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Integrity in all that we do

Real Integrity is doing the right thing, knowing that nobody's
going to know whether you did it or not.

Strength in our solidarity
and financial success

Honor our responsibility
to ourselves, each other,
and our customers

It takes Courage to let go of the familiar and embrace the new.
Courage to make goals,
choices and actions

Commitment is an act, not a word.

Commitment to proved
peace-of-mind and
protection

Where there is no struggle, there is not Strength.
Keep your word. Honor commitments, and they will double back
to honor you.
This is what TWFG’s “Our Policy is Caring” Means.

Today we are ranked #1 in Texas and Louisiana for Personal Lines as an Independent, Privately-owned Agency, and #8 in
the nation out of 32,387.
Truly extraordinary, and together we have reached a new milestone newly ranked #28 for all lines in the U.S. up from #32
A testament to our solidarity, strength, courage and tenacity.

We want you to choose!
Why TWFG?
We are focused on helping Agents hit their Financial Goals and reaching their full potential.
Access to Competitive Carriers.
“Leadership with actual Agency experience.”
80% Equity Interest in your Book of Business

Added Value
Acquisition Funding Opportunities for TWFG Agents for Financing and resources to help agents buy books of business.

TWFG Support
Multiple training opportunities
Internal Sales & Support Team

Contact Judy Rush at judy@twfg.com

Freedom Starts Here: www.twfg.com/freedom

YOUR LOAN EXPERIENCE
CAN BE COLD,
VANILLA AND
MASS PRODUCED.

Or not.
Unlike other lenders who are forced to work within cold constraints of rigid loan policies, Capital Resources
is all about making your loan experience personal and capital accessible. Here’s how:
Specialists in providing loans to Allstate agents for 10+ years.
Loan amortizations up to 15 years – the longest available.
No predetermined lending limit.
Fast and efficient underwriting.
Personal collateral is not required.
We look beyond just credit scores and down payment amounts.
If you’re an Allstate agent looking for capital to expand, acquire or refinance an agency, go to
go.capitalresources.com/notvanilla to get started. If you’d rather call, that’s cool too. 866-523-6641

© 2018 Capital Resources. Allstate is a trademark of Allstate Insurance Company.
CA Residents: Loans made pursuant to a Department of Corporations California Finance Lenders License.
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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

How to Develop an
Effective EA/EFS Partnership
debe Campos-Fleenor, NAPAA President, Active Allstate Agent

I

t is April already. Where the time go? I would swear that I
just got over Christmas and New Year’s Eve. Add to that,
we had to finish up 2017 and work on completing our business plans for 2018 while anxiously awaiting the official results
from Allstate. Only then could I complete my agency
budget to see if I had enough money left over for
fun stuff — You know pay for food, bills, and
maybe vacations. I know it is similar for all of
us. It’s almost like Groundhog Day: it starts
over again. But I do love it.
The NAPAA Executive Committee met
in January to plan our year and to start sharing our successes, as well as the concepts that
didn’t work as well. We want to share with our
members that our vision is to be your voice, to
offer you unbiased advice and to share with you our
library of resources. As a member, you can share with
others your personal experiences as well. Maybe your experiences will help us find new areas of success and avoid time
consuming pitfalls.
NAPAA sponsors the All Agent Page on Facebook. You
don’t have to be a member to join this group, just ask. You must
be an active Allstate agent and we don’t allow negative posts.
The All Agent Page is about getting and giving advice and
positive ideas to improve your agency.
To help build shared success among our members, we have
scheduled educational seminars for the year. Our vice president,
Lezlee Liljenberg, always has the latest in marketing tips to
grow your client list along with compelling advice to help you
run a more efficient office. Board member Rob McBride recently shared on the Agent Informer/Direct Express his secrets of
communication and relationship building.
One success story that I can share is how to develop an effective EA/EFS partnership. Because of the DOL rules, Allstate
Financial Services significantly changed our pay structure. The
EFS/Agent partnership was an attempt to solve the issue and
drive more financial services. The penalty for not hitting your
life and financial numbers is severe: 10% loss of P/C commissions and loss of bonus opportunity. If you did not reach your
production goals in 2017, partnering with the right EFS could
make the difference this year. We have resources and articles at
www.napaaUSA.org that might help you.
I personally found a great EFS. My partnership with Steve
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Hite resulted in a huge boost to my production credit and was
an important contribution to my entire business. I have a keen
interest in financial services, and I try to find ways to work life
insurance into the conversation with every prospective client.
Asking the right nonthreatening questions can open the
door of opportunity and, once done, I introduce my
EFS partner to prospective clients. Once they
begin to appreciate his expertise and the depth
of his experience, it does not take long to gain
valued trust. I’m a generalist and having to
deal with home, auto, commercial, life and investments can be a lot to juggle. Steve is the
specialist. He is knowledgeable and personable. It doesn’t hurt that he was once a CPA and
played college football for our beloved University
of Arizona.
Once we get through the small talk and introductions,
Steve knows how to probe to see if there are other areas that
can assist my client. Perhaps they left a 401(k) at an old job,
will be retiring in six months from a local government position like teaching, or have extra funds sitting in a bank account
earning a whopping 0.02% interest. These are all things we
would find out if we weren’t so busy running our agency. The
EFS has the time to uncover these things. Some pay a monthly
fee for a financial planner to do exactly what Steve can do for
free. Allstate Financial has many options while your typical financial planner might be married to their list of funds. Like
a skilled expert, Steve shines a light on much more than life
insurance. You get the picture — expertise is a critical asset.
This is a process that has proved to be successful for me. If you
have struggled reaching your IPS count, why not try the total
commitment with your EFS? If you are not in the Tucson area,
you can’t have Steve. But I have met other EFS’ throughout the
country and I know there are good ones out there who you can
successfully work with.
Call me or contact NAPAA. We are here to help you, guide
you and be a cheerleader in your corner. You are not alone; we
are all in this together. Join NAPAA if you are not a member.
If you are, don’t forget to renew your membership. We can accomplish much, and let 2018 be your best year ever. Remember,
NAPAA is the only organization whose purpose is to support
the agency force though being a strong voice, offering unbiased
advice and by having a library of resources to support you.
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UNLOCK

THE ASNOA ADVANTAGE
THE KEY TO INDEPENDENT AGENTS’ SUCCESS

INCREASED REVENUE
& AGENCY VALUE

CARRIER ACCESS TO
QUALITY MARKETS

VOLUME &
CONTINGENCY SHARING

TOP TIER
COMMISSIONS

ASNOA.COM

CONTACT@ASNOA.NET

(866) 484-9849

from the executive director

Plan for Your Success,
Then Plan for the Unexpected
Ted Paris, NAPAA Executive Director

