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Brand Identity

Access to competitive nationwide and regional
insurance markets

Access to premier agency management system

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

FRANCHISE BENEFITS

FOR MORE INFORMATION OR A
CONFIDENTIAL MEETING IN YOUR
AREA: JEFF WILSON

AND MANY MORE!

https://www.ggiausa.com
mailto:jwilson%40ggiausa.com?subject=


Integrity,
Strength,
Longevity &
Freedom.

Everything
you stand for,
everything you’ve
been looking for.

You have built an agency to 
provide peace-of-mind to those 
you serve in your communities, and to 
secure a bright future for your family and staff.

It is time for you to have the same peace-of-mind by 
joining an insurance family that has 21 years of proven 
success helping agents, like you, build strong profitable, 
independent agencies. The Insurance Industry may be volatile, 
but the future of your agency doesn’t have to be.

twfg.com/freedom

https://twfg.com/freedom
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Superior Quality
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President’s Message

Claudia Gamache, NAPAA President, CPCU, ARM

Can it really be this bad or is it me?
This week I am turning over a new leaf. I am not going to let the 

tools we work with ruin another moment.
Monday started out with a bang. I was trying to use the soft phone 

because of  the many comments online that soft phones will work 
much better than the hard phone on our desk. I twice tried holler-
ing into the soft phone to see if  anyone was there, but dead air was 
all I got. Next, I experienced talking to a couple of  customers back 
on the hard phone who were cutting out mid-conversation. I can’t 
tell you how often this happens. Then a customer calls back 
and says he doesn’t know why I couldn’t hear him when 
I called. Finally, after comparing settings with my staff, 
I call AAV and ask for help. They fixed the soft phone 
so that it produced a two-way conversation, but how 
long will this last? They assured me both phones were 
equally effective.

Another small saga is transferring a call between two 
people in an office. Whatever happened to putting your 
customer on hold and letting the other person pick up the 
line? We are a group ring after all. I know, I know, there are people 
who have invested time to learn everything they can and think AAV 
is wonderful, but who is to say I didn’t? After all, my training hap-
pened in February 2021. 

Let’s not talk about the most important calls we used to get before 
AAV. Friends and family have told me how difficult it is to get to Clau-
dia. They have questioned where our new business calls are going.

Thank you, thank you, AAV for getting our voice mail messages 
back into our email.

Next, something as simple as taking a payment. The payment 
screen will not let the payment through due to error messages that 
the system couldn’t handle the payment at that time. We then ask 
the customer to repeat their credit card numbers so we can write 
them down and make the payment for them later. I tried three more 
times and the fourth try was the charm. An additional step is added, 
which is to send out a receipt since you couldn’t give a confirmation 
number over the phone. Can we comment here that it would be nice 
if  we could see pertinent information on one or two screens as we 
are working with customer requests or questions? This coming out 
and opening a new screen is another time waster, especially since the 
customer never knows all their questions up front.

It’s a new day and a customer calls in for her auto rate increase 
conversation. The review premium shows reasons for home changes. 
She doesn’t own a home. Time to do a manual comparison and de-
velop an answer to save the account. Now I go in search of  a quote 
I’d completed to follow-up for a close.

There is an error message to update the address – what? My ad-
dresses are complete. Save and close, save and close, re-enter and still 
the error message stays. What happens then? Someone else’s name 
“pops up” with the address I’ve just re-entered for a name I’ve never 
seen before. My blood is boiling! 

Let’s requote a raw quote for a win back. Can’t happen without 
more miracles. Why is it insisting on a new PQB when I don’t have 
permission? What a waste of  time and loss of  an opportunity to get 
updated numbers out. This happens more than half  the time. If  I go 
and re-enter everything into Lead Manager, I can get a junk quote 
there. Maybe not so good but why can’t I get it out of  Advisor Pro?

I’ve had numerous issues recently with the printer and scan fea-
tures. I’ve got the HP print drivers up and in search of  an answer. My 
scan projects for a couple of  pages are turning into large Megabit 

files. I’m using the HP doctor to diagnose my issue. Now I’m 
the duplexer and manually put in the sheets for the two 

sides. Any more bad behavior and this machine is go-
ing through the window! Scanning is important to feed 
eAgent.

Let me work in Word and Excel and low and behold, 
today my computer has decided to not recognize any of  

the Microsoft tools. All of  my documents are in jail with 
no way to access them. I tried this and that and finally had 

to resort to the help desk again. More than 2 hours and 20 
minutes later a new Microsoft 365 is downloaded onto my machine 
and I can access my files again. I then get a note from tech support 
that I could have found this answer at KB whatever. Then why did it 
take a professional technician 2 hours and 20 minutes to  identify the 
problem and make the fix?

The day is over and what has been accomplished? I honestly don’t 
know how anyone is writing all these items in this system. Every-
day seems to have the same type of  roadblocks. I didn’t specifically 
say that these headaches take away from production, but the lack of  
productivity is taking away our ability to earn a more respectable 
paycheck. Is there any wonder that agents are retiring, losing their 
agency to not meeting expected results or just plain leaving?

Congratulations to those who continue to make it and to those 
who will keep moving your businesses forward. There are too many 
other very experienced agents who have had it.

Claudia has had a long insurance career identifying that underwriting is where she 
wanted to be. Her formal training was with INA. She started in property under-
writing and that skill went with her to AIG where she became a regional manager. 
She developed a skill for underwriting larger risks using reinsurance. She built on 
that at CNA as a corporate underwriter, branch underwriting manager, corpo-
rate Program Director and Vice President. From CNA she joined an independent 
agency as a VP. She was exposed to the wholesale and retail side of  being an agent 
including surplus lines. She left that position to buy her Allstate insurance agency. 
   Claudia has served in numerous board positions (including president) for the West 
Suburban CPCU chapter and the Insurance Woman in Chicago. She’s also served 
on the board of  her office condo and homeowner condo. She has been involved with 
campaigns against domestic violence and has been on the board for Bridges to a New 
Day. She helped them get many Helping Hands grants. 
   Claudia joined NAPAA the same year she became an agency owner. It’s only 
natural that she would support the organization that supports you.

Technology Challenges, Failures
Create Productivity Roadblocks



WWW.SMARTCHOICEAGENTS.COM   
 888.264.3388

• We have 100+ carrier partners

• You own everything you write

• Pay no fees to join or exit

• Write what’s right for clients

Independent insurance agents that 
partner with us include scratch agencies, 
former dedicated agents, multi-office and 
agencies looking to acquire and grow.

What does 
CHOICE mean?

https://www.smartchoiceagents.com
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“I knew what I was feelin’ but what was I thinkin’?” is a line in 
a song titled “What Was I Thinkin’” by Dierks Bentley way back 
in 2003. To paraphrase, the young man knew what he was doing 
was not going to end well, but he did it anyway. You are probably 
wondering where Ted is going with this. Me, too, at first. But let me 
continue.

At some point in the past, someone, maybe a friend, an insurance 
recruiter or maybe even a trusted family member, approached you 
about starting a career in insurance. I don’t know about you, but 
growing up as a kid I heard kids dreaming of  
being a doctor, a nurse, an astronaut, a police 
officer and a school teacher, but I never heard 
of  anyone stating “I want to be an insurance 
salesman.” Never.

So how in the world did we get here as an 
agency owner? Somebody we knew of  was 
successful. He/she lived in the best neighbor-
hood, rode fancy cars, had many friends and 
everyone liked him/her. They had money 
to spend. At least that seemed to be true in 
smaller towns and cities. Or we found our-
selves in a job we hated, or a career that was 
going nowhere, or we just didn’t like what we were doing and may-
be we just wanted a change. We wanted or needed to make more 
money or be our own boss. But there was something that made us 
want to move on.

Whether by chance, by design or even luck, along came the insur-
ance opportunity. Wow, it sounded easy. All you needed to do was 
talk to people about saving them money, protecting their families and 
building wealth for the future. And, drum roll please, all the products 
you would sell, the people had to buy because state law or a mortgage 
required the coverage. How much easier could it be? You are selling 
a product that everyone must buy.

So, at this point I think we can all agree, “I know what I was fee-
lin’.” This is going to be a walk in the park. People like me, and I like 
people. People buy from people they like. So we dive head first into 
the insurance pool, for better or for worse.

I am trying to be somewhat humorous, even funny. I am not sure 
this will be taken this way. In reality, insurance is a great career. Many 
agents have made a lot of  money. They have helped a lot of  families 
not only protect but actually create wealth for their families. Most of  
us get a great deal of  satisfaction knowing we have helped families 
along the way by selling them what they NEEDED and not what 
they thought they wanted. We were there to hold their hands in times 
of  crisis and there to reassure them things will get back to normal, 
etc. All in all, we have had many more great times and feelings than 
bad ones. I’m glad I took the journey. 

Now to the “what was I thinkin’?” part. Thirty years ago, other 
than pressure to write more, sell more and do more placed on one 
by the notorious sales manager, life was actually good. But as time 

What Was I Thinkin’
Ted Paris,  NAPAA Executive Director

moved forward, there were numerous signs that life as an insurance 
agent was going to become more challenging. The Company started 
with greater expectations, more rules, more regulations. Then they 
started reducing commissions, all while they were reducing support 
to the agency force. While minor, The Company took the phone 
away and made you buy your own system. Then they took the com-
puters away and made you buy your own. They took away the note 
cards and, my goodness, they took away the thank you cards.

The Company continued to change commissions on annuities and 
life products while they increased the produc-
tion credits needed to earn bonuses. They took 
away co-op and then did away with build-an-
ad. They took away the reimbursement for lo-
cal advertising. Before I sold and left, I was still 
mad that they took my note pads. Especially 
the long skinny ones. 

This brings us to today. What was I thinking 
in 1987 when I got into business? I was think-
ing about how great the business could be. 
And to be quite honest, the business was very 
good for me and my family. We lived well. We 
traveled. We put three kids through college, 

and all of  it because of  the insurance business. Not a single regret.
However, the insurance business has morphed into something dif-

ferent. It is not about building relationships with friends and family. 
It’s all about new business. More production. Bigger offices. Larger 
staff. Owners who never ever sell a policy or help settle a claim or 
even meet a client. The owner doesn’t ever have to go to an office. 
They might not even live in the state they own an agency in. They 
can manage by data. Determine an employee’s value by monitoring 
outgoing calls. Everything is measured, and if  you don’t measure up, 
you are out.

For some, the new normal is great, maybe even better than be-
fore. I wish them the best. Would it be for me? No. But to be totally 
honest, I remember when I started back in the day, the tenured ex-
isting agents told me the new way of  business was not as good as 
the old way. That the future was bleak and the companies would be 
sorry that they were running off valuable agents. Some things never 
change. That is what is being said today. Time will tell.

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.

Executive Director

mailto:ted.paris@napaausa.org
mailto:ted.paris@napaausa.org
https://www.firstmid.com/agency-finance/
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James Bopp, Jr. 
Admitted to the bar 1973, U.S. Supreme 

Court 1977
Education: Indiana University (B.A., 

1970); University of  Florida (J.D., 1973).
Awards: National Law Journal, The 100 

Most Influential Lawyers in America 2013; 
Republican National Lawyers Association, 
Republican Lawyer of  the Year 2009; Lega-
tus International, John Cardinal O’Connor 
Pro-Life Hall of  Fame Award 2005; Indiana 
Republican Party, State Chairman’s Award, 
2001, 2005; University of  Florida School 
of  Law, Non-resident Tuition Scholarship, 
1971.

Member: Republican National Com-
mittee, Vice Chairman 2006 – 2012; The 
Federalist Society for Law & Public Policy 
Studies, Co-Chairman, Election Law Sub-
committee, Free Speech & Election Law 
Practice Group 1996-2005; Board of  Gov-
ernors, Republican National Lawyers As-
sociation, 2002-present; Indiana State Bar 
Association.

Professional Affiliations: General Coun-
sel, James Madison Center for Free Speech, 
1997-present; General Counsel, National 
Right to Life Committee, 1978-present; 
General Counsel, American Federation for 
Children, 2010-present; Special Counsel 
for Strategic and Campaign Finance Law 
Advice, Donald J. Trump, 2019-present; 
Special Counsel, Focus on the Family, 2004-
2012; President, National Legal Center for 
the Medically Dependent and Disabled, 
1984-2010; Commissioner, National Con-
ference of  Commissioners of  Uniform State 
Laws, 2005-2012; Member, United States 
National Commission for UNESCO, 2004-
2006; Member, Congressional Biomedical 
Ethics Advisory Committee, 1987-1989; 
Member, National Institutes of  Health, Hu-
man Fetal Tissue Transplantation Research 
Panel, 1988; Member, President’s Com-
mittee on Mental Retardation, 1984-1987; 
Special Advisor, American Bar Association 
Working Group on the First Amendment 
and Judicial Elections, 2002 – 2003.

Practice Areas: First Amendment Law, 
Campaign-Finance Law, Constitutional 
Law, Election Law, Civil Litigation, Appel-
late Practice, and United States Supreme 
Court Practice. 

Member: Christian Legal Society.
Practice Areas: First Amendment Law, 

Campaign-Finance Law, Constitutional 
Law, Election Law, Civil Litigation, Appel-
late Practice, and United States Supreme 
Court Practice. 

Melena S. Siebert 
Admitted to the bar, Ohio (2017), Indiana 

(2018)
Education: University of  Cincinnati 

(B.B.A., summa cum laude, 1991); Uni-
versity of  Cincinnati College of  Law (J.D., 
magna cum laude, 2017)

Awards: Order of  Barristers: Henry A. 
Morrill Constitutional Law Prize; Ernest 
Karam Advocacy Award; UC Trial Compe-
tition Team; UC Moot Court Honor Board; 
President, The Federalist Society, UC Law 
Chapter 2015-16

Member: The Federalist Society, Ohio 
Bar Association

Practice Areas: First Amendment Law, 
Campaign Finance Law, Election Law, Con-
stitutional Law, Civil Litigation and Appel-
late Practice

Cassandra R. Dougherty 
Admitted to the Bar, 2021, California
Education: Fontbonne University (B.S., 

2010); University of  San Diego College of  
Law (J.D., 2020)

Awards: Law Faculty Outstanding Schol-
arship; Law Student Leadership Scholarship

Activities; Executive Editor, San Diego 

International Law Journal 2019-20; At-
torney Liaison, St. Thomas More Society, 
2019-20

Member: St. Thomas More Society, Cali-
fornia Bar Association

Practice Areas: First Amendment Law, 
Campaign Finance Law, Election Law, Con-
stitutional Law, Civil Litigation, and Appel-
late Practice 

 
Dirk Beamer 

NAPAA’s general counsel is Dirk Beamer 
Top Rated Business Litigation Attorney 

in Farmington Hills, MI 
Wright Beamer, PLC
Visit: https://www.wrightbeamer.com 
Phone: 248-893-1401 
Selected to Super Lawyers: 2013 - 2022 
Licensed in Michigan Since: 1995 
Education: The University of  Michigan 

Law School 
Practice Areas: Business Litigation, Busi-

ness/Corporate, Employment & Labor: 
Employer 

Dirk serves as general counsel for sev-
eral national professional trade associa-
tions, including the National Association 
of  Professional Allstate Agents (NAPAA) 
and the United Farmers Agents Associa-
tion (UFAA). Through the latter two rela-
tionships in particular, Dirk has acquired 
expertise counseling insurance agents in 
management, corporate discipline and 
buying and selling agencies, handling over 
200 such transactions.

Meet NAPAA’s Attorney Team

NAPAA News

https://profiles.superlawyers.com/michigan/farmington-hills/lawfirm/wright-beamer-plc/ef8e6e22-47ac-4e16-951b-7d5669b1dcee.html?refPageViewId=7556ad64f44ce235
https://www.wrightbeamer.com/?refPageViewId=7556ad64f44ce235
https://lawschools.superlawyers.com/law-school/the-university-of-michigan-law-school/fad67c0a-84c4-102c-aca4-000e0c6dcf76.html
https://lawschools.superlawyers.com/law-school/the-university-of-michigan-law-school/fad67c0a-84c4-102c-aca4-000e0c6dcf76.html


Fall 2022 Exclusivefocus — 11 

NAPAA is on the road again! This 
time, NAPAA headed to the great state 
of  Texas for two receptions, back-to-
back. NAPAA gathered in San An-
tonio, Texas, on September 28, and 
Austin, Texas, on September 29 for a 
NAPAA Meet & Greet Texas style. 

NAPAA’ s directors Lezlee Liljenberg 
and Javier E. Najera, along with Exec-
utive Director Ted Paris, met with one 
of  Texas’ top class action attorney Joe 
Longley. We met at The Driskill Hotel 
prior to our reception with agents.

NAPAA extended a warm thank you 
to Deputy Insurance Commissioner of  
Texas Randall Evans and Jodie Del-
gado for attending NAPAA’s reception 
at the Driskill Hotel in Austin. Evans 
addressed the group and Jodie is in 
charge of  agent licensing. Attorney 
Dirk Beamer and board members Le-
zlee Liljenberg and Javier Najera at-
tended, as well.

A lively group also gathered in San 
Antonio. We heard from Greg Bran-
don, the Executive Director of  TDI 
Surplus Lines. NAPAA has been meet-
ing with members and agencies in Ra-
leigh, N.C.; Dallas, Texas; Chicago, 
Ill.; and New York City to discuss is-
sues. NAPAA plans to visit Los Angeles, 
Calif., in February 2023.

NAPAA Working Hard to Work Hard For You
We Want to Hear Your Concerns

NAPAA News



12 — Exclusivefocus Fall 2022

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

The NAPAA College Scholarship Program recog-
nizes exceptional full-time students who are soon-

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

Congratulations 
to the NAPAA 2022 College Scholarship

WINNERS!

Devin Joshua

3rd PLACE
WINNER

$500

4th PLACE
WINNER

$500

5th PLACE
WINNER

$500

Bailey WellsBrianna Wise

1st PLACE
WINNER
$1,000

2nd PLACE
WINNER

$500

Brody Holz Macy Williams

Fall 2019 Exclusivefocus — 31 

NAPAA News

https://www.goosehead.com
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There is no doubt that over the past 20 
years there has been a concerted effort by 
Allstate to convert their purportedly inde-
pendent contractor agency sales force back 
into the role of  employee agent. The slow 
and steady incursion into their agents’ in-
dependent contractor status has been per-
sistent, undeniable, and up until recently, 
mostly subtle. Now that the company has 
performed the ultimate coup de grâce, that 
effort is complete. Allstate, by mandating the 
use of  the company owned phone system 
called Allstate Agency Voice (AAV), has offi-
cially removed this last element of  indepen-
dence from agency ownership. Along the 
way, many EAs warned their fellow agents 
of  the perils of  capitulating to Allstate’s vari-
ous mandates. Sadly, those warnings seem to 
have fallen on deaf  ears. 

