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Refi today and give yourself a raise tomorrow.
By refinancing your Agency debt with Capital Resources, you may be able
to save thousands every month. Capital Resources has been helping
agency owners put more money back into their pockets for over 17 years.
Whether you need financing for acquisitions, debt financing,
or working capital, Capital Resources has you covered.

Approvals in days - funding in weeks.

1-866-523-6641
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Join a group of agencies
that stand above the others

COURI INSURANCE
ASSOCIATES

CLUSTERS

AGGREGATORS

Superior Quality

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

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

President’s Message

Put Your Needs
at the Top of Your List
Claudia Gamache, NAPAA President, CPCU, ARM
This summer I’ll have been in the industry for 35 years, 17 of which
have been with Allstate. My background required a lot of education. I
was responsible for making decisions for the company, so I needed to
fully understand the products and the risks. I remember as an underwriting manager for a major commercial insurance company, I was
responsible for making sure we wrote business at a 33% close ratio.
We visited the agents and gave them incentives to choose us as one of
their top markets. We made sure they understood the products and the
rewards. The underwriters had tools and
authority to help agents compete and retain. I remember having fun, liking the
people and my job.
Later when I moved up to the corporate level, I was creating the product,
price and marketing and the key words
I heard from my leader were — when
developing product make sure the “dogs
will eat the dog food”!
I think of the ability to be flexible to
write, succeed and be rewarded. Something else I reflect on is that working as
a corporate employee has real benefits,
including your health insurance, 401k,
and a guaranteed salary. I spent enough time at a company to retire
early. My next job again had a guaranteed salary, benefits and 401k.
Thank goodness that was money in the bank before I got here with
the capital requirements and the cost to purchase a book.
My warning to you is that no one is doing this for you at Allstate.
There is no guaranteed salary, benefits or 401k. That means when
you budget, your needs should be at the top: your salary for your personal expenses and family, then your medical and retirement. Then
determine what that business budget looks like. Hopefully you have
the money to close out your expenses at the end of the year. Do
not count on TPP or future commissions. Nothing is guaranteed.
You need to plan for your future. Many agents who came to Allstate
counted on being able to sell their books for a fair price. The TPP
was a safety net if you left, or a source of collateral to grow. But don’t
count on that; it’s been reduced and will be reduced again with commission changes, and can be changed or eliminated according to our
agreement.
There is a lack of camaraderie. Do you feel like you’re on an island? Seek a balance of information in as many places as you can.
The All Agents Page is one source. There are a number of additional pages on Facebook to help with new tools. I suggest you dig a
little and use what you can find on Facebook or Gateway to help you
learn. Some of us think it’s too complex and don’t take the time to
figure out how certain programs work and that can be the difference
between success and giving up.
This week I had a Haggerty sales rep stop in to visit me. It reminded me of my prior life and the fact that in 17 years, rarely have I seen
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an Allstate person in my office. For those agents who fell to Emerging,
believe it or not that isn’t limited to smaller agents. There are agents
with $3 million to $5 million in premium who have no representation
from Allstate at this time.
The other unnerving thing is the number of agents who ask questions about the compensation program and the variety of answers
that get posted. There is something wrong when agents do not understand their comp plans. As a matter of fact, if they don’t understand that and they are emerging, how
do they get to pro where someone may
care about them — also known as company support?
Hopefully each of you has estimated
what your compensation will be in 2023
and beyond and how that fits into your
budget. Are your expenses covered, and
have you made changes in your operation? Can you afford to work as an Allstate Agent? I know you love your customers, but that doesn’t pay the bills.
We have an education and membership committee working on how we can
bring more value to you. We’d like to
look at a mentoring program or providing short sessions on topics
agents should know. We have made three trips to meet with members
in three states (NC, TX, and NY) and are planning a couple more for
this year. Please call a board member or post on the All Agents Page
concerning what else we can do for you. If you are not a member
of NAPAA and you are new to the company, you need us. You need
that other opinion or view of what’s going on. It’s like any other history lesson: If you don’t know where we’ve been, how do you know
where we are going? Believe me, some of what is going on now has
been done before.
Please call me if you have any questions about my article.
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 underwriting 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, corporate 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 for the West Suburban CPCU
chapter including President; Insurance Woman in Chicago including President.
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.
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Give up nothing
Pay nothing
Get a lot
Why do agents join
Smart Choice?
• Agents that join Smart Choice retain ownership
of their policies period. That’s right, agents own
what they already have, own policies they write
in the future and give up nothing.

• Agents pay no startup fees, monthly fees,
maintenance fees, or exit fees, ever. Agents are
free to be as active with Smart Choice as they
want – all while paying zero fees.

Partnering with Smart Choice gives agents the opportunity to grow their
business without risking part of their business to do so! We help you get
appointed with top-tier carriers that your customers and prospects want.
Our Smart Start program enhances your efforts to expand your product
offerings while supporting you in the underwriting process. We can get
you access to excess and surplus carriers through our Express Markets
program, so you don’t have to turn away potential clients. Plus, we have
an entire team of experts to assist you as you grow.

And that’s why agents join Smart Choice!

WWW.SMARTCHOICEAGENTS.COM

|

888.264.3388

Executive Director

What Does the Future Bring?
Ted Paris, NAPAA Executive Director
We would all love to have a crystal ball to the future to see how being an Allstate agent plays out going forward. Unfortunately, there is
not one. This leaves us to only speculate what the future might bring.
However, during the 1st Quarter Earnings call on May 5, 2022,
the Company did reveal a slight glimpse as to the future importance
of the exclusive agency owner to
Allstate Insurance. The Officers
talked about how Transformative
Growth is designed to become a
low-cost digital provider of insurance. They stated that the Company is still in Phase 3 of which a part
of it is building a new agency model. There was no specific mention
of what Phase 4 will look like for
existing agency owners except that
sometime in the future, in Phase 5,
the old model will be retired. (You
can visit www.allstateinvestors.com
to view the full presentation.)
Whatever that means, Allstate
owes it to the existing agency owners to let them know what their
future will be. All agency owners need to realize what Allstate field
management is telling you in communications and town halls and
what Senior Management tells the investment community is not exactly the same. Please understand and remember that Allstate Insurance Company is only a part of Allstate Corporation, an important
distinction.
When I said the Company gave a glimpse of the future, I would
direct you to slide 12 of the 1st Quarter presentation. It shows, on
a national basis, the breakdown of where and how insurance was
being purchased by channel of distribution. One graph shows that,
nationally, 36% of personal lines insurance is purchased through true
independent agencies, 32% is purchased direct from the companies,
with the remaining 32% of the consumers buying from folks like you
— the captive/exclusive agent.
On the same slide, Allstate showed the Company’s breakdown in
2019 of which channel was used as only 5% independent agencies,
16% direct and 79% through the exclusive agent network. In 2019
and before, the Exclusive Agency owners were King of the Hill. The
Company was at the mercy of the agency force. Probably from a
global viewpoint, not a good place for them to be.
Now fast forward a mere 2 years and 3 months. What is the breakdown now for new business? It’s shocking! Results for the 1st Quarter 2022 new business written auto are as follows: 27% independent
agency channel; 37% direct; and only 36% for exclusive agent channel. Wow! Agents no longer need to question the direction of the
Company. The Company is lessening its dependence on the EA
model. And all of this happened in a mere 2+ years.
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Does this mean the future of the exclusive agent is over? Not necessarily. But will it change? Yes! I don’t think Allstate wants to eliminate all current EAs. Doing so would cause a large runoff of existing
clients who are more loyal to the local agent than Allstate itself. I
think they want to keep a sizable number of EAs to keep the policy
base more stable.
They appear to be trying to create an insurance operation that
matches nationally the current
consumer buying patterns. In a
perfect world, imagine the growth
of Allstate if they could keep their
current market share. They have
the current model and increase
both direct and the IA channel.
Will that happen? I don’t know,
but it appears that is what Allstate
is trying to do.
How will it pay out? Why does
it seem that Allstate is running off
older/smaller agency owners? To
answer that question, we need to
listen to what Tom Wilson says. He
stated they need to continue to reduce expenses. He thinks smaller
agencies are an expense and they are unproductive from what I have
heard and read. As those agency owners are forced out due to ABO
or financially by continuing to reduce commissions on new and renewal business, the Company can assign those accounts at a greatly
reduced amount to newer, hungrier agents who will market and grow.
Mr. Wilson has also stated that, in this new world of low-cost
digital providers, retention will become and remain a challenge. All
Companies will be forced to write more and more new business. It is
a numbers game; it’s a different era. No longer is the model of being
the neighborhood agent who was a fierce hunter of new business for
the first few years and then shifted to more of a model of retaining
and growing through referrals going to be feasible. Today, the Companies are demanding more and more new business. And they are
not going to let agents operate as they once did.
For the past five years, after 30+ years in the field as a manager
and later an agent, I have been the Executive Director of NAPAA.
It’s been enjoyable. I truly enjoy communicating with agents. I enjoy
working with them. However, along with the joy, there has been a
lot of sorrow. I talk to hundreds of agency owners yearly. Many are
concerned, many are upset, and many are afraid of what the future
might bring. Most are not prepared as they should be. Many don’t
have the money or energy or desire to make the right decision, or in
some cases, any decision. It is scary. For the past three years I have
EXECUTIVE DIRECTOR continued on page 11.
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Hey, Allstate!
Let Agents Walk with Their Books!
Dirk Beamer

In 2018, Nationwide announced the historic move of allowing its agency force to
become independent agents while retaining ownership of their books of business.
In California, Farmers Insurance has consented to a pending settlement agreement
that will free participating California agents

Dirk A. Beamer

from their post-termination non-solicitation
commitment. As Allstate continues to drive
down agency values in its methodical move
toward a “post-agent” model, isn’t it time
that it allows agents the option to exit the
R3001 contract and to take willing customers with them?

Kathryn R.S. Spray

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
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When Allstate elected to convert its employee agent force to independent contractor status in 2000, a key carrot it offered
agents was an “economic interest” in the
Allstate book of business. The actual value
of that interest has ebbed and flowed over
the years depending on whether Allstate,
for its own reasons, encouraged or inhibited
book sales. More recently, “ebb and flow”
has been replaced by unprecedented hemorrhaging as Allstate has directly undermined
book values with shrinking commission rates
(and shrinking TPP in turn), and with parsimonious sale approvals that strongly suggest Allstate wants to get out of the captive
agency business. Look no further than the
fact that PPC Loan no longer offers financing to entire sub-classes of buyers for proof
that Allstate has gutted the value of most
small to mid-sized agencies.
Agents are in revolt. NAPAA filed suit
in Illinois to respond to an outcry from its
membership. Additionally, large scale lawsuits continue to play out in Texas, California, and beyond. Buying agents are defaulting on the promissory notes they owe
to their selling agents at an alarming rate.
The rise in litigation – both between agents
and Allstate and between buyers and selling
agents – cannot come as a surprise given Allstate’s renege on the promise at the heart of
the independent contractor agreement, i.e.,
the loss of value in the economic interest.
When Allstate made its dramatic pivot
from employees to independent contractors
in 2000, it succeeded to a large extent by luring agents with a trade-off: “Sign my release,
and I’ll give you a saleable interest in your
book of business.” Allstate should do the
same thing today. Rather than force agencies into bankruptcy as the inevitable result
of Allstate’s abandonment of the exclusive
agency model, Allstate should give agency
owners the option to walk away peacefully – releasing Allstate from the threat of
litigation – in return for the ability to take
policyholders more loyal to the agent than
to Allstate with them!
Why would (should) Allstate voluntarily
give up policyholders? For several reasons.
For one, Allstate knows it will lose a certain
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percentage of these customers any time an
agent leaves – whether or not the customer
can stay with the agent. By the same token,
Allstate also knows that most agents overestimate customers’ personal loyalty. In other
words, giving agents the option to retain
policyholders does not translate to wholesale
defection from Allstate to the independent
market. Second, by offering agents the opportunity to try to move their books in return for a release, Allstate will avoid the inevitable tsunami of litigation that is building
as more and more agency owners struggle to
retain value or to pay the debt they incurred
when acquiring their Allstate agencies. Finally, as Allstate strives to retain brand luster
in the face of uncompetitive rates and post
McKinsey skepticism, avoiding prolonged
negative publicity from fights with its former
brand ambassadors only makes good business sense.
I won’t bother to argue that providing
agency owners an opportunity to exit with
dignity and value is the morally right thing
to do. I long ago lost any confidence in TC’s
ability to place integrity ahead of executive
compensation. Hopefully, the dollar-driven
arguments will be sufficient to cause Mr.
Wilson and company to “do the right thing.”
Dirk Beamer has served the National Association of
Professional Allstate Agents (“NAPAA”) as General
Counsel since 1999. In that capacity, he has successfully defended NAPAA against a federal internet trespass case brought by Allstate. He also sued
Allstate on behalf of NAPAA and its members in
a highly publicized federal lawsuit challenging Allstate’s treatment of its agents. In addition to litigation matters, Dirk regularly counsels NAPAA concerning its ongoing business affairs including contract
negotiations, management and employment issues,
and member concerns. Dirk provides similar services
as General Counsel to The United Farmers Agents
Association (“UFAA”).
Dirk regularly works with captive insurance agents
from across the country, as well as their local attorneys, to handle business issues including purchasing
and selling books of business, investigations and
disciplinary proceedings with the carrier, employment
law and contract litigation.
Dirk graduated from the University of Michigan
Law School with honors in 1993. He is licensed to
practice in Michigan and Ohio, and he is a member of the State of Michigan Bar Foundation—an
honor reserved for less than 5% of the practicing
bar in the state. In 2014, Super Lawyers magazine
named Dirk one of the Top 50 business lawyers in
the state of Michigan. He is a past recipient of the
National Association of Professional Allstate Agents
President’s Award. Dirk can be reached at dbeamer@wrightbeamer.com or visit his website at www.
wrightbeamer.com/.