A

little over a year ago, I was in California taking a road
trip as my agency sale was being finalized and I was
getting ready to enjoy retirement. My wife and I were
traveling with friends visiting Hearst Castle on the legendary
California 1, the Pacific Coast Highway, looking at the elephant
seals and heading back to Los Angeles on New Year’s Eve.
We needed to get back to our hotel to get ready to go to the
Rose Parade when we were stranded on I-5 near Bakersfield.
It was 5 p.m. with nowhere to go on New Year ’s Eve. The
interstate was closed at the pass because of a freak snowstorm
and 50-car pile-up with fatalities. Was it an omen? Nonetheless, the road was closed. We were fortunate to find a room for
the night (again it was 5 p.m. on New Year’s Eve) and a great
5-star Italian restaurant in Bakersfield without a reservation,
complete with champagne and hats. The next morning the sun
came up, the interstate was open and we got to the Rose Parade
on time. We even went to Disneyland afterward.
Why bring up this personal stuff? It’s sort of like running
your agency. I had everything planned to a T. Airline tickets
from Indianapolis to LAX, a car rental, two nights near the Big
Sur, five nights at Disney Grand Californian Hotel, tickets in
front of the staging area on Colorado Blvd. at the Rose Parade,
and a parking pass less than a block from our seats. Everything
was all planned out. It was going to be smooth sailing. But,
things happened. All of sudden we had to change plans, make
adjustments, and Mr. Murphy was starting to move in and ruin
my plans. I was forced to make adjustments. I did and I still got
8 — Exclusivefocus

to where I was planning to go. Easy? No! Stressful? Yes? Worth
it? Yes!
Sort of like running your agency don’t you think? We had
great plans and big hopes but Allstate ruined it when they did
(fill in the blank). But change happens all too often these days.
Agents do not like change. Who does? How we adjust to change
is what makes the difference. Every November or December we
look at our results to determine how the year is going to end:
good, fair or bad. But who is determining what is good or bad?
Is it you or your FSL? Whoever it is, we go about trying to end
the year strong and then look ahead to the next year. But, we
don’t know exactly what to plan for because we don’t have our
grids yet, or do we? I’ve heard many agents state they can’t plan
for next year until Allstate tells them what to focus on. Really?
Why do you have to wait on someone else to determine your
plans and goals? Isn’t it your business?
As an agent, we have to wear many hats: business owner,
salesperson, human resource director, chief marketing officer,
and on and on and on. Which hat is the most important? For
me it is the business owner hat. Without the business owner
hat and understanding that we are running our own business
we don’t have the need for the other hats. If you don’t think
that you own and are running your own business, you ought to
be working for someone else. It’s your business, it’s your life, it’s
your plan and it’s your livelihood. Why wait for someone to tell
you what, when and how to plan for the future?
Agency owners need to take control. Agency owners need to
plan for their successes. Agency owners need to redefine success
from winning trips and earning an Honor Ring, to one where
they are building wealth for themselves, their families and their
futures.
This is where NAPAA can help. We have information to
help you grow, help you make money, and help you become a
better business person. While there is nothing wrong with winning trips and earning honors — I did that myself — the reason
you own your agency is to provide for yourself, your families
and your employees and not to help Allstate make more money. They have enough. You are the one who needs more. Let
NAPAA help you. NAPAA is the only organization that exists
to help Allstate agents. We are your voice. We will give you unbiased advice and let you have access to our library of resources.
You owe it to yourself to take a new look.

Spring 2018

Does your Allstate®
agency need a lift?
We’ll get you there.

Whether you’re maturing, expanding or planning to exit your
agency, growth should be a common theme. Oak Street

Funding’s loan products have helped numerous Allstate® Agents grow their businesses by hiring staff, initiating
marketing strategies, upgrading technology and more. Our clients appreciate our in-depth knowledge of
lending to the insurance market.
Gearing up to grow? Check out our new white paper for best practices at oakstreetfunding.com/grownow

Customized Loans
• Flexible structures
• Amounts starting at $25,000
• Terms up to 12 years
• Quick loan process

Uses of capital
• Mergers & Acquisitions
• Working Capital
• Successions and Owner Buyouts
• Business Debt Consolidation

Get a quote and
learn more today.

844.357.9348

oakstreetfunding.com/allstategrow

Loans and lines of credit subject to approval. Potential borrowers are
responsible for their own due diligence on acquisitions.
CA residents: Loans made pursuant to a Department of Corporations
California Finance Lenders License (#6039829).

a first financial bank company
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Bill Gough Tells You How It Is

He also tells you how it was, how to succeed
and why agents fail
Editor’s note: I recently sat down with Bill
Gough of BGI Systems to talk insurance and
changes in the industry over the past 30
years. It was an entertaining and interesting conversation. We both started our careers
in the ‘80s so we have seen the industry move
from the Sears store to cyberspace, from paper applications to click and sign. Bill started as an Allstate agent in rural Alabama
in the mid ‘80s as an employee. 25+ years
later, he sold his agencies and started BGI
Systems to help other agents become successful. We both believe that, as agents, we
are in the people business first and foremost.
While at Allstate, Bill was Rookie of the
Year, Honor Ring and Leader’s Forum over
20 times, Chairman’s Conference and Inner
Circle numerous times and earned Alabama
Agent of the Year twice, plus a host of other
state and regional awards. He was elected
to the Allstate National Hall of Fame and
appointed to the first National Advisory
Board when it was created in 2004. This is
Bill’s second interview with Exclusivefocus
magazine. His first interview was in the
summer 2009 issue of Exclusivefocus. Find
it at www.napaausa.org.

What has changed in the industry?

The obvious changes center around
agency technology and how the insurance buying public can acquire the personal insurance products they need. I
believe that agency owners must be constantly on the hunt for tools to make their
agency more efficient and profitable. Using automated processes and systems in
the agency with the right people being
accountable for completion can deliver
the highest ROI and ideal lifestyle for
agency owners.
I emphasize right people because your
sales superstars should be doing what
10 — Exclusivefocus

What has not changed?

The real business Allstate agency owners
are in is the relationship business. However, if you asked agents what business
they are in, 97% of them would answer
the insurance business. The insurance
products and agency services offered are
your deliverables and, for the most part,
are still the same as they were years ago.
Oh sure, insurance companies improve
product features and benefits over time.
The real business agents are in is “The
People Business” and building great relationships that require trust, which leads
to loyalty, which leads to people becoming referral advocates for your agency.
The old adage still rings true today
– people do business with people they
know, like, and trust.
they do best … selling new policies.
There is plenty of work for them to close
and follow-up thoroughly on bringing
new customers into the agency. True
sales stars should not be doing customer
service work, and certainly they should
not be doing the “grunt” tasks in the
agency that an unlicensed entry-level administrative person can be brought on to
do. The same is true for your Customer
Service Heroes.
The strength of their nurturing personalities is perfect to make your customers comfortable about servicing their
policies. The CSH position in the agency is so important as we cannot afford for
customers to be exiting the back door as
new customers are coming through the
front. Administrative staff is needed to
assist your Sales Superstars and Customer Service Heroes. These Admin
Aces complete the specialization of right
people in your agency.

If starting over, what would you
do differently?