EAs Are Not Independent
Anonymous

Every Allstate agent complies with:
• mandated office hours,
• mandated work week schedule,
• mandated holiday schedule,
•  company imposed quotas via Agency 

Business Objectives (ABO) with job-
ending consequences,

•  annual reviews incorporating Point of  
Sale Information System (POSIS), 

•  mandated purchase of  E&O insurance 
from Allstate’s chosen vendor,

•  selling only products approved by All-
state, 

•  using company mandated phone sys-
tem: Allstate Agency Voice (AAV),

•  staffing their offices based on company 
requirement, 

•  a constantly changing employment 
agreement via the unilateral Supple-

ment to the R3001 agreement, and
•  mandated forwarding of  agent owned 

phones resulting in Allstate controlling 
agency operations.

By contrast, Allstate’s own Independent 
Agent (IA) channel is free from any of  these 
encumbrances. Why do a majority of  Exclu-
sive Agents (EAs) persist in a belief  that they 
are independent contractors despite clear 
evidence to the contrary?

It is difficult to see how a single EA would 
allow their businesses to be subjugated to 
even a single one of  the controls listed be-
fore, let alone all of  them. Yet, for every 
single EA, this is exactly the case. Why? 
What makes a thoughtful, professional and 
intelligent person ignore their rights as an 
independent contractor in favor of  Allstate’s 
R3001 “Employee” style contract? 

Independent in Name Only
The pathway to unraveling the complex 

relationship between the EA and Allstate is 
crowded with misunderstanding, misinfor-
mation, and some would argue outright lies. 
Starting with the first interaction with All-
state management, prospective hires for All-
state’s EA program are carefully groomed to 
believe their relationship with the company 
is based on their status as a 1099 indepen-
dent contractor. 

“To be your own boss, it feels great. You 
know that everything you’re doing, you’re 
doing for yourself.” FONTELLA VAN 
CAMP Allstate Agency Owner Glen-
dale, AZ. https://www.allstate.com/resources/
allstate/attachments/landingpages/allstate-agency-
ownership-brochure-v2.pdf

New hires are informed of  the impressive 
income potential as independent contrac-
tors, and are urged to align their expecta-
tions with the possibility of  limitless income. 

“There is no ceiling on your earnings 
potential with Allstate. You can maximize 
your revenue through multiple product of-
ferings and even own multiple agencies. 
The sky’s the limit.” https://www.allstate.
com/lp/allstateagent/index.htm

Unfortunately, once EAs launch their 
careers, their “unemployment” clock starts 

Feature

https://www.allstate.com/resources/allstate/attachments/landingpages/allstate-agency-ownership-brochure-v2.pdf
https://www.allstate.com/resources/allstate/attachments/landingpages/allstate-agency-ownership-brochure-v2.pdf
https://www.allstate.com/resources/allstate/attachments/landingpages/allstate-agency-ownership-brochure-v2.pdf
https://www.allstate.com/lp/allstateagent/index.htm
https://www.allstate.com/lp/allstateagent/index.htm
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ticking and agents are subject to termina-
tion via Allstate’s current quota system called 
Agency Business Objectives (ABO). Allstate 
created ABO to control its agents through 
a production quota system that the IRS had 
previously warned Allstate against using. EAs 
do not have free will to sell the products they 
want at the quantity they want. EAs are not 
their own boss as Ms. Van Camp stated in the 
brochure. Allstate tells EAs what to do, when 
to do it and the method used to interact with 
their clients via the Allstate controlled AAV. 
So much for operating independently. 

Allstate Agents Are 
Not Their Own Bosses

As recent as May of  2021, Allstate persist-
ed in touting “Be your own boss” in many of  
their recruitment ads. This year, that phrase 
has shifted from an Allstate management 
talking point to an “opinion” espoused by 
an agent highlighting why she enjoys being 
an EA  (reprinted earlier). This not-so-sub-
tle outsourcing of  an Allstate talking point 
might make management feel better, but it 
still does not absolve the company of  play-
ing loose with IRS rules. 

Can an EA close their office the day af-
ter Thanksgiving? Not according to Allstate. 
How about deciding what phone system 
to use? Allstate Agency Voice is mandated. 
Can an EA forward their phones to an after-
hours service of  their choice? Nope. Can 
an EA ever take their foot off the accelera-
tor and enjoy the fruits of  their labor? Not 
as long as Allstate enforces the ABO quota 
system. Where is the independence? What 
part of  being an employee are EAs missing? 
Nothing, except the health benefits, retire-
ment benefits, 401K benefits, protections 
under state and federal law, ability to union-
ize and the ability to shift agency expenses 
to Allstate. EAs are employees disguised as 
independent contractors. EAs take all of  the 
financial risk and have zero control over the 
business operations that matter the most.

Sure I Am Being Lied to, But at Least 
I Am Making Money, Sort of  

Why aren’t all EAs outraged at being sold 
Allstate’s R3001 agency owner program? 
Clearly, some are, and NAPAA’s lawsuit 
against Allstate over at least one element 
of  Allstate’s incursion into EA’s contractual 
rights is proof. But why aren’t all EAs out-
raged over what some have called a “bait 
and switch” employment scheme? If, after 
driving a brand new car off the dealer’s lot, it 
was discovered the car had been previously 
owned, and the odometer had been turned 
back, would any of  us shrug it off and keep 
the car because at least it still had the new 

car smell? This is exactly what every EA 
has done. Allstate’s EA program is not what 
Allstate says it is. Nor does it even have that 
“new car smell.” To the contrary it stinks. 
EAs are not treated like independent con-
tractors. And now that you have discovered, 
in addition to the rolled back odometer, the 
windshield is cracked (AAV), why are you 
still driving the car?

Perhaps worst of  all is the frequently 
changing compensation plan. Allstate ad-
ministers all of  its compensation changes via 
the “Supplement to the Agreement.” With 
only 90-days notice, Allstate can change the 
compensation agents receive, effectively ter-
minating an agent by making it impossible 
for them to survive financially. This insidious 
practice is now on full display as the com-
pany has slashed renewal compensation 
for 2023 and beyond. Agency owners who 
confidently supported Allstate’s employment 
practices might want to rethink their com-
fort level once the reality of  the newest comp 
change hits their bank account. 

Allstate Knows Human Nature and 
How to Exploit It

Unfortunately, it is not uncommon for 
agents to mortgage their homes to fund the 
acquisition of  their agency. Many agents take 
out loans to meet Allstate’s staffing demand 
and to purchase leads for prospecting. Worse 
still are agents who double down on invest-
ing in their agencies despite flagging sales 
and poor client retention. These agents often 
naively cling to the hope that they can reach 
the five-year vesting point to access Allstate’s 
Termination Payment Provision (TPP). EAs 
who are terminated before the vesting period 
are forced to sell their agencies to an outside 
buyer, frequently for pennies on the dollar. 
Those agents who are unlucky at either op-
tion are forced to walk away with the mas-
sive debt they accumulated. Interestingly, the 
two common threads that tie Allstate’s EAs to 
their employee predecessors are their manag-
ers and the quota system used to control and 
ultimately terminate them. Allstate knows 
that agents that are financially overcommit-
ted and have no choice but to acquiesce to 
the employee controls administered by their 
manager and attempt to survive the compa-
ny’s ABO quota system.

Now What?
Going forward, anyone considering be-

coming an Allstate EA, should take the 
R3001 agreement and its associated supple-
ments to an experienced labor law attorney. 
No competent attorney should recommend 
signing the R3001 agreement, as it is not an 
independent contractor agreement. It is an 

“at will,” unilateral, and constantly changing 
employee agreement, despite the company’s 
copious use of  the word “independent” in 
the document. The R3001 agreement was 
designed to allow Allstate to reap tremen-
dous financial gains with minimum to no 
financial downside, instead shifting that bur-
den to the EA. 

But what are existing EAs to do? What 
course of  action will allow them to reclaim 
their rights as independent contractors? 
First and foremost, agents must, as a cohe-
sive group, all agree that EAs are not inde-
pendent contractors. This no small task will 
be met with resistance by those who prefer 
to go along with Allstate’s misclassification 
scheme. There are a significant number of  
EAs who prefer to excuse Allstate’s man-
dates, because in their minds, “the job pays 
the bills.” 

This mindset, along with a desperate 
need to preserve the capital that has been 
invested, is why Allstate designed its R3001 
agreement and the various supplements the 
way they did. They are counting on these 
EAs to outnumber those who are willing to 
stand up for their rights, or at a minimum 
stay sidelined and avoid conflict.

And up until now, Allstate might have 
been right. However, there may be a chang-
ing attitude among the EAs who have had 
enough. There is a groundswell of  com-
munication between agents on NAPAA’s 
Facebook site, and most of  it is not good for 
Allstate. The previously tepid discourse on 
the platform has become more critical of  
Allstate lately and likely will become more 
so as the 2023 compensation change kicks 
in. However, teeth gnashing aside, EAs will 
need a concerted effort to affect any kind 
of  significant change. This too fits into All-
state’s global defensive plan. Allstate has 
long-removed their corporately sponsored 
online platform and knows inter-agency 
communication is limited to NAPAA’s Face-
book site. Having said this, it is incumbent 
on 100% of  EAs to come together and take 
a stand. NAPAA has been there for decades, 
waiting for agents to take advantage of  the 
support it offers. 

Finally
Imagine a long line of  agents, waiting 

patiently, as they progress toward Allstate’s 
promised wealth. Each agent looks forward, 
except one. That agent looks back, startled 
to see no one behind them. Shaking his head 
at the loss of  the terminated agents, and be-
lieving that the bad luck that befell all the 
other EAs would not affect him, that “last 
agent” also falls away, unable to warn those 
in front of  him. Don’t be the last agent.
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What is a “side hustle”? It’s a new trend 
that has been around forever but is making a 
strong comeback in the world of  franchising. 
It’s an opportunity to invest in a franchise 
that can be manager operated, allowing the 
owner/franchisee to keep his/her day job. 
It is often referred to as a “semi-absentee” 
franchise opportunity. The primary motiva-
tion is to create a reliable source of  incre-
mental or supplemental income. 

Most franchise companies prefer their fran-
chisees to be owner-operators so it might take 
some time to find the perfect, semi-absentee, 
side hustle that works for you. This is where 
the expertise of  an experienced franchise busi-
ness consultant comes in. You have heard this 
before, but a franchise business consultant will 
help you find things that fit you and your com-
munity. They will be great investment options 
that also fit your comfort zone financially and 
they will be perfect fits for helping you achieve 
your goals and objectives. 

In today’s franchise business world, the 
side hustle business has become one of  the 
top five reasons to buy a franchise. In fact, 
50% of  all franchise buyers today are look-
ing to invest in a franchise for supplemental 
income. This once again became popular 
when COVID-19 shut down our economy 
and put many people out of  work through 
no fault of  their own. It pointed out the need 
for savings and side businesses that would 
keep a stream of  income to support the 

Investing in a Side Hustle
A Hot New Trend in Franchising

Richard Pope, FranChoice

household even if  the primary job were lost. 
A franchise industry publication, “Franchise 
Insights,” collects and publishes data related 
to what is happening in franchising and buy-
er motivations. 

Can an Allstate Insurance Agent invest 
in a side hustle? In a word: YES. Obvi-
ously, there are many factors that need to be 
checked out and you must remain in compli-
ance with insurance industry licensing rules 
and regulations, but if  there are no conflicts, 
you should be good to go. I personally have 
a friend that is an Allstate agent and he just 
recently purchased a semi-absentee fran-
chise business in the home improvement 
category. He has hired a manager to run 

his business and is using a family member 
to provide oversight while he maintains his 
Allstate Insurance business. 

If  you have the money and have the de-
sire to invest it in an opportunity that builds 
value while producing income, the side hustle 
is a natural. Oh yes, even a side hustle will re-
quire some time spent to manage your man-
ager, do some paperwork and provide some 
oversight. Most franchise companies that 
offer semi-absentee options do expect their 
franchise owners to spend 10 to 15 hours 
per week checking in and on their business. 
If  you are looking for a 100% passive invest-
ment, franchising is probably not for you. In 
the sentence above, I said, “If  you have the 
money” – let me explain that. Franchise in-
vestments vary all over the board in terms of  
costs. Just to get started, you need to have a 
minimum net worth of  at least $250,000 with 
a minimum of  $75,000 cash available to in-
vest. Of  course, you also need good credit. 
This is a minimum qualification, not the cost. 
SBA business loans are the preferred financ-
ing resource and, depending on the total in-
vestment (including working capital), you will 
be looking at a 70/30 debt to equity ratio. 
Again, your franchise business consultant will 
be able to explain these things and match you 
up with franchises that fit your budget. The 
consultant will also introduce you to funding 
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specialists which will assist you in securing a 
loan for your business.

Popular franchise “side hustles” today in-
clude the ever-popular Home Improvement 
category along with Pet Care, Beauty, Edu-
cation, Automotive, Waste Management, 
Labs, Health Related and many, many, oth-
ers. Note that each of  these categories have 
dozens of  brand names that you will easily 
recognize. Just as a reference, my Allstate 
agent friend purchased a garage door repair 
franchise. One must use care in choosing the 
right side hustle for you and, once again, 
your franchise consultant will guide you 
here. Avoid labor-intensive side hustles like 
food. With few exceptions, food franchises 
are hard businesses to operate and should be 
considered full time businesses. Senior Care 
businesses are also susceptible to high turn-
over and are not the best side hustles either. 

One of  the biggest deterrents that I en-
counter with prospective candidates is the 
misguided view that they need to have ex-
perience in the franchise business that they 
buy. This is NOT the case. As I explain to 
everyone that I talk to, you need to have 
business savvy. You need to know how to 
manage people and make business deci-
sions. You need to be able to follow a sys-
tem because franchising comes with training 
and support at all levels. You do not need 
to be a body builder to own a fitness fran-
chise and you do not need to be a doctor to 
run a hospital. This holds true for just about 
everything in franchising today. If  you have 
a labor-intensive business model, remember 
that you are not the one who is providing the 
labor – your employees do that. 

Another benefit of  the “side hustle” is 
the retirement factor. A manager operated 
business model does not have to be sold, or 
closed, just because you are retiring soon. 
Side hustles do not require a lot of  intensive 
care and can continue to work and provide 
incremental income for you well into your 
retirement years. These are what I call low 
maintenance and low impact businesses. 
You can always sell the business or you can 
pass it on to your heirs. There are many ben-
efits to be considered. 

Richard Pope is a career franchise professional with 
over 35 years in the business. Richard provides a free 
matchmaking service to candidates who are looking 
for the right franchise match for them. Whether it’s a 
complete career change or a simple side hustle, Richard 
will use his years of  franchise experience to help the 
candidate find the perfect match. If  you would like to 
explore your options or just stick your toe in the water 
to “see what’s out there,” Richard would be happy to 
talk with you. Feel free to schedule time on Richard’s 
calendar link at https://calendly.com/rcpope.

Why Should Larger Agency Owners 
Support NAPAA’s Lawsuit?

This is a good question. Actually, there are several great reasons larger agency 
owners should support the effort to rein in Allstate’s overreach in how you run 
your agencies.

But before we go there, here is what the lawsuit is not about:
1. �It’s�not�a�class�action�suit�meant�to�hurt�or�harm�the�brand. It never was 

and never will be. No monetary penalty is being asked for on behalf of 
NAPAA. Only to get the Company to stop some current activities.

2.  It’s�not�about�trying�to�argue�that�agents�are�employees. No one wants to 
go back to being an employee. The independent contractor argument is not 
being argued as it is extremely complex.

The lawsuit is about getting Allstate to stop imposing procedures on how you 
run your agencies. It’s about letting you decide what phone system to use. It’s 
about letting you decide what lead system you use and where you buy those 
leads. Agency owners should not violate Company standards and State and 
Federal laws, but we feel it’s YOUR money being invested and spent, and YOU 
should able to decide how to best spend that money.

This is what the lawsuit IS about:
1.  The lawsuit is about stopping�Allstate�from�allowing�over�60,000�insurance�

agents�who�are�not�under�the�EA�Agreement from having a better quoting 
system and far, far fewer restrictions than you have as an EA. 

2.  The lawsuit is about making�acquisitions�of�smaller�agencies�easier�and�
quicker.

3.  It’s about Allstate honoring�the�agreement�to�allow�agency�owners�to�be�
able�to�“transfer�its�entire�economic�interest�in�the�business�written�under�
this�Agreement by selling the economic interest in the business to an ap-
proved buyer. “ Currently the rules and procedures vary, and you all know 
sometimes it’s who you know and rules are not consistent.

4.  It’s about making�Allstate�honor�the�agreement�between�you�and�them as 
they make you honor that same agreement.

We hope, when all is said and done, that Allstate management will start 
respecting and appreciating the current agency force — the ones who built 
the Company.  Again, the lawsuit is not about hurting the Company, it’s about 
getting the Company to�stop�hurting�you�and�untie�your�hands so you can get 
back to growing your book.

Donations�are�anonymous.
DONATE via GoFundMe at: https://www.gofundme.com/f/reclaim-your-
agency?utm_campaign=p_cp+share-sheet&utm_medium=copy_link_all&utm_
source=customer

DONATE via�NAPAA�at www.napaausa.org
For those of you who have previously donated, THANK YOU. If you can offer 
additional support, we appreciate it. For those with questions or concerns, Ted 
can be contacted at ted.paris@napaausa.org. or 812-605-1237.

National Association
of Professional Allstate Agents

https://calendly.com/rcpope
http://www.napaausa.org
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Throughout 2020 and 2021, many small 
businesses endured extraordinary hardships 
to keep their doors open. With all its chal-
lenges — the COVID-19 pandemic, the tur-
moil over nationwide social justice protests, 
an acrid and divisive election cycle, labor 
shortages and numerous natural disasters — 
the last two years were some of  the most dif-
ficult for small businesses in history.

The years’ disruptions led many business 
owners to adapt to the times and operate 
with impressive levels of  flexibility. As 2022 
nears its end, new small business trends are 
both anticipated and expected. 

