disagree.
So, how do you do your best with all these
factors hitting you day in and day out?
Make it a habit. Get into the habit of
giving everything you do your very best
effort. This is called the 100% habit. It
doesn’t matter if you are tired, sick, happy,
or sad; always give 100%. If you can do
that, only great things will happen to you.
When you give 100% to everything you
do, you will discover you are living your life
more intensely.
• You’re going to be productive.
•	You’re going to be good to yourself
and your family.
•	You’re going to excel and succeed at
work.
•	And because you are giving 100% of
yourself to your family, your work, and
your community, eventually you’re going to be the best at everything.
As you slip into the 100% habit, you will
find that the mere act of giving your all to
everything will make you feel intensely
happy, pushing you to keep striving to give
everything your best effort. It’s self-perpetuating. You will find that your happiness
comes from the action, not the reward;
which is the exact opposite of the way most
people think. Enjoy the action and the rewards will come.
Remember, developing the 100% habit
takes time and practice. You’re going to
make mistakes; everyone does. But the
key difference is that “100%ers” learn from
their mistakes, increase their awareness,
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and do better the next time.
Awareness and practice are some things
we should all be doing. As an example,
awareness of the sales process, constantly
practicing it, and refining it can make a
huge difference in agency results. It was a
requirement in my agencies for years.
Wendy Murphy, who ran our sales department for many years and bought my
agency, is an excellent example of a person in tune with the 100% habit. We built
a closing system that produces top results
consistently. She and her team practice,
critique calls and role-play constantly.
They practice closing techniques, overcoming customer objections and cold calling scripts. They have seen their results get
better and better.
Regularly scheduled practice increases
your awareness and team performance,
boosts employee morale and increases the
value of the business as well.
What’s the best part about joining the
100% club?
Doing your best will start to come naturally, and it won’t feel like work. You will
simply enjoy the action of everything you
do, every single day.
Check out the book I’m talking about,
“The Four Agreements” by Don Miguel
Ruiz, for more information and a bit of inspiration about doing your best every single
day. We already talked about the fourth
agreement. Here are the other three:
1. Be Impeccable with your Word: Speak
with integrity. Say only what you mean. Avoid
using the Word to speak against yourself or
to gossip about others. Use the power of your
Word in the direction of truth and love.
2. Don’t Take Anything Personally:
Nothing others do is because of you. What
others say and do is a projection of their
reality, their dream. When you are immune
to the opinions and actions of others, you
won’t be the victim of needless suffering.
3. Don’t Make Assumptions: Find the
courage to ask questions and to express
what you really want. Communicate with
others as clearly as you can to avoid misunderstandings, sadness, and drama. With
this one agreement, you can completely
transform your life.
Bill Gough is a former Allstate Insurance
Agency Owner, Allstate Hall of Fame Member, Entrepreneur, Business and Success
Coach, Marketing Expert, Author, Speaker
and Philanthropist.
Bill began his career in 1984 with Allstate
working in a booth at Sears Department
Store. He primarily dedicates himself to giv-
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ing 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.
To reach Bill, please contact Amanda Fall at
Support@BGISystems.com.

TIME continued on page 18.
both on their phones. They completely missed it and he was devastated. I remember thinking
how sad that was and that I would do everything possible to never be one of those parents.
Now, are there times where you will need to make sacrifices? Yes, there will be. Especially
if you just started your business. I think it is best to limit them and to be smart about them.
For example, if you have young kids, work once they go to bed. You won’t be missing much
while they are asleep. Or are they headed to a birthday party on Saturday morning, and you
aren’t invited? Work while they are gone. You can put in the work at strategic times and
avoid missing the important things.
Things get busy and some days are worse than others. Use your calendar to schedule
time as much as possible. Set achievable daily goals and hold yourself accountable to make
them happen. Getting the most out of your time while you are at the agency is critical and
you must have the discipline to make it happen. If you need help with that, try this: If your
kids knew what you should be doing, and they saw what you actually did, would they be
proud of you or disappointed in you?
Your staff are the other key to having balance. I don’t believe we build businesses. I
believe we build people and teams of people and then they build the business. As a result,
your staff are the most valuable part of your organization. Invest time developing them and
teaching them skills that they can use for decades. Help them get just 1% better each and
every day and they will help you live the life that you want to live.
Again, we are all running out of time. The day will come when we will not be able to do
the things that we want to do. Make sure you do them now. The people who gave you your
best memories will one day be a memory. Make sure you pay attention to them now. Be
where your feet are and leverage your agency to live the life that you want live.
I want you to accomplish all your business goals and have a highly successful agency, but
that means nothing if you do not have a successful life. If I can ever help, reach out anytime.
Craig Wiggins is the founder of Craig Wiggins 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
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Insurance Market Trends
to Watch Heading into 2022
Mike Miller
The pandemic’s dramatic effect on the
economy over the last 18 months has put
increasing pressure on insurance companies. As the insurance markets have continued to harden during this time of economic
uncertainty, it will be more important than
ever for insurance professionals to have a
number of market options and a full suite
of products available to their clients.
With many businesses having been hit
hard by slowdowns and closures last year,
experts predict commercial insurance premiums will continue rising, and umbrella
coverage may become more popular as protection against future uncertainty. Technology and insurance will continue to intersect
as well. Here’s a look at what to expect as
2021 comes to a close, and what to expect
in the new year.

Premiums Will Continue to Rise

The pandemic was an enormous and unexpected shock to the U.S. economy. State
shutdowns forced many businesses to lay off
workers or close temporarily. Many small
businesses across the country closed for good.
While the full effects of the pandemic on
the economy have yet to be fully realized,
the events of last year have already started
to impact commercial insurance premiums.
Most experts predict commercial insurance
premiums for commercial liability, casualty,
and worker’s compensation will be higher
this year than the last few years. This may be
especially true for excess and surplus lines.
In this case, independent insurance agents
will benefit from having relationships with
multiple specialty lines carriers. Independent agents partnered with a Network, such
as Smart Choice, will also have access to
dozens of these carriers and wholesalers.

Umbrella Coverage Will Protect
against Uncertainty

Between the pandemic, civil unrest, and
severe weather, 2020 and 2021 have taught
us that preparing for the unexpected is

22 — Exclusivefocus

Companies Will Demand Cyber
Security Coverage

more important than ever in 2022. Commercial umbrella policies offer businesses
extra liability coverage in case the worst
happens. Given the events of the last 18
months, expect your commercial customers
to ask you about commercial umbrella options, and know which carriers offer competitive rates on umbrella coverage.

Custom Policies Will Be More
Popular

Custom polices are becoming more
popular in personal lines and commercial
lines markets as customers demand more
choice and carriers realize that offering
custom coverage can cut costs. Personalized coverage offers customers flexibility
and choice in their policies, often based on
their past insurance history. Expect to help
your customers pick and choose the type
and amount of coverage they need in the
remainder of 2021, 2022 and beyond.