Summer 2022

EXECUTIVE DIRECTOR continued from page 8.
been very consistent in the following:
The future at Allstate can still be good, maybe even great. However, you are going to have
to change how you run and operate your agency. You are going to have to scale up in staffing,
increase marketing, and produce more top-line results. You will need to be all in, all the time.
This outlook is not going to change, nor is Allstate going to ease up on demanding more and
more from you as the agency owner.
An argument I hear from agency owners is: “This is not what I signed up for. I was told
[this or that]. I am an independent contractor. Allstate cannot tell me how to run my agency.”
I could share more, but I think we all get the point. I am not condoning or defending the
Company with my next few statements as I think what they are doing is wrong on many levels.
I think the Company owes it to all agency owners to let them know what the steps down the
road are in detail, similar to what Nationwide did. Let agents know what the future brings. It
is the right thing to do for all.
The EA R3001 agreement written by the Company is completely written for their benefit.
In it, they claim to have the right to expect agency owners to produce an expectable business
result. They outline those expectations in the agency manual. Allstate thinks agency owners
need to pivot how they operate their agency in order to match the “needs” of the Company
regardless of the economic effect on the individual agency owner. After all, the stated goal
of the Company is to return value back to the shareholders. This is why they exist, for the
shareholders. If you don’t like the direction of the Company, you can voluntarily leave or if
you are not “performing” up to their standards, be terminated. Again, I am not condoning
these, only stating the obvious.
To survive as an Exclusive Agency owner, you will need to be all in. Let’s go to back to 2017
and talk about an owner of a $5 million agency. The owner is highly engaged and successful.
He is earning 9% base commission on new and renewal income. He has staff and the IPS
number is in line and he earns 1% extra on new and renewals. He earns 0.5% for AES and
the bundling bonus is also 0.5%. In total, the agency is earning 11%. Total revenue for the
agent is $550,000.
But that was 5+ years ago. Move forward to 2019, the same $5 million agency with everything the same as before: That agency revenue is now $450,000 plus any variable comp. As
an agency owner faced with having $100k less revenue, he was forced to make difficult and
challenging decisions on marketing, staffing and expenses. If one stood still, the income was
going to be down. Even if he increased sales enough to offset the loss of income, how much
did he have to invest to do so? Difficult decisions had to be made.
Jump to January 2023. New business and renewals are going to 7% going forward (renewal
for existing business is 8% or 9% depending on status, at least through 2023) plus supposedly
increased variable comp income. Is your income likely to increase or decrease? In a short
period of time, the income has gone down while expenses have gone up. You are going backwards in many cases while Allstate’s income is going up and their expenses are going down.
Agency owners —soon, and by soon I mean now — are going to have to decide what the
future brings. Agency owners are going to need to develop a business plan with specific goals
on new business production, on staffing, and how to financially survive the decrease in known
stable income and base it on the uncertainty of obtaining sufficient new business on a consistent basis to replace declining renewal income. The future lies in your ability to accept change
and your ability to manage it. You must change your hat from being an insurance salesperson
to that of a business owner who manages his business. You must be able to adapt as needed.
If you can manage the above and are willing navigate an ever changing and fast-moving
insurance industry, your future can be bright. If not willing or able to do so, maybe it is on to
Plan B. I do know that not being proactive, not being willing to accept change, and not being
able to adapt means the future at Allstate will not be as rewarding as it has been previously.
What the future brings is really in your hands.
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.
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Agency Marketing Has Evolved
Agents, Take Note
Doug Coombs, SIAA
Social media is another vital point of entry
for client engagement. Messaging that speaks
to a range of clients and engages them on
social media is equivalent to the benefit of
television advertising of decades ago. With a
reasonable investment of time, this messaging can be created and scheduled through a
content dashboard — most being low or no
cost. What matters is keeping the “social” in
social media. Responding to comments, commenting on clients’ posts and pages, liking
and sharing follower content; it is all part of
modern agency marketing.
Finally, paid advertising on social media
can be affordable, targeted and highly effective. Developing a social media advertising plan, for just a few hundred dollars per
month, can yield significant new leads for
your business.

Demonstrated Expertise

This is not your grandfather’s or even
your father’s marketing advice article. Insurance agency marketing has changed;
it’s gone digital. And while there are tremendous resources and support available
through organizations like the National Association of Professional Allstate Agents and
other agent-centric organizations, much of
the success of an agency relies specifically on
the ability and effort of agents to successfully
market themselves. But, again, the playbook
has changed. Today’s agents need to understand how to win.

Digital Connections

With the advent of mobile technology, the
American consumer has become a sophisticated consumer. The Digital 2022 Global
Overview Report, published by We Are Social and Hootsuite in January 2022, found
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92 percent of the U.S. population (307.2
million people) use the internet regularly.
This means clients expect to engage with
their insurance agent as they would with
their families, friends and even their local
grocer: Online.
Mobile apps are the entry point. Used in
conjunction with a reliable Agency Management System or Client Relationship Management System, agency apps should allow
clients to make a claim, access their policy
documents, get a quote, request a change to
their policy, pay their bill, and even request
a call back from their agent. And because
clients expect such apps to be an industry
standard, it is incumbent on agents to ensure
they become so.
In addition, agents cannot afford to ignore social media or worse, put their social
media marketing on autopilot.

In the world of digital marketing, content
is the coin of the realm. Creating shareable,
client-relevant content is vital.
Agents who understand their audience(s)
can create content — articles, tips sheets,
even video and podcasts — that speak to
the intended audience while highlighting
the agent’s knowledge. The key is not to be
promotional; rather, to inform or educate.
Discussing how to save on insurance and
family estate planning to making a home
more energy efficient and planning for business challenges, and countless other subjects
with insurance angles, can position an agent
as a valued resource.
This content marketing approach can be
deployed across social media, the agency’s
website or newsletter and, in some cases,
presented to local journalists with the agent
as a potential expert interview source.
Marketing has evolved from a generation
ago and gone digital. Agents, too, must follow suit to compete effectively.
Doug Coombs is the Executive Vice President and
Chief Marketing Officer of SIAA (Strategic Insurance Agency Alliance, Inc.). He can be reached at
dougc@siaa.net.
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When the Pace of Change Accelerates,
Be Prepared to Change or
Get Left Behind
Paul Taylor, Smart Choice

Key learnings from independent agents
ranging from scratch startups, former captives,
and established multi-office agencies all have
something in common: the critical need to
anticipate and pivot when change demands it.
All of them have flourished in a time of uncertainty and challenge. You can too!
For smaller P/C agencies, competition for
markets and carrier appointments is intensifying as the largest, most influential agencies continue to consolidate the sector. Carrier distribution model disruption furthers
change for captive and independent agents.
In the last year alone:
•	Nationwide completed the transition of
approximately 2,000 formerly captive
agents to its independent agency channel.
•	Allstate continued along its Transformative Growth Plan, which includes
changing commission structures and
the intention to expand its independent
agency network, following its purchase
of National General.
•	Liberty Mutual Insurance announced
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plans to transition its more than 2,200
exclusive insurance agents in 200 offices across the country to work for a
new digital agency of exclusive agents.
In response to market trends, many agents
are creating new opportunities for themselves and their families by:
• Turning independent from captive
• Starting up a new agency
•	Buying out the agency they’ve help to
grow
•	Growing their own agency through
M&A activity
Many of these endeavors require resources
and access to markets that hinge on the receipt
of appointments by carriers. It can be said that
the odds are stacked against startup and small
agencies to receive appointments given the requirements of proof of historical performance
and ability to meet certain volumes.
Here are four examples, in their own
words, why agents have turned to one of the
leading insurance networks:
Jeremy took a leap of faith away from

a role with Allstate with the full support
of his network and found immediate success. When asked how he’d summarize the
benefit the network brought as an agent of
change, Jeremy shares, “First, they help you
get started; it’s almost like plug and play.
Second, they get you in front of great carriers that you’d unlikely have an opportunity
to get in front of on your own. Third, I have
a direct hotline to my reps any time I need
anything. That is priceless.”
Bryan’s advice to other agents: “If I know
an agent is going out on his own, I’ll say
it’s going to be tougher to get markets, so
research available networking; it’s going to
be easier for you. You’re going to maximize
your efforts.”
Gulraiz met a network-partnered agent
friend who shared his success story and the
benefit of starting up with a network where
you don’t have to pay anything up front – with
a program to get you started and really help
you get your foot in the door with carriers.
Lee Ann is a former agency employee who
purchased the agency she worked at, and
then three more with capital based on future
revenue. Her network connected her with
Live Oak Bank, which offers member agencies access to financing through the largest
SBA-backed lender in the U.S. Her network
also set up meetings with Oak Street Funding, which specializes in providing insurance
professionals with capital based on future revenue. This allows agent owners the option of
cash flow loans to launch initiatives without
borrowing against personal assets.
Paul Taylor is the Executive Vice President of Sales
and Distribution at Smart Choice. Paul’s experience includes managing an independent agency and
working for an insurance company. He is responsible for the overall operation of the Smart Choice
Agents Program, serves as the liaison to major company partners, and spearheads the expansion of the
program into new states. Learn more about Smart
Choice at https://www.smartchoiceagents.com/
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Feature

How to Start a Business Outside the
Insurance Industry: You Can Do It
Yourself but Why Would You Want to?
Richard Pope

Time is money. Why would you want to
waste valuable time re-inventing something
that is already available? Consider the “opportunity cost” and you might think again, or you
could think about buying a franchise business.
When Ted Paris contacted me to write
another article for the NAPAA Summer edition, he gave me a list of topics, and I chose
the following from that list.
•	When should you move on from your
current environment?
• How to plan your next career move?
•	How to start a business outside the insurance industry?
These were three different topics but, in
the world of franchising, they are all related.
When one career or job is ending, another

14 — Exclusivefocus

is usually starting unless you are planning to
retire. Planning becomes the key word here.
When planning your future, it is critical that
you work with facts and make informed decisions. You don’t want to guess when you
are dealing with something this important.
If you no longer find your present work
interesting or challenging, if you feel that
you have “maxed out” your opportunity, or
if you are adventurous and want to see what
else is out there for you, then it may be time
to move on from your current environment.
Many people change jobs or careers; they do
it for different reasons. Family issues, money,
adventure, growth and development, to get
ahead, or in some cases, to just to get away.
This can happen to anyone at any time. Life’s