Understanding these business trends can 
help small businesses prepare for new chal-
lenges while accepting that the employee 
and customer landscape has likely been 
permanently altered. Here are seven small 
business trends to know for 2022 and the 
coming year.

Notable Small Business Trends
While the larger societal issues impacted 

the business environment in dramatic ways, 
seven distinct business trends emerged in the 
workplace and among customers. These are:

1. Increased focus on sustainability
2. E-commerce as a major focus
3.  Alternative payment options will be 

sought after
4.  Customer service will need to be per-

sonalized and empathetic
5.  Businesses with virtual and digital ser-

vices will continue to be in demand

Top 7 Small Business Trends 
to Know for 2022

Paychex

6.  Remote work will continue
7.  Consumers will support small businesses

1) Increased Focus on Sustainability
In a growing response to catastrophic 

weather events, multiple oceanic garbage 
patches, the increasing rate of  extinction 
and the seven hottest annual global aver-
age temperatures recorded in the past seven 
consecutive years since 1880, consumers 
are concerned. What does that mean for 
employers regarding small business trends 
2022? A September 2021 survey conducted 
by the National Retail Foundation (NRF) 
and IBM found that 62% of  the 19,000 sur-
vey respondents are willing to change their 
purchasing habits to reduce their environ-
mental impact. On the hiring side, nearly 
68% of  employees reported they are more 
likely to apply for jobs with environmentally 
responsible organizations, with 48% willing 
to accept a lower salary.

Employers are responsible for implement-
ing meaningful change in their business 
practices to reduce the environmental im-
pact of  their business model. Look for op-
portunities to reduce the energy consump-
tion and greenhouse gas output of  your 
supply chain, assess your internal practices 
to reduce waste, embrace remote or hybrid 
workplaces for employees and evaluate your 
own business’s long-term environmental im-
pacts in the form of  packaging and product 
lines. Ultimately, these are measures that can 
help your business gain a hiring advantage 

and increase its own resiliency through be-
ing more efficient and responsive to environ-
mental pressures.

2)  E-Commerce Remains Important 
in the Hybrid Shopping Method
The pandemic accelerated a shift from 

brick-and-mortar stores to digital shopping. 
From groceries to clothing and other consum-
er goods, shopping entirely online with the 
option of  home delivery or curbside pickup 
gives customers convenience, efficiency, and 
increased peace of  mind over personal safety. 
However, now that we are two years into our 
new normal, consumers’ shopping habits are 
shifting. Whether driven by increased aware-
ness to reduce monetary and carbon costs 
associated with shipping, support their local 
economy, or engage with others, consumers 
are embracing a hybrid approach to shop-
ping. This includes interchanging visits to 
brick-and-mortar stores, using mobile apps 
and shopping online to make choices that 
support their needs and beliefs.

To ensure success, small business own-
ers should make sure they have a mobile-
friendly, easy-to-navigate website with e-
commerce options that allow consumers to 
quickly find what they want and purchase 
products or services from their mobile de-
vices. As many as 72% of  consumers rely 
on stores as their primary buying method, 
according to the 2021 NRF survey. Look for 
ways to continue the convenience of  blend-
ing the two such as curbside pickups, and 
make sure your in-store customer service 
leaves customers with a positive experience.

3)  Customers Will Continue to Seek 
Alternative Payment Options
When it comes to how people pay for 

goods and services, the pandemic has been 
both a disrupter and a catalyst in how money 
is exchanged. In the last two years, business-
es have moved toward alternative payment 
options (e.g., mobile pay applications, con-
tactless credit and debit cards). Contactless 
payment options will not be going away in 
2022. In fact, small business owners should 
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be prepared for the demand to increase in 
the form of  applications, cryptocurrencies, 
mobile wallets and wearable devices. If  they 
haven’t already done so, it’s critical that 
small businesses research contactless pay-
ment options.

4)  Customer Service Will Need to Be 
Personalized and Empathetic
In many ways, the stresses of  2020 and 

2021 have been a shared experience across 
the nation and world. Many people have 
found the need for increased compassion and 
understanding as they cope with the anxiety 
caused by the events of  the last two years. 
When it comes to choosing where to spend 
their money, consumers are prioritizing an 
empathetic, personalized experience in ad-
dition to high-quality products and services.

Staffing shortages throughout 2021 found 
many customers frustrated with a plague 
of  endless phone trees, unresponsive pro-
viders and automated services that made 
it difficult to speak to a human being. Ac-
cording to Accenture Global Consumer 
Pulse Research 2021, 25% of  25,000 con-
sumers across 22 countries said many com-
panies disappointed them by not providing 
enough support and understanding of  their 
needs during challenging times. The report 
said these customers are ready to abandon 
brands that don’t support their values. Cus-
tomers want empathy; that comes from un-
derstanding them and speaking directly to 
their needs and concerns while being clear 
about the business’s purpose and vision 
across all forms of  operations, communica-
tions and practices. Meeting employee well-
being expectations is crucial to attracting 
and retaining talent during times of  labor 
shortages. Doing so can help you create a 
workforce that takes care of  your customers.

5)  Businesses With Virtual and 
    Digital Services Will Continue to 
    Be in Demand

Not only were many people sequestered at 
home for long periods of  time during 2020 
and 2021, but offices, stores, gymnasiums, 
restaurants and entertainment venues found 
they were required to either halt or dramati-
cally reduce in-person service, with many 
only recently opening back up to normal 
capacity. As a result, demand for technology 
and virtual offerings soared. Businesses that 
were in particularly high demand included:

• At-home fitness
• Cyber security
• Food delivery
• Gaming
• Remote work software
• Virtual events

• Medical services
• Continuing education
Just as customers are embracing a hybrid 

approach to their shopping, they will want 
the same convenience for services. The 
demand for digital services and digital in-
novation is sure to continue even after the 
pandemic subsides. Small business owners 
and entrepreneurs stand to benefit from this 
business trend by either pivoting their cur-
rent practices, expanding their existing busi-
ness or launching a new one in one of  these 
in-demand fields.

6) Remote Work Will Continue
Within the span of  a few weeks, the pan-

demic transformed mobile workforces from 
being an emerging trend to a critical orga-
nizational practice that enabled businesses 
to keep their workers employed and revenue 
flowing. Employees have long expressed in-
terest in working remotely and have proven 
to be happier and more productive when 
given the opportunity to do so. Many busi-
ness owners have embraced this, and many 
business owners may plan to continue of-
fering long-term remote work options. One 
of  these options includes the hybrid work 
space, which seeks to capture the best of  
both worlds. Business owners continue to 
have much to gain from incorporating re-
mote work options. Their ability to retain 
talent and compete for top talent in the 
future depends on it. How to incorporate 
and manage a remote workforce for the 
long-term continues to evolve, and will re-
quire small business owners to invest in 
additional technology and software solu-
tions moving forward.

7)  Consumers Will Support Small 
Businesses
Despite their resiliency and determination 

throughout the pandemic, many local busi-
nesses struggled to stay afloat. Customers no-
ticed and made concerted efforts to channel 
their spending power to help support local 
small businesses. To capitalize on this trend, 
small business owners should consider adopt-
ing a local marketing strategy and boosting 
their social media presence to communicate 
the business’s purpose and values along with 
high-quality services and products. Support-
ing local businesses can also help customers 
be more environmentally conscious and ben-
eficial to their local community.

Looking for more up to the minute articles? Check out 
paychex.com/worx. For specialized NAPAA mem-
ber benefits on payroll and HR, contact Paychex at 
844-846-7827 and mention code 5699 or email 
napaa@paychex.com. Paychex, Inc. is a national 
provider of  cost-effective payroll and HR services 
trusted by more than 700,000 businesses. NAPAA 
members save 25% on Paychex payroll processing 
and 15% on HR setup fees. For more information, 
visit www.paychex.com/allstate

Introducing your Dedicated NAPAA Account Man-
ager; Mario A. Martinez from Paychex. 
To take advantage of  the savings you 
are entitled to as a member, please 
reach out today! We address all of  the 
Payroll and HR administration tasks 
associated with running a business, so 
that way you can focus on growing your 
agency! To contact me, please call 844 846 7827 
and mention code 5699 or email me at napaa@
paychex.com.

http://paychex.com/worx
mailto:napaa@paychex.com
http://www.paychex.com/allstate
mailto:napaa@paychex.com
mailto:napaa@paychex.com
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You have heard the refrain before. Agents 
will be replaced by bank tellers offering a 
home and auto quote mid-transaction in the 
late 1990s, or by “The Internet” in the early 
2000s. Then later it was InsurTechs, and 
now it’s embedded insurance. Yet, all indi-
cators point to the contrary. In fact, accord-
ing to Deloitte’s insurance industry outlook, 
2022 appears poised for growth.

Yes, the industry is facing challenges 
and disruptors, perhaps more so than ever 
before. New consumer expectations have 
revolutionized nearly every aspect of  mod-
ern life, and this has forced the independent 
insurance agency to evolve. In this new 
landscape, a digitally driven and customer-
centric approach is needed to be successful.

Embrace Change and Technology
It is important to recognize that consum-

ers are driving this digital revolution. En-
gaging people how and where they want – 

talk, text, email on their phones, tablets and 
computers – is a requirement in this post-
pandemic world (which simply amplified 
these means of  interaction, it did not create 
them). Emerging technologies are poised to 
help, not hurt, the independent agent by 
streamlining processes and improving the 
customer experience. 

Embracing the new tools, technologies 
and approaches that improve efficiencies 
allows more time for relationship building. 
People still want a professional to advise 
them when protecting their assets – that has 
not changed. What has changed is that con-
sumers are seeking a customized experience 
when, where and how they want it. Incorpo-
rating a digital communications strategy and 
having a robust tech stack are now required 
to stay relevant.

There is a fine balance between technolo-
gy adoption and maintaining the relational, 
human touch. Use technology to enhance 

your client relationships, stay connected and 
show value beyond offering quotes. Be help-
ful. For example, a text to your customers 
letting them know the weather calls for a 
hailstorm and adding a link to a claim sub-
mission form says you are there for them be-
yond the initial selling of  a policy.

Advise Your Clients
Insurance is about people and protection 

– safeguarding peoples’ businesses, families 
and assets. Your clients are looking to you 
for guidance. Educate them on your value 
proposition and expertise. Conventional 
wisdom indicates that consumers prefer to 
have all their insurance needs taken care of  
by one agent – become the full-service ad-
visor focused on understanding your client 
rather than just selling a plan. 

Insurance is also about relationships. En-
hance your client relationships by providing 
the personalized service they have come to 
expect in all other areas of  their lives. Reach 
out to your home and auto customers prior 
to renewal to suggest upgrades, or to your 
small business customers when new cover-
ages become available.

Agents of  the Future
While the growth of  the channel is undis-

puted, change is necessary to thrive in this 
digital post-pandemic world. The success-
ful independent agents of  the future will be 
those who view challenges as opportunities 
and use innovative technologies to better 
connect with and meet their clients’ needs.

Doug Coombs is the Executive Vice President and 
Chief  Marketing Officer of  SIAA (Strategic Insur-
ance Agency Alliance, Inc.). He can be reached at 
dougc@siaa.net. SIAA is a national alliance of  in-
dependent insurance agency members generating hun-
dreds of  millions in new premium business annually. 
SIAA is dedicated to the creation, growth, retention, 
and evolution of  the local independent agency. To 
learn more about SIAA, visit siaa.com.

Why There Still Will Be 
Agents in the Future – 

And What You Should Do to Be One of Them
Doug Coombs, SIAA
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In 2017, a group of  Farmers insurance 
agents in California filed a class action law-
suit in Los Angeles County (Parry et al. v. 
Farmers Insurance Exchange, et al.). The Plain-
tiffs alleged several violations of  California’s 
Labor Code, as well as violations of  the 
state’s Business and Professions Code. Spe-
cifically, the complaint filed by the Plaintiffs 
alleges:

1.  That Farmers wrongfully failed to re-
imburse agents for certain mandatory 
business expenditures;

2.  That Farmers’ conduct amounted to 
violations of  California’s Unfair Com-
petition Law; and

3.  That Farmers wrongfully misclassified 
its agents as Independent Contractors 
even though they were de facto em-
ployees under California law.

In early 2021, the trial court granted the 
Plaintiffs’ motion for class certification. The 
resulting class of  plaintiffs included any cur-
rent or former Farmers Agent in California 

who was under contract with Farmers at any 
point in time between November 10, 2013, 
and March 8, 2022. Having lost the battle 
over class certification, Farmers appears to 
have engaged in settlement discussions in 
earnest, and the parties announced a settle-
ment earlier this year.

On March 8, 2022, the court granted pre-
liminary approval to the proposed settlement 
between the Plaintiff class and the Farmers 
Defendants. Here are some key points and 
limitations of  the pending settlement:

1.  The settlement is (as of  August 18, 
2022) still tentative.
Farmers has reserved the right to back out 

of  the settlement if  not enough agents par-
ticipate. Why would Farmers want agents to 
participate? Presumably to make sure Farm-
ers has “bought its peace” and has assured 
itself  of  the elimination of  any similar law-
suit in the future. As of  this date, it appears 
a sufficient number of  agents will participate 

to ensure Farmers does not back out of  the 
deal. The final court hearing to approve the 
settlement is scheduled for November 10, 
2022.

2. The settlement is limited to 
  California agents.

Assuming the settlement is approved, any 
current or former Farmers agent in Cali-
fornia who was under contract at any point 
between November 10, 2013 and March 8, 
2022 will be included in, and affected by, 
the settlement … unless he or she actively 
opts out of  the class. New California agents 
will not be directly affected by, or included 
in, the settlement. It is possible, but not re-
quired, that Farmers will offer new agents 
a contract that is more consistent with the 
terms of  the settlement applicable to class 
members.

Agents outside of  California will not be di-
rectly affected. Again, it is possible that Farm-
ers will voluntarily modify its contract or its 
practices elsewhere to be more consistent 
with the results in California or that litiga-
tion in other states will lead to similar results. 
However, this class action was premised on 
employment law statutes that are unique to 
California; thus, it is not a given that similar 
litigation will be successful elsewhere.

Local management will be unaware of  
whether an agent participates, and Farmers 
cannot retaliate in any way for participation.

3.	Financial	Benefits
All class members will share in the first 

$40,000,000 “pot” of  funds made available. 
Out of  this pot, legal fees and expenses will 
be paid. The balance will be automatically 
distributed to class members based on the 
number of  years during the class window 
(November 2013 to March 2022) a person 
was an agent. 

By way of  estimate only, a four-year agent 
would receive $3,000 (before attorney fees 
and costs) and an eight-year agent would 

Farmers Insurance Agrees to Historic 
Settlement in California Agents’ 

Class Action Lawsuit 
Dirk Beamer, Wright Beamer
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receive $6,200 (again, before attorney fees 
and costs). The actual dollar amounts will 
vary depending on how many agents “opt 
out” of  the class.

In addition to the first pot, there will be a 
second pot of  up to $35,000,000. To share 
in these dollars, class members must submit a 
claim form substantiating eligible “Smart Of-
fice” expenses paid by the agent. The claim 
should list as many eligible expenses as possi-
ble, but any given agent’s share of  the second 
pot will be capped at $10,000. The window 
to submit those claims has now closed.

4.	Contractual	Benefits	and	Changes
The terms of  the Agents Appointment 

Agreement (AAA), which is the contract be-
tween Farmers and its agents, will be auto-
matically changed in certain respects for class 
members. Changes include the following: 

•  90-day termination without cause will 
be eliminated

•  6-month termination without cause will 
b e added

•  immediate termination for cause is un-
changed

•  the existing required 90-day notice of  
voluntary quit by agents is replaced 
with a shorter 60 day notice require-
ment

•  certain requirements for bonus eligi-
bility will be eliminated

•  customer service standards for class 
members will be eliminated

•  an anonymous complaint procedure 
for agents will be introduced.

By participating, class members waive 
and release any future ability to sue over 
the misclassification issue or the expenditure 
issue. Farmers agents will remain indepen-
dent contractors, not employees, under Cali-
fornia law.

Conclusion
This is an important, concrete victory 

for class members and their attorneys. As 
I have written elsewhere, I see no reason 
for eligible class members to opt out. That 
said, I do not see this settlement changing 
the long-term trajectory whereby Farm-
ers and other captive carriers continue to 
shrink the agency force and squeeze agen-
cy revenue.

Dirk Beamer has served the National Association of  
Professional Allstate Agents (“NAPAA”) as General 
Counsel since 1999. In that capacity, he has success-
fully defended NAPAA against a federal internet tres-
pass case brought by Allstate. He also sued Allstate on 
behalf  of  NAPAA and its members in a highly pub-
licized federal lawsuit challenging Allstate’s treatment 
of  its agents. In addition to litigation matters, Dirk 
regularly counsels NAPAA concerning its ongoing 
business affairs including contract negotiations, man-
agement 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 at-
torneys, to handle business issues including purchas-
ing 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 prac-
tice 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  Pro-
fessional Allstate Agents President’s Award. Dirk can 
be reached at dbeamer@wrightbeamer.com or visit his 
website at www.wrightbeamer.com/.  

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

Serving NAPAA and the Agents of Allstate since 2000
248.477.6300 | insuranceagencylawyer.com

Dirk A. Beamer Kathryn R.S. Spray

mailto:dbeamer@wrightbeamer.com
https://www.wrightbeamer.com/
http://www.insuranceagencylawyer.com
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A Good Offense Beats a Good Defense 
When Tackling Rising Rates and 

Recession Fears
Mark Nondorf, First Mid Bank & Trust

Organize Your Finances and Gather 
Materials

Now is not the time to show up for a loan 
request with the proverbial shoe-box full of  
receipts and W-2’s. In addition to having 
timely and accurate financial statements and 
tax returns, gather information regarding 
retention, growth of  households, cross-sell/
bundling and other information that high-
lights the strength of  your book.

Find an Expert Familiar with Your 
Industry

When economic times are uncertain, the 
importance of  finding a lender that is both 
knowledgeable of  the insurance industry and 
has desires to grow that segment of  the lend-
er’s portfolio becomes critical. As mentioned 
earlier, lenders seek “safe-havens” that they 
know and that have physical collateral during 
tough times. Unfortunately, lending to agents 
is not mainstream and does not provide tan-
gible collateral, so familiarity of  the industry 
is key to unlocking your lending capacity. 