Customers Will Use Technology to
Interact with Carriers

Carrier apps and telematics are big
trends in personal lines insurance right
now, so it is no surprise that these technologies are transforming the commercial
lines market, too. Carrier apps make it easy
for busy businesspeople to manage their
policies and file claims on the go, while
telematics can help cut down on the cost to
insure vehicle fleets. Commercial lines carriers may also start to offer customer support through their social media accounts
this year, just as personal lines carriers do.

With many employees now working
remotely, cyber security is a growing priority for businesses. Cyber security insurance coverage can cover the costs of a data
breach or other cyber disaster. Be prepared
to quote cyber security policies for your
commercial customers this year. If you do
not have a relationship with a cyber security carrier, now’s the time to find one. As
reported in a study by HP, home workers
are increasingly being targeted by hackers.
KuppingerCole, an international, independent analyst firm that contributed to HP’s
report, notes there has been a 238% increase in global cyberattack volume during
the pandemic.
With all the changes we’ve seen thus far,
2022 is likely to bring a host of changes to
the commercial lines market, just as it has
with the personal lines market. It’s more
important than ever that you have access
to a diverse range of products and markets
in order to satisfy the needs of clients. An
agency network like Smart Choice can
help connect you with regional and national carriers to help you meet those needs.
For help finding carriers, maximizing revenue, and growing your agency, go to www.
smartchoiceagents.com.
With 36 years in the insurance industry,
Michael (Mike) Miller has held management
positions in almost every facet including underwriting, controllers, training, sales, and marketing. Miller began in the industry in November of 1980. He started an agency with Allstate
and after three years as an agent, he entered
Management where he earned Key Manager
10 out of 10 years as well as the Chairman’s
Circle, which is the Top Sales Award in the nation with Allstate. Miller then became the Director of Sales & Marketing for MSI Insurance
where he provided leadership for all various
departments. Miller has been a Smart Choice®
State Director since 2009.
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How Your Podcast Will Change
Your Business
Craig Pretzinger and Jason Feltman

Ever thought of doing a podcast? Don’t
even know what a podcast is? No time? Let
me tell you, creating our Podcasts are the best
thing we’ve ever done.
First, I’d like to help you understand the
power of the podcast and what it did for us,
and then show you how you can leverage this
marketing medium to take your agency to
the next level. We’ve been able to ask questions that really unlocked valuable information, not only for the Insurance Dudes listeners, but also for us to learn and take action
within our own agencies.
We learned how so many agents playing
big – really big – had created a MacDonald’slike assembly line with specific roles for each
step of their sales funnel. As we interviewed
more agents, a pattern emerged: the same
playbook was used regardless of location,
regardless of carrier. It was the same funnel,
and all of these agents had similar numbers
and the same predictable results.
“Know thine numbers” mused one of our
guests from Michigan.
For us, this seemed totally impossible to
model. We didn’t have the resources, the time
to commit to some new strategy, the experi-
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ence, or the know-how to put all the pieces
together. We thought our situations were
different, that it would be too challenging to
rebuild our entire organizations.
We realized we were making excuses. The
more our agencies depended on our expertise for solving constant problems – be the
best salesperson, best recruiter, best problem-solver – the more shackled we were to
our agencies.
We weren’t running our businesses. The
businesses were running us!
So we both went for it on November 1,
2019. After about 45 days of buying leads,
honing our telefunnels, and optimizing our
sales calls, a Christmas miracle happened.
Our pipeline ripe with so many leads, dials,
and quotes started to bear fruit. We were
amazed that it all started from creating a
podcast with the purpose of serving agents.
In January of 2020, with 8 telemarketers, 6 LSPs, and about 250 internet leads a
day pushing into our funnel, we started to
close around $6,000 a day, then $7,000, then
$8,000. We pushed through COVID-19,
getting better each month, and my team
ended 2020 with a $307k month – our best

month ever. And the kicker? I was in Cabo
with my family for most of it. I’d created
business leverage.
The point of this story is not to impress
anyone, but to impress upon them what
measured consistency creates, and the momentum and results that it will produce.
I’m certain that anyone, with the right plan,
mindset (check that ego at the door), and
staying power can produce these same results. There was no enormous bank account,
there was no angel investor. It was just my
team, the relationships Jason and I had created from the podcast, my Amex, and a lot
of “can’t quit, won’t quit!” Imagine! Only one
year prior, in December 2019, when the patterned sales first began to happen, we hadn’t
even hit $90,000!
The inception of it all was by creating a
Podcast to serve our peers. For you, it will
open doors and build your own audience of
clients – a tribe. Our one chief aim from the
start was, and still is, to serve agents, freeing them from their agency by helping them
build a predictable, consistent, and profitable
sales machine. And we are able to do this by
sharing the experiences and wisdom from our
incredible guests.
So how can you serve your audience of potential customers by having a podcast? By taking action! Think about and write down your
purpose. Love camping? Love race cars? Love
local businesses? Find your niche and start
talking about it. Start interviewing relevant
guests and serving your audience. Just GO!
Stay consistent, and over time, you’ll grow
your audience, have a lot of fun, and your listeners will see you as the expert – because you
will be! Our guests usually ask us about the
services we offer to agents, and we end up with
a new client. Why? Because we have been doing it so long now that the thing we created to
learn the how is now producing the what.
Think about this: when you have your
podcast published, and someone is looking
PODCAST continued on page 27.
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Smart Strategies to
Help You Grow Your Agency
Oak Street Funding
To grow your insurance agency, be
proactive and thorough in reaching clients instead of waiting for unpredictable
circumstances to drive product demand.
Successful agencies maintain contact with
clients in systematic ways, so no one slips
through the cracks.

Reconnect with your market

If your goal is to grow your insurance
agency, you’d be wise to investigate and
follow the strategies and practices used
by other agencies that have experienced
tremendous and sustained growth. While
there is no single magic formula for success
and no guarantee that adopting innovative
ideas and practices will ensure greatness,
considering the approaches we’ll discuss
here is the first step in developing your
growth plan.

Identify Unmet Needs

Successful agencies focus on unmet
needs. They create new services or products and develop or capture new markets by
looking for underserved or poorly served
segments. Once growth-focused agencies
identify needs or opportunities, they concentrate their resources (human, financial,
technical, and others) in those segments.
To identify unmet needs, your agency
should keep abreast of market trends and
statistics and develop plans to address
them. Knowing the facts may help you ap-
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proach your target audience in a unique
way that addresses customer needs.

Take a proactive approach to
growth

Finding new revenue sources is critical, but it’s just as important to maximize
the potential from existing clients, products, and services. Agencies must devote
resources to leaving no stones unturned
when it comes to providing insurance coverage for clients. They must retain as many
clients as possible.
Successful agencies grow by developing
and executing plans to ensure every client is
approached about products and services they
aren’t currently receiving. When talking with
customers about one service, make it a habit
to cross-promote another that may be a logical connection. It’s not unusual for the average agency to have clients they haven’t spoken with in several years. When you compare
how quickly lives and businesses can change
in just one year, it’s clear that lack of contact
creates wasted opportunities.