too short to stay in a situation or job that
doesn’t suit you. If this is you, it may be time
to start planning your next career move.
OK, you’re moving on, but where are
you going? One of the most sought-after
destinations – also frequently referred to as
the “American Dream” – is to become the
owner of your own business. As the owner,
you are your own best boss. You are the king
of your own castle, you call the shots, and
you profit from your own hard work. Owning your own business creates a feeling of independence and freedom. When searching
for the best business for you, there are many
things to consider but, in all cases, you must
be realistic. Pipe dreams don’t pay the bills.
If you plan to move on and become a
business owner in a new business outside the
insurance industry, there are several things
to be considered: the when, the why, the
where and the how much. Couple these allimportant decisions with your personality
and start profiling yourself: Are you really
cut out for this? Do you have the money, the
drive, the personality, the focus, and the pioneering spirit for it?
Why can’t I just build a business myself ?
Maybe it will be successful, and I will franchise it and become wealthy? Yes, you can
do it yourself and some people actually do.
That’s how most of the franchise companies
today started. But before you do that, you
have to ask yourself a few important questions: What have I got to lose? Do I have
the time and money? Am I creative, am I
decisive, how long do I have before I must
start generating revenue? At this point in
your thought process, you need to go back to
the headline: “You Can Do It Yourself but
Why Would You Want to?”
It may take years before you have a viable business model that you can franchise
or just work to generate income. You could
lose everything while you are struggling
with the trials and errors that a new business
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invariably has. You could also spend a lot
of money putting together something that
has already been put together, tried, and
proven to be successful. So why re-invent
the wheel? Why not just buy a franchise that
comes with everything that you will need?
It has a name, reputation, systems, training,
marketing, software, support at every level,
and it works with its franchise owners to
help them be as successful as it can be.
With a franchise, you can be up and running quickly. You can be making money
instead of spending it. In fact, by the time
that you create a concept, go through the
trial-and-error phase, develop marketing,
and hire staff, you could have already started
your second or third franchise operation and
be smiling all the way to the bank.
As you plan your next career move, don’t
forget the money. If you want to become
a business owner, that takes money. If you
want to relocate, that takes money. If you
want to buy a franchise, that too takes money. With a franchise, however, banks and
lenders don’t look at it as high risk. Franchises are tried and proven already and that
mitigates the risk for the lender. The typical franchise buyer will invest 25% to 30%
of the total investment in the new business
with cash and then secure a loan for the balance. Most franchise business loans are SBA,
government backed loans through the Small
Business Administration. Strong franchise
companies will have been pre-approved by
the SBA which cuts down on the time and
the paperwork. While SBA loans are typically the way to go with a franchise purchase,
there are other options. So, you should talk
with a funding specialist as you start down
this road.
Finally, don’t leave big career moves to
chance: Your future depends on it. Talk with
friends and family and use trusted advisors.
Measure the pros and cons and get the facts
to make a fully informed decision. Doing a
personal risk assessment before making any
move is of great importance. When considering a franchise, use an experienced business consultant. You will be glad you did.
Richard Pope is a career franchise business consultant who has been active in franchising for over 35
years and has helped thousands of people find their
way through the process including his son and his
daughter. Richard has worked at the highest levels
of franchising for several corporate franchising giants and has traveled the world installing franchises.
Richard is now self-employed and is affiliated with
FranChoice, a franchise referral group. Richard lives
in Scottsdale, AZ, and currently works with people
from all 50 states. He would love to hear from you.
Richard can be reached at rpope@franchoice.com or
www.franchoice.com/RPope.
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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. I t’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.	I t’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 approved 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-youragency?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.
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Direct Mail Mistakes
That Can Easily Be Avoided
Bill Gough
As an agency owner for more than two decades, I used direct mail to drive new business
sales for home, auto, and personal lines insurance. I also used direct mail to my customers
to skyrocket my retention ratio, policies per
household including huge life insurance, and
financial numbers to the top in my market,
state, and territory for more than a decade. It
was a lot of marketing. It was a lot of nurturing the book, keeping the retention rate up because as you know, typically as you start writing more new policies, your retention falls.
I want to discuss how to avoid three of the
biggest mistakes agents make using mail so
that you can use it to create the new customers
that are ideal for your agency.
Here are three of the biggest mistakes insurance agency owners make using direct mail to
attract the ideal customer:
1. The biggest mistake agents make in
any kind of marketing, but especially
direct mail, is a lack of long-term commitment and non-consistency.
They’ll jump in and they’ll do a direct mailer because they heard it’s working for someone
else. They’ll do it a month or two and they’re
not getting the results they want. It’s then when
they start trying to figure it out. Well, I’m not
getting the results I want, I’m going to jump
out of this because I just spent $5,000 or
$6,000 in two months of mail. They did not
give it long enough for it to work. There’s a
long tail using direct mail. As Dan Kennedy
often says, “the world is not going to stop and pay attention to you just because you decided it’s time to mail.”
A lot of agencies quit before it ever gets going. It’s almost like panning for gold or acres of
diamonds. Most people have probably heard
of the story, “Acres of Diamonds” in which
the protagonist gives up right around the point
when they were just a few inches away from hitting that rich diamond vein by expecting things
too soon. Direct mail, especially to a cold list, is
a tortoise and hare story. Patience is required.
Think about a rocket: It takes two-thirds of the
energy of the rocket to get it out of the atmosphere, and then it will literally go to the moon on
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the remaining one-third of the fuel. Direct mail
is kind of the same way. You’ve got to really put
a lot into it to reap the rewards. It’s like once you
get the rocket into orbit, it’s on autopilot. It’s what
happens with the mail after a while.
2. Poor measurement of
incoming calls from your
mail and other tracking
like closing percentages
and which mail pieces
work best.
I strongly recommend putting a special phone number on mail pieces
that rings directly to your sales superstar’s
desk. You want your best sales producer to
speak directly to a new prospect so there can
be no disconnect between service or administrative team members or the appearance of a
gatekeeper.
I want my best salesperson to answer these
sales calls driving in hand-picked prospects.
Your sales superstar will be excited to answer
when an interested prospect calls from a mailer.
3. Not having an internal direct mail
program for your existing customers.
It is easy to see how agents can overlook this.
First, you have been guided and rewarded by
those giant corporate insurance companies
that you represent to constantly go after new
customers. New households are required for
growth; there is no getting around that. With
all the incentives of bonus money, award trips,
and recognition packed into new business
sales, it is easy to see how this happens.
The value of an internal direct mail for my
existing customers is fundamental. We work hard
and go to great expense to get new customers.
We should be smart and invest in keeping
them for longer periods of time than the average agent. The lifetime value of a customer is
critical for small business owners. Direct mail
done the right way is so simple to do and can
be made to feel personal, thus increasing the
relationship value with our client.
Direct mail has to be interesting for your
customer, not dull and boring. If the only

things you talk or write about to your customers are insurance-related, you are boring – you
become an insurance pest. No one likes a pest,
especially an insurance pest.
Most agents do not understand the value
of consistently staying in front
of their customers with valuable information that enhances
the agent/client relationship.
Agents take that relationship
for granted. It is a big mistake in
the long run. You must be doing something of value to keep
your current customers from jumping ship,
especially from something like rate increase(s)
that every insurance company in America experiences.
Some example components of an internal mail program are agency newsletters, life
stories, birthday letters with interesting stories
about the year of their birth, some holiday
cards mixed in, an agency referral reward
campaign, and much more.
When you show up consistently, your customers get to know and trust you at a much
higher level. They are now much more receptive to your sales campaigns on life, umbrella,
policy reviews, etc. They give more referrals.
They buy and keep more policies. They stay
longer. They are just a much better customer
which creates a higher valued agency.
Bill Gough is a former Allstate Insurance Agency
Owner, Allstate Hall of Fame Member, Entrepreneur,
Business and Success Coach, Marketing Expert, Author, Speaker, and Philanthropist. Bill began his career
in 1984 with Allstate working in a booth at Sears Department Store. He primarily dedicates himself to giving
back and helping others achieve success since the loss of
his 23-year-old son, Lil’ Bill, in 2007.
In 2008, Bill founded BGI Systems, a company created to teach other insurance agency owners the very best,
proven sales techniques, systems, and processes he learned
throughout his career. It’s Bill’s vision that insurance agency owners across the country can achieve and exceed the
same success he experienced. To reach Bill, please contact
Amanda Fall at Support@BGISystems.com.
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Laughter Is the Best Medicine
Lezlee Liljenberg, CIC, MLIS, CRIS, PA

Times are very trying for many in the insurance industry right now for a variety of
reasons:
•	
Chasing new business and not having
enough time to service existing customers.
•	Not enough help from our corporations
to sufficiently help customers.
•	Chatting all day for answers; often with
no results.
• Commission cuts.
• Difficulty finding good help.
The list goes on and on. As small business
owners, we are very aware of the issues in
productively managing these areas of our
offices. The struggle is real!
I have a few questions though:
•	When did you last go out and share a
good time together with your employees?
•	When was the last time you laughed
with your team? Just a good ole fashioned belly laugh?
•	When have you spent time on each person as an individual – with no focus on
customers, the company or anything
related to sales or service?
If you answered any of these questions
with words like, “It has been forever” or
“I can’t remember,” then maybe it is time
to make this happen for the health of your
business, you, and your staff. Research has
shown that laughter can help in relieving
pain, bring greater happiness, and even assist with our immune system.
Laughter reduces stress hormones such
as cortisol and increases endorphins. It can
provide physical and emotional release as
well as provide an internal workout. It can
take the focus away from anger, guilt, stress
and negative emotions. It can truly help us
change our perspective on a particular issue,
topic or person.
Laughter is a tranquilizer with no side
effects, so you can maintain a “drug-free”
environment while winding down from an
uncomfortable moment.
When your team seems dull and lifeless,
an injection of humor and laughter just
might be the ticket to turning the day, week
or month around. It can wake them up and
turn a frown upside down.
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“I love people who make me laugh. I honestly think it’s the thing I like most, to laugh.
It cures a multitude of ills. It’s probably the
most important thing in a person.” ―Audrey Hepburn
You may be thinking, “Well, that all
sounds good and fine, but
we are too busy to laugh
and have fun!” Remember, in the beginning of
this article, I used the word
“make.” There are times
that we must put forth the
effort to produce opportunities to giggle,
smile and roll with laughter. Here are a
few easy and inexpensive ways to bring the
laughter to you.
1. Find a funny movie, bring in lunch, lock
the doors, forward the phones, gather round
and give everyone permission to enjoy.
2. Celebration Days: Have each team
member pick their favorite day of the year,
give them $50-$100 and let them create the
fun around that day. For instance, October
1st is International Coffee Day. They could
use the money to bring in coffee for the
team. Let them be creative and adventurous
with the activity.
3. Want something that is a quick pickme-up? Then find motivational and humorous videos on YouTube and show it at the
end of your weekly team meeting. Keep it
clean and make sure you are inclusive of everyone. Sticking with children and pet videos is always pretty safe.
There are thousands of ideas out there,
so do a little research and find enjoyable and
interactive exercises to spread the smiles. A
good leader also participates and joins in on
the fun.
“To Laugh at Yourself is to Love Yourself ” —Mickey Mouse
Do you ever laugh at yourself, or do you
beat yourself up for some mistake or a situation you got yourself into? Laughing at
yourself rather than beating yourself up will
relieve a stressful moment. I truly laugh at
myself every day. I mean I really crack up at
some antic that I pulled and most times I am
not even aware that I did it!

By being totally frustrated at myself
when misplacing keys, reading glasses, coat,
____________(fill in the blank), it made me
“real” to my team. They started teasing me
and laughing when I had to go back into the
office to retrieve the missing item.
Allowing myself to see
the irony in always forgetting something (and
the fear that I was getting
dementia), let my staff see
the humor and it gave
them a good laugh every
time I was heading out the door.
Never be too vain or stuffy to miss the
humor in certain situations. It is not about
being flippant. It is about being happy and
there are times we need to “fake it till we
make it”.
“The human race has only one really
effective weapon and that is laughter.” ―
Mark Twain
So, take a minute right now and find one
thing to laugh out loud about. Now pull up
Google and figure out one activity that you
will implement in your business to engage
everyone in a moment of laughter for the
soul. Try it and see if it makes a difference
within your people, interaction with clients
and productivity.
In closing I share this with you:
Proverbs 17:22 tells us, “A merry heart
doeth good like a medicine: but a broken
spirit drieth the bones.”
Keep the bones of your business strong
by adding a little fun, frivolity and laughter
any time you can. The positive results might
amaze you!
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 witness
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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Are You Networking
Across Generations?
Amy C. Waninger
The generational mix of the workforce
is projected to shift dramatically by 2030.
Baby Boomers are retiring from (or being
pushed out of) the workforce at higher rates.
The first Generation Z professionals have
already graduated from college — albeit via
Zoom — and are starting their entry-level
jobs — also via Zoom. Gen X workers are
still angling for promotions, hoping their
bosses retire before they do. All the while,
many leaders are still wringing their hands
about Millennials and their expectations of
employers.
But it’s not just executives who need to
be thinking about these generational shifts.
All of us have a role to play. It’s up to each
of us to create the kind of workplace that
welcomes everyone. Whether you are an executive, a middle manager, a leader or an individual contributor, your daily interactions
with others determine the culture of your
organization. Start by considering where
(and with whom) those interactions occur,
using my CHAMP Network model.

Customers

Are you meeting with customers? Even
if your role is internal to the company, find
a way to connect with customers from “the
outside.” Ride along with sales reps or job
shadow customer support staff. Notice how
the customer mix is changing for your company. Ask yourself how you can build a network of customers that spans generations.

Hiring

Who have you hired or helped with a job
search recently? When someone in your network posts an open position, ask about the
skills or experiences that might make someone a perfect fit for the role. If you know
someone is looking for a job, inquire about
their ideal work environment. You’ll begin
to see trends in how people from different
generations answer these questions. This information will be invaluable to you if you
find yourself looking for a new employee (or
a new job).
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Workforce Projections: 2030
Baby
Boomers

1946 – 1964

Generation
X

1965 – 1980

Millennials

1981 – 2000

Generation
Z

2001 – 2020

Associates

Are you building solid peer relationships
at work? Make time to chat with and learn
about people you may not have connected
with in the past. How do people of different generations view your company or your
industry?
Find out how they came into this work
and what they love about it. You’ll be surprised by the different expectations and
assumptions each generation makes — or
doesn’t — about your workplace.

Mentors

Think about your mentors. Where do you
go for career advice? Whose books, podcasts, and social media feeds do you rely on?
Think for a moment about whether those
mentors are concentrated in a single age
group. You might be missing out on future
trends, sage wisdom, or pressing issues if
your mentors don’t span generations.

Proteges

Finally, take the time to invest in others.
By sharing what you know, you can help
others learn a new technology, think about
a problem from a new perspective, or build

Source: US Department of Labor

stronger working relationships with others.
The mentoring relationship is not always
based on age or experience. Knowledge
and perspective also matter. Give freely, and
reach broadly.