Consider Some Dry Powder
Consider applying for a line of  credit even if  

you do not have immediate plans to use it, par-
ticularly if  you are establishing a new relationship 
with a lender. In addition to having “rainy day” 
access to funding, the line of  credit will allow you 
to gain some history and familiarity between 
you and your lender. That familiarity provides 
an opportunity to dialogue on your longer-term 
growth objectives and lays the foundation for ob-
taining the financing for those needs.

Mark Nondorf  is Senior Vice President of  Specialty 
Lending at First Mid Bank & Trust. For over 15 years, 
he has successfully supported insurance agencies with 
growth capital, debt restructuring, and acquisition financ-
ing. To speak to Mark directly, reach out at mnondorf@
firstmid.com and learn more on First Mid Agency Fi-
nance’s website at www.firstmid.com/agency-finance/ or 
reach them at 877.294.8785.

Struggling on what to do with all this talk of  
inflation, rising interest rates and looming risk of  
recession? First, let us share some perspective. 

What the media reports as a substantive 
increase in interest rates often does not trans-
late into giant leaps in debt service costs. 
Keep in mind that a 50 basis point (0.50%) 
rate increase costs an additional $420 per 
month for every $1,000,000 in debt. Sure, 
that can be painful, but not crippling to an 
agency. In fact, if  your debt is already fixed 
rate, the recent increase in rates will not 
have any direct impact on your debt service.

So, what is the greatest risk? Excluding 
any impact of  the economy on your cus-
tomer base for the moment, the inability to 
renew existing or obtain additional loans to 
achieve your business plan and growth goals 
is much more relevant. 

The fear of  recession and higher interest 
rates causes most lenders to tighten under-
writing standards and/or lend to only those 
segments that are viewed as safe and bring 
tangible collateral.

Are you helpless and a victim to the 
broader economy? You do not have to be 
and here are a few things for you to consider 
so that you have the borrowing capacity to 
navigate this uncertain economy.

Identify Your Financial Needs to 
Achieve Your Business Plan

1. Know your current financial health. 
Understanding your balance sheet, income 
statement and cash flow is a great place 
to start. Pressure test your business. What 
if  rates continue to rise? Are you able to 
cover your credit and loan obligations if  
payments rise too? Running through sce-
narios to ensure your business can weather 
any sort of  change is always a good idea. 
With inflation and interest rate hikes, now 
is a great time to take stock of  your busi-
ness’s financial situation and assess what 
other changes might make sense for your 
business during this time. It will be impos-
sible to run through all potential scenarios 
but think through those that could have the 
largest impact to your business and make 
sure you are prepared.

2. Identify what future needs you 
may have. It is common for businesses to 
become short-sighted or solely focused on 
the day-to-day business. If  you were think-
ing about growing through acquisition, 
tough economic times can create opportu-
nistic buying opportunities as agents decide 
to retire or exit the segment rather than 
push through.

Sales and Marketing
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While you may have every intention of  re-
maining a dedicated agent for the remainder 
of  your career, there are industry and corpo-
rate dynamics in the current insurance en-
vironment that may mean that you need to 
dust off your “Plan B” career plans. Leaving 
the insurance field would mean squandering 
years, perhaps decades, of  acquired knowl-
edge. For many, the transition to an indepen-
dent agency owner is both organic and rela-
tively easy. If  you do go independent, you 
will likely need to consider partnering with 
a network. Choosing an agency network to 
work with can make or break your business. 
Independent agents should consider these 
four key characteristics of  a network before 
committing to an insurance agency network.

Flexibility
You’re not looking for one-size-fits-all. 

New agents commonly need help with mar-
keting, staffing, knowing how to start and 
especially with making the right connections 
to obtain carrier contracts. Agents who are 
well-established might just need access to 
penetrate a new or niche market — or as-
sistance looking for expansion opportunities. 
Regardless of  your needs, you want to find a 
partnership that provides valuable assistance 
at every stage of  your business journey, and 
who allows you to stipulate what you need 
from them and when.

Fees
In a recent poll of  insurance networks, 

81% reported charging their member agen-
cies membership fees, 52% imposed initia-
tion fees, 7% charged renewal fees and nearly 
20% required exit or separation fees when a 
member agency decided to leave the network.

Ask a lot of  questions! You want to find a 
network without these upfront and recurring 
fees. Look for no start-up fees. No monthly 
fees. No exit fees. NO fees period. Look for a 
generous commission split, as well.

Carrier Accessibility
Learning the ins and outs of  multiple 

companies’ products is daunting. Agents 
can spend years trying to figure out carriers’ 
contracts. Find a network partner who not 
only gives you access, but also helps you nav-
igate the carrier relationship, training you 
on the nuances of  each carrier, helping you 
track appetite guide changes, underwriting 
updates and product enhancements.

An Agent-friendly Contract
Don’t get stuck in a bad contract. You 

want a non-exclusive contract where you re-
tain your book of  business and aren’t held 
captive to the network when and if  you 
choose to leave.

A True Partnership
Don’t look for a vendor, find a partner. If  

you’re an agency operator searching for a 
network partner, you aren’t just looking for a 
vendor to provide a service, you are looking 
for a partner. That’s how Smart Choice® 
differentiates itself  from other networks — a 
dynamic support team of  field leaders who 
have your back. With roughly 90 territory 
managers across 45 states, working along-
side independent agents every day, Smart 

Choice has skin in the game to help each 
agent be successful.

I get phone calls with questions on 
everything from markets to employ-
ee issues. “What do you think about 
this?” Or “I want to steer my agency 
in this other direction, so where do 
you think I should start?” I get ques-
tions across the board. We work to-
gether, and I love it, because it makes 
us and the agents that much smarter 
and more successful. 

—Kim Carney, Smart Choice State 
Director Arkansas

Katie Wilmoth is the Director of  Marketing Commu-
nications for Smart Choice, the nation’s fastest growing 
agency network. A 17-year veteran of  the company, and 

self-proclaimed “wordsmith,” she’s a 
corporate content strategist and writer 
striving to facilitate product aware-
ness and better business solutions for 
the company’s agency partners. It’s 

her desire to see every agent connected 
with the resources they need to succeed and maximize 
revenue growth by producing quality content and entic-
ing communications. To access more articles, visit www.
smartchoiceagents.com to view the company’s blog and 
subscribe to their bi-monthly magazine. 

What are the Most Important 
Considerations When Choosing 

an Agency Network?
Katie Wilmoth, Smart Choice

Sales and Marketing
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Sales and Marketing

The Essential Guide to Building a 
Compelling Careers Page

CareerPlug

Your company’s careers page serves as the 
hub of  your employer brand. Candidates 
use it to learn about your company and get 
a sense of  what it’s like to work for you.

A strong careers page helps to compel 
job seekers to apply. On the other hand, a 
weak careers page can deter high quality 
job seekers from applying.

Put yourself  in a job seeker’s shoes. What 
would you find if  you researched your com-
pany online? Would you want to apply for 
a job at your company based on what you 
see? What story are you telling them? Are 
you even telling them a story at all?

Job seekers can easily use job search en-
gines and job boards to apply to dozens of  
jobs per day. That increases the importance 
of  a strong employer brand as a differentia-
tor between companies.

In fact, today’s job seeker ranks careers 
pages as the #1 aspect to learn about a 
company when researching opportunities. 
Candidates are even saying they would be 
more likely to apply for a job if  an employ-
er actively maintains their employer brand. 
On top of  that, based on our research an 
applicant that applies on a company ca-
reers page is 4 times more likely to be hired 
than an applicant from a job board.

Clearly, having a careers page is impor-
tant for attracting job seekers and hiring 
the right people. Let’s talk about building a 
compelling careers page for your business.

What Do Job Seekers Want to See on 
a Careers Page?

Certain things have universal appeal to 

high performers. The ability to learn and 
grow. The opportunity to make an impact. 
Flexibility. Great benefits. These are a start, 
but you can do better. Focus on what makes 
your company special — more specifically, 
what your top performers have told you 
makes it special. 

You need to answer the questions that 
candidates are asking themselves, prefer-
ably with examples:

• Culture: What’s it like to work here? 
What are we like? Why do we love it?

• Benefits: What sort of  perks do we 
offer? How do we take care of  each other 
and show each member of  our team that 
they are valued?

• Growth: How do we invest in train-
ing and development? How can employees 
grow with us?

Company Culture
A study by Glassdoor revealed that 77% 

of  people would consider a company’s cul-
ture before applying for a job there, and 
56% ranked a strong workplace culture as 
more important than salary. 

Putting in the work to ensure your com-
pany culture is communicated loud and 
clear on your careers page will pay huge 
dividends in elevating the level of  talent 
applying for your open roles. 

Show Job Seekers Who You Are
The best way to find employees who will 

be a good culture fit is to be authentic about 
your goals and values. Share your mission, 
vision, and core values on your careers 

page. We’ve done this with our careers page 
at CareerPlug, and it’s been instrumental in 
attracting candidates who feel compelled to 
apply because their values match ours.

Let job seekers identify with you. Or let 
them not and save you the time of  pursuing 
a candidate who won’t be a good match for 
your culture. 

Add Pictures and Videos
A picture is worth a thousand words, 

and a video is worth even more. As part 
of  showing job seekers who you are, make 
sure to literally show them. One important 
piece of  advice: Avoid using stock photos 
and instead put up real pictures of  your 
team and workspace on your careers page. 

The more authentic your content, the 
more likely candidates are to connect with 
your employer brand.

Photos help applicants visualize what 
their lives would be like if  they worked for 
you — could they see themselves showing 
up to work every day at your business? Of-
tentimes, seeing this visual representation 
of  the workspace will get the right candi-
dates energized and more invested in the 
role you’re offering.

Include Employee Testimonials
You have employees who love working 

for you, let them help you recruit! Gather 
a few employee testimonials to add to your 
careers page. When including testimonials, 
make sure you provide a variety of  expe-
riences and show real people — including 
their work location, photo, and most im-
portantly, a name! 

People look for social proof  when they 
buy: This is why reviews are so popular. 
When was the last time you decided to not 
buy something because you read a bad re-
view or you couldn’t find any reviews at all? 
The same rules apply here. In fact, over 
85% of  job seekers and employees research 

CAREERS PAGE  continued on page 28.
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PGI IS TAKING
OVER THE INSURANCE
WORLD

PGI IS TAKING
OVER THE INSURANCE
WORLD

Join the PGI family today!Follow Loretta's story!

Benefits of Partnering With Premier Group Insurance
 

22 Years Successfully Converting Insurance Entrepreneurs to the IA Channel.
Access to Over 200+ National, Regional, & Local Insurance Carriers.

Leading & New Contract Options - Including Full Ownership.
Proven Marketing Programs - Insurance Soup Partnership.

Unparalleled Technology, Training, & Support.
Nearly $650 Million in Written Premium!

"Becoming a PGI
agency owner is

the best decision I
ever made. Now my
agency is thriving."

 

Loretta D.

pgiagents.com/napaa

https://www.pgiagents.com/become-an-agent


28 — Exclusivefocus Fall 2022

company reviews and ratings when decid-
ing to apply for a job. Don’t make candi-
dates leave your website to look for reviews 
and ratings. Include them with other testi-
monials on your careers page.

Pro tip: Remember when we talked 
about adding video? Employee testimonials 
are a great way to add this engaging type of  
content to your careers page. CareerPlug 
client Hand & Stone has seen great success 
with this. Below is an employee testimonial 
that is featured on their careers page. 

Managing your online reputation doesn’t 
end with your careers page. At CareerPlug, 
almost every candidate that we speak with 
says that they read reviews about us on em-
ployer review sites before applying or inter-
viewing. Are you aware of  how employees 
are talking about your company online? 

You should manage this the same way 
that you manage customer reviews. En-
courage happy employees to leave reviews 
for you. Respond to reviews that are nega-
tive in a caring, non-defensive way.

Benefits
Competitive benefits can be your secret 

weapon when it comes to a compelling 
compensation package. Offering your team 
benefits says a lot about your commitment 
to being a great place to work. Certainly in-
clude the big three: healthcare, retirement 
accounts, and paid time off. But don’t limit 
your careers page to just the traditional 
benefits. 

These days, employers are using their ca-
reers pages to show off some of  their more 
creative perks like:

• Flexible schedule or remote options 
• Transportation stipend
• Education stipend

• Paid gym membership or fitness classes
• Pet-friendly office
• Unlimited free snacks
• Weekly or monthly catered meals
• Free PTO holiday on your birthday
• Charitable donation matching
• Student-loan debt reimbursement
Think about how you could get creative 

with some new perks or improve the way 
you talk about the great stuff you already 
do. Remember that these benefits will help 
you retain your current team, too. Think 
about the value of  being able to keep high 
performers on your team for the long run. 
That may create some room in the budget.

Growth Opportunities
The best candidates are going to want to 

see how your company will help them grow 
professionally. They will often turn down 
a job that pays more if  they see a path to 
growth at your company. Show them what 
they will learn by working with you and 
what a potential growth path could look 
like for them. This is what gets the top per-
formers really excited. 

Use your careers page to highlight opportunities 
for professional development to attract growth-ori-
ented people to your team.

If  you don’t currently have a clear path 
for growth within your organization, now 
is the time to establish one. At CareerPlug, 
we’ve made employee development a prior-
ity by encouraging all employees to fill out a 
growth plan. This plan includes things like 
skill goals, personal goals, and professional 
goals and managers check in with employ-
ees weekly to see how they are progressing 
toward their growth. 

You might also consider offering an edu-
cation stipend on a quarterly or annual ba-
sis to employees, or even offer to buy man-
agement or professional growth books for 

employees upon their request so that they 
can pursue development in their free time. 

Here at CareerPlug, we know from ex-
perience that hiring people who are genu-
inely excited to contribute to the growth of  
a company like ours is the most important 
indicator of  success for new hires. We also 
know how important it is to return the favor 
and invest in the growth of  our employees.

Take Action
Within our hiring software, you can uti-

lize a branded careers page that can be 
configured to show off your company cul-
ture and list open positions. One of  our 
clients, Nothing Bundt Cakes, sees their 
careers page as a powerful recruiting tool. 
Here’s what Cat Santangelo, the San Diego 
Director of  Operations had to say: 

“We are very fortunate to have many of  
our Team Members recommend potential 
candidates because they enjoy working for 
our brand and love our values. The part-
nership we have with CareerPlug strongly 
supports our focus, by allowing the voice of  
our Team to be heard on our Careers page. 
This is a great place for potential Team 
Members to hear personal testimonies that 
highlight why our Teams love being part of  
the Nothing Bundt Cakes family.”

One of  the biggest challenges of  running a busi-
ness is attracting and hiring the right people. 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 with a branded careers page to showcase 
your jobs, pre-built job templates, a configured hir-
ing process to help evaluate your applicants, and ac-
cess to a team of  Hiring Experts. Activate your free 
account today at https://www.careerplug.com/
request-a-demo-association/.

CAREERS PAGE continued from page 25.
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Why Don’t My Clients Refer 
Business to Me?

Bill Gough, BGI Systems

There are several reasons why a client 
might not refer their friends and family to 
you. Assuming they are a satisfied customer, 
why wouldn’t they want to recommend your 
services? You’re a nice person, right? Your 
team is nice and prompt … what could it be?

We tend to assume that a happy customer 
will refer us. But in reality, it is quite rare for 
someone to simply bring you up in conver-
sation. You must train your clients to think 
about you, to talk about you and to recom-
mend you naturally when the opportunity 
arises. Believe it or not, referring to you is 
not the number one priority in their life!

So how do we move ourselves to the top 
of  their mental priority list?

First of  all, people need to be reminded. 
Life is busy. We are constantly inundated 
with advertisements and deadlines and 
schedules. Who is going to think about you 

amongst everything else in their world? And 
why? What’s in it for them?

Consistent contact with your clients is one 
of  the most effective ways to get referrals. A 
monthly newsletter, regular mailings, voice 
broadcasts, etc. Anything you can do to 
drop them a quick note, provide them with 
value and entertainment and keep you in 
their minds. Believe me, your competition is 
NOT doing this. When you do this, you will 
indeed gain the upper hand.

Now I’m not just talking about commu-
nicating with these guys and talking to them 
about reviewing their policy and stuff like 
that. I’m talking about communicating with 
them and offering them some other infor-
mation outside of  insurance that could be 
helpful to them. It could be funny infor-
mation; it could have nothing to do with 
increasing their lifetime value other than 

maybe making them smile by sending them 
a joke or something like that. But “out of  
sight, out of  mind” is absolutely the worst 
thing we can do.

Another huge reason why people don’t 
refer is because of  the risk involved. When 
I refer someone to a restaurant, I expect the 
food to be just as good if  not better for my 
friend as it was for me. If  it doesn’t prove to 
be great, my friend is going to come back 
to me and ask me why in the world I rec-
ommended that place. My reputation is on 
the line with a referral just as much as the 
business’s reputation is. What it comes down 
to is do I trust that business with my reputa-
tion? That’s a lot to promise a client.

In order to instill that confidence in your 
customers, you must have a great marketing 
system, a great team that delivers prompt 
and quality service, and consistency in your 

Sales and Marketing
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service. Meaning, that if  Tom sends Jerry 
over to you, you’d better be equipped to give 
Tom the same great service even though you 
are now handling Jerry on top of  that.

One final reason your clients may not re-
fer you is that they don’t see what’s in it for 
them. Are you giving an incentive to your 
customers who refer? Do they get a gift, 
recognition or even a thank you? Are they 
aware of  your referral program? People 
thrive on rewards, whether they are tangible 
or not, but preferably both. A small gift such 
as a gift card or free gas card goes a long 
way. Don’t underestimate the importance 
of  recognition either. Show your customers 
how important they are to you and make 
them feel special. When they associate that 
warm and fuzzy feeling with you, you’ll get 
even more referrals from them.

The bottom line to gaining referrals is to 
be top of  mind with your customers, make 
sure they have confidence in you and give 
them the incentive to do it!

One of  the very best ways to promote a 
program like this is during our initial calls 
with clients. At my agency we put scripting 
and talking points in place, tested these for 
the best response and started crushing it. 

I want to share with you two pow-
erful scripts that you can begin using 
in your agency today to promote your 
referral rewards program. 

Here’s the opening conversation with a 
new prospect. 

“Hello Mrs. Jones, my name is Bill 

and I will be helping you today with 
your auto insurance. Mrs. Jones, who 
was it that referred you to our agency? 

Wait for an answer, it doesn’t matter if  
she was referred or not. Let’s say she was 
not referred. 