Build a winning team of specialists instead of generalists that are trained
throughout their career. Every day there
should be five minutes of practice and
role-playing for each member of your
team. For example, if you’re a golfer you
always hit balls to warm-up before going
to the first tee box. The same is true for
your agency team. Practice something
that is likely to occur during the day.
This is easy to do and it is easy not to
do because it is so foreign to most business owners, and they do not realize the
powerful impact it can have the longer
we do it.
Allstate has always taught their agents
to train employees on how to do everything in an agency, and that everyone must
be licensed. That is okay, and you can do
well, but it will not get you to the highest
possible growth and profits. Only special-
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What would you do the same?

I have been networking and associating
with the best agency owners on the planet for more than three decades and still
do today. Many of the processes in the
BGI Systems toolkit come from them
or in collaboration with them. In the beginning I was like a kid in a candy store
hanging around the very best agents and
soon became one of them qualifying for
21 Leaders Forums.
Build relationships and associate with
best agents in the market, territory, state,
and eventually in the country. Help them
first by sharing things that are working
for you or that you may have learned in
a prior occupation or industry. Just like
any new relationship, we need to give to
receive. This may take some time with
certain people, because trust must be
earned. If you are sincere about helping
others first, and your intentions are good,
you’ll be just fine.

What is the best advice you ever
received?

In my twentieth year in this business I
learned the real business we’re in is the
Relationship Business. The best way to
build strong relationships with custom-
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ers, prospects, and centers of influence
ical for maximum profit for any business
(COIs) is with providing a value propoowner. This is especially true for the insition that answers the question that you
surance agency owner. Many veterans and
must always be asking yourself, “Why
their team members are so used to doing
should I do business with you versus every
something a certain way just because that
option available in the market, including
is how it has always been done. Just bedoing nothing.”
cause it’s always been done a certain way
This is best done with a communicamay not be the most profitable.
tion system or plan delivered via multiThis is why having documented manmedia and multiple steps,
uals for operations and associatwhich will separate
ing with the best agents in
you from every option
your area, state or counavailable to our ideal
try is so important as
clients.
they are always lookI was doing
ing for a more effiJust because
very well in 2004
cient and profitable
it’s always been done
when I got this,
process.
a certain way may not be
but my agency
Of course, keepthe most profitable.
was transformed
ing an open mind
from a top 4-5%
for new or better
performer to a top
ideas with a posi1-2% in less than a
tive attitude for more
year. The reason? Our
learning and improveagency was ready for more
ment is paramount for
growth, and we got it with more
both the veteran and the new person
new policies, higher retention, building
to this industry of ours.
a referral culture in the agency, and our
life and financial numbers skyrocketed.
Is it harder or easier to start in

“

“

ization leads to the highest potential.
Employee specialization was something I learned and implemented into
my agency in the late ‘90s from the Tiger
Woods of Allstate Agents, Carlos Lagomarsino.
Also, it depends on the Allstate agency
owner contracts offered today. If starting
from scratch, I would only hire Sales Superstars to get highest profits from the
huge front-end bonuses. Administrative
and customer service team members can
be added later as needed. In the beginning, a scratch agent today does not need
service personalities. They need great
sales closers trained the correct way to
close new sales.
If buying an existing book of business, profile existing team members and
make sure you have the right people in
the right seats. Also, today I would know
that I needed to act like a real business
owner. I would have systems and processes for daily operations, sales, marketing, and hiring the best team.

What advice would you give a
new person in the industry?

It depends on the contract. A new person starting a scratch agency needs to
sell, sell, and sell like crazy for the first
3-4 years taking full advantage of the
front-end loaded commissions. So, your
initial employees must be great closers
or possibly a great networker working
outside the agency getting COIs to refer
business.
A new person buying an existing book
needs to have the most profitable processes and systems for the four big areas
of the agency: operations, sales, marketing and team. Also, a new person has to
be very careful whose advice she is following. Best to follow those who have
actually done what advice they are dishing out and exactly how it is to be done.
There are lots of people in every industry
dispensing advice of what to do, but not
the “how to do it.”

What advice would you give a
20-year veteran in the industry?

The best systems and processes are crit-

the insurance industry today vs.
20 years ago?

Twenty years ago, Allstate agents were
recruited as “employee agents.” It was
very attractive for someone with an employee mindset to start a career with one
of America’s best-known brands — a
leader in its industry. Also, a nice employee benefits package including health
insurance, 401k savings, and even a pension retirement plan was provided.
Today, you better have the mindset of
an entrepreneur, or your chance of thriving is not good. In fact, in the past 10+
years, survival is a challenge for nonbusiness owner-minded people coming onboard as scratch agents. One of
the big issues also facing new insurance
agent independent contractors today is
your agreement is with a huge corporation that is legally bound on what info
they can give you.
The biggest strengths of agency owners
and Allstate are in conflict. Allstate’s biggest strength is their brand and its image.
The biggest strength of an individual agent
is the relationships with your customers,
prospects, and centers of influence. For
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best results you need to act and market
your agency as to why it’s important to do
business with you first and Allstate is the
huge company that is backing you up financially when it comes to protecting what
matters most for your customers.

Tell me about your training?

cy owners depending on whether they
are new or established and where they
need help right now.

Why did you give up the agency
and start training and motivating
agents?

My big “why” changed on Jan. 1, 2007
Whether you are new, a veteran who
when my only son, Bill Gough, III, died
has hit a plateau or knows there must
at the tender age of 23 in a drowning acbe a better way, or very successful owner
cident while our family was on vacation
who understands that just one new idea
in Palm Springs. Before that, my biggest
can be worth a million dollars, we have
goal was to become one of the best Allhelped them all with our experiences of
state agents.
a hall of fame agency and that of a coach
In 2008, I founded BGI Systems and
for more than a decade.
put on a conference for Allstate
You can tell from
agency owners teaching our
this interview, I am a
BGI Toolkit of Process
big systems and proManuals. I also startcess guy. Back in
ed a Mastermind
the ‘90s, Michael
Coaching Group.
Following the advice
Gerber’s famous
A percentage of
of someone who has never
business
book,
the proceeds went
done
what
he
or
she
is
The E-Myth Reto Bill’s Charitable
visited, confirmed
Trust.
teaching is not
for me that the
Agents really liked
very smart.
daily
operations/
it and we started anprocesses of a small
other coaching group
business owner need to
in 2009 and put on two
be documented to paper and
more three-day confera person in your business needs to
ences with some of the top agents
“own each individual process” so it can
in the country sharing their secrets and
be maintained. And as a process is addstories. By 2010 our growth had soared so
ed, improved, or deleted. It can be done
that I had eight BGI employees. I also had
quickly and efficiently.
three Allstate offices with 15 employees.
As the years rolled by, we created other
My heart was at BGI and watchsystems manuals for Sales, Marketing,
ing the light come on for hundreds and
and Hiring the Winning Team. These
hundreds of agents finding better ways
are the four key areas of any small busito grow their agencies and get some
ness, and especially for agency owners
freedom they deserve as business ownbecause we are mostly doing the same
ers. That is when I decided to sell the
things daily, weekly, monthly, etc.
agencies, including my main location, to
We call this the BGI Systems Toolkit.
Wendy Murphy, who ran our sales deIt is the cornerstone of our teachings. It
partment for five years and was a 14-year
is over 400 pages in length, so it is quite
team member.
daunting. It is divided into the four arWhat we focus on multiplies, and now
eas: Sales, Marketing, Operations, and
that I have sold my agencies I can focus
Team. Plus, there is a key forms area
on BGI Systems and help our agency
and a search feature on the flash drive
owner clients achieve their dreams.
for easy access. Each year since 2008
we do a three-day conference for agents
Who are easier to work with:
and their staff. All of our programs and
newer or older agents?
events have a full satisfaction guarantee
And why?
or you pay zero. I do not know anyone in
Age does not matter for the most part.
any industry making this guarantee.
What matters most is whether you’re
BGI has coaching programs for agenworking with open-minded individuals