In Summary

The workforce around you is changing.
Having a robust, inclusive professional network that spans generations can help you
prepare for those changes. Set a modest
networking goal to get started. And please,
let me know in the comments how your network is changing!
Amy C. Waninger advances diversity and inclusive
leadership throughout the insurance ecosystem and
beyond. Amy holds the CPCU, AIDA, AIT, AIM,
AIC, and AINS designations from The Institutes, as
well as the Certified Insurance Data Manager designation from IDMA. She is the author of multiple
books including “Network Beyond Bias: Making
Diversity a Competitive Advantage for Your Career.”
She offers consulting and training services, as well
as keynote presentations for conferences and corporate
events. Learn more at www.LeadAtAnyLevel.com.
For more information, please contact Amy at amy@
leadatanylevel.com or call 317-589-5955.
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Five Ways Turnover
Is Hurting Your Company
Amy C. Waninger
try. Don’t expect to fill your empty seat on
Monday and be running at full capacity by
Friday. It just doesn’t work that way.

2. Recruiting Costs Money and
Time

A recent Gartner survey reveals that 91
percent of HR leaders are concerned about
employee turnover in the immediate future.
They’re right to be worried. Depending on
your industry, between a quarter and a third
of your employees are looking for a new job
right now. CEOs and CFOs know that this
level of turnover both limits growth and undercuts profits. In fact, turnover costs your
company more than you realize.

1. Empty Seats Don’t Deliver

You don’t have to be in the widget business to see how an empty seat can affect productivity. Client project delays can damage
relationships and reputations. Late delivery
of internal projects can have ripple effects
on other departments, product quality, or
market share. For public-facing roles, an
open position may limit your capacity to sell,
serve, or (in the case of hospitals) save lives.
When the open seat belongs to a management or leadership role, teams may suffer
from a lack of direction or a sense of disconnection from the company’s mission.
With overall unemployment around 4
percent (“full employment” is considered to
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be 5.0 to 5.2 percent), it’s clear that the competition for talent is heating up. This is especially true in our clients’ industries, where
unemployment is even lower:
• Healthcare (2.7 percent)
• Tech sector (2 percent)
• Insurance industry (1.7 percent)
and financial services broadly (1.8 percent)
What this means for hiring managers is
that it’s going to take longer and cost more
to replace an employee who leaves.
Even after you hire a replacement, the
new employee needs time to get up to speed.
Learning the company culture, setting up
their laptop, meeting new team members,
adapting to new processes, completing employment forms. These things take time.
I’ve worked in companies where it took two
weeks just to get access to all the internal software I needed to do my job, not to mention
learning to use the software! That’s just the
start. People who transferred from another
department may need to learn new skills or
procedures before they’re completely up to
speed. Someone who did the same job at another company may need time to absorb the
context of the company or even the indus-

When a role needs to be filled, someone
has to find candidates for the job. Recruiters
don’t work for free, nor should they! It’s not
an insignificant amount of time to write the
posting, review resumes, screen candidates,
schedule interviews, follow up, negotiate offers, verify references, and (in some cases)
conduct background checks. Booths at job
fairs, position listings on job boards, and ads
on job sites all cost real dollars. Applicant
tracking systems also cost money.
Hiring managers typically dread undertaking a selection process, and for good
reason. They need time to develop selection
criteria, assemble and onboard a selection
committee, conduct interviews, compare
candidates, and make final decisions. Multiply this effort by the rounds of interviews
required, and the number of candidates
involved. Hiring managers typically also
manage the onboarding process (to the extent one exists), helping new hires obtain tax
forms, login credentials, and needed training. Then there are dozens of introductions
to be made and hundreds of unanticipated
questions to be answered.

3. “Greener Grass Syndrome”
Is Contagious

Employees usually leave for a reason.
They were bored or felt unappreciated in
their role. The new company offered them
double their current salary. Or their boss
from three jobs ago called with an opportunity that spoke to their exact ambitions.
Whatever the reason, something about the
new opportunity appealed to them more
than staying put did.

First, The Bad News

Departing employees won’t tell you the
truth about why they’re leaving. Employees
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typically don’t want to burn bridges with
former employers. They may be evasive
about “pursuing new opportunities” when
the reality is much more concrete. You won’t
hear about the lack of development opportunities at the current company, or that they
don’t see a clear career path for themselves.
They may not tell you that they’re tired of
the way a certain colleague derides them in
meetings or takes credit for their work.

Now, The Worse News

They probably did tell their colleagues
exactly why. For example, if Pam learned
that she was making 25 percent less than
her peer Jim, you can bet that every woman
in your department has heard about it. If
Rohit was offered a big promotion to move
to a competitor, his colleagues are probably
wondering what opportunities they’re missing out on. The more egregious the reason,
the more likely it’s being talked about, and
the less they’re going to want to talk about it
to you, their manager.
I call this “Greener Grass Syndrome,”
and it is highly contagious. It infects the
imagination of the departing employee long
before they give their notice or pack up their
desk. It also has the potential to spread to
others on the team. Colleagues see their former peer thriving in a new role. They begin
to think, “Maybe I should get my resume together. Am I really happy here? What’s next
for me?”
Contagion can reach catastrophic levels when a popular manager leaves. Why?
Good managers tend to take great people
with them. They might wait a little while
to get their footing in a new environment.
They might wait out a non-compete clause.
But eventually, they will call, saying, “Hey,
it’s great over here. Why don’t you come?”
And the thing is, because now they’re gone,
they probably know every single sticking
point that employee has at their current location. They know exactly which buttons to
push to get them to move to a competitor.
Let’s be clear: the grass isn’t always greener at a new company or in a new role. But
when one of our peers moves on to a new
pasture, it’s hard for us not to want more opportunity for ourselves.

4. Burden Falls on the Team
that Remains

Your team has noticed the work doesn’t
stop just because someone left.
What happens while you’re backfilling that
role? The work spreads out among the team.
So now instead of eight widgets a day, each
remaining team member needs to produce
ten widgets a day to try to keep pace. The
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hours get longer; the work gets more intense.
Add to this burden that the people who
remain are also sometimes responsible for
finding and onboarding a replacement. So
now on top of all the work that they already
had, and the additional work that they’re
getting to try to keep pace because their peer
has gone, you’re also asking them on top of
that to help with the selection process for a
new colleague. And, let’s be honest, you’ve
probably not trained them on that. Whether
they’re expressing frustration to you or not,
they are probably experiencing it.
Multiply this frustration times the number of LinkedIn posts they’re seeing from
their former colleague, who’s “excited to be
starting a new journey.” He’s making more
money, feels more appreciated, and doesn’t
have to deal with whatever drove him away
in the first place.
A few more colleagues leave, and people
start to wonder, “What does everybody else
know that I don’t?” Once this starts, it can
take on a snowball effect that can be very
difficult to recover from.

5. Reputation among Job Seekers

Think about it. If you’re a hiring manager,
you’ve probably reviewed a resume or work
history of someone you considered a “job
hopper.” You start to wonder, don’t you, what
is it about this person that makes them not
stick with a job? How often did they change
positions? Was it upward mobility, are they
never satisfied, do they not pick well, or are
they difficult to work with? We tend to fill in
the gaps with worst-case scenarios.
What we may not realize, though, is applicants have the same concerns about us and
our companies, especially when unemployment is this low, This is especially true when
unemployment is this low, there are more
jobs than people available to fill the spots

and wages are going up. It is also true when
culture is shifting and worker expectations
are changing. If job seekers see the same position posted for a long time, or see it posted
several times over a few years, they might
wonder, “what’s wrong with that place?”

In Summary

In the current talent environment, the
less turnover you have, the better. The more
you can do to prevent the turnover in the
first place, the less it’s going to cost you. For
example, new clients say to me, “We really want to do a better job of recruiting,
especially diverse talent. We see that this is
a problem in our organizations.” My first
question to them is always, “How are you
ensuring that you keep the diverse talent you
have on staff right now?” If more talent is
going out than is coming in, you might as
well be putting your recruiting dollars in a
paper shredder.
Ninety percent of executives and HR
leaders worry about turnover right now, and
for good reason. If you’re one of them, and
you’d like to do something about it, schedule
time with me at ReduceTurnoverStrategy.
com. Let’s work together to keep your employees—and keep them engaged.
Amy C. Waninger advances diversity and inclusive
leadership throughout the insurance ecosystem and
beyond. Amy holds the CPCU, AIDA, AIT, AIM,
AIC, and AINS designations from The Institutes, as
well as the Certified Insurance Data Manager designation from IDMA. She is the author of multiple
books including “Network Beyond Bias: Making
Diversity a Competitive Advantage for Your Career.”
She offers consulting and training services, as well
as keynote presentations for conferences and corporate
events. Learn more at www.LeadAtAnyLevel.com.
For more information, please contact Amy at amy@
leadatanylevel.com or call 317-589-5955.
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How to Improve Business Efficiency
and Grow Your Company
Paychex

This article originally appeared on https://www.
paychex.com/worx. It is reprinted here with the kind
permission of Paychex and the author.
Knowing how to improve business efficiency is a key factor in any company’s
strategy for growth. When inefficiencies exist, productivity can suffer, creating a ripple
effect throughout the organization that can
impact leadership, employees, and customers alike.
Efficient business practices are less about
what you do and more about how you do
it. Here are some Big Picture ways to help
maximize your resources and execute business functions more efficiently.
Use free resources. There are many valuable free resources for businesses that you
can turn to when you need it. National organizations such as the U.S. Small Business
Administration and SCORE provide advice
and resources that offer guidance on startup
issues, tax concerns, and in some cases even
legal matters.
Invest in quality branding. Having a cohesive brand is invaluable in presenting a
clear message to your customers, vendors,
key stakeholders, and the public. All aspects
of your branding — from your company logo
to your website layout and product offerings
— must be consistent with the message you
want to send to your target audiences.
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Think from your customers’ perspectives. If you asked customers, “How
can we improve our business?” How would
they answer? Details about your business
might seem obvious to you, and therefore unnecessary to mention in your sales
and marketing materials. But if you approach this from your customers’ point of
view, you may think differently. Productivity improvements start by looking at your
business from a potential customer’s point
of view. Ask for outside opinions to avoid
making business decisions based solely on
a personal bias.
Outsource key business tasks. Business owners often wear many hats, from
leader and recruiter to designer and payroll
administrator. Often, knowing how to improve business performance starts by recognizing that no one person can do everything
on their own.
Consider outsourcing complex tasks that
are integral to your business but aren’t necessarily within your realm of expertise. Bookkeeping and accounting, for example, don’t
often fall within a typical business owner’s
area of expertise. Still, it’s an essential part
of business efficiency. A skilled outsourcing
firm can balance your books much more
quickly and keep you up to date on financial
data that helps you plan for the short- and
long-term growth of the business.

The role of analytics in improving
efficiency
HR is another business operation where
efficiency is imperative. Specifically, the process of employee recruitment and retention
is simply too important to leave to chance.
HR analytics can provide human resources departments with better data collection, reporting, and the information needed
to make data-driven business decisions.
Whether a business unit manager needs the
latest information on time and attendance
to streamline their scheduling process, or a
quick payroll audit by the HR manager to
address a problem, analytics help make data
accessible to business leaders.
Here are some ways to leverage HR analytics and improve the way you run your business:
• Recruiting: When a job candidate is
brought on board but ends up not being
right for the position, turnover can happen, and filling open positions becomes
expensive and time consuming. Recruiting
analytics lets you see where your best candidates come from and which profiles tend
to succeed more often over the long term.
In addition, analytics can help clarify how
your recruiting process is working and where
there might be room for improvement. For
example, if analytics show delays in candidate communication or long review times at
the hiring manager level, this can provide
actionable insights for making process improvements.
• Time and attendance analytics: With
time and attendance analytics, companies
can determine the most efficient patterns in
employee scheduling to strategically manage
the scheduling process, stay in compliance
with company and regulatory processes, and
even identify patterns of absenteeism that
could signal trouble at the individual or department level.
• Benefits and other services: HR data
analytics can streamline the management
of benefits and other services within human
resources. Consider the reporting needed
during open enrollment. An analytics-driven
reporting system makes it easy to see who
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is enrolled and where decisions are pending.
Analytics can also help HR managers understand which benefits are being used, and
which ones may be underleveraged.
Common payroll mistakes that can
lead to errors and inefficiencies
Payroll processing is a particular company operation where accuracy and efficiency
matter. As just one example, businesses must
submit taxes to federal, state, and local authorities at specified times and in designated
forms. Such demands require time-consuming administrative efforts which, if mishandled, can lead to costly resolutions.
Some of the most common payroll errors
include:
• Filing late with the IRS: The IRS
stipulates specific due dates for depositing
taxes and filing returns. Late deposits and
late filing of payroll tax returns can result in
penalties and interest charges.
• Errors on tax forms: Errors made on
tax forms may make it appear that you have
remitted too much or too little in payroll
taxes. Such mistakes can also impact reconciliation with other tax forms (e.g., W-2s).
• Misclassifying employees: You must
take the appropriate steps to correctly classify each worker as an employee or an independent contractor. Misclassifying an
employee as an independent contractor can
result in retroactive payroll tax liabilities as
well as fines and penalties.
• Processing payroll late or not at all:
Late or inaccurate payroll processing not
only creates unhappy workers, it may result
in issues like missed premium or investment
payments which will take additional resources to rectify.
• Paying the wrong amount: Incorrect
data entered in a payroll database can result
in problems connected to employee information, tax withholding amounts, and payment information. Corrections can be time
consuming and can wreak havoc on your
bottom line.
• Not maintaining adequate payroll
records: State and federal regulations mandate businesses keep specific employee records. Some local and state jurisdictions
may vary in their recordkeeping requirements, so employers must be familiar with
such requirements in the location(s) in which
they do business.
Outsourcing payroll leads to
productivity improvements
Outsourcing payroll processing is a solution to both enhancing efficiency and helping to reduce your risk of the aforementioned payroll processing mistakes. Among
the key benefits:
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• More time for business priorities:
Regardless of your business or industry, if
you have a workforce, attending to payrollrelated matters consumes a serious amount
of valuable resources. One pay period follows after another (without interruption), a
constant demand for time and energy spent
ensuring that employee data is input correctly — and then reviewed for accuracy.
The complexities of payroll processing
require a significant amount of time committed on a daily and weekly basis. Although
business owners are ultimately responsible
for meeting payroll accuracy and filing requirements, having a provider on hand often
saves a great deal of time and helps them
feel more confident about staying up to date
on regulations.
• Guarantee integrity of confidential
employee and company data: Data theft
and breaches are all too common today,
and payroll processing represents a potentially risky area for your company. Threats
include identity theft, employees tampering
with company records, or even embezzlement. The use of in-house payroll processing software is not risk-free either.
By contrast, a trusted outsourcing vendor
has information security controls designed
to safeguard sensitive data. Together with
redundant backup and multiple server locations, a quality provider invests in state-ofthe-art systems for storing and protecting
data, simply because it’s part of the service
provided to clients.
Stay current with tax and employment
laws and regulations. Every business owner
must comply with federal, state, and local
tax and employment regulations — or face
stiff financial (and possibly legal) penalties.
An outsourced vendor who specializes in
payroll processing has the knowledge to help
you with those responsibilities.
Outsourcing HR functions boosts
efficiency
Outsourcing HR functions can result in
a significant improvement in business efficiency. A skilled outsourcing company helps
mitigate the risk of noncompliance with
current reporting and filing requirements, as
well as assisting with development of worksite safety programs, and insurance benefits.
More small businesses are investigating the
merits of entering into an arrangement with
a professional employer organization (PEO),
which enables business owners to outsource
management of employee benefits and related areas, including these key tasks:
• Creating an employee handbook
• Building job descriptions
•	
Assisting with regulatory and legal
compliance issues