“The reason I asked is because of  
our	terrific	referral	reward	program.	
Mrs. Jones 3 out of  4 people that I talk 
with every day about auto insurance 
are referred by a family member or 
friend. If  a friend had referred you, 
and just for talking with me about 
your insurance, no purchase nec-
essary, they would have received a 
$20.00 gift card, entered into our 

$50.00 monthly drawings, and also 
entered into our grand prize drawing 
of  a 42 inch HDTV to be given away 
in December. And I wanted to make 
sure that the person that cared about 
you got their gifts. Now, Mrs. Jones 
before we get started, I need to ask 
you a few questions.”

This simple script above says to the new 
prospect, that we are in the referral business. 
They have never heard this opening in any 
business. It will separate you and your agency 
from the rest of  the pack of  robots that typi-
cally start an auto insurance sales call with, 
“What kind of  cars do you have, how many 
tickets and accidents in the last 3 years, who 
are you insured with now?” and on and on. 

Bill Gough is a former Allstate Insurance Agency 
Owner, Allstate Hall of  Fame Member, Entrepre-
neur, Business and Success Coach, Marketing Ex-
pert, Author, Speaker, and Philanthropist. 
   Bill began his career in 1984 with Allstate work-
ing in a booth at Sears Department Store. He pri-
marily dedicates himself  to giving back and helping 
others achieve success since the loss of  his 23-year-
old son, Lil’ Bill, in 2007. 
  In 2008, Bill founded BGI Systems, a company 
created to teach other insurance agency owners the 
very best, proven sales techniques, systems, and pro-
cesses he learned throughout his career. It’s Bill’s vi-
sion that insurance agency owners across the country 
can achieve and exceed the same success he experi-
enced. To reach Bill, please contact Amanda Fall at 
Support@BGISystems.com. 

Plan B- Planning for
Life After Captive

Agents

JOIN THE FACEBOOK GROUP

Open to current Allstate and
Farmers Insurance agents

and prior Allstate and
Farmers agents

People thrive 

on rewards, whether 

they are tangible or not, 

but preferably both. 

A small gift such as a 

gift card or free gas card 

goes a long way.
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This article was originally published in the April/
May/June 2022 edition of  Finseca Focus magazine.

There are many resources available today 
that claim to help you manage your time, and 
most of  them are very helpful. But I’ve also 
found that time management resources often 
focus solely on identifying priorities, without 
providing strategies for execution. And, with-
out execution, all you really have is a to-do 
list. Over the years, I’ve adopted three strate-
gies that help me manage my time by making 
sure I am executing on my priorities.

Don’t get me wrong. I believe that setting 
priorities is a crucial step in managing your 
time. It’s easy to get bogged down with ev-
erything it takes to keep your business run-
ning smoothly. You must identify what is 
most important and make those activities 
your top priority. (And remember, if  every-
thing is a priority, then nothing is a priority.)

My top priorities are meeting with clients 
or prospective clients and working on new 
ideas to grow my business. I also set priori-
ties for taking care of  my health and spend-
ing time with family and friends. 

The Law of  72
I discovered this concept many years ago, 

and it changed my life! The law of  72 says 
that you must act on an idea within 72 hours 
or you won’t act on it at all. We’ve all been 
there. We come back from a meeting or con-
ference with a great idea we want to put in 
place. But we have emails to read, phone 
calls to return, and fires to put out. A few 
days, a week and then a month goes by and 
we haven’t done anything to move the idea 
forward. At some point, it drops off our ra-
dar altogether. 

Now, when I have an idea I want to imple-
ment, I block time on my calendar to take ac-
tion within 72 hours. Do I get the idea imple-
mented in 72 hours? No, of  course not. But I 
can create a list of  next steps, make a phone 
call, or take some other action that moves 
the idea forward. It’s that first step that’s the 
most important. If  you don’t take it within 72 
hours, you may never take it at all.

Execution is the Real Key to 
Time Management
Troy Korsgaden, Korsgaden International

Time-Blocking
I like to block time on my calendar in 

15-minute increments. It’s enough time to 
focus on an idea and move it forward. If  
there’s an activity that takes more than 15 
minutes, then I schedule multiple 15-minute 
blocks. Scheduling my time in 15-minute 
blocks helps me to organize my day to fit in 
my top priorities and still have time left over 
to handle other important tasks. 

It also keeps me focused and makes big 
projects feel less daunting. If  I set aside a 
day to work on a client marketing plan, for 
example, part of  the day will get eaten up 
by other things. I’ll take calls and answer 
emails. Or someone will pop in with a quick 
question. Did you know that it takes more 
than 23 minutes to get back to a task after 
an interruption? 

Pretty soon the day is over and somehow 
I haven’t made anywhere near the progress 
I thought I would. With 15-minute blocks, I 
stay focused. No phone calls. No emails. No 
interruptions. I get done what needs to be 
done and block the next 15 minutes.

It’s easy to put off a project, even an im-
portant one, when your schedule is already 
full. With 15-minute time blocks, you can 
tackle one or two activities at a time and 
keep the project moving forward. You’ll be 
surprised at just how much you can get done 
in 15 minutes.

In the Queue
Much of  the work we do with clients is on-

going. There’s no end date when you’re done 
working with a client (even if  the client leaves, 
but that’s a story for another day). I use a sys-
tem I call “in the queue” (ITQ) to schedule 
ongoing communications with specific clients 
on specific days. Here’s how it works.

First, conduct a household analysis for 
each client and create an account plan for 
them. For example, if  a client has fire and 
life with your office, but not auto, your next 
focus for the client is auto. Once you deter-
mine the next focus item, block time on your 
calendar to follow up. Your appointment 
might look something like this:

Aug. 12, 9 am – 9:15 am
Make ITQ call to Mr. Jones—

Focus: auto insurance

On Aug. 12, call Mr. Jones and make an 
appointment to discuss auto insurance. Mr. 
Jones will either agree to come in for an ap-
pointment or not. Either way, he stays on 
your calendar as an appointment or follow-
up communication. Unless he specifically 
asks to be taken off your list, Mr. Jones re-
mains in the queue indefinitely, with a fol-
low-up or new focus item for each contact. 
Your goal is to stay top of  mind and build a 
relationship with Mr. Jones. So, make sure 
every follow-up communication isn’t about 
a sale—take time to thank him for his busi-
ness, congratulate him on a promotion, or 
pass on an article you think will interest him.

The in-the-queue system is a great way 
to keep any project or program moving 
forward. It works especially well with client 
activities where you want to track next steps 
based on the previous ones.

Next Steps
Here are the next steps I hope you’re inspired 

to do after reading this article. Pick one prior-
ity project or activity and block 15 minutes on 
your calendar within the next 72 hours. During 
those 15 minutes, focus on the next steps need-
ed to move the project forward. Then keep it in 
the queue by continuing to schedule 15-minute 
blocks until it’s done. Once these strategies be-
come a habit, you’ll be amazed at how much 
more efficiently you are managing your time.

Troy Korsgaden is the principal of  Korsgaden In-
ternational, which specializes in global 
marketing, distribution, agency build-
ing and technology strategies for many 
of  the world’s largest insurance car-
riers and financial services companies. 
   As a consultant, speaker, and author 
of  seven books, Korsgaden’s mission is to help 
the insurance industry and its representatives wake 
up to the radical transformation taking place in the 
insurance industry. For more information, visit kors-
gaden.com or contact Troy at troy@korsgaden.com.
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Not sure about you, but I did not study 
insurance in college, seek a job in insurance 
upon graduation or have any idea I would 
become a complete and total insurance nerd 
in the last chapter of  my career.

There are several 
reasons behind this 
and the one that 
looms largest is the 
fact that courses 
were not offered and 
most of  us only had 
experience with our 
parents’ friends who 
were in the business 

and were our family’s agent. Oh, for those 
good ole days!

The shortage of  the younger generations 
being involved in insurance is creating a too 
familiar employment issue in the industry. 
It may surprise you to know that according 
to the U.S. Bureau of  Labor Statistics, over 
400,000 employees are expected to retire 
from the insurance industry within the next 
year. A quarter of  the insurance workforce 
is 55 or older.

So how does that affect us as agency own-
ers? More than likely most small agencies 
are not able to afford the expectations of  a 
college graduate with an insurance degree. 
If  you are in a position to hire these grads 
then be prepared to adapt to their desire to 
have flexible schedules, appeal and adhere 
to the need of  connectivity and communica-
tion via technology and realize the cost of  
the employee will be much higher than in 
the past.

Educating our young people to the pos-
sibilities in the insurance industry is para-
mount to staffing insurance companies with 
qualified and engaged employees. In a world 
where social media shares everything it will 
also be extremely important for carriers 
and agents to hone in on the importance 
of  privacy, the need for due diligence and 
documentation in every transaction and the 
responsibility of  truly understanding the 
business and its transactional outcome on 
consumers.

How can we spread the word? Internships 
are a perfect way to initiate anyone into the 

Talent Shortage in the Industry
Lezlee Liljenberg, Retired Agent, NAPAA Executive Vice President

options within insurance. Of  course, we know 
the first option that pops into our heads! Sales 
and Service positions within the agency is our 
first inclination, but that is not for everyone. 
Plus, as we see agencies being eliminated, 
such as the case is with Allstate, and most re-
cently, Geico, the younger generation is going 
to be necessary to work within the confines 
and structure of  the carriers.

Aside from the agency, there is great op-
portunity in the following areas:

• Risk analysts
• Risk Managers
• Underwriters
• Claims professionals
• Loss prevention consultants
These are advantageous due to the abil-

ity to conduct much of  this work off-site and 
with some flexibility. Many colleges are step-
ping up to the plate and offering degrees in 
Insurance and Risk Management. They are 
even adding the word “insurance” into the 
curriculum and title of  the courses. 

Some of  the top colleges offering insurance 
programs I discovered in my research are:

• University of  Pennsylvania – Philadelphia
• University of  Georgia – Athens
• St. Joseph’s – Philadelphia
• University of  Wisconsin – Madison
• Temple University – Philadelphia
• Georgia State – Atlanta
• Florida State – Tallahassee
• New York University
• University of  Illinois – Champaign
• University of  Texas – Austin
• Indiana State University – Terre Haute
Insurance is an impressive career and 

there is something for everyone. As profes-
sionals in the industry, it is important for us 
to recognize the shortage in talent, under-
stand the opportunities that are out there 
and encourage others to learn more about 
an industry that supports so many areas of  
our lives. It is not just about buying an auto 
policy. There is so much to the big picture.

How can you help? 
•  Attend a career day at your local high 

schools. 
•  Find teachers and instructors in your 

local educational facilities and ask to 
guest lecture.

•  Address your local college about offer-
ing an internship.

•  If  there is no availability for hours or 
credits, then offer high school and col-
lege students an internship within the 
agency (yes, you need to pay them).

•  Know the options and help educate all 
generations. Your customers are these 
kids’ parents and grandparents. They 
are the influencers in the lives of  our 
youth (well, hopefully).

•  Are you a member of  a networking 
group? Ask them if  you could sponsor 
a career day and invite teachers and 
students to learn more.

•  Or just create your own and invite cus-
tomers and their children. If  you do 
not think they will come, then create a 
video and share it with others. No need 
to mention the company you represent 
because we know that opens an entirely 
different can of  worms. This is an easy 
and fun thing you can do so there is no 
reason to create any hurdles. 

Looking back, I wish I had more knowl-
edge about our industry when I was in my 
20s. I immediately went into commercial 
real estate because that is where the intern-
ships were being offered at the time. And 
how did I learn about it? Word of  mouth 
and my real estate professor. It made all the 
difference in the world in my career deci-
sions and has been a true blessing. We can 
do that with the ideology of  insurance, too. 
So, think of  one person you can impact to-
day with this information and give them a 
call or print this article and send it to them.

You may bless someone with a future they 
never considered.

 Lezlee Liljenberg served as an Allstate agent for 17 
years and recently sold her practice. She remains on 
the NAPAA board and shares her knowledge because 
of  her love for the industry and the agents who serve 
it. She is enjoying her new endeavor of  building her 
practice as an insurance consultant and expert wit-
ness involving court cases throughout the country. 
Including the opportunity of  being a Public Adjuster 
for Suncoast Claims has elevated her operations to an 
entirely new and exciting altitude. You can reach out 
to her via email at info@liljenbergexpertwitness.com. 
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Hopefully, you’re a business owner who’s 
determined to create a great place to work. 
If  so, you’ve probably already realized that a 
lot goes into cultivating a positive work envi-
ronment for your employees, and if  you’ve 
been working towards that goal for a while, 
you’ve likely seen the benefits that come 
along with treating your employees well. 

When it comes to a positive workplace, 
how much does company culture matter to 
employees? And how can you build a great 
company culture? 

We’re going to cover the basics in this ar-
ticle, including what makes up a company 
culture, why it matters, and steps you can 
take to strengthen your company culture.

What Is Company Culture? 
Company culture refers to the behaviors 

and attitudes of  everyone inside a company 
from leadership to entry level. It’s about the 
company’s goals and how it reaches them. 

The Entrepreneurial Operating System 
that CareerPlug follows defines company 
culture as, “The way your people in your 
company act and how they treat each other. 
It’s how it feels when anyone interacts with 
your organization.” 

Culture consists of  many elements, like:
• How coworkers communicate
• How information is passed down 
• The company’s core values
• The company vision
• How decisions are made
• How people are hired and developed 

Why Company Culture Matters and How 
to Strengthen Yours

CareerPlug

Does Company Culture Matter to 
Employees? 

How much does company culture re-
ally matter to employees? One study from 
Glassdoor presents some pretty powerful 
evidence: 

•  When searching for a new job, 77% of  
applicants said they would consider a 
company’s culture before applying.

•  65% of  American millennials are more 
likely to care about work culture over 
salary. 

•  89% of  adults polled told researchers 
that it was important for employers to 
“have a clear mission and purpose.”

In our recent Toxic Work Environment 
Report, we asked hundreds of  employees 
about what makes a great and not so great 
place to work and the changes they’d like to 
see their employers make. 

We found that a whopping 87% of  em-
ployees have experienced a workplace where 
a negative atmosphere caused by coworkers, 
supervisors, and/or the company culture, 
makes it difficult to work or progress in a 
job. We also found that 72% of  employees 
have left a job because of  a toxic work envi-
ronment and 51% said they plan on leaving 

their current job for the same reason. 
This suggests that employees really care 

about company culture and that the work 
environment can play a big role in employee 
satisfaction and retention. 

How to Strengthen Your Company 
Culture

Company culture is fluid, meaning it can 
change. This is great news if  you’re looking 
to improve your company culture and how 
your employees feel about it. Let’s go over 
some steps you can take to build a company 
culture or strengthen an existing culture. 

1. Start with Core Values 
Do you have clearly defined core values 

for your business? Do your employees know 
and relate to them? 

Core values are the heart of  company cul-
ture. CareerPlug Founder and CEO Clint 
Smith says, “Core values are what you, as 
a company, prize more than anything. They 
should guide everything that you do. If  you 
are not sure about what direction to head in 
a tough situation, you should be able to look 
at your values to determine the right course 
of  action.”

When defining your core values, think 
about your company’s mission. Gather with 
your leadership team and think about what 
you truly value as a company – what’s most 
important? 

It can also be helpful to think about your 
top performers. What characteristics do 
they have in common? Think about other 
employees who weren’t a good fit for the 
company. Why weren’t they? 

List out as many values as you resonate 
with to start. Narrow them down to four to 
five values that truly represent your company. 
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Your core values should be guideposts that 
help you make decisions for the business. 

2. Share Your Vision 
An important part of  company culture is 

making sure that everyone in the company 
is on the same page. This means having a 
clearly defined vision and sharing that vision 
with employees often. 

Everyone in the company should under-
stand the vision and how they contribute 
to reaching it. This helps employees feel a 
more meaningful connection to their work 
and the company’s culture. 

3. Hire for Culture Fit 
Hiring plays a big part in company cul-

ture. As you bring more people onto your 
team, it’s important to make sure that they 
are aligned with your values and vision. 

Before beginning the hiring process, con-
sider creating an Ideal Candidate Profile 
that helps you get clear on the kind of  per-
son you need. Go back to your values and 
your culture drivers. What kind of  charac-
teristics does this person need to have to am-
plify your culture? 

While evaluating candidates, always keep 
your culture (or the culture you’re trying to 
build) in mind. Evaluate for culture fit by 
writing interview questions tied to your core 
values and intentionally sharing your com-
pany culture as part of  your employer brand.

4. Practice Transparency
Transparency is an important part of  cre-

ating a great company culture. Employees 
want to feel like there aren’t secrets in the 
business and that they have insight into how 
big decisions are made. 

Practice pay transparency to build com-
pany culture. You can do this by: 

•  Including compensation in your job 
postings

•  Making salary information for all roles 
visible to all employees

•  Outlining a clear process for compen-
sation increases 

You might also consider being open about 
the business’s performance and sharing key 
company metrics with all employees. Em-
powering employees with more information 
helps them to have a greater sense of  how 
their work directly impacts the business. 
Some benefits of  transparency as it relates to 
company culture are: increased productivity, 
more trust, better communication, and gen-
uine relationships between coworkers. 

5. Check in Constantly 
Maintaining open lines of  communica-

tion helps employees feel seen, heard and 
understood. The good news is that this is a 
trend many employers seem to be following.

We found that nearly 76% of  employees 
feel that they are able to voice their needs 
and concerns at work, and 74% said that 
their managers are open to receiving feed-
back and suggestions for how to improve the 
workplace. 

Employee contributions are what shape a great 
company culture, and business owners should be 
open to hearing and acting on feedback. 

In addition to communicating one-on-
one with your employees, it can also be 
helpful to send out employee engagement 
surveys periodically to get a pulse check on 
how employees are feeling and if  they are 
aligned with your culture and vision. 

6. Show Employees You Care 
A great company culture is one that 

makes employees feel valued and appreci-
ated. Practice frequent recognition and give 

employees a platform for recognizing each 
other. We do this in our “Shout-outs” Slack 
channel and in every Friday afternoon com-
pany meeting, where employees show grati-
tude for team members that went above and 
beyond in living out our values that week. 

Small, unexpected perks can also go a 
long way in showing gratitude. If  possible, 
buy your employees lunch occasionally or 
sponsor a happy hour or game night. Bonus 
– these things can bring employees together 
to socialize, which can strengthen company 
culture even further. 