“

“

12 — Exclusivefocus

with a growth mindset, and a thirst for
life-long learning. Most humans do not
possess these traits. It is nobody’s fault
and there is no right or wrong. It is simply human behavior.
Established agency owners with scale
and a book size of a million or higher can
benefit very quickly. For example, Dean
Day of Louisiana had a retention issue,
so he immediately started implementing
the nine retention processes in our toolkit and his retention rose almost a full
point in less than 12 months. Big deal,
you bet, as Dean has a $7 million book.
Next, he moved to new business sales,
and within 60 days his production rose
over 50% by putting the right people in
the right seats.

Tell me about how you would
market in today’s world vs. the
old times.

You must market the value of doing
business with your agency first as an individual. This is best done by positioning yourself as an expert, and can easily
be done with various media, especially
media that you can control. For example,
we have created 21 various free reports or
whitepapers that our BGI members can
use that instantly makes you a published
author and expert, and separates you
from the competition. If you would like
a free report on auto and home insurance
that you can use in your agency, please
email support@bgisystems.com.
We also help agents with email marketing, agency newsletters, text messaging, voice broadcasts, websites (not your
Allstate site), social media and community events. We even have a book we can
license to you as the author.

What is the biggest reason
agent fail?

To become successful, agents should follow and mimic those already successful.
Why reinvent the wheel?
Following the advice of someone who
has never done what he or she is teaching
is not very smart. It is very hard for Allstate corporate to teach an agent how to
be a small business owner, much less how
to think like an entrepreneur. Big giant
corporations and small business owner’s
biggest advantages are opposite. Agency
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What is the biggest reason that
agents succeed?

A top achiever gifted with an entrepreneurial or business owner mindset will
pretty much thrive in any industry, especially in our industry. It does not mean it
is going to be easy.
An open-minded person who is ambitious, has a great work ethic and seeks
life-long learning and growth is an almost guaranteed success, less some type
of cataclysmic event.
For example, Allstate agency owner
Paul Phaneuf from Tampa, Florida was
in the business for more than 13 years
when we met six years ago at a half-day
BGI Workshop in Tampa. He had been
a good agent Honor Ring winner in the

past but wanted more and decided to
Do not over complicate it by searching
come to a three-day conference and our
for the next shiny object. Every day is
money-back-guarantee coaching
a chance for growth and learning,
program. Since then,
it’s your choice and you are
Paul has won Honor
responsible for leading
Ring every year, Nayour agency. Every
tional and Chairchoice you make is
man’s Conference
getting you closer
Our business
once, three Inner
or farther away
is very fundamental. Do
Circle
Awards,
from your goals.
not over complicate it by
and four Leaders
Speaking
of
Forums. Plus, he
goals,
they
must
searching for the next
has won numerbe written down.
shiny object.
ous sales awards in
Next there need
Florida. Paul is alto be plans written
ways on the hunt for a
down to reach the
better way.
goals, and there must
be action taken to achieve your
What two things have I not asked
goals. Goals, plans, and actions. Mix in
some accountability via a coach or peer
that you would like to discuss?
The greatest sports coaches alive or dead
and this separates the great from the
always stress and constantly teach fundagood.
mentals. Bruce Lee once said, “I am not
I am here to help agency owners grow.
afraid of a man that has 10,000 kicks, but
That is our only focus. You can learn
I am afraid of a man that has practiced
more and get some gifts at www.BGIone kick 10,000 times.”
systems.com. For questions email supOur business is very fundamental.
port@bgisystems.com.

“

“

owners do not have the capital to act like
a big corporation, yet no one is there to
teach them.
I am not saying that Allstate does not
want their contracted agents to succeed. No,
quite the opposite. They very much want
them to succeed and appropriately reward
performance. Their task is daunting.

Thank You to our Vendor Members
support the businesses that support NAPAA
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Being a Personal Lines
Insurance Agent Used to
Be a Sweet Career
By Antonio Canas

Editor’s note: The following is a reprint
from InsNerds to get agents thinking about
the past and the future as a captive insurance agent. NAPAA does not necessarily
agree with the author’s assessment of the
captive agent delivery system. The captive
agent system has been around for a long time
but, as everything else, it is changing.
Ted Paris Executive Director

Q

uick disclaimer: I have never
worked a day of my life at an agency so this article is completely based
on my experience as a sales manager, underwriter and, now through InsNerds and
ChatWithTony, supporting agencies. Take
my opinion with a grain of salt.
Not a week goes by that I don’t get
contacted by an exclusive carrier recruiter who wants me to open a State Farm,
Nationwide, Allstate or Farmers agency.
Ok, I get it, I have a solid insurance
background and I make a good target for
those recruiters. I’m ok with that. But I
also get a lot of callers at chatwithtony.
com who are in college and getting recruited to open their own insurance
agencies. That makes less sense to me.
They don’t have any insurance or entrepreneurial experience. What makes a
recruiter thinks that they’d make a great
agent? Also, I get lots of calls from young
insurance agents who are struggling to
survive and looking for advice on how to
succeed selling personal lines insurance
or how to find another position in the
industry. That’s what led me to write this
article. This is my best attempt to answer
their question and tell them that, in my
opinion, becoming an exclusive personal
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lines agent today is not a great career.
I’m a very proud insurance nerd and, as
a proud nerd, I like history. I’ve spent a
lot of time over the last five years chatting with many insurance veterans and
asking them what the industry was like
“back in the day.” There have been many
changes in the carrier side, but it seems to
me, no side of the industry has changed
more than the experience of trying to
build a personal lines agency. This article
is a summary of what I have learned from
them along with some of my own analysis.
First, we need to understand why selling insurance is, at its core, a great business.
Selling insurance has two great advantages:
1. Everybody needs insurance: Whether because it’s mandated by the government in order to drive or because it’s mandated by your mortgage company in order
to buy a house, everybody needs insurance
2. Renewals: Build your book once
and get paid over and over.
Now, let’s put ourselves in the shoes
of an insurance carrier back in the mid20th Century. He had this great product
that people were required to buy, but the
product was not physical like a car or a
hat. It was an intangible concept, little
more than a promise. People paid a small
premium up front and the insurer promised to pay them for unexpected losses
that might have been financially devastating without insurance.
In a world before the internet and
ubiquitous toll-free long-distance calls,
most business was done in person and
with a handshake. So how do you distribute this product?
Let’s use Nationwide as an example.