•	Maintaining Affordable Care Act documentation
•	
Providing comprehensive online HR
resources
• Offering onsite employee training
• Helping with risk assessment
Outsourcing other key processes — such
as marketing, website maintenance and social media activity — are worth looking into
as well. The more you can outsource to a reliable service or company, the more time you
have to concentrate on what will contribute
to the growth of your business.
Personal and professional efficiency
hacks
It’s not just your business that stands to
benefit from greater efficiency. Every business owner and leader can improve productivity with efficiency hacks that can include:
• Setting the right goals: Big goals usually have too many moving parts to handle
at any one given time. Envision goals you
can reach in a manageable way.
• Completing one task at a time: Productivity can easily be wasted when you
jump between tasks and try to figure out
where you left off.
• Prioritizing: Create your daily task list
in order of importance. Get important tasks
done first before interruptions take your focus away. And avoid putting anything off.
Do it right then and there, if you can.
• Managing your time well: What
times of day are you most productive?
Tackle difficult tasks during the time when
you have the most focus and dedicate other
times for less demanding tasks. Consider
working in 50-minute blocks with short
breaks in between.
• Reducing distractions: Email can be
a huge time drain. Consider limiting your
email activity by scheduling time every couple of hours to check it and stick to it. Similarly, schedule phone time to make or return
calls, and shut your cell phone off during
your planned work blocks.
Knowing how to improve business efficiency helps everyone in the organization.
As part of the process, learn more about
how you can help your employees increase
efficiency by more effective-goal setting to
increase productivity and engagement.
Looking for more up to the minute articles? Check out
paychex.com/worx today! For specialized NAPAA
member benefits on payroll and HR, contact Paychex
at 844-846-7827 and mention code 5699. Paychex, Inc. is a national provider of cost-effective payroll and HR services trusted by more than 600,000
businesses. NAPAA members save 25% on Paychex
payroll processing and 15% on HR setup fees. For
more information, visit www.paychex.com/allstate.
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Public Adjusters: What You Should Know
Lezlee Liljenberg

ance companies but act more as consultants.
Independent insurance adjusters are usually
hired on an as-needed basis because of a
surge in demand or for specific expertise.

As an agency owner I was unfamiliar with
the role of a Public Adjuster, what they did
and their purpose in the insurance equation.
Upon selling my agencies, I was approached
by a company to consider assisting them as a
Public Adjuster.
All of these years as an Allstate agent I
was told to “steer clear” of public adjusters. Just like we have been told NAPAA was
negative and as soon as the customer used
the word “attorney” we needed to RUN the
other direction.
But now I was curious about this whole
world of public adjusting. I started studying,
took the exam and began learning about
an entirely different view of the insurance
world and decided it would be fun to share
this newfound knowledge.
First let’s start with the definition of
a Public Adjuster.
A public adjuster is a professional claims
handler/claims adjuster who advocates for
the insured/policyholder in assisting and negotiating that insured’s insurance claim.
What does a Public Adjuster do for
the policyholder?
Public insurance adjusters are experts in
the details and language of insurance poli-
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cies, as well as filing and adjusting claims.
The majority of the time they have past
experience in construction or other related
fields. They use sophisticated software to
perform an independent evaluation of the
client’s loss.
What is the role of a Public Adjuster?
The public adjuster’s main responsibilities
are to:
Evaluate existing insurance policies and
assist in determining what coverage may be
applicable to a claim. They also research,
detail, and substantiate damage to buildings
and contents and any additional expenses.
They can help the consumer file the claim
and help them through the claims process.
What is the difference between Public vs
Company and Independent Adjusters?
Public adjusters are one of the three main
categories of insurance adjusters, and each
are employed differently.
Public adjusters are hired by the policyholder or insured. They represent only the
policyholder.
Company insurance adjusters are employed by carriers and sent to evaluate claims
filed by their company’s policyholders.
Independent adjusters also work for insur-

How are Public Adjusters compensated?
Public adjusters are compensated with a
percentage of the payable loss that they are
able to secure for their clients. The percentage can vary depending on the complexity
of the claim. Often, they are retained in
claims involving business interruption (BI),
which involve special expertise in the areas
of accounting and insurance coverage analysis. They don’t get paid unless they are successful in assisting the insured.
Typically, a public adjuster will charge
a percentage of whatever a policyholder’s
insurance carrier ultimately pays for a
claim. For example, a policyholder hires
an adjuster with a 10% fee and their insurance company ultimately pays $100,000 for
their claim. The policyholder would then
owe the public adjuster $10,000. These fees
are regulated by the states and vary across
the country.
Why do people hire a Public Adjuster?
Individuals and businesses hire public insurance adjusters when they need assistance
filing a claim or feel a claim amount offered
by an insurance company is incorrect. Claims
for flood, fire, smoke, wind and hurricane
damage, and numerous other perils can be
filed and negotiated by public adjusters.
Why and when might you tell an
insured to contact a Public Adjuster?
We have all had those customers who
feel they are not being treated fairly by the
claims adjuster. Happens every day! By the
customer hiring a public adjuster, you and
the customer can gain an advocate who will
help the customer understand the situation
better. There is no need to take the presence of a public adjuster personally. Good
ones are actually a valuable resource. Just
because the customer hires a public adjuster does not mean that you are out of
the loop. You, as the agent, will still provide
them with exceptional service and continue
a supporting role during the process.
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Which takes us to my last point.
Should the circumstance arise that you see
the need to recommend the customer contact
a public adjuster (PA) here are a few key pieces of advice that you can share with them:
1. Make sure the PA is licensed. They
should not be practicing without a license,
and it is against the law.
2. Have them ask for a referral from an
acquaintance. If they don’t know anyone in
this situation then ask the PA for references.
3. Have them take into consideration the
severity and the complication of the loss. If it
is a minor amount of money many public adjusters cannot afford to take on the claim. Tell
the customer to ask the PA what their level of
experience and area of expertise entails.
4. A public adjuster should never ask for
money upfront.
5. They should also never make guarantees.
Like any industry there are ethical and highly competent public adjusters and then there
are those who are not, so knowing a great
Public Adjuster can only help you and your
customer. They can be a wonderful resource
of information that you may not be obtaining
from the carrier. As agents are more limited
with interaction and being provided assistance

from the companies and carriers they represent, it might behoove agents to understand
more about public adjusters. Become more
proficient in your understanding of how they
can help smooth the way for your agency, staff
and insureds during a claim.
Let’s face it—chat is not going to get you
where you need to be in making a difference
with your policyholders. Public Adjusters
are live human beings who want to help the
insured and the agent in any way possible.

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 witness involving court cases throughout the country.
The opportunity to be 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.

Join us on the
ALL AGENTS PAGE!
PAGE!

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

HAVE YOUR VOICE HEARD
AND GET THE LATEST NEWS!
https://www.facebook.com/groups/304988616263352/
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To Sell or Not to Sell:
That Is the Question
Scott Stars, Oak Street Funding
Business has peaked. The selling
price of agencies is at a record high, so perhaps the agency might be worth more now
than it ever will be. Unfortunately, no one
has a crystal ball and can tell what will happen to agency values in 2022 and beyond.
Agents who have a goal to scale their business by locking in a large book of business
by year end 2022 may highly value your
agency.

Why wait to sell?

Maybe you’ve thought about it but haven’t
said the words out loud. Should I sell my
agency? As an experienced lender to insurance agents, we ask a lot of questions when
we hear customers utter these words: Why
now? What are the reasons to sell? Would
there be advantages to keeping the business
five to ten more years? Ultimately every situation is different, and it’s a business decision
only you can make after careful thought and
preparation.

Why sell now?

It’s time to retire. The most obvious reason an owner considers selling a business is
that they’re on the horizon of retirement.
They see it coming, and it’s time to start
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planning. COVID-19 has resulted in more
Americans making the decision to retire.
According to the Pew Research Center, in
regard to specific age groups, in the third
quarter of 2021, 66.9% of 65- to 74-yearolds were retired, compared with 64.0% in
the same quarter of 2019.
Struggling to write business. We hear
from owners who have struggled the last few
years to write new business that generates their
typical cash flow and subsequent income. The
sales pipeline must stay full to continue generating the same (or increased) cash flow every
month this year and beyond. No one has 100%
retention, so owners would have to plan additional sales for natural attrition, too. That means
aggressive and consistent sales and marketing.

There is no succession plan in place. If
you do not have a good succession plan, now
might not be the time to sell. Having a sound
succession plan in place delivers a smooth
transition. Strategically think about who
will succeed you. Perhaps a family member
would make a good successor, or another
agency owner comes to mind. Carefully
plan the timeline, buyout terms, and communication to staff, clients, and vendors.
Not attractively positioned in the market. Some owners strategically position
their agencies for future qualified buyers,
who will make acquisitions for growth. If
you are not of retirement age and are hitting all the required sales metrics, why not
continue to scale and grow to become attractive to other owners? Keep in mind,
organic growth and strategically positioning your agency takes time, patience, and
cash, but the payoff could be worth it in the
long run. One example of how to position
a company is an acqui-hire model. If your
business has a fantastic culture and team,
establishing this niche could prove beneficial to a sale.
Return on your investment. Owners put
time, thought, and energy into growing their
businesses. Could the agency be worth more
down the road? As said before, no one has
a crystal ball to predict what will happen to
agency values in the next five to ten years.
We can only use data and facts. An Allstate
Agency Value index shows a slight dip in values during the 2008 recession with increasing values through 2017.
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Acqui-hire