The	Benefits	of 	a	Great	Company	
Culture 

A strong company culture helps employ-
ees stay focused on your mission. It brings 
your team together to achieve a common 
goal. It can reinforce a strong employer 
brand and help you make better hires for 
your team. 

Some of  the other benefits of  a strong 
company culture include: 

•  The likelihood of  job turnover at an 
organization with strong company cul-
ture is about 14%, vs the probability of  
job turnover in weak company cultures 
is 48%. 

•  Happy workers are 12% more produc-
tive than the average worker, and unhap-
py workers are 10% less productive. 

•  Company culture can boost employee 
morale, increase productivity, and im-
prove retention. 

There are many ways to go about creating 
and amplifying a company culture, and the 
steps above are a great start. Get clear on your 
values and vision. Find ways to make these 
prominent parts of  your worker’s daily lives 
and let them guide your hiring process. Prac-
tice transparency and maintain open commu-
nication. Be willing to give and receive feed-
back and act on the suggestions of  employees. 
Show employees that you care about them and 
recognize their contributions. 

Taking the time to strengthen your com-
pany culture is a worthwhile investment of  
your time that will help your business suc-
ceed and grow.

One of  the biggest challenges of  running a business 
is attracting and hiring the right people. That’s why 
NAPAA has partnered with CareerPlug to help make 
hiring and developing the right people easier for you! Ev-
ery NAPAA member receives a free CareerPlug account 
with a branded careers page to showcase your jobs, pre-
built job templates, a configured hiring process to help 
evaluate your applicants, and access to a team of  Hiring 
Experts. Activate your free account today at https://
www.careerplug.com/request-a-demo-association/.

https://www.careerplug.com/blog/candidate-profile/
https://www.careerplug.com/request-a-demo-association/
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I have had the fantastic opportunity to 
be in the insurance marketplace for almost 
30 years. For the past 20 years, many of  the 
most rewarding experiences have been from 
assisting agents transitioning from captive to 
independent agency ownership or providing 
options for existing independent agents (IAs) 
looking for ways to increase agency revenue. 

From a historical perspective, many of  the 
traditional insurance aggregation models, 
which I will simply refer to in this article as 
“groups,” quickly grew 20+ years ago due 
to captive agents’ demand to simply gain 
access to carriers. At that time, groups had 
the “upper hand” to include many restric-
tive clauses in agreements that made it dif-
ficult for agents to separate from the group 
relationship if  they felt the group no longer 
offered benefits that outweighed the fees to 
be a member.

I also realized how important it was to 
have the right tools, training and support. 
Whether captive or independent, success of-
ten depends on the foundation and support 
you receive from your carrier(s) and group 
you affiliate with. 

No agent can be an island in this business, 
which is why it is important to be diligent 
when assessing the groups you may be con-
sidering. Will they provide you with first-
class training, resources and assistance … or 
will they leave you in the lurch to figure out 
for yourself ? Unfortunately, this happens 
more so than you would think! For agents, 
this is often demoralizing and frustrating, 
and leads to disenchantment with the car-
rier and the group. If  it persists for a pro-
longed period, it can force the agent to seek 
opportunities elsewhere or leave the indus-
try all together. Unfortunately, this normally 
involves more financial risk.

If  you are an agent who is looking at in-
dependent agency ownership opportunities, 
there is more to consider. Several important 
premises to know are:

• No two groups are exactly alike. 
•  The only similarities between groups are:
  a.    they “aggregate” premium for
  bonuses
  b. provide carrier access, 
•  Do not assume all groups split commis-

sions and bonuses equally

Asking the Right Questions
Steve Woodworth, CLI Select Agencies

The following is a list of  questions I have 
developed for agents to ask when interviewing 
independent agency groups regarding own-
ership opportunities. I would ask the group 
representative to put all responses in writing to 
reduce any misunderstandings. They are:

1.  Are there any initial startup fees to 
join? 

2. What is included in the startup fees?
3.  What tools/software and support 

are provided by the group to get my 
agency operational?

4.  Are there other tools and/or software 
not provided by the group that I will 
need to purchase?

5. Are there monthly base fees? 
6.  What ongoing benefits, services or 

programs are provided in return for 
monthly fees? (e.g. software, E&O, 
technical support, etc.)

7.  Are there other monthly fees – such 
as commission splits – which I am ob-
ligated to pay? 

8.  Are there production requirements 
required by the group to remain?

9.  Are there carrier production require-
ments for access? (Sometimes a mov-
ing target, but they can at least pro-
vide current requirements.)

10.  Does the group share in contingency 
bonuses? 

  a. If  so, how are they shared?
  b.  Are all bonuses/extra incentives 

shared with agents?
11.   What are the criteria to earn bonus-

es? (e.g., minimum earned premium, 
time in group, individual agency 
profitability, group profitability?)

12.  Am I able to obtain independent 
financing to purchase other agency 
books or implement marketing plans 
without the approval of  the group? 
(This is normally never asked, but im-
portant as you grow.)

13.  What additional tools and support 

are available to assist me in managing 
my agency to grow a large, profitable 
book of  business?

14.  Are there any clauses in the agree-
ment where I could be involuntarily 
forced to leave the group? If  so, are 
there exit or penalty fees and what 
happens to the book of  business?

15.  If  I decide to leave the group and 
want to take my book, are there exit 
fees? 

  a. If  so, how much? 
  b.  Are my codes, business and data 

released or am I required to bro-
ker of  record (BOR) my business?

16.  If  there are no exit fees, is there a 
period that I cannot compete for the 
book I built while with the group? 

17.  Is there a time element I am obligat-
ed to stay in the group before I can 
exit?

18.  Is there a specific time required after 
notice before I can exit group? (e.g. 
30-days, 90-days, 180-days, etc.?)

19.  When I am ready to sell my agency, 
what costs do I incur when selling to an 
agency that is affiliated with the group?

20.  What if  I sold my agency to an individ-
ual/agency outside of  the group, what 
is the process and the costs to do so?

Getting the answers to these questions will 
help an agent evaluate and understand the 
group. I also recommend that agents request a 
list of  all agents affiliated with the group(s) being 
evaluated. The real “proof  in the pudding” is 
how the group is viewed by their existing agent 
associates. These agents will give frank and hon-
est reviews and will add additional value when 
making your decision on group affiliations.

I wish you all the very best in your journey and 
encourage you to reach out if  I could assist you.

Steve Woodworth currently is President of  Agent 
Associations with CLI Select Agen-
cies. He started his insurance career in 
1992. “Woody,” as Steve is known 
in the industry, has assisted literally 
hundreds of  other agents in this process. 
If  you have any questions, comments, or 
just want to discuss groups you are evaluating, 
Steve can be reached via email at woody@cliselect.
com (email) or (623) 466-3942 (cell).
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If  something is too simple, or seemingly 
so, my brain won’t accept it at face value. 
My brain has the urge to complicate it. This 
fact of  mine doesn’t always serve me well in 
the insurance world. 

I consider myself  an insurance “nerd” of  
sorts – not that I know it all. I’m not eru-
dite, versed in all things risk and actuarial 
mastery. I don’t have any professional des-
ignations after my name, yet. I simply love 
the way it works. I love what it represents in 
the world, and I absolutely love the change it 
can make in someone’s life financially, both 
as a client and a professional.

In 2011, the film Margin Call was released. 
If  you are a fan of  Wall Street epics, this 
is one to watch. It’s the typical corporate 
greed, takeover, massive failure and redemp-
tion all in one. I’ve seen it so many times I 
can almost quote it verbatim. To the point 
of  this piece, one line always stands out:

“You have to believe you are necessary. 
And, you are.”

The line was delivered toward the end 
when the firm was about to engage in a fire 
sale of  assets to save its life.

The post-COVID world is different for 
everyone and everything. At its inception, 
when we were all home and out of  toilet 
paper, corporations were scrambling to fig-
ure out how to manage this unprecedented 
situation. A country proud of  its ability to 
produce incredible wealth was about to un-
dergo a literal pause – a stop. 

Insurance companies were in the mix. 
Do we rebate customers? Do we release 
new products in haste to honor the fact that 
driving miles were much less? Do we offer a 
pause in premium payments to help?

All of  the above. 
In Texas, about a year into COVID-19, 

when the holiday to honor love and friend-
ship was ending (Valentine’s Day), we froze. 
Ice and frigid temperatures lasted the week, 
so intense the energy grid failed and, in 
many places, so did the ability for water to 
flow. It was, again, an unprecedented event 
no one expected. 

People don’t always perceive insurance 
agents as professionals. There’s an aura of  
sleaziness the marketplace has assigned to 
the trade. Most consumers view insurance as 

Believe You Are Necessary. You Are.
Javier E. Najera, Agency Owner, NAPAA Board Member

a commodity, shopping for it constantly as 
they would their groceries or clothes. They 
don’t assign the incredible responsibility an 
insurance contract can be, especially when 
a virus takes over the world or weather dis-
ables an entire state.

The challenge of  a carrier to compete 
for market share, stock price and value will 
be ongoing. It’s a complicated feat for those 
pressing the buttons of  rate and underwrit-
ing. And it has to be done, and done well, 
along with marketing that pulls at the con-
sumer’s heart strings. 

There’s always fear that artificial intel-
ligence is quickly taking over human intel-
ligence, and to some degree it has. We’re 
numb to phone trees where we press buttons 
or speak into the phone for choices in cus-
tomer service. There are chat boxes, auto-
mated communications and text messages 
educating us and reminding us of  what 
needs to be done.

In all this midst and possible confusion, 
one thing remains: “You have to believe you 
are necessary. And, you are.”

As captive agents, we had one carrier to 
worry about, as far as constant communi-
cations for the COVID-19 era. Billions of  
emails and other messages went out to cus-
tomers, but the foundation of  what gave the 
consumer peace of  mind, in an era where 
the greatest threat was a virus unseen with 
the naked eye, was you. You, the agent, and 
your team took all those calls and quarter-
backed clients through it all, even when we 
weren’t totally sure what lay ahead.

When Texas froze, power failed and 
homes were left without running water, it 
was you. Clients – calling about plumbing, 
roofs and accidents due to the frozen ground 
and roads – wanted to hear from you.

Any other time, clients probably gave us 
heck about rates, renewals and other com-
panies offering a better deal. In a time of  
great loss and uncertainty, though, we rose 
to be the professionals we are to our clients, 
the voice of  wholeness as it were.

At the end of  the film, the character who 
voiced the line quoted leads a team of  trad-
ers to a successful fire sale of  assets. The 
mortgage crisis of  2008 was afoot, the rea-
son for the theme of  said movie. They got 

ahead of  it and avoided their own firm’s 
failure. 

The COVID-19 era and the week of  fro-
zen misery called for the capacity and acu-
men of  great insurance agents. 

The corporate world and the market-
place have a way of  giving us the feeling 
we’re disposable. It’s been said it can be 
done “faster, cheaper and better,” but time 
again it’s proven there’s no replacement for 
the human on the other side of  that phone 
when someone is in crisis of  a loss. We’re 
aggravated by processes and requirements 
issued by corporate folks who have never sat 
in an agent’s chair in the field.

You are necessary in a world of  uncer-
tainty. Whether you represent one carrier 
proudly, or broker many, there is no substi-
tution for the wholeness you bring a client.

Believe it. Live it. The incredible success 
waiting for you is there. Never shy away 
from it. 

Javier E. Najera is a native of  El Paso, Texas, and 
longtime resident of  Arlington, Texas, 
where he attended UT-Arlington from 
1992 to 1994. In 1994, he became 
a licensed insurance agent and was 
a general agent for a small funeral 
home in Fort Worth, upon which he 
enrolled in Dallas Institute of  Funeral 
Service, graduating in 1997. While there, he earned 
the Bill Pierce Award and served as president of  his 
class. That was the beginning of  a 20-year career 
in funeral service as a funeral director, embalmer and 
crematory operator.
  In 2015, Javier had the opportunity to become 
an Allstate agent in Arlington. The goal and desire 
was to serve customers, which has always been at 
the heart of  his work. He was drawn to become an 
Allstate agent because it gave him an opportunity 
to be a small business owner. And, as a longtime 
Allstate customer (since 1992), he wanted to fol-
low in the footsteps of  his former Allstate agent, 
who is a perennial conference winner and is now 
a member of  the Allstate Hall of  Fame. Javier’s 
agency is committed to helping Arlington residents 
and Texans all over the state with their immedi-
ate and long-term insurance needs. We’re eager to 
establish long-lasting relationships and provide the 
best customer service we can. Contact Javier at tex-
asmortician@gmail.com.
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Agents seem to be in a tizzy about staff-
ing their agency. You may agree that finding 
good people who want to work and will ac-
tually have your back is a seemingly impos-
sible task.

Let’s face it. Before even new business 
acquisition, staffing is the biggest challenge 
for us agents – while at the same time, it’s 
our agencies’ #1 need. No people, no sales. 
Bad people, bad results. Great people, in-
credible results.

Regardless of  carrier, filling up their 
agency’s hiring pipeline always seems to be 
an agent’s greatest pain point – especially 
if  all they’re doing is running ads on the 
big recruiting sites. Hiring ads and resumé 
searches can be a costly expense if  they 
aren’t properly managed and looked at as a 
necessary investment in growth.

According to multiple sources on the 
web, the cost of  turnover is about 1.5x an 
employee’s annual salary. When we add 

Hiring in a World That Doesn’t Want to 
Work for a Position No One Wants

Craig Pretzinger, The Insurance Dudes

in the lost revenue that it costs while we 
scramble to replace someone we pushed 
out for non-performance or someone who 
left voluntarily, we’re looking at some hefty 
costs that can cripple cash flow, increase 
stress and create a ripple effect that can 
railroad expected results.

These tactics can help you minimize your 
turnover and reduce the impact that some-
one leaving your team can have:

Always Be Recruiting - Fill the Hiring 
Funnel

You’ve heard it before and likely agree 
that this is an important activity in your 
agency. But we are humans, and more im-
portantly, we are insurance agents, who 
take on everything, and fear delegating 
control. While we know this is something 
we need to do, it’s commonplace for active 
recruiting to take a backseat to everything 
else, especially when the team is solid (or 

even “just good enough”).
To elevate results, we’ve found creating 

a step-by-step process that involves load-
ing up the hiring funnel with candidates. 
Searching resumés is an excellent choice 
and hiring a recruiting firm can also keep 
your pipeline filled with candidates. Re-
gardless, resumés/candidate emails are the 
same for your hiring funnel as leads are to 
your new business TeleFunnel. We know 
more leads = more quotes = more sales, 
therefore more resumés and contacts = 
more interviews = more hires.

And, just like the lead funnel, the hiring 
funnel is a quantity exercise, with key met-
rics to be aware of  for ensuring an adequate 
candidate flow. 

Sell Opportunity While Managing 
Expectations

We’ve all had those interviews where 
someone seemed like the next LeBron of  
insurance, only to find out that their fear 
of  the phone is their greatest limitation. We 
need to ensure that those who make it to a 
second or third interview have an under-
standing of  your marketing process and why 
working at your agency is better than all the 
others, while also clearly defining the neces-
sary activity metrics needed for them to win.

For example, I show candidates how we 
purchase hundreds of  leads a day and use a 
tele-team to connect with the leads. I paint the 
picture of  them making more money, closing 
more new business because we provide more 
marketing support than anyone else. 

I also get real with them and make it crys-
tal clear that they are required to quote 10 
new households a day and have a minimum 
of  4 hours of  talk time. When they agree 
with this, I write it on their resumé and have 
them sign it as a way of  showing extra com-
mitment to the role. It also gives me some-
thing to refer to later if  they decide to take 
their foot off the gas.

There needs to be an inherent under-
standing that there’s an expectation of  
activity in exchange for the investment in 
opportunities you’re providing with leads 
and callers.

Agency Management
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Involve Your Team in the 
Interviewing Process

At the end of  the day, the folks who will 
spend the most time with your new hires will 
be your team. With a goal of  maintaining 
team culture and collective results, we must 
ensure that as we add people to the mix, we do 
not upset the apple cart. Involving your team 
in the process will go a long way in creating 
buy-in to the culture of  the team and support 
from your team to your long-term vision.

Your team may not have experience with 
interviewing (and in the past I didn’t have 
that experience either). There’s no better 
teacher than execution and experience, so 
help your team grow by involving them in 
the process to add players to your roster. 

As you continue to grow and level-up, you 
will have set in motion your ability to pull 
away from the process once you’re confident 
that your team has learned the skills to find, 
interview and hire new team members suc-
cessfully, while maintaining the consistency 
your hiring funnel requires.

Train Well, Dominate Calls
We have found that having a solid training 

process for onboarding a new sales producer, 
as well as an ongoing training program that 

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 Deduct-
ible Subsidy; Towing Service Discount; Group Dental, Health, and Vision Plans; New Member 
Referral Program; Numerous Discounts on Business-Related Services; Help Buying/Selling Agen-
cies; and Member-to-Member Referrals.

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

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

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

Become a NAPAA Member Today

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

JOIN 
NOW!

incorporates call reviews and daily meetings, 
has been critical to getting the best results 
possible. If  you take one thing away from 
reading this article, please, start doing a 
10- to 15-minute daily sales meeting.

Physics proves to us that everything is in 
a state of  entropy. We can see it all around: 
stop doing renewal calls and renewals drop; 
stop buying leads and sales drop. And for 
this example, stop coaching your team daily 
and they’ll revert to being order-takers.

In the same way an all-star player domi-
nates their sport with practice and repeti-
tion, your sales team will dominate calls by 
taking part in daily sales meetings to con-
tinually hone their sales skills.

Your Training Program IS a Critical 
Component of  Your Hiring Process

When we continually train, we can pre-
vent our effective and optimized sales pro-
cess from tilting towards order-taking, and 
keep our sales producers focused on saying 
and doing the correct things to maximize 
their conversions. Add on the benefits of  
listening-to-the-tape-call-reviews, and you 
can turn any action-taker into a superstar as 
long as they’re coachable.

A sales producer who is getting paid well 

as a result of  maximizing their conversions 
is a happy, successful insurance professional. 

This person has no reason to look for 
greener pastures because you have made 
yours the greenest. As an example, one of  
our Teledudes clients recently posted his 
results followed by, “Amazingly, we haven’t 
seen turnover and having this set-up makes 
it easy to hire new sales killers – it’s exactly 
the type of  environment any high-level sales 
producer wants to be a part of.”

Less turnover means less scrambling to fill 
seats when there’s a vacancy – with an out-
come of  growing your team – because we 
know the saying: “In business, if  you aren’t 
growing, you’re dying.”