Growth-focused agencies must also have
an in-depth understanding of their target
market, then craft solutions to address the
market’s needs and desires, even if the target audience is unaware they need those solutions. For example, policyholders risk not
having household items, gifts, and other
purchases covered. Insurance agencies can
develop a value-added service to help consumers inventory their possessions. They
can go another step and provide a way to
keep inventory lists updated, even if it’s as
simple as sending a friendly reminder once
a year. Research other possibilities and develop solutions to educate your customer
on all the services you provide.

Define and repeat processes

One of the most significant challenges
for agency owners is identifying strategies
and processes that help grow revenues.
Agencies have tools and technologies but
often lack processes to implement and
measure strategies. The most successful
agency owners follow processes that allow
them to understand and meet client needs.
By defining, repeating, and transforming
these processes, you’re better positioned to
grow your insurance agency.

Become focused on growth

Successful agency owners are driven by
growth, willing to make sacrifices, and ready
to take risks to achieve. They view themselves
as entrepreneurs. That focus on growth motivates them to work hard, vigorously pursuing
a robust pipeline. Successful agencies realistically determine what a healthy pipeline looks
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comes. Focus your attention on the systems
and procedures that are increasing your
business, but don’t neglect to search for
new strategies as the industry evolves.

like so they can meet sales goals. Then they
hold their producers accountable and heavily
weight their compensation based on attaining the established goals.

ers, so developing a plan and documenting
your operations enhance your ability to get
access to capital so you can grow your insurance agency.

Plan, review, and adjust

Conclusion

To grow your insurance agency, you need
a plan outlining required responsibilities,
deadlines, tasks, and resources outlined.
Even though you may not have the budget
to pursue every goal immediately, a plan
helps you keep your eyes on future goals
by documenting them. Successful agencies
also review plans frequently and regularly
to gauge progress and adjust as needed.

Tighten up your finances

Most growth initiatives require capital.
Successful agency owners make the investments needed to realize growth. Growing businesses reinvest capital for things
like new employees and technology while
shrinking companies struggle to manage
costs while revenues decline.
Agencies need adequate cash flow or
access to cash. Because they may need
financing, agencies should work towards
developing strong financials and good
business credit. Without cash, opportunities are likely to slip away. Successful
companies are also disciplined at maintaining good records. They keep critical
documents organized and current. These
include:
•	
financial, bank, and commission
statements,
•	book of business details, contracts with
carriers and other third parties, and
• employee records.
Well-organized and well-focused insurance agencies are attractive clients for lend-
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Agencies with the most success are driven to grow and help their customers. Find
out what your customer-base is looking
for and proactively work to provide solutions that go above and beyond what they
expect. In your journey to growth, don’t be
afraid to readjust and refocus if a particular
strategy doesn’t provide the expected out-

Oak Street Funding® has been helping insurance agencies nationwide since 2003 with
loans for acquisitions, succession, working
capital, and debt restructure. To learn more,
visit www.oakstreetfunding.com, email osf@
oakstreetfunding.com or call 866-625-3863.
Oak Street Funding is a NAPAA vendor member.
Oak Street does not make any representation
as to the accuracy of materials presented in any
webinar, whitepaper, or blog, nor legal or financial information contained therein. Third
party advertisements, links, or presentations
are not endorsements or recommendations by
Oak Street. Any materials presented are for informational purposes only. They are not offered
as and do not constitute an offer for a loan, professional or legal advice or legal opinion by Oak
Street and should not be used as a substitute for
obtaining professional or legal advice. The use of
this email address, including sending an email,
voice mail or any other communication to Oak
Street, does not create a relationship of any kind
between you and Oak Street.
Loans and lines of credit subject to approval.
Potential borrowers are responsible for their
own diligence on acquisitions. CA residents:
Loans made pursuant to a California Department of Financial Protection and Innovation,
Finance Lenders License (#6039829).

PODCAST continued from page 24.
for insurance in your state with a quick Google of your name, they’ll see that you’re a podcast
publisher! You’ll attract the people who share the same interests. In this crazy, virtual world
full of noise, where everyone is measured by their online presence, being visible on the web is
no longer something you can afford to get to later — it’s a necessary strategy to have in your
marketing plan that you can implement right now.
Go for it! We will be sure to subscribe and leave you a review!
Listen to the Insurance Dudes Podcast or Teledudes Podcast on Spotify, Apple Podcasts,
YouTube, Stitcher, or just by Googling “The Insurance Dudes.”
Craig Pretzinger and Jason Feltman both own multi-location agencies and have written over $6 million in annualized new business over the last 12 months.
Craig has been an insurance agency owner for over a decade. His agencies have won multiple top
agency awards and are continuously some of the highest premium-producing agencies in the country
for his carrier.
Craig and Jason are Co-Hosts of the #1 insurance industry marketing podcast, The Insurance
Dudes, where they share strategic wisdom in marketing, sales, motivation, training, and hiring to
a large audience of captive and independent insurance agents. Craig and Jason have built a successful company serving insurance agencies countrywide, with an interest in massive growth with
TeleDudes, a company focused on maximizing dials and transfers on agents’ leads.
More information can be found on their free weekly webinar titled “How to Write 100k or More
With Even the Worst Internet Leads.” Email Craig at craig@agencyvault.com and visit his website at
www.agencyvault.com.
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Common Family-Owned
Business Problems
Chris Brennan, Insperity
problems and lack of employee engagement.
And don’t think that because your business
is mostly comprised of family members that
they know its direction, goals, and values.
If you have already created a mission
statement, ask yourself, “But is it a living
document?” You need to make it a central
part of your business. Share it with your
employees and expect that they know what
your business stands for.

Check Your Employee Handbook

This article originally appeared on https://
www.insperity.com/blog/. It is reprinted here
with the kind permission of the author.
When running a family-owned business,
it’s easy to let things fall off the radar. You
can become so focused on addressing today’s problems that you have little bandwidth to think about tomorrow.
However, if you don’t take the time to
establish clear roles, policies and procedures for your business and its employees,
you risk building a house without a solid
foundation.
The truth is many family businesses don’t
survive into the next generation. If you want
to give yours the competitive edge, then it’s
time to focus on your people plan.
Here are some tips to help get your HR
house in order.
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Have a Mission, Vision, and Values
Statement

Start here to lay the foundation of your
business and nip potential family-owned
business problems in the bud. Any decision
about the future of the business should
be matched to these tenets, which are the
benchmarks to which each process, goal or
outcome should be aligned.
A mission, vision and values statement
will establish:
• How and with whom you do business
• How your team treats each other
• What your culture is
• What you seek to promote and protect
When you skip the process of developing mission, vision, and values statements,
employees won’t know the direction of the
business. This can affect productivity. The
lack of direction can also lead to morale