They have this great big office in Columbus, Ohio and great recognition.
People know that if they need insurance
(and they will) they call Nationwide. It
works wonderfully! But Columbus isn’t
big enough – they need to grow more.
They needed to be top of mind and
easy to find when people happened
to be looking to buy. They wanted to
have an office with a big Nationwide
sign up front on every main street, and
they wanted to have one visible on most
people’s commutes to work. The easiest
way to accomplish that was to find young
men (and they were mostly men) with
some experience and sponsor them to
sell insurance. They’d help teach agents
how to sell insurance, help finance office
costs, and pay for the big Nationwide
sign up front. They also paid for a bunch
of marketing to help drive traffic into
all those local agencies. The agent’s job
was to be there when somebody walked
in and to become a cornerstone of their
community by joining a few civic organizations and the chamber of commerce
and sponsoring the local football team.
In exchange, agents received commissions on every policy they sold and the
sweet, sweet renewal commissions every
year, for as long as they kept that business. Keeping the business wasn’t too
hard since shopping your insurance for a
better deal used to be tough. If you ever
got the idea that you might be paying too
much for your Nationwide policy, the
only way to figure out whether you could
get a better deal was by physically driving
over to an agent somewhere else in town
who represented another company and
taking the time to get a whole new quote.
People are ruled by inertia, and if you’re
not having any problems with your insurance, you probably won’t go through
the trouble of seeking a different quote.
Given that in any given year only about
5% of customers have a claim, and as long
as those claims were handled properly,
chances are most of your customers would
stay with you year after year. Even their
kids would probably stay with you when
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they could no longer stay on their parents’
policy. It was a sweet job! The economics
of being an insurance agent were so good
that sales managers often recruited agents
by telling them “work hard to build your
book for 10 years, then golf for the rest of
your life.” And it was mostly true!
My favorite example is Allstate, which
was owned by Sears. (Note for Millennials: Sears used to be a successful retail
store that sold large appliances and even
had its name on the biggest building in
the world for a long time! It still exists,
but it’s a shell of its former self.) Allstate
agents used to have a desk inside the
Sears stores. They’d come in 30 minutes
before the store opened and would wait
at their desk. When the store opened,
people would just come over and ask
them for home insurance quotes after
buying a fridge or oven for their new
home. It was like shooting fish in a barrel. And the Allstate agent got renewals
on that book that had basically built itself. That might have been the sweetest
sales job in the economy at that time!
But then the world changed. In 1996,
Uncle Warren’s Berkshire Hathaway finished acquiring Geico and started spending incredible amounts of money on advertising. We saw the birth of the Gecko
(1999), Maxwell the Pig, the Cavemen,
and the rest of Geico’s incredible stable
of advertisements. By 2012, Geico was
spending $1.1 billion a year on advertising, and Buffett said that he would happily double that. In 2016, Geico was the
highest spending brand in the U.S. with
$1.4B. Today, Progressive isn’t far behind; they now spend $600M a year in
advertising and have made their spokeswoman, Flo, incredibly famous.
Ever wonder why Geico’s famous “15
minutes could save you 15% or more on
car insurance” hasn’t changed into 10
minutes or 8 minutes? After all technology has improved, and they can do it
faster now. 15% is the traditional commission paid to insurance agents. Geico
is subtly communicating that the reason
they can save you money is because they
sell direct, without an agent.
This explosion of advertising coincided with a fast decline in the cost of
long-distance calling and the explosion of
1-800 toll-free numbers and, of course, the
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growth of the Internet. Distances became
meaningless, and customers became used
to buying anything and everything over the
phone and then online. Price-focused marketing has convinced an entire generation
that personal lines insurance is a commodity to be purchased on price alone (which
you and I know isn’t true), and no longer
having the difficulty of driving across town
to get a different quote, it has become all
too easy to price shop first by calling an
800 number, then by visiting a website or
accessing a mobile app. Some agents were
probably at fault too, having become little
more than order takers instead of being
true advisers. The onslaught of marketing became unstoppable. We have offered
potential solutions, but it would require
massive efforts and massive spending to
even make a dent against the billions being
spent on price-based insurance ads.
So began the long, slow decline of the
personal lines agency. Many have predicted that insurance agencies will die, but
that’s not what I’m saying. My prediction
is that personal line-focused agencies, especially exclusive/captive ones, will continue to decline as their Baby Boomerheavy book keeps aging. Meanwhile,
there aren’t enough Gen Xers (some of
whom choose the direct route) and the
giant generation of Millennials will grow
up into house buying, multiple car owning, boat-owning consumers, but never
make the move to seeing an insurance
agent as an adviser. Don’t get me wrong,
I believe in the value of the agent. If you
are not an insurance expert, you should
get a knowledgeable agent to advise you.
But I predict the great majority of Millennials won’t go the agency route.
Also, remember that Millennials demand
24/7 access, easy-to-use and beautiful apps,
and the ability to do absolutely everything
online. And they despise both the phone
and having to go visit a service provider in
person. These are all things that will be hard
for personal lines agents to provide. Direct
carriers with giant technology budgets are in
a much better position to do so.
What about independent agencies?
They’re in a better spot. The key disadvantage the exclusives have is that when
their marketing succeeds in bringing
somebody in they only have one company
to offer. Yes, I know generally they have

an internal broker to write other business,
but it’s not the same. It’s clunky and their
bonuses are based on writing as much
business as possible with their home carrier. Let’s look at a simple example: an
exclusive agency spends $1,000 in marketing this month and that brings in 10
customers. Because of their one carrier’s
particular appetite and lack of price competitiveness in some market segments,
they end up only being able to write three
of those 10 customers. Effectively they are
sending away the other seven. That means
that they must make at least $333 profit
from each to come out even.
On the other hand, when an independent agent spends the same $1,000
on marketing and brings in the same 10
people, they have a much better chance of
placing each of those people in a company
that best matches them. They might end
up writing eight out of the 10. They only
have to make $125 in profit per person to
make up for their marketing spending.
They have serious economies of scale!
What about commercial lines agents?
Commercial lines is a different story because it’s more complex than personal
lines, and it’s harder to buy commercial
lines without the help of an agent. Also,
business owners are exposed to a lot less
price-based marketing to shop their commercial insurance than regular consumers. I expect that commercial lines agents
will remain a profitable career for a good
long time. Problems will probably appear
in small commercial, but middle market,
large commercial, and specialized areas
of commercial lines will remain fertile
ground to grow an agency career.
I’d love to be convinced that I’m wrong. If
you’d like to show me how being a personal
lines exclusive agent is still a great career for a
young professional I’d love to hear from you.
Tony Canas started in insurance in 2009 and
immediately became a designation addict and
shortly thereafter a proud insurance nerd. He
has worked in claims, underwriting, finance
and sales management, at four carriers, in six
cities and five states. Tony is passionate about
insurance, technology and especially helping the
insurance industry figure out how to retain and
engage the younger generation of insurance professionals. Tony is a co-founder of InsNerds.com
and a passionate speaker.
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Do Potential Buyers
Find Your Agency Attractive?
By Scott Stars

carefully review your agency’s financial history. Access to accurate, wellorganized information will boost their
perception of you as a business owner
and enhance their assessment of the opportunity your agency offers. Start with
up-to-date data for EBITDA (earnings
before interest, taxes, depreciation and
amortization), because most buyers will
use that to project the cash flow they
can expect. Regularly update documents
such as profit and loss statements, balance sheets, cash flow projects, and the
other reports you use to manage your
agency.