Acqui-hire is beneficial for companies
struggling to increase their talent pool
through traditional hiring methods. It has
many components a business owner considers, including culture, financing, and office
culture. In this type of acquisition, employees are the most important asset and stand
to be taken care of when you exit the business. If your agency has a fantastic work
culture and team, consider positioning your
future sale as an acqui-hire.
Payments: Acqui-hire transactions can
be of stock and assets. The type of transaction benefits the buyer and seller differently.
The ideal balance to an acqui-hire structure includes payments that benefit the
seller and incentivize employees to remain
with the organization.
Preferably, the seller’s employee compensation is classified as a capital gain, which
has a lower tax rate than income compensation. Currently, the top income tax rate is
37%, while the highest capital gains rate is
20%. However, if the price is recognized as
income, the buyer gets immediate deduct-
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ibility. Negotiating payments is an art, not
a science, and the buyer and seller must
agree to a balance.
Golden Parachute Payments: Payments
to certain employees may be subject to
“golden parachute” rules found in the Internal Revenue Code section 280G. The
portion of any payment equal to or greater
than three times the employee’s average
salary is subject to a 20% federal excise tax
and cannot be deducted by the acquiring
company. Congress enacted this provision
in 1984 to discourage executives from accepting acquisition offers for personal gain
that may not be in the best interest of their
business or employees.
Legal Considerations: There are specific legal considerations that relate to an
acqui-hire. In most cases, the buyer only
wants the employees and may sign a release
agreement to hire the seller’s employees after the deal. There also may be covenants
required for those employees and the selling company’s intellectual property. In addition, there are legal considerations for
any employees who will not be continuing
with the buyer.
Non-Compete/Non-Solicit: In several
states, such as California, North Dakota,
Oklahoma, and the District of Columbia,
non-compete agreements are generally
unenforceable. One exception, however,
relates to the sale of a business. Business
owners should consult with legal counsel
early in the process to draft enforceable
non-compete and non-solicitation agreements for employees, which include nohire and confidentiality provisions. These
agreements are important to ensure the
employees understand what they are allowed to share with the buyer. Employees
not continuing with the buyer should also

be required to sign some form of non-compete and non-solicit forms to protect the
selling organization from the loss of intellectual property or clients.
Contracts: An acqui-hire may include
retention contracts for the new employees to ensure they stay through the transition period. A 2020 study found 47% of
key employees left within one year after
an acqui-hire. Without these contracts,
some employees may take their bonuses
and leave at great expense to the acquiring company. Contracts can include incentive payments for employees who stay for
certain periods of time or achieve certain
milestones. These payments may be classified differently than standard income and
therefore fall under different tax rules.
There are many factors to consider during the aqui-hire process. Business owners
looking to use this strategy should consult
with tax and legal counsel early in the process to ensure a smooth transaction. A successful acqui-hire is possible with adequate
planning and benefits both the buyer and
seller and their employees.
Scott Stars is vice president of strategic markets
at Oak Street Funding. For over a decade he has
successfully helped to develop and support growth
strategies for insurance businesses, that include providing over $120 million in loans for acquisition,
succession, debt restructure and working capital
to agents nationwide. He can be reached at scott.
stars@oakstreetfunding.com.
Oak Street Funding® has been helping insurance
agencies nationwide since 2003 with loans for acquisitions, succession, working capital, and debt restructure. To learn more, visit www.oakstreetfunding.
com, email osf@oakstreetfunding.com or call 866625-3863.
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Hourly Workers Say Benefits
Are Just as Valuable as Compensation
for Employee Retention
CareerPlug
Though the last couple of years were
stressful for most, if anything good came out
of the pandemic era, it’s that employees of
all industries began reevaluating their employers and their relationship to work.
For the first time in a long time (or possibly ever!) employees realized that the power
was in their hands to demand more from
their employers.
They began to take stock and reprioritize
what was most important. Many people left
their jobs — 47.4 million people in 2021 to
be exact. And though there are many different
reasons why workers quit, one thing is certain:
Employers must step up and take the necessary action to retain their team.
There are many things that employers can do
to meet the needs of their employees, and offering the right benefits is a big one. But are the right
benefits actually better than higher pay? Let’s
discuss how benefits compare to compensation
when it comes to employee retention and which
ones are the most important to employees.

Benefits are just as valuable as
compensation

When thinking about retention, raising
compensation is a logical first step. In a recent
survey of hourly workers, we found that 55%
of all employees are currently seeking or will
be seeking new employment in order to get a
pay increase in 2022, and 64% of those workers seeking an opportunity for a pay raise said
they would stay at their current job if their
employer gave them the compensation they
were looking for.
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If offering raises isn’t an option for your
business right now, what else can you do to
keep your employees around?
We have good news! 66% of those employees said that they would stay at their
current job if their employer offered additional benefits instead of a pay increase.
This means that when it comes to employee
retention, benefits can be just as important
as compensation.
We asked the employees in our survey to
rate which benefits they would be most likely
to accept over increased compensation. The
table below shows what they had to say.

What benefits do employees
want?

Health insurance
Though it’s not possible for every business, offering health insurance can lessen
the financial burden on your employees and

make medical care more accessible. This
can help you attract new talent and retain
the current members of your team.
Depending on your industry, offering
health insurance may have an even bigger
impact on employee retention. Here are
some of the industries that would most likely
accept health insurance over a pay increase
from their employer.
•	
38% in the automotive industry said
they would accept health insurance over
a pay raise.
• 50% in education and childcare
•	58% in hospitality, entertainment, and
recreation
More paid time off
More paid time off (PTO) is a fairly easy
way to show employees that you’re committed
to keeping them around. At CareerPlug, we
offer unlimited PTO which has been a great
benefit for our employees. Our Senior Director of People, Natalie Morgan says it best:
“At CareerPlug, we want our people
to know that we trust them and we value
their whole life, not just when they show
up to work. Offering unlimited PTO puts
the focus on results, rather than time spent
at work, and gives employees the flexibility
to take time off when they need it without
calculating in their head how much time
they can use and what they’ll have to save
for later. Sometimes you need the afternoon
to get your car fixed or attend an event at
your child’s school and you shouldn’t have to
weigh that against saving a day if you might
get sick later in the year. It’s ultimately about
trust and if you don’t have that with your
employees you have a different problem to
address than PTO.”
Is it possible to give employees additional
PTO to use as they please? How about some
extra holidays or allowing them to take their
birthdays off? This time can be really valuable
and have a positive impact on your employees’
work/life balance. This will ultimately lead to
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same. In our survey, 44% in the insurance
and financial services industry said that flexible or remote working options was the benefit they would be most likely to accept over
increased compensation.
With many companies returning to the
office, a lot of workers are leaving their jobs
for companies that have adopted remote
working options. This means that not only
can offering remote work keep your current
employees around, it can also help you stand
out to job seekers and attract more applicants to your open roles.

more satisfied and productive employees and
can even prevent employee burnout.

tant benefit current employees would accept
over an increase in pay.

Professional development opportunities
Professional development opportunities
also ranked as an important benefit that job
seekers would accept over compensation.
Other data backs this up: A 2021 Gallup
survey found that 87% of millennials prioritize professional growth and development
opportunities in the workplace.
One way we support employee development at CareerPlug is by using “Growth
Plans” that employees work through with
their manager. These plans include goals
and skills that employees would like to learn.
Managers then work with employees to create an actionable plan to reach these goals.
We created a Growth Plan template that you
can use to support employee development.
You might also consider providing a professional development stipend that allows
employees to purchase books and classes or
attend trainings on the company dime.

Fitness or healthy lifestyle incentives
The employees in our survey also said that
fitness or healthy lifestyle incentives would be
an acceptable benefit instead of a pay increase.
One way you might do this is to offer wellness days in addition to vacation or sick time
and encourage employees to take time off
for things like massages, hikes, retreats, etc.
Some businesses also provide employees
with a stipend to spend on local fitness classes or gym memberships. You might consider
bringing classes to your employees and offer
monthly yoga or meditation sessions either
in person or over Zoom.

Retirement plans
Just over a third of Americans said that
they’ve never had a retirement account and
fewer than one in three American workers
reported being on track or ahead of their
retirement plan.
Just as offering health insurance can
lessen the financial burden on your employees, offering retirement plans can also set
employees up for retirement and a brighter
financial future. Employee sponsored retirement plans are a big point of consideration
for many job seekers when evaluating a job
opportunity and also seems to be an impor-
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Childcare benefits
Many full-time employees struggle with
balancing childcare with work. This disproportionately affects women who often carry
the heavy burden of childcare and other
household responsibilities. In 2020, 3.5 million mothers living with school-age children
left active work, and these numbers have not
improved much over the last couple of years.
Assistance in paying for childcare or even
offering on-site childcare can set you apart
as an employer and make you an easier place
to work for women with school age children.
Flexible or remote working options
Flexibility and the option to work from
home have become hugely popular benefits.
One survey by FlexJobs found that 70% of
millennials have left or considered leaving a
job because it lacked flexible work options,
and about half of older workers report the

Tuition reimbursement
If feasible for your business, tuition assistance or reimbursement can be a great way
to retain your employees and invest in their
career. Employees that feel genuinely valued
are more likely to stay loyal to your business
and will have increased knowledge and skills
to help it grow.
Oftentimes, companies that offer tuition
reimbursement require participating employees to sign a contract to stay employed
by them for a certain amount of time with
stipulations if they decide to leave.
Even if an employee does leave for a new
opportunity, you can rest assured that they
will have positive things to say about your
employer brand and the big impact that
your company made on their career. This
encourages other high performers to apply
to your team.

To sum it up

The right compensation is clearly an important part of being a great place to work.
You may consider using the compensation
calculator on Indeed to be sure that you are
offering comparable compensation. If you
are, your next step should be to incorporate
some of the benefits listed above.
In an economy where job seekers and employees have more power than ever, offering
competitive benefits can be a powerful way
to attract new talent and keep the right people on your team.

Next steps

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!
Every 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/.
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Goodbye, Good Hands
Planning Your Future Post-Allstate
Dirk Beamer

This is a reprint from January 2021. I feel it is
worth revisiting.
-Ted Paris, NAPAA Executive Director
Tom Wilson did not ask me to write this
article. But I suspect he will be glad I did.
Mr. Wilson’s Allstate has, in my opinion,
made abundantly clear that it is looking to
move to a new distribution model that does
not involve the traditional Allstate Agent.
Every new Allstate initiative makes the agency model less attractive for serious independent contractors and entrepreneurs. Your
decision as an Allstate Agent is whether you
will manage your exit or go down with the
ship. I do not say that lightly or with pleasure. I have enjoyed working with hundreds
of agency owners these past twenty years,
and I am sad to anticipate a change on the
rapidly approaching horizon. I always strive
to be honest with folks I speak with, and that
is what compels me to share this article. My
goal is to make sure you understand your
options and your limitations so you can plan
the best future for your agency, your staff,
your family, and you.

We Signed a Contract, Right?!

You did sign a contract … of sorts. It is
the most one-sided contract in the history
of the civilized world and is even so bold to
claim that one party (Allstate) can change
the contract anytime it wants to, while the
other party (you), are stuck with that future
change. I still hold out hope that more courts
of law will (as only a few have) call out the
illogic and inequity in this situation. In the
meantime, agency owners need to plan with
eyes wide open.
The R3001 agreement lays out two types
of termination: 1) without cause on ninety
days’ notice; and 2) with cause immediately.
For years, pro-agent supporters have argued
the unfairness of the ninety-day termination
provision. How can Allstate peddle the message that agents “own” their own business
where in reality Allstate can take it all away
in a ninety-day window? Incredibly, this past
year, Allstate has doubled down. Apparently
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too greedy to give the terminated agent a
final ninety days of commission income, Allstate has ratcheted up “for cause” terminations, working aggressively to find excuses to
terminate agencies immediately. If you have
not heard the stories by now, you have not
been listening. Like totalitarian governments
depicted in Cold War movies, Allstate sends
out its “investigators” … not really to find
serious problems … but to find the excuse
to terminate a contract immediately. Longterm agent? No matter. Profitable book of
business? We will take it. First (and exceedingly minor) offense? Too bad for you.
If you do not know it already, you need
to acknowledge that your business partner
seems to be actively looking for an excuse to
terminate its relationship with you as soon as
possible. Evidence suggests that it will pinch
every penny in the process.

Oh, About Last Year’s Bonus?
We’ll Take That

Why the push to terminate agency owners for cause? Money, I assume. Not content
to take away the 90-day income stream between notice and termination, Allstate has
slipped a special farewell gift into its “make
it as we go” contract. Specifically, thanks
to a 2019 change to the Manual, agents
terminated for cause must forfeit (or, better said, pay back) any bonus earned since
2019 … regardless of whether the “cause”
harmed Allstate in any way. Allstate has
effectively incentivized its internal hound
dogs to find any plausible “cause” to terminate an agent. “But why would they use
an insignificant, predictable mistake to terminate a long-term, highly profitable and
loyal agency owner?” Please refer to my
opening premise and try to soak in the fact
that Allstate wants Flo and the gecko … it
does not think the agency owner is worth
his or her commission.

What Does This All Mean for
Me?

That is a lot to unpack. But from my perspective, if you are not acknowledging the

reality that Allstate’s future does not include
you, you are kidding yourself. You need to
determine your path forward. Can you survive between now and your preferred exit
date? Maybe. If that is your plan, implement a strategy to clear the production
hurdles Allstate throws your way and bolster
your compliance checks so that you do not
become the next easy excuse for Allstate to
add another head to the pikes.
If you want to get out ahead of the crowd,
you need to be mindful of your commitments not to compete with Allstate for one
year within a one-mile radius of your Allstate Agency location(s) and not to solicit
your Allstate book of business in that same
one-year window. Do not forget your commitment not to use what Allstate deems its
confidential information (i.e., customer lists)
during and after the one-year non-compete.
Take stock of how Allstate’s recent changes have impacted the market for books of
business. For all the reasons you might consider getting out, lots of would-be buyers
are deciding not to get in. Making matters
worse, Allstate continues to push the limits
of its authority to approve a qualified buyer.
Given that Allstate does not seem to want
agents in the first place, it is no surprise that
it makes it so difficult to approve a buyer
willing to pay what would appear to be market price. If you can find a buyer, and your
target exit is on the short-term horizon, do
not dicker yourself out of an exit plan. By
the same token, if you contemplate a sale
that involves significant long-term seller
financing, be aware that your buyer’s longterm prospects are not certain.

Words of Hope?