If you have a handbook, make sure it’s
updated annually. If you don’t have one –
get one.
An employee handbook gives your business structure and outlines processes so that
everyone is accountable. Whether it’s your
brother who has helped you since the beginning or your newest non-family-member employee, everyone should know your
mission statement and keep it top of mind.
Doing so may help you sidestep common
family-owned business problems caused by
unclear expectations or processes.
• Your handbook policies may include:
• Payroll and compensation
• Time off and overtime
• Industry regulations
• Employee conduct
• Communication and computer use
• Performance appraisals
• Hiring practices
Some family businesses take pride in not
having structure. “This is how we do it, and
we’ve never been sued,” they say.
What they don’t know is that sentence
should be, “We’ve never been sued, yet.”
There’s a difference between having
structure and a casual company culture.
A casual atmosphere doesn’t give Uncle
Joe permission to speak inappropriately to
the new delivery driver. Just because Joe is
family doesn’t mean he can’t get you and
your business in trouble legally.
Remember: Your business is not the
family dinner table. Business is business,
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personal is personal. Each family member
needs to know that.
The way you talk to each other in a
meeting should not resemble how you do
so at the dinner table. Don’t assume that
you or family members will be forgiven
for professional improprieties just because
they’re family.
Employee policies and procedures are
a necessity. One of the biggest challenges
and priorities of a business owner is making sure you’re compliant with laws and
regulations. A handbook can help reduce
your risk of violating labor laws and running into common HR problems.

Hire the Best Person for the Job

Sure, it’s a family business. And, you
couldn’t have done it without them in the
beginning. As your business grows, however, you may want to consider more carefully who you’re hiring and why – not to
mention what they can bring to the table.
You should be able to justify hiring a
family member or friend purely on qualifications. Ask yourself, “How is this person
going to move my business forward?”
If the family member isn’t the best fit –
choose the one who is.

Conduct Performance Reviews

If you don’t have a system for evaluating
performance, employees have no idea how
they’re doing.
If they don’t know their place in the
business and how their jobs relate to the
bigger picture, there may be morale problems, productivity issues and potential for
disengagement.
Performance reviews show where employees are succeeding, where they need
more work and helps them establish goals
aligned with their responsibilities, tasks
and the mission and values statements.
And, yes, even family members should be
evaluated. When family members are also
graded on performance, it shows your nonfamily employees that all are held accountable for goals – no matter who they’re related to. Obviously, this can benefit morale.

Make Your Records Bulletproof

Making sure your HR records are up
to date, accessible and accurate will go a
long way to help prevent legal and IRS
problems, compliance issues and payroll
glitches.
So often, family businesses are held
together by duct tape – surviving for the
week. As a result, compliance issues and
records may not be the most important
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things on your mind.
Having a human resources system that
takes care of payroll, IRS reporting and
workers’ compensation issues can bring
relief from stressful family-owned business
problems.

Have a Succession Plan

There’s an old saying, “The best time to
plant a tree was 20 years ago.”
A succession plan will help ensure your
tree continues to grow and thrive.
If you don’t have a succession plan, then
you’re setting yourself up to be part of
the group of family businesses that don’t
survive into the next generation. And, as
COVID-19 has taught us, it makes sense
to have plans in place to ensure business
continuity through things like succession
planning.
Good news! A succession plan doesn’t
have to be an intricate. Here are some
things to consider:
1. What are your goals and objectives?
Will you sell the business or pass it to a
family member? Ask yourself, “What will
this look like when all is said and done?”
2. If you intend it to go to a family
member – does that person want to take
it over? The next person in charge should
share your passion.
3. How are disputes settled? Who has
decision-making powers? Realize that this
may change over time.
4. Identify roles and responsibilities for

family and non-family members.
5. Create a timeline for when and what
happens.

Seek HR Help When Necessary

If the task lies outside your dream for the
family business, get someone to help. You
don’t have to establish your succession plan,
write your mission, vision and values statement, or deal with compliance issues alone.
When you’re spending most of your time
on things unrelated to growing your business, you may need outside help for duties
such as human resources management and
accounting.
Want to know more about how to build
your business while avoiding common family-owned business problems? Download
our free magazine: https://www.insperity.
com/magazine/ups-and-downs-growingbusiness-issue-9/.
Chris Brennan has been a performance specialist with Insperity since 2014 and has over
15 years of experience in the world of training
and development. His background includes
design, development, and delivery of training
curriculum, as well as team building and improvisation facilitation, and executive management coaching. Chris has been a frequent
panel member at regional and national training conferences in the areas of leadership, performance management and employee development. Learn more about Insperity at https://
www.insperity.com/.
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Premature Retirement and Franchising:
A Different Viewpoint
Richard Pope
Jay Leno on why he still works at 71: “I
don’t want to be a rich guy that sits in the
pool.”
There are two different types of people
who are interested in franchise business
ownership:
•	those who want to make money so
that they can retire early, and
•	
those who are already retired and
want something to do to keep them
busy – like Jay Leno.
Which one are you?
A new sign of the times that
a lot of people are struggling to
cope with is forced premature
retirement. Massive workforce
cutbacks, mergers and acquisitions, and the growth in international supply chains have created major changes. You can have a great job today
and be out of work tomorrow through no
fault of your own.
Think about that. You’re between 50
and 55, you plan to work until you are 65
or more, your boss walks in and tells you
that your job has just been eliminated. You
are not ready for that yet – you need more
time and more money before you can retire. Also, at your age, you make too much.
The company can replace you with eager,
hardworking young people who will work
harder and for a lot less than you will.
It happens all the time. You had an important position, been there for 20 years.
You were good until retirement, but you
never dreamed that you would be pushed
out before you were ready. You wanted to
leave on your own terms, but that’s not
going to happen. This is what premature
retirement is all about.
You want to continue to work, but you
have reached an age where you will have a
hard time replacing your income in a new
job. You might be a candidate for franchise
business ownership.
Every day I am bombarded with retirement information from email, TV, and
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telemarketing:
• When am I going to retire?
• Will I have enough money?
•	Do I plan to travel and spend all my
time pursuing some type of recreation?
•	Will I be fishing and playing golf every day?
•	Will I have a cabin with a great front
porch to rock on?
Last week, I heard a new title:
CEO of Your Rocking Chair.
That might be a great occupation for some, but for most
people it will get old in a
couple of hours or a couple of
weeks or months. Most people
want something to do. Most
people want to be productive in some
way. Most of us are creatures of habit and
after a productive career of 40+ years, we
find it hard to just do nothing. Personally
speaking, I am at the top of that list. I love
what I do, and I just can’t imagine watching TV all day or just sitting around waiting for nothing in particular. The fact is, I
am not alone.
In my franchise consulting business, I
have a steady stream of candidates who are
either bored after a year of two of retirement or they find that their meager social
security and pension benefits are not adequate to live the lifestyle that they have
become accustomed to. They want something to keep them busy and to supplement their income. They are not looking
to create something new or to become rich
or start a new career. No, they are looking
to be active, busy, and useful, and they want
to be able to pay their way and continue to
be a valuable part of society.
While you may have been focused on the
basics of retirement before, you may not
have given much thought to starting a new
business late in your career. You might be
interested to note that it’s not as hard to do
as you might have thought. There are many