Balanced risk

A

s the average age of insurance
agents slides into the 60s, it
doesn’t take a crystal ball to
see that the number of agency sales will
dramatically increase over the next few
years. Given the law of supply and demand, that means buyers will have the
ability to pick and choose what they
want in the agencies they buy.
If you’re near that age group, or if you’ve
been mentally planning an exit from your
agency sometime in the next decade, start
taking steps now to make your agency
more attractive to potential buyers. First,
it takes time to prepare for a sale. A good
rule of thumb is that agency owners
should plan out a sales strategy at least
two years before they hope to sell (and
longer is even better). Second, if your
agency doesn’t already have the characteristics that appeal to buyers, you’ll have
16 — Exclusivefocus

time to build them into your business.
One of the biggest factors in what
buyers are willing to pay for agencies is
the overall condition of the economy.
While none of us has any control over
the economy, there are plenty of factors
you can influence. What follows are the
things that savvy buyers want to see.

A smart buyer will look beyond the numbers to the inherent risk in an agency’s
operations and book of business. They’ll
want to know information about not only
the number of accounts and total dollars
of policies in force, but how many policies the average customer has, the types
of policies, and your customer retention
rate. Other risk factors include your relationships with employees, how well your
agency is structured, your underwriting

You may think that buyers focus exclusively on financial
issues, but the most successful also pay close attention
to the agency’s culture.

Clear financial records

Buyers will be focused on the potential
return on their investment, so they’ll

procedures, and similar aspects. An agency with less inherent risk is a more attractive prospect. A buyer who sees that 90
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percent of your policies are concentrated
in a particular type, or who notices high
staff turnover and low retention rates, is
less likely to pursue a deal.

Your culture

cesses with an eye toward efficiency. Is your
team performing steps that aren’t necessary? Are your producers bogged down
with paperwork or other menial tasks that

You may think that buyers focus exclusively on financial issues, but the most
successful also pay close attention to the
agency’s culture. After all, if they’re going to merge your operations and team
into their own business, they want to be
sure the two are compatible or complementary. Does your agency deliver the
kind of service their insureds have come
to enjoy? Does your staff take an aggressive approach to building business, or do
they wait for the phone to ring? Is sales a
function of everyone’s job, or is it limited
to a handful of folks? If the two cultures
are incompatible, your current employees
may quit after the sale, and customers
may also move along.

could be shifted to lower-wage employees? If you haven’t already committed your
agency’s policies and procedures to a document, it’s a great time to do that. Having a
well-organized operation will simplify the
transition to a new owner (and it will make
onboarding new employees easier during
the time before you’re ready to sell).

Business plan

Improve your data

Do you have a solid, written business
plan? People often think of a business
plan as something that’s only for startups, but taking the time to develop a
strategic plan will help you identify potential opportunities and concentrate
your efforts and resources where they’ll
produce the greatest value. Having a plan
will also help you grow your agency’s
business as you prepare for its eventual
sale, increasing its value to buyers, so it
may command a higher price.

Marketing plan

You should also have a plan to guide your
agency’s marketing efforts. Far too many
agencies take a sporadic, scattershot approach to marketing, putting a few dollars
here and a few there without giving much
thought to goals and expectations. Having
a marketing plan can give you clear goals
and strategies to follow, and shows prospective buyers that you’ve taken a serious
approach to revenue growth. Your marketing plan should include defined targets
that allow you to gauge your progress.

Improved operations

Is your agency a well-oiled machine, or are
you making money in spite of yourselves?
Look at your staff and your business pro-
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The better
organized your data is,
the easier it will be for
a new owner to take
over your accounts.

Someone who’s buying your agency and
its book of business is really buying a repository of data. Your customer information, policy records, financial information — everything about your business
can be described as some type of data.
Is that data a mishmash of information
that’s spread across multiple systems and

locations, or is it so well-organized that
your staff can answer any question instantly? The better organized your data
is, the easier it will be for a new owner
to take over your accounts. Just as important, having that data in an organized
fashion will allow you to create reports
that will spotlight the current value and
potential of your agency.

Boost retention

Finally, take a close look at the percentage of client accounts you retain each
year and develop strategies to increase
that number. If you’re currently at 85
percent, shoot for 90 or 95 percent. An
agency that’s able to hang on to clients
is far more attractive, and the increased
retention should also result in higher
revenues -- which will help you secure a
higher price when you’re ready to sell.
Scott Stars is the Sales Manager for Oak
Street Funding. With experience overseeing the close of more than $120 million in
insurance industry loans, Scott truly understands insurance agency businesses and
their unique capital needs. For more than
six years, he has successfully led sales organizations in highly competitive environments
and developed growth strategies for financial service companies. He can be reached at
scott.stars@oakstreetfunding.com

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

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

Click JOIN
once you’re a member, the link will be under
Groups on your Facebook page.
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Key Considerations When
Buying or Selling
By Dirk Beamer

W

hether you are buying a book
of business or selling, there
are certain key provisions
that you want to keep in mind and play
close attention to. Do not assume that
everyone involved will agree on how they
should be treated.

What’s for Sale?

Depending on the circumstances, a seller
may be selling all of, or only a part of, an
agency. Consider whether the following
will be included:
• Brokered business
• Flood business
• Financial services
18 — Exclusivefocus

• Personal property (e.g., office
equipment, furniture, phone lines and
numbers, etc.)
You need to make sure there is a clear
agreement spelled out in the sale document, and you want to include an agreed
allocation of the purchase price among
the various components. You should talk
with your tax advisor on this last point.

Who gets the last commission
check?

Allstate requires transfers to be effective
on the first of the month. But the Allstate
commissions for the prior month won’t arrive until after the 15th. Who gets these

commissions? If you are the seller, you will
view these as your dollars, since they represent payment for business written or renewed prior to the sale date. As a buyer, you
may need these commissions to cover cash
flow for the first month of your operations.
This is a fair discussion for your negotiations. One common compromise is to allow
the buyer to keep the commissions, but, in
return, to increase the purchase price paid
over time. Essentially, the buyer “borrows”
that first commission check from the seller
to help fund start-up operations.

What about the lease?

Make sure you have everything in place

Spring 2018

to allow the buyer to assume the seller’s
lease – or to enter a new one – if that is
the intention. You will need cooperation
from the landlord in most instances. As
the seller, it is probably better for you to
have a new lease put in place. That way,
you don’t retain liability for your buyer
should he or she fail to pay the rent. But
the landlord may be unwilling to let you,
as the seller, off the lease completely,
and may instead require an assignment
between the buyer and you, still keeping
you ultimately liable.
Also, make sure you address any security deposit. If the seller initially placed
a deposit with the landlord under the
lease, she should require the buyer to reimburse that deposit.