As it has since its inception, NAPAA continues to explore each and every option to
fight for the Allstate Agency owner. Any
hope of preserving some semblance of the
historic model rests with NAPAA and the
support of members and non-members
alike. Hope for the best (and donate the
resources to support it), while planning for
Allstate’s preferred evacuation plan.
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Insurance
Industry
Expertise
FROM A TOP 5 NATIONWIDE
SBA PREFERRED LENDER*
Whether you’re looking to acquire
another insurance agency, upgrade
technology or refinance debt, we
understand the insurance industry
and know how to underwrite an
agent’s cash flow-based business.
Contact us today to learn how we can
provide financing to upgrade your
operations today for future growth!
David Wolak
(847) 805-7050

Michael Adams
(847) 805-9532

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

bylinebank.com/insurance-group-lending

©2021 Byline Bank. All rights reserved. Member FDIC. *Ranked by the U.S. Small Business Administration by volume FY2021.
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ARIZONA

CALIFORNIA

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
NAPAA Member: Yes
Est. 1973, Original agent HOF Member, 2nd Gen. Owner. Retention 90%,
Auto 12MM L/R 37%, Total P/C
12MML/R 30%. LSP 20 years Exp.
Located right on the border of N. Los Angeles County and Ventura County. WLV is a
great Area and has low rent costs.

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
NAPAA Member: Yes
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 Allstateapproved lender) has already approved up to
$615,000 for a qualified buyer! PPC Loan
underwriter stated, “this is a great agency
to purchase!”

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
NAPAA Member: Yes
60+year award-winning established agency.
Longstanding loss ratios below 40%, high
retention rates, and cross-sales. Beautiful
and inexpensive office location in a vibrant
downtown location. Rare and very unique
opportunity to own a thriving business in a
highly desirable mountain town. Mild seasons and natural beauty make for extensive
outdoor living, with activities like skiing,
hiking, biking, and dining. Town boasts a
diverse population, a major university, and a
vibrant arts community.

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
NAPAA Member: Yes
Family-owned, second-generation, agency
consisting of a preferred auto/homeowner
customer base with high retention and loyal
customer base. Agency is nestled at the base
of the Santa Monica mountains. A well-diversified book of business with the potential
to increase revenues through new, renewal
and brokered commissions in an exceedingly
desirable neighborhood. A complete operation
with tenured staff, significant bonus opportunity and undeniable earning potential.

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
NAPAA Member: Yes
Time to retire. 24 yr agent in the same location for 20 yrs. 1000 sq ft suite in a prime
location. Building located on the main street
through town. 2 licensed support staff. One
is bilingual.

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
NAPAA Member: Yes
Turnkey office, ECP eligible, 2 yrs left on an
office lease, Loss Ratio 50%, 88% retention. Please do not call the office for details,
I may be reached at 760-989-9922 or via
email: aracelib@allstate.com for additional
information. Thank you!

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
NAPAA Member: Yes
Career agent with 32 years of experience
and 21 years with Allstate ready to retire.
Longstanding agency with that as low loss
ratio and very high retention. Kingman is
growing on a daily basis with endless possibilities for a new business. Office central is
located across the street from the post office.
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
NAPAA Member: Yes
$5.3M Allstate book of business in Maricopa County, AZ. Good loss ratio and retention. Full staff. Call SAMM today for nda
and more info: 855-306-8627
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San Diego
Allstate Agency
858.675.2200
mikennay1@gmail.com
Asking Price: $400,000/OBO Negotiable
PIF: 1160 Premium: $1,703,566
NAPAA Member: Yes
Simi Valley
Robert Ives
805.657.5142
xtree23@aol.com
Asking Price: TBD
PIF: 1723 Premium: $2,100,00
Number of Staff: 1 (18 Years)
Number of Licensed Staff: 1
NAPAA Member: No
Loss Ratio 32.71%, Retention 90%.
100,000Broker Business – McGraw
Ins. Office 1,000 SQFT – 3 offices, $1066 a month. Lease Expires
3/1/22. Time to retire. 22 years in
the same location. Loyal customer
base. Reports available upon request.
Furniture Available.

COLORADO

Aurora
Allstate Agency
720.902.5200
Email: GChitwood@g-Forceac.com
Asking Price: $860,000
PIF: 1600 Premium: $3,375,928
Number of Staff: 1.5
Number of Licensed Staff: 1.5
NAPAA Member: No
Established $3.4 million earned premium
agency. Highly desirable location in Arapahoe County.
Denver
Insure All Financial Services
Inc, dba Charlotte Gonzales
720.353.8402
Cgonzales@allstate.com
Asking Price: $458,000
PIF: 1325 Premium: $1,850,000
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: Yes
Denver
Allstate Agency
720.779.1500
GChitwood@G-Forceac.com
Asking Price: $825,000
Premium: $3.4M
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: Yes
Award-winning $3.4 million earned
premium agency.
Licensed and trained staff are willing to stay
on with the new owner.
Firestone
Hajek Insurance Group
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $800,000
PIF: 1606 Premium: $2,900,000
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: No

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
NAPAA Member: Yes
7+ years established agency with 3 experienced staff who are familiar with the customers and books.

DELAWARE

Seaford
DeSanctis Ins. Agency, LLC
302.632.7024
docdkt@hotmail.com
Asking Price: $419,000 / OBO
PIF: 1627 | Premium: $$2,446,000
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: Yes
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

Spring Hill
Veres Insurance
727.967.3438
Billveres@allstate.com
Asking Price: $546,000 Price Reduction
Premium: $2,800,000
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: No
Two employees with 21 years of experience.
20 years at the same main street location.
Agent retiring. Retention 88%. Agency
poised for growth.
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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
NAPAA Member: Yes
Established 32-year agency in the beautiful
community of Stuart on Florida’s Treasure
Cost
Stuart
Gambale Insurance Group,
Inc.
561.352.5869
patrickgambale@allstate.com
PIF: 4600 Allstate 12000 Brokered
Asking Price: $9.2 Million
Premium: 20 Million+8.6 Allstate 12
Million+ Brokered
Number of Staff: 8
Number of Licensed Staff: 8
NAPAA Member: No
Rare large agency for sale in desirable area,
13 year agency. Consistently top agency in
state and country in 2020 in writing new
business Ivantage. 86% retention

GEORGIA

Atlanta
SAMM Business Marketing –
S Atlanta, GA
678.223.7397
nicole@sammconsulting.com
Asking Price: $620,000
PIF: 1563 Premium: 2,550,000
Number of Staff: 2
Number of Licensed Staff: 3
NAPAA Member: No
$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: 678223-7397
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
NAPAA Member: Yes
Good cash flow. Great cross-sell opportunities. Ultra-low loss ratio.
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HAWAII

Chicago
Sanfatello Insurance Agency,
LLC
312.575.0086
rsanfratello@allstate.com
Asking Price: $325,000 – Seller Financing would be considered
PIF: 1,130 | Premium: $1,050,000
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: Yes
Fast-growing Allstate agency for sale. Inner Circle Elite (2016,2019) Circle of
Champions (2016,2019), National Conference (2016,2019), Agency Achievement Award-2nd Place Silver (Growing
to Scale-2015), and Honor Ring (20162020) award-winning Agency. The sale
is just for the book of business. Low rent
and relatively new build-out. The buyer has
the option to keep office space or pick a new
location with Management approval. Additionally, the Buyer has an option to combine
with existing books on the Northside of Chicago or Evanston, IL with approval from
Management.

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
NAPAA Member: Yes
Established Agency for over 45 years with
great cash flow. Retention 94.5% Loss Ratio 43% Past 10 years earned Chairman’s,
Leaders Forum, National, and Honor Ring
awards several times. Agent retiring. Reply
to ad by email only and you will be contacted within 24 hours.

ILLINOIS

Aurora (Western Suburbs of
Chicago)
Harvey A Goodwin
630.404.7077
harveyg414@aol.com
PIF: 1858 | Asking Price: 2x TPP
Premium: $2,647,000
NAPAA Member: Yes
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
NAPAA Member: Yes
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 owner) Owner willing to stay through transition.
Chicago
The Viola Agency
773-835-6700 or 773.745.6700
jerryviola@allstate.com
Asking Price: $330,000
PIF: 1,321 | Premium: $1,987,000
Number of Staff: 2
Number of Licensed Staff: 1
NAPAA Member: No
Thirty-Five-year agent ready to retire, low
overhead (Elmwood Park/Chicago Area).
Easy access for clients drive up and great
parking. Loss ratio 43%, retention 88.7 %.
The agent is willing to stay for the buyer
while in transition.

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. Great location.
Award-winning agency (Circle of Champions and Honor Ring). Reply to ad by
email only.
Kenilworth
Robert Josellis
847.922.4056
josellisrobert@gmail.com
Asking Price: $375,000.00
Premium: $2,284,073.00
NAPAA Member: No
24-year agent. Very low overhead. Great
location. 16.12% loss ratio. 89.8 retention.
Lockport
Gamache Insurance Group
LLC
630.715.5794
claudia@gamacheinsurance.com
Asking Price: $300,000.00
PIF: 1309 Premium: $1,595,000.00
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: Yes
17 year Allstate Agent ready to retire. Agent
owns the current location with 7 workstations, park like setting, plenty of parking,
condo is also for sale or lease. Retention
90% L/R 35%

Agencies for Sale
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
NAPAA Member: Yes
Evansville: $5.1 million 4,400 PIF
90% retention
South Bend: $3 million 2,600 PIF
91% retention
Carmel: $1.7 million 1,200 PIF 88%
retention
Each sold separately.
Lafayette
Kevin Crook Agency
574.721.5953
Asking Price: $260,000
PIF: 821 Premium: $1.1 Million
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: No
ECP agency motivated sellers several laptops and desks with purchase.

IOWA

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
NAPAA Member: Yes
18-year agent, 40+ year old agency. Loss
Ratio 33%. All furniture and equipment
included. Willing to negotiate price.

KENTUCKY

Alexandria
Ellison Agency, LLC
859.468.7027
mark.ellison24@aol.com
Asking Price: $285,000
Premium: $$1,330,000
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: No
Well-established 30-year-old agency with
great retention at 90% and loss ratio at
35%, with an ideal location. Sells in three
states.
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Crescent Springs
Ballard & Associates, LLC
859.341.3790
jenniballard@allstate.com
Asking Price: $330,000
PIF: 1178 Premium: $1,518,440
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: Yes
The purchased agency is 2002. Retention
91.52%. Loss Ratio 28%. Great book of
business.

MARYLAND

Bowie
Fisher Associates
301.502.8673
fisherllc@aol.com
Asking Price: Negotiable
PIF: 2626 Premium: $4,500,000
Number of Staff: 3
Number of Licensed Staff: 3
NAPAA Member: Yes
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
NAPAA Member: Yes
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
NAPAA Member: Yes
LR 40.8%, Retention 88.7%. High traffic location. Agent will stay on as LSP.
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MASSACHUSETTS

Attleboro
Terri Allegrucci Agency
860.331.3981
terriallegrucci@gmail.com
Asking Price: $1,100,000
PIF: 3,000 | Premium: $4,400,000
Number of Staff: 3
Number of Licensed Staff: 3
NAPAA Member: Yes
Agency originated as two scratch agencies
in October 2015 (pre ECP). Currently
housed in one location waiting for merger
1/1/2022. Possibility of selling each
agency separately to two Allstate Agents, if
approved. Agency is $4,400,000 combined
Written Premium, currently an Elite Agency
Tier. Additional $150,000 in Ivantage
and $2,000,000 in seeded/CIC assigned
accounts (not included in the $4,400,000
Written Premium). Retention 87% and LR
42%. Also has the advantage of binding
authority in MA, RI, and CT with policies
written in all 3 states. Agency Achievement
award 2019, Perennial Inner Circle winner
since agency inception. Agency is located on
a busy street in the professional plaza with a
current lease of month to month. The owner
is retiring.
Attleboro
Allegrucci Agency, LLC
720.779.1500
GChitwood@G-Forceac.com
Asking Price: $985,000
PIF: 3,051 | Premium: $4,400,000
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: Yes
Are you looking for a turn-key business opportunity with excellent growth potential,
located in the highly desired state of Massachusetts? This established $4,400,000
premium agency is in Attleboro, Massachusetts, where Allstate Insurance has low
market share and are looking to grow! This
agency has the unique ability to write business 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 approximately $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!

Agencies for Sale
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
NAPAA Member: Yes
Great opportunity to take over a turnkey
agency! Consistent renewal revenue stream
while you harness the current operational
capability for continued strong 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
Telephone: 573.999.3893
lynnwobig@gmail.com
PIF: 1694 | Asking Price: $725,000
Premium: $2,300,000
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: Yes
Long-time agent retiring. Excellent location
in the downtown area with great parking!
St. Louis
Sanders Agency
Telephone: 314 496.745
ryansanders@allstate.com
PIF: 1224| Asking Price: negotiable
Premium: $1,917,037
Number of Staff: 0
Number of Licensed Staff: 0
NAPAA Member: No
Buyer will receive full support and assistance from seller. Please don’t hesitate to call
or text with any questions.

MONTANA

Bozeman
Allstate Agency
720.902.5200
GChitwood@G-Forceac.com
Asking Price: $960,000
Premium: $3.4
Number of Staff: 1.5
Number of Licensed Staff: 1
NAPAA Member: Yes
Award-winning $3.4 million earned premium agency. Experienced, licensed, and
trained staff are willing to stay on with the
new owner.

Agencies for Sale
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
NAPAA Member: Yes
This book has been in Missoula since
1963. Very loyal customer base and only 1
other Allstate agent in Missoula.