When we can get our agencies into a state of  
proactive actions versus reactive actions, we are 
ahead of  most of  our peers and competition. 

Craig Pretzinger is an agent with multiple locations 
and over $10 million in premium on the books. He 
is Co-Creator of  The Insurance Dudes Podcast, one 
of  the top 100 Marketing Podcasts In America with 
over 500 episodes published. The Insurance Dudes 
mission is to help insurance agency owners create a 
predictable, consistent, and profitable agency sales 
machine. Learn more by heading to live.teledudes.
com, or check out the podcast or YouTube channel. 
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Economic factors weigh on us all! From 
Inflation to supply chain, and other macro 
and micro economic factors, 2022 as a sup-
posed “catch one’s breath post COVID-19” 
year has been anything but. 

The challenge for carriers is one of  man-
aging rising loss costs and being able to ob-
tain rate adequacy. For agencies, it is edu-
cating consumers about why their premiums 
are going up, to stay the course and optimize 
discounts like Rounding, Telematics, etc. 
And for many consumers, it’s a challenge to 
see the monthly bills for everything go up, 
including insurance. This is especially true 
in the primary lines of  Auto & Home in Per-
sonal Lines in many states.

Factor into that scenario a higher sensi-
tivity by regulators to tighten up on carrier 
rate filings in some states, largely due to in-
flation considerations for their constituents, 
the Auto and Home scenario becomes even 
more complex with availability issues in 
some areas. We get it - why would a business 
sell a product at a loss? And we haven’t even 
factored in Mother Nature’s curve balls, 
with an ERA one can never underestimate.

In my nearly 40 years in this business, our 
usual resiliency to economic factors is being 
challenged more than ever… So, what is an 
agency owner to do?

First, keep the faith. Insurance is such an 
unspoken back bone of  the economy. While 
we will have some pain, things will turn 
around in time. That does not mean we are 
complacent, however. Our engagement with 
our policyholders is critical to not only help 
minimize their financial pain but continue to 
give them the best service and protection for 
their protection dollar and budgetary needs. 
You, as owners get that, but staff sometimes 
needs additional support. Call after call 
about the same complaint can wear on staff.

Second is extra time and attention to staff 
in sharpening one’s saw in how we engage 
with our customers. We have four primary 
consumptive generations right now, all com-
ing into their own as consumers… and they 
like to engage on different levels. Call, click-
ing, social media, texting, video and more, 
and some even still come to see you! Does 

P&C Portfolio Diversification – 
a Winning Approach on Many Levels

Rex Hickling, CPCU, AIM, Premier Group Insurance, Inc.

your staff know the talking points needed 
to educate and influence a policyholder to 
stay the course with your agency, or make 
changes that could save them money, such as 
telematics and rounding or bundling? We’ve 
found when this is done well, the 5-star re-
views pour in, as do referrals. Simply from 
the level of  engagement, combining empa-
thy with education and bringing the claim 
that could occur in the future to the point 
of  sale, reminding the customer about the 
quality protection they are purchasing and 
the service they are receiving.

Third, add to that the header of  this ar-
ticle: portfolio	diversification. Whether 
you are captive or independent, the fact is 
that roughly 2 of  every 10 households are 
small business owners. Do you know who in 
your book is a small business owner? Do you 
track your staff engagement on this front? Is 
your staff licensed, educated in commercial 
lines and prepared to do?

Where Personal and Commercial Lines 
meet – there is certainly a gap. It 
is one of  knowledge and spe-
cialization in coverages, etc., 
but it is a gap worth 
investing in and filling. 
A strong offense in 
Commercial Lines 
is a strong defense 
for your Personal 
Lines business, as 
eventually the 
other CL agency 
will smell the coffee 
and take your per-
sonal lines customer, if  
they are smart.

It is worth the invest-
ment, my friends, to engage in 
commercial. Granted, IAs control 
more than 75 percent, the vast majority, of  
the commercial lines space. And maybe that 
is something you look at. Having a relation-
ship with an IA to refer the business you 
cannot write. But with average packaged 
commercial premium 2x or more than the 
average packaged personal premiums, and 
commissions as much or more than personal 

lines, it is an initiative worth exploring and 
optimizing for your book of  business. 

You may be able to even obtain help to 
buy a book of  commercial business or get as-
sistance with commercial producer compen-
sations subsidies – this is something we have 
done at Premier, to help our Premier Agency 
Owners, as it can be quite a capital investment 
to really make a go of  it if  one is serious.

See the link in the callout. It is an SBA guide 
for every state to see what types of  businesses 
make up your state. Align that with the business 
segment appetites you have access to, and the 
knowledge needed, it can become both a top 
line organic revenue source, and simultaneously 
improve the lifetime value of  your PL clients. 
Our hundreds of  Premier Independent Agency 
Owners, from coast to coast, are living proof  of  
that as we have heavily invested in Commercial 
product lines and DIVERSIFIED immensely 
over the last few years. For such Premier Agen-
cy Owners, today’s business is by no means easy 
– but the bottom line is they are thriving and 

see a positive future going forward 
regardless of  any economic 

conditions!
For more idea shar-

ing, please reach me at: 
RexH@PGIAgents.
com or 303-818-

6218. To Your Fu-
ture Success!

Rex Hickling is 
President at Premier 

Group Insurance, Inc., 
a leading Indepen-

dent P&C Agency Owner 
Group of  more than 600 

agencies coast to coast and a 
leading writer of  Auto-Home-

Business insurance in the United States. 
From State-of-the-Art Technology to Optimizing 
Pipeline, Sales & Service Engagement, to Help-
ing Agencies to be More Profitable, Premier Agency 
Owners Exceed Every Key Agency Benchmark. To 
reply to this article, respond to ownyourtomorrow@
pgiagents.com. We’ll then Click, Call, Text, Video 
you as you prefer. Rex can be reached directly at 
RexH@PGIAgents.com. 
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SBA Guide
for Every State 
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Are you ready? I mean are you really 
ready? I hope so! The holiday season is 
right around the corner and nobody, and 
I do mean nobody, is thinking about buy-
ing insurance on Christmas Eve. In other 
words, if  you are going to maximize your 
bonus and make a trip, now is the time to 
act. I want to talk to you about something 
that for many has changed the entire atmo-
sphere of  their agency. No, I am not talk-
ing about someone bringing in four-day-old 
tuna salad. I am talking about the change 
that happens when you quit simply hoping 
people can find your agency online and you 
begin knowing you’re positioned online to 
intersect with everyone who is searching for 
insurance in your market.

When the internet first came about it was 
reserved for a few people who had the under-
standing of  the power of  what was to come. 
Now thanks to incredible development, the 

Are You Ready?
David Neuenschwander, Agency Growth Now

web has become the interchange where peo-
ple do their research. Think about it: You can 
find online anything you can think of  to buy. 
Not to mention that everything you person-
ally look for starts online – probably even on 
your phone. To boil this down, it means if  you 
do not have a strong plan for online exposure, 
you are significantly missing out. Maybe that 
is where you are today. Maybe you have spent 
a fortune on internet leads (which are gener-
ally garbage) or maybe you have bought into 
the idea that some massive corporate plan 
is going to somehow make you stand out. I 
don’t mean to be too blunt, but it is time to 
wake up! You must get your name and your 
agency out there. The only company guaran-
teed to make money on the internet leads you 
buy is the company that sold those leads to 
you. Oh, by the way, how fun is it to call a 
lead that six other agents have also called in 
the last five minutes? It’s terrible! 

So, allow me to point in the direction 
you need to go. First, you don’t need to get 
your agency ranking (this means showing up 
when people search for insurance) in states 
or countries where you do not do business. 
You need your agency and your name to 
be ranking where people in your market 
are looking to shop for coverage. Forget 
about what you have heard that it will cost 
a fortune to improve your search ranking. 
Your first step is setting up an account with 
Google so you can begin showing up in the 
local search results. This is actually free. 
Once you have a local Google listing, you at 
least have a chance to show up when people 
are looking for insurance in your area. If  
you want to maximize your exposure you 
should “optimize” your listing. This is where 
it gets tricky because there are great things 
you can do to cause your listing to be ranked 
more prominently, but there are also things 
you can do that will cause Google to bury or 
even remove your listing (yikes!). 

Now that you know that if  you are not 
ranking online you are missing out, you 
have really two options you forward. You 
can be a great insurance agent and become 
an internet wizard … or you can outsource 
the optimization of  your listing. If  you go 
the DIY route it can work, but it really takes 
time. However, I have developed extremely 
successful processes specifically for Allstate 
Agents to get you where you need to be fast. 
One agent I have worked with for over ten 
years has gone from 4 million to 10 million 
– and my program is his number one on-
line effort. Here’s to a great year with a fat 
bonus! If  you are interested in having more 
time and more business than you have had 
in the past, I can help with that. I’ve part-
nered with NAPAA to offer a great oppor-
tunity to get your online presence where it 
needs to be fast. Check out my information 
on the NAPAA website.

David Neuenschwander is a direct-response market-
ing expert, serial entrepreneur and investor. For over 
a decade he has been helping Allstate Agents all over 
the country maximize bonuses and grow their agen-
cies with time-tested, proven and guaranteed market-
ing systems. Learn more at AgencyGrowthNow.com. 

Agency Management

https://agencygrowthnow.com/
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ARIZONA
Flagstaff
The Halstead Agency
928.380.6357
chbd36@gmail.com
Asking Price: Negotiable
PIF: 3800
Premium: $3,800,000
Number of  Staff: 3
Number of  Licensed Staff: 3
60+year award-winning established agency. 
Longstanding loss ratios below 40%, high 
retention rates, and cross-sales. Beautiful and 
inexpensive office location in a vibrant down-
town location. Rare and unique opportunity to 
own a thriving business in a highly desirable 
mountain town. Mild seasons and natural 
beauty make for extensive outdoor living, with 
activities like skiing, hiking, biking, and din-
ing. 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
Number of  Staff: 2
Number of  Licensed Staff: 2
Time to retire. 24-year agent in the same 
location for 20 years. 1000 sq ft suite in a 
prime location. Building located on the main 
street through town. 2 licensed support staff. 
One is bilingual.

Kingman
Angie Whitesides
928.753.5229
angieweese66@gmail.com
Asking Price: $675,000
PIF: 2483
Premium: $2,713,296
Number of  Staff: 2
Number of  Licensed Staff: 2
Career agent with 32 years of  experience 
and 21 years with Allstate ready to retire. 
Longstanding agency with low loss ratio 
and extremely high retention. Kingman is 
growing daily with endless possibilities for 
new business. The office is centrally located 
across the street from the post office.

Maricopa County
SAMM Business Marketing
855.306.8627
nicole@sammconsulting.com
Asking Price: $1,550,000
PIF: 3735
Premium: $5.3M
Number of  Staff: 4
Number of  Licensed Staff: 4
$5.3M Allstate book of  business in Mari-
copa County, Ariz. Good loss ratio and re-
tention. Full staff. Call SAMM today for 
NDA and more info: 855-306-8627.

CALIFORNIA
Los Angeles
Los Angeles Agency
208.863.0340
patrice@energiapartners.com
Asking Price: $849,000
PIF: 1658
Premium: $3,600,000
Number of  Staff: 2
Number of  Licensed Staff: 2
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-di-
versified 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 oppor-
tunity and undeniable earning potential.

Ontario
Barajas Insurance Agency
760.989.9922
aracelib@allstate.com
Asking Price: TBD
PIF: 736
Premium: $1,500,000
Number of  Staff: 3
Number of  Licensed Staff: 3
Turnkey office, ECP eligible, 2 years left 
on an office lease, Loss Ratio 50%, 88% 
retention. Please do not call the office for de-
tails, I may be reached at 760.989.9922 
or via email: aracelib@allstate.com for ad-
ditional information. Thank you!

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

San Jose
A to Z Insurance LLC
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $1,475,000
PIF: 3363 
Premium: $5,100,000
Number of  Staff: 4
Number of  Licensed Staff: 4
This established, award-winning 
$5,100,000 premium agency is located in 
San Jose, California, a growing community 
about an hour south of  San Francisco. San 
Jose has a median home price of  $900,000 
while boasting an average income of  ap-
proximately $110,000. Families represent 
nearly 60% of  the community. The highly 
ranked schools, weather and abundance of  
outdoor activities create the perfect location 
to live and work. Now is the time for you to 
be your own boss!

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

COLORADO
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
Number of  Staff: 2
Number of  Licensed Staff: 2

Firestone
Hajek Insurance Group
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $800,000
PIF: 1606 
Premium: $2,900,000
Number of  Staff: 2
Number of  Licensed Staff: 2

Fort Collins
Jennifer Harms Agency, Inc.
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $660,000
PIF: 1708
Premium: $2,555,000
Number of  Staff: 3
Number of  Licensed Staff: 3
Spectacular elite agency for sale in beautiful 
Colorado. This established, award-winning 
agency is in Fort Collins, Colo., a growing 
community just 50 miles north of  Denver. 
Fort Collins is part of  the “Gateway to the 
Rockies”, and has a small-town feel with 
excellent public schools, focusing on small 
business owners while offering amenities 
and easy access to larger cities. Within 45 
minutes to Denver International Airport 
to the east, the University of  Colorado in 
Boulder to the west, Cheyenne, Wyoming to 
the north, and Denver to the south; it’s the 
perfect central location to live and work!

Greeley
Helfrich and Associates, Inc.
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $800,000
PIF: 3593 
Premium: $6,300,000
Number of  Staff: 6
Number of  Licensed Staff: 6
Established 22‐year Elite Agency located 
in highly desired Greeley, Colorado. Are you 
looking for a turn‐key business opportunity 
with excellent growth potential, located in 
the highly desired state of  Colorado? This 
established, $6,300,000 premium, sec-
ond-generation, Elite agency is in Greeley, 
Colorado. The agency owner has built an 
amazing business and will be retiring and 
looking for the right successor to take over 
the reins and continue growing. Greeley is an 
easy place to own a business, has a sense of  
community, and has a great feel. Greeley has 
a median home price of  $415,000 with an 
average income of  approximately $85,000. 
Families represent 55% of  the community, 
and nearly 65% of  residents own their 
homes. Home to the University of  Northern 
Colorado, a short drive to both Fort Collins 
and Denver, as well as a quick trip to the 
mountains, creates an ideal location to live 
and work. Now is the time for you to find 
that work and family balance with this ex-
tremely stable, long‐standing business!

Lakewood
Bazz Agency, Inc.
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $575,000
PIF: 1256
Premium: $2,500,000
Number of  Staff: 1
Number of  Licensed Staff: 1
Established, $2,500,000 premium, a 35-
year agency with excellent growth potential 
in the highly desired state of  Colorado.

Longmont
Martens Insurance Agency LLC
970.290.3800
rmartens@allstate.com
Asking Price: $800,000
PIF: 1683 
Premium: $2,800,000
Number of  Staff: 2.5
Number of  Licensed Staff: 2.5
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!” 

the NAPAA market place
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Loveland
Allstate Agency
720.779.1500
GChitwood@G-Forceac.com
Asking Price: $850,000
Premium: $3.5M
Number of  Staff: 3
Number of  Licensed Staff: 3
7+ years established agency with 3 experi-
enced staff who are familiar with the cus-
tomers and books.

Pueblo
R Reinsch & Associates, Inc.
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $1,785,000
PIF: 3211 
Premium: $6,500,000
Number of  Staff: 5
Number of  Licensed Staff: 5
This established, $6,500,000 premium, 
the 22-year agency is located in Pueblo, 
Colorado. The agency owner has built an 
amazing business, will be retiring, and look-
ing for the right successor to take over the 
reins and continue growing. Pueblo is an 
easy place to own a business, has a sense 
of  community, and a great small-town feel. 
Pueblo and Pueblo West have a median 
home price of  $225,000 with an average 
income of  approximately $75,000. Fami-
lies represent 50% of  the community, and 
nearly 80% of  residents own their homes. 
The mix of  urban/suburban, proximity to 
both Colorado Springs and Denver and a 
short drive to the mountains create an ideal 
location to live and work. Now is the time 
for you to find that work and family balance!

Westminster
Allstate Agency
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $900,000
PIF: 1854 
Premium: $3,810,000
Number of  Staff: 2
Number of  Licensed Staff: 2
Established, $3,850,000 premium 14-
year agency with excellent growth potential 
located in highly desired West Metro Denver, 
Colorado.

Delaware
Seaford
DeSanctis Ins. Agency, LLC
302.632.7024
docdkt@hotmail.com
Asking Price: $419,000 / OBO
PIF: 1627
Premium: $2,446,000
Number of  Staff: 1
Number of  Licensed Staff: 1
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
Number of  Staff: 2
Number of  Licensed Staff: 2
Established 32-year agency in the beau-
tiful community of  Stuart on Florida’s 
Treasure Cost.

GEORGIA
Atlanta
SAMM Business Marketing - 
S Atlanta, GA
678.223.7397
nicole@sammconsulting.com
Asking Price: $620,000
PIF: 1563 
Premium: 2,550,000
Number of  Staff: 2
Number of  Licensed Staff: 3
$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. 

Gwinnett County
White Insurance Services
404.642.7930
danielwhite@allstate.com
Asking Price: $775,000
PIF: 1800 
Premium: $3,100,000
Number of  Staff: 3
Number of  Licensed Staff: 3
Good cash flow. Great cross-sell opportuni-
ties. Ultra-low loss ratio.

HAWAII
Maui
Allstate Agency
alohamauiagent@gmail.com
Asking Price: Negotiable
PIF: Allstate 6,860 | Ivantage 2,432
Allstate $5.7M | Ivantage $1.6M
Number of  Staff: 5
Number of  Licensed Staff: 5
Established Agency for over 45 years with 
great cash flow. Retention 94.5% Loss Ra-
tio 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 con-
tacted within 24 hours.

IDAHO
Kuna 
Decker Insurance Services, Inc.
720.902.5200
GChitwood@G-Forceac.com
PIF: 1449 | Asking Price: $345,000
Premium: $1,500,000
Number of  Staff: 1
Number of  Licensed Staff: 1
This established $1,500,000 premium 
agency is in a highly sought-after Boise sub-
urb. The agency owner has built an amaz-
ing business, will be retiring, and is looking 
for the right successor to take over the reins 
and continue growing. Kuna, ID is an easy 
place to own a business, has an inviting 
community feel with easy access to all the 
amenities of  neighboring Boise. The Kuna 
area has a median home price of  $275,000 
and an average income of  approximately 
$80,000. Families represent 70% of  the 
community, and nearly 80% of  residents 
own their homes. Search no more, now is the 
time for you to find that turnkey work and 
family balance!