How are you securing the debt?

Increasingly, book sales involve a certain
amount of seller financing where the
seller holds a promissory note for a portion of the purchase price. The outside
lender (Allstate Finance, PPC, Capital
Resources, or whomever) will insist on
a senior position against the termination
payment in the event of default. So how
does the seller protect against a default
on the promissory note? If you are the
buyer, you want to limit your personal
exposure. Personal guarantees, and spousal guarantees, in particular, place your
family’s assets at risk if you default on
the seller’s note. As a seller, however,
you want to push for as much additional
security as you can, including guarantees, life and disability insurance and
liens against other property (the buyer’s
house, for example) if you can. Involve
the third-party lender in the discussion
as soon as possible to make sure everyone
is on the same page.

What about the Non-compete?

We all know that the seller will be subject to Allstate’s one-year/one-mile
non-solicitation agreement. For a buyer,
that’s not enough. You need to push for
a restriction of at least three to five years
against competition – if not longer –
with the book you have purchased. In my
view, it’s a fair expectation on a buyer’s
part that the seller won’t come back and
poach the very book the buyer paid good
money for.
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That said, sometimes the third-party
lender will push for a very lengthy restriction against competition in general
— one that may threaten the seller’s ability to re-enter the business at all. If you
are a seller and you don’t plan to retire
from the business completely, make sure
this topic is on the table for the discussion early on, and make sure the lender is
part of those discussions.

As a buyer,
you need to push for
a restriction of at least three
to five years against
competition –
if not longer.
Timing

Frequently, you will be pushed by Allstate management to close by a particular
date. (At year-end, especially, managers
feel pressure to hit their bonus targets.)
You need to make sure that those dates

really work for you. As a buyer, do you
have time to complete your training
and to get your financing in order? As a
seller, what are the tax consequences of
closing in one year versus the next? Do
your homework before you commit to
any given sale date.

Conclusion

A good deal is a fair deal for both sides.
It allows a seller to realize the value he
has created in his book, while still giving
the buyer an opportunity to be profitable
and to succeed on her own. Open, frank
conversations throughout the process
provide the best prospect for a smooth
transaction.
Dirk Beamer serves as general counsel to
NAPAA. Serving NAPAA and the agents
of Allstate since 2000, Dirk provides expert
consulting on the EA agreement, agency sales
and other legal issues. This article is for informational purposes only. The contents should
not be construed as legal advice or an endorsement from NAPAA or its attorneys, and
NAPAA expressly disclaims any such advice.

WRIGHT BEAMER, Attorneys
SERVING NAPAA AND THE AGENTS OF ALLSTATE SINCE 2000

DIRK A. BEAMER, ATTORNEY
EXPERT CONSULTING FOR AGENTS AND THEIR ATTORNEYS ON:





ALLSTATE CORPORATE SECURITY INVESTIGATIONS
BUYING & SELLING BOOKS
ALLSTATE EA AGREEMENTS

PH: 248.477.6300

WRIGHTBEAMER.COM
www.insuranceagencylawyer.com

DBEAMER@WRIGHTBEAMER.COM
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National Association
of Professional Allstate Agents
More information at napaaUSA.org/insurance
NAPAA is teaming up with two nationallyrecognized organizations to offer a group
health benefit program to Allstate Agents.
The entity that you select will depend on
the state in which you live as we strive to
get you the best coverage possible. You
will have the option to cover yourself and
full time employees without having to join
a PEO. You can keep your CPA, payroll
company and control of your employees.
Enrolling is flexible and easy. Multiple
plan options make this an ideal option
for ALL agencies, both members and
nonmembers alike.
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The product will roll out the first part of
April for a May 1 effective date. Watch
DirectExpress, and AgentInformer for
more details and visit napaaUSA.org/
insurance for the latest information.

Learn more about the Group
Health Plan at the Forum,
May 16-17 in Las Vegas.
NAPAA will be hosting two events during
the Forum in Las Vegas:
NAPAA Happy Hour

Wednesday, May 16
4:30 – 7:00 pm
CHICA Las Vegas, Venetian Hotel
Sponsored by Oak Street Funding and Paychex
RSVP at napaaUSA.org/vegas2018 to claim drink
tickets.

NAPAA Hospitality Suite

Thursday, May 17
8:00 am to 4:30 pm
3rd Floor Hospitality Suites - The Palazzo
Representatives from both Medova Healthcare
and Elevate Wellness will be available to meet
with you and answer specific questions about the
new Group Health Benefit Program. Oak Street
Funding and Paychex will be represented as well.
Stop by during your breaks. RSVP at napaaUSA.
org/vegas2018 to set up a time to talk to a
representative from one of these companies.

More information at napaaUSA.org/vegas2018
NAPAA recommends that agents consult with their professional advisors before taking
any action that could affect their tax, legal status or health insurance plans and coverage.

agency management

Thinking about Buying
an Insurance Agency?
Consider These Questions
By Tom Sanders

whether it be a captive company or an
independent agency, can be rewarding,
there are financial risks involved. You
must be willing to risk the loss of your
capital and be able to survive during the
startup period. You might be required to
invest even more capital to stay afloat.

Know your target

Know what kind of agency you’re targeting. Know if you are seeking an agency
that is primarily focused on personal
lines products or commercial. Knowing
your target also includes choosing between a captive carrier agency or an independent agency. Your experience will
be a valuable aid in helping you decide.
Target an agency in a community where
you are already established. This will allow you to leverage existing relationships
with individuals and businesses to get
your foot in the door for some added new
business growth. This should also assist
you by having some familiarity with the
local insurance climate.

W

hether you are buying your
first Allstate agency, opening
an additional office or going
the independent agency route, you need
to ask yourself some tough questions.
You are going to need a business plan.
You need to do due diligence.

Are you prepared?

The first question is, do you have experience in selling insurance? Insurance sales
experience is crucial to your success as an
insurance agency owner. It is possible to
succeed without it, but your odds increase
22 — Exclusivefocus

dramatically if you’ve sold insurance before. If you do not have this experience
slow down and take the time to gain it
before proceeding with an acquisition.
Be financially prepared to satisfy minimum liquidity requirements of potential
carriers and down payments. And have
your personal obligations in order. Know
your credit history; and if it’s a colorful
one, deal with it now. Bad credit can lead
to potential hurdles when trying to secure
carrier contracts or business loans. Most
importantly, you need to understand
that while owning an insurance agency,

Due diligence

You will need to know the carrier strength
of the agency. If it is an existing Allstate agency, you will need to determine
whether the existing book is growing or
stagnant. Is it in the right area? Is it in an
Allstate growth area? If it is an additional
Allstate location, you still need to answer
those questions, plus a few more: distance
from current location, how to effectively
manage two agencies, and staffing. If you
are going the independent agency route
it is important to understand the quality
of carriers associated with the agency you
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hope to acquire. One of the best resources available for this is AM Best. Another
area of great concern is whether you can
obtain individual contracts with major
carriers or will need to join an insurance
group to get needed carriers. There are a
number of quality groups in the marketplace that you can join. Again, do your
due diligence.
Standard items you should require
from your seller include the most recent
three years of agency income tax returns;
current year-to-date and previous three
years of agency income statements and
balance sheet; current year-to-date and
previous three years of agency reports
showing performance data such as loss
ratios, retention rates, and a breakdown
of premiums by carrier and type; and
copies of any legal agreements such as
leases and employment agreements.