options in franchising that offer an opportunity for a great lifestyle while providing
the supplemental income that you need to
enjoy retirement. We call these semi-absentee businesses. You can hire a manager
and manage the manager. Most of these
businesses are in the service segments and
do not require expensive storefront leases
or inventory. They do not include the food
category as most of the retirement options
can be operated five days per week with no
nights, weekends, or holidays. For you, it’s
about building a business, not buying a job.
A person who is thinking about buying a
franchise to supplement his/her retirement
should not just buy the first franchise that
appeals to them. They need to be careful and
do their due diligence. Not all franchises are
created equal. What you could do and keep
up with in your 30s and 40s is not the same
in your 60s and 70s. You don’t want a lot
of employees, you don’t want long hours or
weekend work (unless that appeals to you),
and you don’t want complicated.
Simple is always best. Having a business
that can be operated from home, having
a business that fulfills a need, not a want,
is important. There are a number of businesses that you really should avoid because
of the demands and stresses that they bring
with them. Don’t try to do this on your
own. A qualified franchise business consultant can help you find the best business for
you and help you avoid many of the traps
and pitfalls along the way.
Richard Pope is a career franchise business
consultant. Richard has been in franchising
for over 40 years and is now only semi-retired.
Ask Richard why he still works, and he will
quickly tell you: “I can’t imagine sitting around
all day with no purpose or goal. I get bored easily.” Richard would love to help you find your
ideal retirement business. You can reach him in
Arizona at 480-575-2705. His email address
is RPope@FranChoice.com and you can check
him out at www.FranChoice.com/RPope.
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Insurance
Industry
Expertise
FROM A TOP 5 NATIONWIDE
SBA PREFERRED LENDER*
Whether you’re looking to acquire
another insurance agency, upgrade
technology or refinance debt, we
understand the insurance industry
and know how to underwrite an
agent’s cash flow-based business.
Contact us today to learn how we can
provide financing to upgrade your
operations today for future growth!
David Wolak
(847) 805-7050

Michael Adams
(847) 805-9532

Our customized loans offer
independent insurance
agencies:
• 100% financing available
on most loans that qualify
• Fast approvals and an
expedited closing process
• A creative, problem-solving
approach to challenging deals
• Prompt, professional service
and an efficient experience for
our agent borrowers

bylinebank.com/insurance-group-lending

©2021 Byline Bank. All rights reserved. Member FDIC. *Ranked by the U.S. Small Business Administration by volume FY2021.
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Is Payroll Outsourcing Right for Your
Small Business?
Paychex
This article originally appeared on https://
www.paychex.com/worx.
Is payroll outsourcing right for your
business, or should you keep it in-house?
The following considerations can help you
sort through the details.
Once your business grows to have at
least one employee, you are responsible
for calculating, managing, and delivering
payroll. Since this can be complex for business owners, many choose a third-party
provider to handle some or all payroll responsibilities. It can be tough to determine
whether payroll outsourcing is right for
your business, but many businesses learn
that the benefits of automating these tasks
outweigh any perceived disadvantages.
The following considerations can help
you sort through the details.

Both Sides of the Payroll Coin

There are several factors that contribute
to your agency’s payroll outsourcing decision. On the one hand, you may feel that
your small business can’t absorb the added
cost of paying someone else to manage
payroll. On the other hand, taking the
DIY payroll approach can be time-consuming and expose your company to unnecessary risks.
In a recent Paychex survey, HR professionals reported spending on average 11
hours per week processing payroll, with
an additional 4.9 hours spent processing employee benefits, and another 1.8
hours managing time off. Combined, this
amounts to over 17 hours spent each week
on tasks that can largely be automated with
the help of an outside payroll services provider. Assuming a 40-hour work week and
an annual salary of approximately $98,000,
this equates to over $41,000 paid to an inhouse employee just to manage payroll and
payroll-related tasks.
For small businesses that may not have
a dedicated employee for completing
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these tasks, the numbers are even more
staggering. In a recent study conducted
by The Electronic Transactions Association, small business owners valued their
time at $170 per hour. Considering the
business owner is principally responsible
for operations, generating new business,
generating financing, and myriad other
tasks, this valuation can represent the
owner’s value to the business. In organizations where the owner is investing time
in payroll, this corresponds to an annual
outlay of $150,280 per year.
The time value isn’t the only cost of
keeping payroll in-house, however. Approximately 33 percent of all employers
make payroll errors, which can cost money
in the form of fines, extra taxes, overpayments to employees, and additional administrative costs for finding and correcting mistakes.
While these costs can vary widely across
different industries, they should be a consideration factor for employers.

Cost Analysis for Outsourcing
Payroll

While payroll software is a financial investment, it’s important to weigh that factor against the amount of time (and money)
spent when processing payroll on your own.
Don’t forget that errors from doing payroll
manually can also cost you money or time.
For instance, calculating or filing taxes incorrectly can result in fines or penalties.
Each year, roughly 40 percent of small business owners incur an average of $845 in IRS
penalties. To avoid paying more than you
owe, payroll software can help ensure you
don’t miss key tax-filing deadlines and that
your company withholds and reports the
correct amount of taxes.
If you decide payroll outsourcing may be
a more efficient path for your small business, the costs should be very straightforward. Choose a reputable payroll provider
that clearly stipulates the monthly costs up

front, so you can plan for payroll expenses
each month. Reputable payroll providers
will also offer various add-on packages, so
you only need to pay for the services relevant to your organization.