ILLINOIS
Aurora 
(Western Suburbs of Chicago)
Harvey A Goodwin
630.404.7077
harveyg414@aol.com
PIF: 1858 | Asking Price: 2x TPP
Premium: $2,647,000
Number of  Staff: 1
Number of  Licensed Staff: 1
36-year agent ready to move on when the 
opportunity arises. Either take over (rent 
$500 all-inclusive) or merge with our other 
agent. 37.44% LR, 89.31% RR, TPP 
(termination payment plan) $337,138.14.

Chicago
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). Staff: 2 (including own-
er) Owner willing to stay through transition.

Chicago
Sanfatello Insurance Agency, LLC
312.575.0086
rsanfratello@allstate.com
Asking Price: $325,000 - Seller Fi-
nancing would be considered
PIF: 1,130
Premium: $1,050,000
Number of  Staff: 2
Number of  Licensed Staff: 2
Fast-growing Allstate agency for sale. In-
ner Circle Elite (2016, 2019) Circle 
of  Champions (2016, 2019), National 
Conference (2016, 2019), Agency Achieve-
ment 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 
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 Evan-
ston, IL with approval from management.

Chicago (South Suburbs)
Allstate Agency
cjsenterprises1972@gmail.com
Asking Price: Negotiable
PIF: 3,329
Premium: $4,980,167
90% Loss Ratio: 40% Well established 
20+-year-old agency. Fantastic location. 
Award-winning agency (Circle of  Cham-
pions and Honor Ring). Reply to ad by 
email only.

Lockport
Gamache Insurance Group LLC
630.715.5794
claudia@gamacheinsurance.com
Asking Price: $300,000
PIF: 1309
Premium: $1,595,000
Number of  Staff: 2
Number of  Licensed Staff: 2
17-year Allstate Agent ready to retire. Agent 
owns the current location with 7 worksta-
tions, park like setting, plenty of  parking, 
condo is also for sale or lease. Retention 
90% L/R 35%.

Agencies for Sale Agencies for Sale Agencies for Sale Agencies for Sale
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INDIANA
Evansville, South Bend, 
Carmel
The Tod Wilson Agencies
812.457.0089
todwilson11@gmail.com
Asking Price: Between 2x-3x annual 
comp
PIF: 8200
Premium: $9.8 Million
Number of  Staff: 9
Number of  Licensed Staff: 9
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
Marshalltown
Vaudt Allstate Agency, LLC
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $405,000
PIF: 1434
Premium: $1,804,439
Number of  Staff: 1
Number of  Licensed Staff: 1
Established $1,800,000 premium insur-
ance agency is located in Marshalltown, IA, 
a growing community just 50 miles north-
east of  Des Moines.

Ottumwa
Weilbrenner Inc.
641.777.6560 Cell
chaffey08@yahoo.com
Asking Price: $575,000
PIF: 2313 
Premium: $8,800,000
Number of  Staff: 1
Number of  Licensed Staff: 1
18-year agent, 40+ year old agency. Loss 
Ratio 33%. All furniture and equipment 
included. Willing to negotiate price.

MARYLAND
Bowie
Fisher Associates
301.502.8673
fisherllc@aol.com
Asking Price: Negotiable
PIF: 2626 
Premium: $4,500,000
Number of  Staff: 3
Number of  Licensed Staff: 3
Well established agency with over 30 years 
in same location with great cash flow. 
LR40.19% Retention 91.76%. Low rent 
or unit available for purchase. Agent retiring.

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

Prince George
SAMM Business Marketing - 
Prince George County MD
855.306.8627
nicole@sammconsulting.com
Asking Price: $1,100,000
PIF: 21377 
Premium: $28,019
Number of  Staff: 3
Number of  Licensed Staff: 2
Good loss ratio & retention. Low overhead, 
cash flows well. Contact us today for nda 
and more info.

Salisbury
Fred Pastore, Inc.
410.860.0866
fredpastore@allstate.com
Asking Price: Negotiable
PIF: 937 
Premium: $1,390,965
Number of  Staff: 0
Number of  Licensed Staff: 0
LR 40.8%, Retention 88.7%. High traffic 
location. Agent will stay on as LSP.

MASSACHUSETTS
Attleboro
Allegrucci Agency, LLC
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $985,000
PIF: 3,051
Premium: $4,400,000
Number of  Staff: 2
Number of  Licensed Staff: 2
Are you looking for a turn-key business opportu-
nity with excellent growth potential, located in the 
highly desired state of  Massachusetts? This es-
tablished $4,400,000 premium agency is in At-
tleboro, Massachusetts, where Allstate Insurance 
has low market share and are looking to grow! 
This agency has the unique ability to write busi-
ness in not only Massachusetts but also Rhode 
Island and Connecticut. The agency owner has 
built an amazing business, will be retiring, and 
looking for the right successor to take over the reins 
and continue growing. Attleboro is an easy place to 
own a business, has a sense of  community, and 
a great small-town feel just 10 minutes northeast 
of  Providence. Attleboro has a median home price 
of  $300,000 with an average income of  ap-
proximately $95,000. Families represent 50% 
of  the community, and nearly 70% of  residents 
own their homes. Now is the time for you to find 
that work and family balance!

MICHIGAN
Shelby Township
Brad Valls Agency, LLC
248.764.0864
bmv1276@yahoo.com
Asking Price: $665,000
PIF: 1,919
Premium: $3,300,000
Number of  Staff: 6
Number of  Licensed Staff: 6
Great opportunity to take over a turnkey 
agency! Consistent renewal revenue stream 
while you harness the current operational 
capability for continued robust growth. Lead 
database of  over 17,000 high quality leads. 
Experienced current staff along with leading 
sales practices will allow the new buyer to 
hit the ground running for growth! 1 LSP 
has over 5 years Allstate experience, while 3 
more LSP’s have over 2 years Allstate exp, 
and a 5th, 1 year. CSR has over 5 years 
Allstate experience.

MISSOURI
Columbia
Wobig Insurance Group
573.999.3893
lynnwobig@gmail.com
PIF: 1694
Asking Price: negotiable
Premium: $2,300,000
Number of  Staff: 2
Number of  Licensed Staff: 2
Long-time agent retiring. Excellent location 
in the downtown area with great parking!

Gladstone
Javan Insurance Agency, Inc.
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $935,000
PIF: 2411 
Premium: $3,500,000
Number of  Staff: 3
Number of  Licensed Staff: 3
Established, $3,500,000 premium 24-
year Elite agency is located in a highly 
sought-after Kansas City suburb.

St. Louis
Sanders Agency
314.496.2745
ryansanders@allstate.com
PIF: 1224
Asking Price: negotiable
Premium: $1,917,037
Number of  Staff: 0
Number of  Licensed Staff: 0
Buyer will receive full support and assis-
tance from seller. Please do not hesitate to 
call or text with any questions.

MONTANA
Bozeman
Allstate Agency
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $960,000
Premium: $3.4M
Number of  Staff: 1.5
Number of  Licensed Staff: 1
Award-winning $3.4 million earned pre-
mium 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
Number of  Staff: 1
Number of  Licensed Staff: 1
This book has been in Missoula since 
1963. Very loyal customer base and only 1 
other Allstate agent in Missoula.

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
Number of  Staff: 4
Number of  Licensed Staff: 4
Excellent town. 16-year Agency. Reten-
tion 90.08%. L/R 34.27%. Cross sell 
57.60%. Allstate book $6.5 mm at 2.5x. 
Ivantage book $500k at 1.8x. Lender will-
ing 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 Million
Number of  Staff: 5
Number of  Licensed Staff: 4
High profile agency with major commit-
ments to the community. Premiere level.
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NEW YORK
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.

Katonah
Katonah Insurance Agency
914.232.0330
peifert@allstate.com
Asking Price: $390,000
PIF: 1300 
Premium: $2,500,000
Number of  Staff: 2
Number of  Licensed Staff: 2
Ready to move on after investing over ten 
years in the agency. Retention over 90%. 
33% Loss Ratio. Fantastic location in 
beautiful Katonah.

Orangeburg
Tina Sullivan Agency Inc.
845.365.2373
Tinasullivan@allstate.com
Asking Price: Best Offer
PIF: 1840
Premium: $2,172,000
Number of  Staff: 2
Number of  Licensed Staff: 2
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
Number of  Staff: 2
Number of  Licensed Staff: 2

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 Ap-
proved Carriers
Number of  Staff: 4
Number of  Licensed Staff: 4
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 Produc-
tion Credit.

Queens
The Meltzer Agency
718.208.764
tmeltzer@allstate.com
Asking Price: $290,000
PIF: 600 
Premium: $1,300,000
Number of  Staff: 3
Number of  Licensed Staff: 1

Valhalla
Valhalla Agency
Valagen@yahoo.com
Asking Price: Negotiable
Premium: $3,700,000
Number of  Staff: 2
Number of  Licensed Staff: 1
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
Number of  Staff: 3
Number of  Licensed Staff: 3
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.

Concord
Allstate Insurance Agency Con-
cord NC
704.564.1015
pmbdm5@carolina.rr.com
Asking Price: Negotiable
PIF: 1464 
Premium: $1,810,513
Number of  Licensed Staff: 1
From most recent Business Metrics report: 
Loss Ratio 12mm = 42.65, 24mm = 
40.29. Net Retention 88.46%.

Greenville
Privateer Allstate
910.787.5222
stevieervin@yahoo.com
Asking Price: $190,000
PIF: 1448 
Premium: $1,031,186
Number of  Staff: 0
Number of  Licensed Staff: 0
The perfect book to purchase as it will re-
main on enhanced commission so lots of  op-
portunities for new business and renewals. 
Solid book as within 5 years 80% custom-
ers were retained. Asking 225k. 

Raleigh
The Brinskelle Agency, LLC
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $720,000
PIF: 1893 
Premium: $2,700,000
Number of  Staff: 1
Number of  Licensed Staff: 1
This established $2,700,000 premium 
agency is located in the highly sought-
after Raleigh, North Carolina. The agency 
owner has built a great business, will be 
referring, and is looking for the right suc-
cessor to take over the reins and continue 
growing. Raleigh is an easy place to own 
a business, has an inviting community feel, 
highly rated public schools, and easy access 
to all the amenities of  a larger city. The 
Raleigh area has a median home price of  
$400,000 and an average income of  ap-
proximately $100,000. Families represent 
65% of  the community, and nearly 55% 
of  residents own their homes. Search no 
more, you have found that turnkey oppor-
tunity that helps balance work and family! 

OHIO
Amherst
The Caco Agency Ltd.
440.541.4273
scottcaco@allstate.com
Asking Price: $450,000 Negotiable
PIF: 1836
Premium: $2,091,000
Number of  Staff: 2
Number of  Licensed Staff: 2
34yr. 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
Number of  Staff: 4
Number of  Licensed Staff: 4
$686K gross profit in 2020. 11 year es-
tablished agency $5.1M earned premium, 
all with Allstate (no brokered). Low rent, 4 
employees with a combined 23 years’ experi-
ence. Top 1% agency in the country 9 out 
of  11 years. High retention, low loss ratio. 
As good as it gets.

OREGON
Beaverton-Aloha
Allstate
503.550.0501
adlitopauto@yahoo.com
Asking Price: $525,000
PIF: 1978 
Premium: $2.3 Million
Number of  Staff: 2
Number of  Licensed Staff: 2
2 LSPs, 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 re-
tiring.

PENNSYLVANIA
Lebanon
Tim McShane Agency Inc.
717.269.0132
gorbie605@gmail.com
Asking Price: $800,000
PIF: 3042 
Premium: $4 Million
Number of  Staff: 2
Number of  Licensed Staff: 2
High visibility location on main North-
South artery in County. 39-year agent w 
41% LR and 91.73% retention. Cross-
sell and ALR opportunities abound. 1600 
sq ft bldg could also be included. All staff bi-
lingual. No other Allstate agencies to com-
pete with for miles in every direction. Turn-
key operation with great growth potential!
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Philadelphia
SAMM Business Marketing - 
Philadelphia PA
855.306.8627
nicole@sammconsulting.com
Asking Price: $1,250,000
PIF: 2751 
Premium: $4,423,000
Number of  Staff: 1
Number of  Licensed Staff: 1
$4.4M Book of  business in Philadelphia. 
Great loss ratio and retention. Established 
agency. Call SAMM today for NDA and 
more info: 855-306-8627.

TEXAS
Austin
SAMM Business Marketing
855.306.8627
nicole@sammconsulting.com
Asking Price: $Negotiable
PIF: 1747
Premium: $3,300,000
Number of  Staff: 2
Number of  Licensed Staff: 2
Member: No
$3.3M Allstate Agency. Agent ready to re-
tire. Option to relocate or take over the lo-
cation. Call today for NDA and additional 
info at 855-306-8627.

Bellaire
William Jaco
713.661.0893(office);
281.543.8441(cell)
billjaco@allstate.com
Asking Price: Best Offer
PIF: 1931
Premium: $4,632,798
Number of  Staff: 3
Number of  Licensed Staff: 3
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 custom-
ers 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.

College Station
Scott Leigh Agency
979.764.1500
sleigh@suddenlink.net
Asking Price: $325,000
PIF: 820 Premium: $1,660,000
Number of  Staff: 1
Number of  Licensed Staff: 1
Great location. 
LR: 34.76% Retention: 87.33%.

College Station 
Jackie Voss Allstate
979.777.9475
jvoss@allstate.com
Asking Price: $1,100,000
PIF: 2914 
Premium: $4,851,915
Number of  Staff: 4
Number of  Licensed Staff: 4
A 20-year agent bought from a 30-year 
agent. Long-term staff with over 40 years 
of  Allstate experience.

DeSoto
Allstate Agency
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $460,000
PIF: 1073 Premium: $2,239,854
Number of  Staff: 3
Number of  Licensed Staff: 3
Established $2.3 million earned premium 
agency. Highly desirable location in a grow-
ing suburb in Dallas County.

Fort Worth
Troy & Associates
214.208.0690
dianatroy@allstate.com
Asking Price: Negotiable
PIF: 3778+ 
Premium: $6.1 million
Number of  Staff: 5
Number of  Licensed Staff: 5
The agent is retiring. Solid overall agency. 
Many long-term customers. Good life pene-
tration. Diverse book with two bilingual staff.

Schertz
Wad A Davis Insurance Agency, 
LLC
720.902.5200
Chitwood@G-Forceac.com
Asking Price: $725,000
PIF: 1792
Premium: $2,905,000
Number of  Staff: 4
Number of  Licensed Staff: 3
Premium PRO Agency for Sale in Highly 
Sought San Antonio Suburb. This estab-
lished $2,950,000 premium PRO agency 
is in the highly sought-after Schertz, TX, 
a suburb of  San Antonio, TX. The agency 
owner has built an amazing business, will 
be retiring, and is looking for the right suc-
cessor to take over the reins and continue 
growing. Schertz is an easy place to own 
a business, has an inviting community feel, 
highly rated public schools, and easy access 
to all the amenities of  a larger city. The 
Schertz area has a median home price of  
$360,000 and an average income of  ap-
proximately $101,000. Families represent 
70% of  the community, and nearly 80% 
of  residents own their homes. Search no 
more, you have found that turnkey opportu-
nity with Austin only 60 miles to the north, 
the Camal and Guadalupe Rivers to the 
east, and San Antonio 20 miles to the south. 
Now is the time to balance your work and 
family life!

UTAH
Northern Utah
SAMM Business Marketing-
Northern Utah
855.306.8627
nicole@sammconsulting.com
Asking Price: $750,000
PIF: 2,390 plus
Premium: $3,000,000
Number of  Staff: 1
Number of  Licensed Staff: 1
This is a well-established agency. It has low 
overhead and cash flows well. Agent ready to 
retire. Call today for NDA and additional info.

VIRGINIA
Harrisonburg
AAR Financial Services, LLC
540.624.3077
abbas.rawoot@gmail.com
PIF: 2,381 plus
Premium: $2,608,238
Number of  Staff: 4
Number of  Licensed Staff: 3
10 years at the same High visibility store-
front location in downtown Harrisonburg, 
Virginia 22802. Excellent lease terms. 
Selling due to long past retirement.

Northern Virginia
Hamel Insurance LLC
703.728.6590
CourtneyJHamel@gmail.com
Asking Price: Negotiable
PIF: 2,381 plus
Premium: $2,200,000
Number of  Staff: 1
Number of  Licensed Staff: 1
Longstanding agency with 90% retention 
& low loss ratio licensed MD, DC, VA, 
WV & DE. Merge Ready OR Turnkey 
(lease expires April 2022) FT Bilingual 
LSP (EA can be available for transition) 
Reports available upon request. Please do 
not call the office.
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Exclusivefocus and DirectExpress are official publications 
of  NAPAA - The National Association of  Professional All-
state Agents, Inc. No part of  this publication may be repro-
duced 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 professional-
ism of  the insurance industry to the ultimate benefit of  the 
insuring public.

The views expressed by NAPAA, or any of  its positions rela-
tive 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.
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clarity and space.
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thors. NAPAA is not responsible for the opinions, advice 
or accuracy  of any information provided therein.

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

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

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

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

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

Our General Goals:
•  To provide an organization specifically tailored 

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

Agents and their clients
•  Provide reliable communications on all issues 

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

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

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

To learn how you could be the owner of your 

own independent agency, contact us today.

info@siaa.com | siaa.com

SIAA Member Agencies…

 • Own their books of business.

 • Experience transparency with commissions and profit sharing.

 • Are independent, but never alone.

 • Have agreement flexibility designed to grow with their agencies.

 • Write $10.8 billion in Total Written Premium.

https://www.siaa.com


Loans for: Acquisitions • Refinances • Working Capital

QUICK 
CONTACT 

©2022 Capital Resources. CA Residents: Loans made pursuant to the Department of Financial Protection and Innovation (DFPI) Finance Lenders License.

Is your variable rate rising?Is your variable rate rising?
We can fix that.We can fix that.

If you have an agency loan 
with a variable rate, then 

you’ve seen that rate 
going up and up.

We offer insurance 
agency loans where 

fixed rate options 
are standard.  

We also offer:
15-year amortizations
No personal collateral

100% financing options

Approval in days,
Funding in weeks.

CapitalResources.com or

866-523-66664411

https://capitalresources.com