NEVADA

Las Vegas
Cox Family Insurance
702.778.2222
garycox@allstate.com
Asking Price: $331,663
PIF: 1209 | Premium: $1,489,931
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: No
Agency is located in a busy building with
good foot traffic in one of the most rapidly
developing upscale areas of Las Vegas.
Home to many Golden Knights and LV
Raiders.

NEW HAMPSHIRE

Windham
Hunter Insurance Agency
702.461.9617
nmartel@allstate.com
Asking Price: $330,000
Premium: $1.2 Million
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: No
This agency comes with an Enhanced Compensation Program which is no longer available. This office is able to write in both NH
and MA.

NEW JERSEY

Hamilton
KM Zola Agency
609.575.7351
Kevinzola@allstate.com
Asking Price: $950,000
PIF: 2609 Premium: $4,211,915
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: No
21-year Agency
Retention 91.13 %
L/R 38.83
Cross Sale 57.95%
Ivantage book $201,000 in premium
Agent owns office condo. Will negotiate
lease or sale of the condo.
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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
NAPAA Member: Yes
Excellent town. 16-year agency
Retention 90.08 %
L/R 34.27 %
Cross sell 57.60 %
Allstate book $6.5 mm at 2.5x
Ivantage book $500k at 1.8x
Lender willing to go 2.5x-2.75x

NEW MEXICO

Santa Fe
Quezada Jacobs Family Agency,
LLC
505.474.4033
nedjacobs@allstate.com
Asking Price: $950,000
PIF: 2800 Premium: #3MIL
Number of Staff: 5
Number of Licensed Staff: 4
NAPAA Member: Yes
High profile agency with major commitments to the community. Premiere level.

NEW YORK

East Setauket
William I Goble
631.655.9028
williamgoble@allstate.com
Asking Price: $330,000
PIF: 808 | Premium: $1,650,000
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: Yes
90. retention rate 64.37 multiline 85000
in brokered business – including flood agent
will finance 34-year plus, wants to retire
Greenlawn
RM Szabo Agency
631.553.1322
Rmszabo13@gmail.com
Asking Price: $510,000
PIF: 1,039 | Premium: $2,008,000
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: Yes
35 Year agent, Retention 94.03, Loss Ratio
32.67, Consistently earn bonuses.
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Hampton Bays
Ken Pagano Agency, Inc.
631.566.7839
kenpaganoagency@gmail.com
Asking Price: $925,000
PIF: 1760 | Premium: $4,000,000
including Ivantage
NAPAA Member: Yes
Loss Ratio 33%, Retention 91.4%,
Life PIF 240+
Multiple Bonus and Award-Winning
Agency retiring after 32 years.

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

Concord
Allstate Insurance Agency
Concord 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%.

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
NAPAA Member: Yes
Ready to move on after investing over ten
years in agency. Retention over 90%. 33%
Loss Ratio. Great location in beautiful Katonah.
Lawrenceville
Steven Lambusta Agency LLC
732.232.1774
slambusta@comcast.net
Asking Price: $595,000
PIF: 1800 Premium: $3,000,000
Number of Staff: 2
Number of Licensed Staff: 1
NAPAA Member: Yes
Lost Ratio 39%, Retention 90%
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
NAPAA Member: Yes
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
NAPAA Member: Yes

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
NAPAA Member: Yes

Valhalla
Valhalla Agency
Valagen@yahoo.com
Asking Price: Negotiable
Premium: $3,700,000
Number of Staff: 2
Number of Licensed Staff: 1
NAPAA Member: Yes
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
NAPAA Member: yes
Amazing Opportunity. Established and
turn-key agency available for sale in one
of the most desirable communities in North
Carolina. 89.72% Retention. 36.18%
Loss Ratio. A book of this size and quality
will not last.

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

OHIO

Amherst
The Caco Agency Ltd.
440.541.4273
scottcaco@allstate.com
Asking Price: $450,000 Negotiable
PIF: 1836 | Premium: $2,091,000
Number of Staff: 2
Number of Licensed Staff: 2
NAPAA Member: Yes
34-year 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
NAPAA Member: Yes
$686K GROSS PROFIT in 2020. 11
year established agency $5.1M earned premium, all with Allstate (no brokered). Low
rent, 4 employees with a combined 23 years’
experience. Top 1% agency in the country
9 out of 11 years. High retention, low loss
ratio. As good as it gets.
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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
NAPAA Member: Yes
2 LSP’s, Office in a busy strip mall and
can be relocated since the lease is almost up.
We have been hitting the agency bonuses for
the last 7 years. Serious buyers only. Agent
retiring.
Central Point
Martin Insurance Agency Inc
541.840.4241
davidwmartinallstate@gmail.com
Asking Price: $625,000
PIF: 2131 Premium: $2,600,000
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: No
This agency has an 89.2% retention with
a loss ratio of 49.75%. Agency has been
located on the main street through town for
the past 15 years and had the same phone
numbers for 25 years. There are no other
Allstate agencies within 5 miles. After 25
years agent is retiring. The location is owned
and can be leased or purchased on a separate
contract.

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
NAPAA Member: Yes
High visibility location on main NorthSouth artery in County. 39-year agent w
41% LR and 91.73% retention. Crosssell and ALR opportunities abound. 1600
square ft building could also be included. All
staff bi-lingual. No other Allstate agencies
to compete 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
NAPAA Member: Yes
$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

RHODE ISLAND

Providence
DeJesus Agency
401.640.0318
ednice123@gmail.com
Asking Price: $6,000,000
PIF: 15,000,000.00
Premium: $17,000,000.00
Number of Staff: 5
Number of Licensed Staff:5
NAPAA Member: No
2 locations in Rhode Island located in Newport and Providence areas. also 1 location in
Massachusetts located in the Norwood area.
Over 15k policies in force and over 17 mil
in written premium. able to sell agencies as
a package or individually.

TENNESSEE

Columbia
Mike Baltzer Agency
931.381.6800
mbaltzer@allstate.com
Asking Price: $225,000
PIF: 1,118 Premium: $1,528,323
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: Yes
I have been an agent with Allstate for 40
years and my retention ratio is 91.55%

TEXAS

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

Agencies for Sale
Austin
Holley Insurance Agency
(Allstate)
630.229.3970
justinholley@allstate.com
Asking Price: $195,000
PIF: 637| Premium: $1,101,284
Number of Staff: 3
Number of Licensed Staff: 3
Member: No
Retention over 87%, loss ratio
31.57%
Last chance to join the discontinued ECP
program. Not only do you receive renewals
and the opportunity to cross-sell with your
vested purchase, but you are able to earn uncapped, huge commissions through the ECP
program on all new business you write.
Bellaire
William Jaco
713.661.0893(office);
281.543.8441(cell)
billjaco@allstate.com
Asking Price: Best Offer
PIF: 1931 | Premium: $4,632,798
Number of Staff: 3
Number of Licensed Staff: 3
Member: Yes
I am a 35-year agent and have decided to
retire. I feel fortunate that I have been able
to grow my book of business and still have
many of my old book with my first customers and their families. My office has been
located in the same location with the same
phone number since 1990. My retention
rate is 88.39% and loss ratio of 35%,
I am also selling my non-Allstate book as
well. Please contact me for more information
and to discuss further.
College Station
Scott Leigh Agency
79.764.1500
sleigh@suddenlink.net
Asking Price: $325,000
PIF: 820 Premium: $1,660,000
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: Yes
Great location. LR: 34.76% Retention: 87.33%.
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
NAPAA Member: Yes
Established $2.3 million earned premium
agency. Highly desirable location in a growing suburb in Dallas County.

Agencies for Sale
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
NAPAA Member: Yes
The agent is retiring. Solid overall agency.
Many long-term customers. Good life penetration. Diverse book with two bilingual
staff.
Lewisville
Phoenix Protection Group
630.229.3970
monds.aaron@allstate.com
Asking Price: $550,000
PIF: 1366 | Premium: $2,172,592
Number of Staff: 3
Number of Licensed Staff: 3
NAPAA Member: No
Retention over 87%, loss ratio
31.57%
A great book of business, it has been around
for a while. Overhead is low, lease is year
to year.
Lewisville
Phoenix Protection Group
630.229.3970
monds.aaron@allstate.com
Asking Price: $195,000
PIF: 637 | Premium: $1,101,284
Number of Staff: 3
Number of Licensed Staff: 3
NAPAA Member: No
Last chance to join the discontinued ECP
program. Not only do you receive renewals
and the opportunity to cross-sell with your
vested purchase, but you are able to earn uncapped, huge commissions through the ECP
program on all new business you write.
Allstate Mega Agency
520.403.8588
kristiangose@gmail.com
Asking Price: $2,900,000
PIF: 7,800 | Premium: $9,400,000
Number of Staff: 6
Number of Licensed Staff: 6
NAPAA Member: No
30+ year seasoned Agency. 1 Location. Excellent retention.
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UTAH

Northern Utah
SAMM Business MarketingNorthern Utah
855.306.8627
mailto:nicole@sammconsulting.com
Asking Price: $750,000
PIF: 2,390 plus
Premium: $3,000,000
Number of Staff: 1
Number of Licensed Staff: 1
NAPAA Member: No
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.

Agencies for Sale

Agencies for Sale

VIRGINIA

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
NAPAA Member: Yes
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.

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

Agencies for Sale
WASHINGTON

Mukilteo
AK Financial & Insurance
Services, LLC
akfisllc@gmail.com
Asking Price: $500,000 OBO
PIF: 1580 Premium: $2,160,000
Number of Staff: 3
Number of Licensed Staff: 3
NAPAA Member: No
Quality Agency. Owner retiring to pursue
other opportunities and spend more time with
family out of state.

Become a NAPAA Member Today
NAPAA Membership is open to:
Current or Retired Allstate Insurance Agents
Agency Staff
Allstate Financial Specialists

•
•
•

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

• Licensed Staff of a current NAPAA Member
Associate Members receive: DirectExpress Weekly Newsletter; Continuing Education
Subsidy; Towing Service Discount; and Group Dental, Health, and Vision Plans
Dues may be paid annually, or monthly by automatic withdrawal (EFT) from
your checking account.

JOIN
NOW!

Learn more about benefits of NAPAA membership and join today at:
https://napaausa.org/membership/join/
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MEMBERSHIP APPLICATION
National Association of Professional Allstate Agents
110 Horizon Drive, Suite 210
Raleigh, NC 27615
Call Toll-Free: 919-573-5025
Fax: 919-459-2075
Email: membership@napaainc.org | www.NAPAAUSA.org

Demographics
Name:
Address, city, state, zip:
Primary Phone:

Email:

Agent since:

DOB
(MM/DD):

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

Referred by:

Membership Categories
Gold Membership (EA/EFS):

Annual - $375

EFT - $31/month

Super Supporter (EA/EFS):

Annual - $475

EFT - $39/month

Associate Member (LSP):

Annual - $60 (Per Staff Member)

Action Fund Donation

One Time Payment: $

EFT: $

/month

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

I have enclosed a voided check.

Check (Annual)

Please make payable to NAPAA and mail to the address above.

Authorization Signature: _______________________________________
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Date: _____________________
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The Gold Standard
by which all others are measured.
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.
There’s a reason all the others compare themselves
to SIAA, contact us today for the truth.

info@siaa.com | siaa.com

The Original–The Biggest–The Best
Alliance of Independent Insurance Agencies.
Summer 2022
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NAPAA Leadership
OFFICERS
President
Claudia Gamache
Lockport, IL
Executive Vice President
Lezlee Liljenberg
Arlington, TX
Treasurer
John Harvester
Bentonville, AR
Secretary
Michael Garofalo
Greenwich, CT
DIRECTORS
Melissa Johnson-Crowdus,
Pikeville, KY
Michael Curley, Queens, NY
Debe Campos-Fleenor, Tucson, AZ
Ray Manfredi, Springfield, VA
Javier Najera, Arlington, TX
Krish Parlikad, Whitsett, NC
Stacey Romney, Los Alamitos, CA

Exclusivefocus
National Association of
Professional Allstate Agents, Inc.

MEMBERSHIP MANAGER
Nancy Haywood

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

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

For more information, please visit
www.napaaUSA.org

EXECUTIVE DIRECTOR
Ted Paris
DIRECTOR OF
ADMINISTRATION
Lee Claassen

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.

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

COMMUNICATIONS MANAGER
Jennifer Tse
NAPAA can be reached at:
110 Horizon Drive, Suite 210
Raleigh, NC 27615
919-573-5025
919-459-2075 (fax)
www.napaausa.org/contact-napaa/
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Start a Brightway Agency

Join one of the largest privately owned
independent property/casualty insurance
distribution companies in the U.S.
• All the service and support you’re used to with no sales
quotas. Sell the products your customers need through
a variety of carriers.
• Financing options now available with deferred monthly
payments.
Download our brochure or visit
BrightwayDifference.com to learn more
about our franchise models and new
bonus commission program.

BECOME THE OWNER
OF YOUR OWN
INDEPENDENT
INSURANCE AGENCY


Are you locked with a captive and all
of the mounting restrictions?



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



Are you just tired of working for
someone else?

And many more…!!

FRANCHISE BENEFITS…


Access to competitive nationwide and regional insurance markets



Access to premier agency management system



Brand Identity



Inclusion in carrier contingency BONUS plan



Ability to sell your agency & receive FULL VALUE



Security of franchise laws to protect your investment in the agency

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

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

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