Growing Workforces and Payroll
Complexities

Many companies are embracing a blended workforce, which has further changed
the payroll process. As a business grows or
becomes more complex – such as taking on
freelancers or paying employees overtime
– the odds of making errors can increase.
A quality payroll system can help you handle various classifications of workers, even
if you have full-time and part-time employees, independent contractors, as well as
exempt and non-exempt employees. It can
also help you adhere to federal, state, and
local rules around overtime pay as well as
tax filing requirements.
Today’s regulatory environment, tax
laws, and employment situations are extremely diverse. When shopping for a
payroll system, look for software designed
specifically for a small business.
If you expect your business will eventually grow, don’t forget to ask your payroll
administrator if the software can scale
with you.
Paychex offers payroll solutions to fit the needs
of any size business, with features that make
it efficient to manage all aspects of the payroll
process.
Looking for more up to the minute articles?
Check out paychex.com/worx today! For specialized 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 payroll 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.
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Acquisitions in Today’s Environment –
A Lender’s Perspective
Mark Nondorf
When speaking with agents, I often get
comments such as:
•	“Why are purchase multiples changing?”
•	“Why do I need to hold a larger seller note?”
•	“Why are some lenders limiting my
loan to TPP?”
These are all good questions, particularly
when interest rates are at historically low
levels and the expectation of being able to
borrow more with such low rates is prevalent in people’s minds.
So why does there appear to be a change
in pricing and related lending mentality
today compared to the last several years? I
would argue that “uncertainty” has played a
major role. The last 24 months has brought
a tremendous amount of uncertainty. Let’s
look at what has happened to the financial
markets as an example. COVID-19, the
financial stimulus to address COVID-19,
and the Presidential election created volatile swings in stock prices as investors addressed the uncertainty over the impact on
the health care system, travel, working from
home, regulatory restriction and a multitude
of other factors impacting business and personal life. Even today, we are experiencing
inflation concerns, supply chain issues and a
worker shortage as the world emerges from
the worldwide shut down.
Recent changes and policy at Allstate
have also created some uncertainty. The
compensation changes have added to the
uncertainty as agents will have an even
greater range of variable (and fixed) compensation. These changes, alone or when
combined with the broader economic issues, have undoubtedly caused a tightening
in purchase multiples and related lending.
Selling agents have had to shoulder some
of the “uncertainty” by taking on larger
seller notes to get the price they feel is warranted. Other selling agents have compromised on price, which is consistent with
the lower valuation multiples we have seen
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in recent periods.
Amidst all this doom and gloom, there
are a few bright spots. First and foremost,
the “stickiness” (as I call it; retention as
agents call it) of the insured
was again validated. Offices
may have shut down, and
people were confined to their
homes, but in large part people kept paying premiums.
As it relates to compensation, it appears that agents
who are growing look to do
even better under the new
compensation program. The
ability to acquire or sell, depending upon your perspective, within your market appears to have
greater opportunity than what was available previously.
If you are still reading at this point, you
might be thinking, “What can I do to offset this uncertainty to get the best price or
maximize my lending potential?”
Here are a couple suggestions:
Valuations – Agents have historically
looked at valuations as a multiple of annual
commissions. With some of the changes in
variable compensation, this has migrated
to a multiple of earned premium. Independent agencies (who have wide variable comp ranges) have long migrated to a
valuation based on a multiple of EBITDA
(Earnings Before Interest, Taxes, Depreciation and Amortization). The EBITDA
multiple approach (available cash flow after operating costs) is more closely aligned
with how a lender views debt service coverage, one of the primary considerations
when making a loan.
Transparency – All lenders request tax
returns and the standard Allstate Reports
(Business Metrics, TPP, Compensation
Summary, etc.). I would encourage agents
to begin thinking of their operating structure in the same manner that the revenue
is broken down: new policy acquisition vs

portfolio maintenance. The investment an
agent makes each year in new policy acquisition (marketing, sales rep, etc.) is significant but the revenue associated with it
(future renewals, bonus) isn’t
realized until future periods.
Segregating these policy acquisition investments is even
more important when they
vary from year to year to interpret swings in cash flow.
Focus on You – There is
a saying, “Loans are made to
businesses, but borrowers repay them.” The character of
a borrower is an important
part of the lending process
and goes beyond a credit score. Industry
experience, demonstrated growth of a business, and even how one may have navigated
through a previous challenge are important
to bring out during the lending process.
Provide a resume, talk freely and openly
about successes and failures.
Finally, find a lender who knows your
business. Lending to agents is not commercial real estate lending or accounts
receivable factoring. Find a lender who
knows your business, has the appetite for
loans in this area, that brings constructive
value to your transaction, and that will be a
partner for you as you move forward.
Mark Nondorf is the Senior Vice President of
First Mid Agency Finance (formerly Providence Bank), a lender specializing in lending
to Insurance Agents since 2007. Prior to starting what is now First Mid Agency Finance,
Mark, a former CPA with Ernst & Young,
worked in the banking and insurance segments
for over 30 years in a variety of senior leadership roles with significant experience in mergers and acquisitions, capital transactions and
specialty lending. First Mid Bank & Trust
is an Equal Housing Lender and Member of
FDIC. Learn more at https://www.firstmid.
com/agency-finance/.
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Why Do Employees Quit?
Six Reasons Employees Consider Leaving Their Jobs
CareerPlug
thought about leaving their current job in
the last 12 months.
This is huge! And the trend can be seen
across industries. For example, 62% of employees who work in Insurance & Financial
Services said they have considered leaving
their current job in the last 12 months.
So why is it that half of our survey participants have considered leaving their job?
Here are the numbers:
Let’s break down each of these reasons
in further detail to understand what you
can do as an employer to retain your current team.

As a business owner, you know that
turnover is expensive and stressful. Every
employee is an investment for your business, and it can be difficult to see one go.
Plus, the process of recruiting and hiring a
replacement can take your attention away
from running your business, resulting in
lost productivity and revenue.
If you’re in an industry that’s known for
turnover, the problem is even worse because it can lower the morale of the employees that stick around, increasing the
likelihood of even more turnover.
It’s no wonder that two big questions on
every employer’s mind are:
1. Why do employees quit?
2. How can I keep my employees around?
At CareerPlug, employee retention is at
the forefront of our minds too. Every year,
we conduct research to learn from real job
seekers and employees as part of our Candidate Experience Report. This research
includes asking workers in various industries what makes them want to leave their
current job to see what employers could be
doing better.
Let’s take a look at the data, so that you

34 — Exclusivefocus

can be better equipped to retain the members of your team.

Why Employees Leave Their Jobs

Let’s start by highlighting the amount
of people we surveyed who have recently
considered leaving their job. Out of our
500 participants, over 50% said they have

1. Dissatisfaction with current
compensation
It’s no surprise that not being satisfied
with current salary or hourly pay is a big
reason that employees would consider leaving their job. Labor is currently in high demand, so many employees/job seekers have
more leverage than ever before when it
comes to demanding better pay. This shift
in power has influenced many employees to
quit in search of higher wages.
Side note: It’s worth pointing out that
we saw some variations in survey answers
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based on gender. 40% of women claim to
not be satisfied with their salary/hourly
pay (vs 20% of men). Responses from men
were spread out pretty evenly.
2. No benefits
16% of our respondents cited their employer not offering benefits as the reason
they’ve considered leaving. Once again,
with labor in such high demand, employees
are seeking out jobs that offer them more.
Health insurance, 401k, and other employee perks are becoming more commonplace, and employers that get more competitive or creative with employee benefits
will likely have better luck both recruiting
and retaining employees.
3. COVID safety concerns
Safety concerns over COVID-19 still
plague many job seekers. A U.S. Census
survey conducted in March 2021 found
that 4.2 million adults are not working
because they are worried about getting or
spreading COVID-19. These concerns
have caused employees to consider leaving
the workforce entirely or to look for a job
in a different industry.
4. Not enough flexibility
13% of workers say that the desire for a
more flexible work schedule made them consider leaving their job in the last year. Additionally, when we asked job seekers what influenced their decision to apply to a company,
“advertised a flexible work schedule” was the
most popular response among women.
The pandemic caused many people to reevaluate their work/life balance, so it would
seem that flexibility within the workplace
is a desire that’s here to stay. One survey
by FlexJobs found that 70% of millennials
have left or considered leaving a job because it lacked flexible work options, and
about half of older workers report the same.
5. The work environment
A work environment that you like is obviously important for job satisfaction, and
disliking the work environment seems to
be an influence on why employees quit.
It’s also worth pointing out that the
importance of the work environment may
have a bigger impact in certain industries.
For example, 98% of job seekers who work
in Insurance & Financial Services rated
“atmosphere of the workplace” as important in influencing their decision to accept a job offer. This is significant because
people are currently retiring from the insurance industry at a high rate, so insur-
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ance businesses need to make a strong effort to appeal to job seekers who are earlier
in their careers. One way to do that is by
creating an appealing and inviting work
environment.
6. Conflicting responsibilities
Sometimes the reason an employee
leaves has little to do with the actual job
itself, rather outside circumstances play a
big role. Caring for a sick family member,
the addition of a new child, or other care
responsibilities can also lead to employees
quitting.

Other Factors to Consider

Though our research gives us great insight into some of the main reasons employees quit, there are still plenty of other
factors to consider. General job stress and
lack of mental health support may cause
employees to take time away from a role,
especially in the midst of an ongoing pandemic. Changes at home, a move to a new
city, or the desire for growth all may lead
employees to seek out something new.
Many times, there is not one simple reason for an employee quitting their job, rather many factors coming together that leads
them to the decision to resign. As an employer, you can’t control everything, but you

can take steps to mitigate the most common
reasons that employees consider quitting.

Keeping Employees Around

Instead of focusing on the things that
make employees leave, think in terms of
what makes employees want to stay. Get to
know the needs of your employees and act
accordingly.
Provide employees with truly competitive compensation and offer raises or bonuses when you can. Employee perks and
benefits can go a long way in making employees feel appreciated and secure. Flexibility and autonomy are more desired than
ever in this pandemic workscape.
When all is said and done, what employees are asking employers for is actually
pretty simple: Be a great place to work.
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 account that
comes with a branded careers page, prebuilt job templates, and a configured hiring
process. Activate your free account today
at https://www.careerplug.com/request-ademo-association/
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ARIZONA

Ontario
Barajas Insurance Agency
760.989.9922
aracelib@allstate.com
Asking Price: TBD
PIF: 736 Premium: $1,500,000
Turnkey office, ECP eligible, 2 years left
on an office lease, Loss Ratio 50%, 88%
retention. Please do not call the office for
details, I may be reached at 760-9899922 or via email: aracelib@allstate.com
for additional information. Thank you!

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 crosssales. Beautiful and inexpensive office
location in a vibrant downtown location. Rare and very 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 skiing, hiking, biking, and dining. Town
boasts a diverse population, a major university, and a vibrant arts community.
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 the same
location for 20 yrs. 1000 sq ft suite in
a prime location. Building located on
the main street through town. 2 licensed
support staff. One is bilingual.
Angie Whitesides
928.753.5229
angieweese66@gmail.com
Asking Price: $675,000
PIF: 2483 Premium: $2,713,296
Career agent with 32 years of experience and 21 years with Allstate ready to
retire. Longstanding agency with that
as low loss ratio and very high retention. Kingman is growing on a daily
basis with endless possibilities for a new
business. Office central is located across
the street from the post office.

CALIFORNIA

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 retention and
loyal customer base. Agency is nestled at
the base of the Santa Monica 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 operation with tenured staff,
significant bonus opportunity and undeniable earning potential.
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San Diego
Allstate Agency
858.675.2200
mikennay1@gmail.com
Asking Price: $400,000/OBO
Negotiable
PIF: 1160 Premium: $1,703,566
San Francisco
SAMM Business Marketing
855.306.8627
nicole@sammconsulting.com
Asking Price: $3,000,000
PIF: 5680 Premium: $9,400,00
Good loss ratio and retention. Cash
flows well. Call SAMM at 855-3068627 for NDA and more detail.
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 Premium: $4,300,000
Est. 1973, Original agent HOF Member, 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 has low rent costs.

Agencies for Sale
COLORADO

Aurora
Allstate Agency
720.902.5200
GChitwood@g-Forceac.com
Asking Price: $860,000
PIF: 1600 Premium: $3,375,928
Established $3.4 million earned premium agency. Highly desirable location
in Arapahoe County.
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
Allstate Agency
720.779.1500
GChitwood@G-Forceac.com
Asking Price: $825,000
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
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. Longmont is located 30 miles north of the
Denver/Boulder area and the 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!”
Loveland
Allstate Agency
720.779.1500
GChitwood@G-Forceac.com
Asking Price: $850,000
Premium: $3.5M
7+ years established agency with 3 experienced staff who are familiar with the
customers and books.

Agencies for Sale
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 Financial Specialist. Enjoy the quiet rural life
in historic Seaford and tax-free Delaware, yet be just 1 hour from the major
mid-Atlantic beaches.

FLORIDA

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

Atlanta
SAMM Business Marketing –
S Atlanta, GA
678.223.7397
nicole@sammconsulting.com
Asking Price: $620,000
PIF: 1563 Premium: 2,550,000
$2.5M Established book of business,
S Atlanta. Good loss ratio and retention. The agent is ready to retire. The
buyer has the option to keep the location
or relocate. Call SAMM for NDA and
additional info: 678-223-7397.
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 opportunities. Ultra-low loss ratio.
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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 multiple (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-Production $10,500 of $24,500 (earned to
date – only $14K needed to reach bonus
eligibility. Seller will assist). Owner
willing to stay through transition.
Chicago
Sanfatello Insurance Agency, LLC
312.575.0086
rsanfratello@allstate.com
Asking Price: $325,000 – Seller Financing 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. Additionally, the Buyer has an option to combine
with existing books on the Northside of
Chicago or Evanston, IL with approval
from Management.
Kenilworth
Robert Josellis
847.922.4056
josellisrobert@gmail.com
Asking Price: $375,000
Premium: $2,284,073
24-year agent. Very low overhead.
Great location. 16.12% loss ratio.
89.8% retention.
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INDIANA

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

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

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.

IOWA

Ottumwa
Weilbrenner Inc.
641.777.6560 Cell
chaffey08@yahoo.com
Asking Price: $575,000
PIF: 2313 Premium: $8,800,000
18-year agent, 40+ year old agency.
Loss Ratio 33%. All furniture and
equipment included. Willing to negotiate price.

KENTUCKY

Alexandria
Ellison Agency, LLC
859.468.7027
mark.ellison24@aol.com
Asking Price: $285,000
Premium: $1,330,000
Well-established 30-year-old agency
with great retention at 90% and loss
ratio at 35%, with an ideal location.
Sells in three states.
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. Retention 91.52%. Loss Ratio 28%. Great
book of business.

MARYLAND

Bowie
Fisher Associates
301.502.8673
fisherllc@aol.com
Asking Price: Negotiable
PIF: 2626 Premium: $4,500,000
Well established agency with over 30
years in same location with great cash
flow. Loss ratio 40.19%; Retention
91.76%. Low rent or unit available for
purchase. Agent retiring.

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 brokered 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.

MASSACHUSETTS

Attleboro
Terri Allegrucci Agency
860.331.3981
terriallegrucci@gmail.com
Asking Price: $1,100,000
PIF: 3,000 | Premium: $4,400,000
Agency originated as two scratch agencies in October 2015 (pre ECP). Currently housed in one location waiting
for merger 1/1/2022. Possibility of
selling each agency separately to two
Allstate Agents, if approved. Agency is
$4,400,000 combined Written Premium, currently an Elite Agency Tier.
Additional $150,000 in Ivantage and
$2,000,000 in seeded/CIC assigned accounts (not included in the $4,400,000
Written Premium). Retention 87%
and LR 42%. Also has the advantage
of binding authority in MA, RI, and
CT with policies written in all 3 states.
Agency Achievement award 2019, Perennial Inner Circle winner since agency inception. Agency is located on a busy
street in the professional plaza with a
current lease of month to month. The
owner is retiring.

MICHIGAN

MISSOURI

Columbia
Agency Name: Wobig Insurance
Group
Telephone: 573.999.3893
lynnwobig@gmail.com
PIF: 1694 | Asking Price: $725,000
Premium: $2,300,000
Long-time agent retiring. Excellent location in the downtown area with great
parking!

MONTANA

Bozeman
Allstate Agency
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $960,000
Premium: $3.4 million
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.

NEW HAMPSHIRE

Windham
Hunter Insurance Agency
702.461.9617
nmartel@allstate.com
Asking Price: $330,000
Premium: $1.2 Million
This agency comes with an Enhanced
Compensation Program which is no
longer available. This office is able to
write in both NH and MA.
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NEW JERSEY

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%. Loss ratio 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: $3,000,000
High profile agency with 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
Lost 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 brokered 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%, Consistent 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.
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David M Brand Agency, Inc.
914.393.1723
Asking Price: $1,150,000
PIF: 2589 | Premium: $4,400,000
Notes: 15 Year Multiple Award-Winning Established Agency available in
the Heart of Rockland County, NY. The
building that houses an agency with an
additional rental unit is available for
purchase 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.
Turn-Key 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 business for sale in Rockland County, NY.
Brand new remodeled office and new
furniture 2017. Bundle 67%. Retention
92.41%. Loss Ratio 45%. 2016 – Honor Ring Winner. 2017 – Honor Ring
& National Conference Winner. 2018
– Honor Ring Winner. 2019 – On Pace
Achieved Production Credit.
Queens
The Meltzer Agency
718.208.764
tmeltzer@allstate.com
Asking Price: $290,000
PIF: 600 Premium: $1,300,000

Agencies for Sale
Valhalla
Valhalla Agency
Valagen@yahoo.com
Asking Price: Negotiable
Premium: $3,700,000
PIF: 1800 Premium $3,180,000
91.8% retention, 35% loss ratio. 33 year
agent – Legacy Agency

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
The perfect book to purchase as it will
remain on enhanced commission so lots
of opportunities 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 a
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.

Agencies for Sale
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 the agency bonuses for the last 7 years. Serious buyers
only. Agent retiring.
Central Point
Martin Insurance Agency Inc
541.840.4241
davidwmartinallstate@gmail.com
Asking Price: $625,000
PIF: 2131 Premium: $2,600,000
This agency has an 89.2% retention
with a loss ratio of 49.75%. Agency has
been located on the main street through
town for the past 15 years and had the
same phone numbers for 25 years. There
are no other Allstate agencies within 5
miles. After 25 years agent is retiring.
The location is owned and can be leased
or purchased on a separate contract.

TENNESSEE

Columbia
Mike Baltzer Agency
931.381.6800
mbaltzer@allstate.com
Asking Price: $225,000
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
SAMM Business Marketing
855.306.8627
nicole@sammconsulting.com
Asking Price: $Negotiable
PIF: 1747| Premium: $3,300,000
$3.3M Allstate Agency. Agent ready to
retire. Option to relocate or take over
location. Call today for NDA and additional info at 855-306-8627.
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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 located in the same
location 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.

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

Roanoke
Burk Insurance Group
817.360.6313
jeremyburk7@gmail.com
Asking Price: 1,500,000 Negotiable
PIF: 3457 | Premium: $6,612,721
13+ year award-winning established
agency. Loss ratio 34%. Retention
above 85%. Bunding is 63.57%. Agency
can relocate as the current agent owns
the building (if you choose). However,
the current location w/ large signage
is on Hwy 114 in booming Roanoke.
Lease options or buying the building is
negotiable as well.

DeSoto
Allstate Agency
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $460,000
PIF: 1073 Premium: $2,239,854
Established $2.3 million earned premium agency. Highly desirable location
in a growing suburb in Dallas County.

Lewisville
Phoenix Protection Group
630.229.3970
monds.aaron@allstate.com
Asking Price: $195,000
PIF: 637 | Premium: $1,101,284
Last chance to join the discontinued
ECP program. Not only do you receive
renewals and the opportunity to crosssell with your vested purchase, but you
are able to earn uncapped, huge commissions through the ECP program on all
new business you write.

Agencies for Sale
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 pursue other opportunities and spend more
time with family out of state.

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 Harrisonburg, Virginia 22802. Excellent
lease terms. Selling due to long past retirement.

Join us on the
ALL AGENTS PAGE!
PAGE!

All current Allstate agency owners –
both NAPAA members and non-members -- are welcome.
This is a private forum for you -no staff is allowed nor are Allstate
employees or management.

HAVE YOUR VOICE HEARD
AND GET THE LATEST NEWS!
https://www.facebook.com/groups/304988616263352/
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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: _______________________________________

40 — Exclusivefocus

Date: _____________________
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Always ahead
of the curve
siaa.com

Evolving the Independent Agency Channel.
Join us and experience the next level of success.

SIAA Provides its Independent Insurance Agency Members:
• 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 $10.5 Billion
To learn how you could be the owner of your
own independent agency, contact us today.

info@siaa.com | siaa.com
Winter 2021/2022
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NAPAA Leadership
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

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

Exclusivefocus
National Association of
Professional Allstate Agents, Inc.

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

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

For more information, please visit
www.napaaUSA.org

EXECUTIVE DIRECTOR
Ted Paris
DIRECTOR OF
ADMINISTRATION
Lee Claassen
MEMBERSHIP MANAGER
Nancy Haywood

Exclusive
xclusivefocus
focus
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An Official Publication of the National Association of Professional Allstate Agents, Inc.

COMMUNICATIONS MANAGER
Jennifer Tse

Workplace Accommodations:
What Every Agency Owner
Should Know

Winter
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page 10

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/

Insurance Market Trends
to Watch
page 22

Common Family-Owned
Business Problems
page 28

HOLD ON
TO YOUR HAT!

STAYING THE COURSE IN 2022
page 6

this issue of
Exclusivefocus is
brought to you by the
National Association

A Magazine
for Allstate Agency
Owners

of Professional
Allstate Agents.
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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?

And many more…!!

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

For more information or a
confidential meeting in your area:
JEFF WILSON
877-452-5476 (toll free)
jwilson@ggiausa.com

Equity One Franchisors, LLC
15455 Conway Rd., Ste. 315
Chesterfield, MO 63017

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