Seek counsel

It is best practice to have an attorney

available to review contracts already in
place at the agency and to assist with the
drafting and/or review of transactional
documents. And not just any attorney.
Try to find an attorney who has dealt
with insurance purchases. You want an
attorney who can advise you. I would
also seek the advice of a good CPA. You
don’t want any surprises. Know what you
are getting into.
Only you know when you are ready.
You will know when you are ready and
when you’ve done all that you can to
prepare for acquiring a new insurance
agency. If you have taken the time to get
prepared and you know what to look for
in an agency, you have a great start. Most
acquisitions involve a loan component.
Save time and money by utilizing a lender that specializes in insurance agency
lending. Prepare yourself by organizing
your last three years of federal tax returns
and prepare a current personal financial
statement and resume.

Once you are ready to start, find a
lender who is experienced in the insurance industry. Find one who is experienced in talking to others in the industry and one who offers free advice and
some analysis. Find one who is happy to
discuss your potential transaction with
you in an effort to provide you with the
knowledge-based tools necessary for a
successful insurance agency acquisition.
Tom Sanders is a Senior Vice President
for Capital Resources. Tom is a 30-year
veteran of the insurance industry, having
started a scratch agency, purchased and sold
insurance agencies and been involved in
the processes of evaluation, negotiation and
the structuring of sales of captive Allstate,
Farmers and independent agencies. He
has been instrumental in originating over
$500 million in insurance agency loans
in the past 15 years. He can be reached at
TSanders@CapitalResources.com or direct
at (913)744-3324.

Your Customers
are in Good Hands,
but are Your HR and Payroll?

Manage and pay your employees better with help
from the number-one full-service payroll provider
for small businesses.
• Payroll and HR administration
• Time and attendance
• Employee onboarding
• Custom handbooks
• Manager training and development

paychex.com/allstate
844-846-7827
NAPAA@Paychex.com
Mention code 5699
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How to Introduce a Flex Time Policy
into Your Small Business
Measuring the impact

I

ncreasingly,
small
businesses
throughout the United States are
implementing flexible work arrangements for employees. This grows out of
a recognition that adhering to a traditional work schedule approach may not
increase productivity, but instead could
lead to employees making work-related
mistakes, and lead to stress and burnout.
By contrast, establishing a flexible
work policy may contribute to:
• Reduced rates of absenteeism
• Increased levels of employee engagement
• Enhanced work/life balance for your
workforce
• Positive impact on recruitment and retention efforts
Just as importantly, notes Paychex HR
consultant Chris Jankus, “Flex time policies
can help promote an environment of trust
between manager and employee, as opposed
to management managing to an employee’s
work schedule. Employees enjoy having autonomy in how they do their work when given the freedom to work a flexible schedule.”

Designing the right policy

If you’re ready to establish a flex time
policy, consider these elements carefully.
How would a new policy fit with your
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existing company culture? Which positions are most amenable to a change in
scheduling and which positions should
remain as they are, such as a customerfacing positions where maintaining specific hours is necessary?
It’s also important to define the goals
you hope to achieve with a flexible work
arrangement, be it enhanced employee
morale, greater round-the-clock productivity, a reduction in workplace-related
expenses, etc.
Establishing this at the onset can help
you configure the most appropriate policy for your company.
• Selecting the right flex-time option
• Flexible work schedules come in many
different forms. Among the options:
• A shortened work week (e.g. four days
a week instead of five)
• A compressed work week (e.g. four longer days for full-time compensation)
• Flex time for onsite hours
• Job-sharing, where two employees
share responsibilities for one job
You can also opt for a flex-time “trial
run,” where you implement a specific
policy and test it for a period of time to
evaluate the impact before making the
commitment to long-term changes.

“Having flex-time policies will not alleviate managers of their responsibilities to
verify and ensure employees’ continued
performance and development,” notes
Jankus. “Implementing a continuous
performance management procedure –
that is, providing ongoing feedback in
real time and having coaching conversations regularly with employees – will
create a more positive and agile work
environment.”
Scrutinize the effects of a change in
work policy by measuring any changes in
customer satisfaction, any delays in project completion, the effects on employee
turnover and an increase or decrease in
operating expenses. Compiling this important data can indicate whether a flex
time policy is helping you achieve the
goals you seek.
In the end, you may discover that offering a flex time option to your employees proves to be a very attractive recruitment and retention tool. As Jankus
notes, “There are numerous employee
surveys reporting that flex-time policies
improve work/life balance which promotes employee health and well-being.
This is something new job candidates
often regard as a high priority in their
search for the right job position.”
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 844-8467827 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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Jump to freedom……
Build and Run Your Own Independent Business
with Freedom, Autonomy, and NO Limits!

Get in fresh water again.
Remember why you became an

Insurance Agent!

In 2017, Premier Group Agency Owners experienced record growth in new business, written premiums and
commissions paid! In business since 1999 and headquartered in Denver, Colorado; Premier is one of the
largest and fastest growing TOP 100 P|C Agencies in the country. If you or someone you know is exploring
Independent Agency options and/or CONVERTING to the Independent Agency Channel-Call Premier Group
Insurance!
•

•

•

400+ Independent Agency Owner’s and 200+ Insurance Carrier Partners Countrywide
20 Years Documented Success Converting and Launching Independent Agencies
• Agency Ownership, Higher Commissions, Proﬁt Share
• Direct Carrier Access to National, Regional and Local Insurance Carriers
• State of the Art Conversion, On-boarding, Training and Unparalleled Support
• Exclusive “MASTER AGENCY OPPORTUNITIES” available across the U.S.
Regional locations: AZ, TX – 2018 Expansion: West: CA & WA, Mid-west, East: FL, NC

New Agent Special: Mention this code and receive custom pricing in 2018 – PGI2018
To schedule your conﬁdential consultation or to explore your Independent Agency Ownership Options
WWW.PGIAGENTS.COM or 720-457-1101
David Colvin
Dir. Business Development
davidc@pgiagents.com

Michael Smith
Business Development
michaels@pgiagents.com
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Instead of Rebuilding,
Improve What Works
By David Neuenschwander

T

o start, let me say, “Good for
you!” Good for you for continuing to stick it out, to stay the
course. You are in a rare class of business
owners who is still on the grind. Let me
also say this: It’s worth it! Don’t focus on
the headaches of being an entrepreneur,
but remind yourself that you are not
going to ask anyone, “What time can I
go to lunch today? How much vacation
time do I have left? Can I take off next
week to go to my son’s soccer game?” You
have freedoms that most people would
give their left arm for! Remind yourself
of those things when you get frustrated.
Now I want to cover something you’ve
heard me talk about before: Sometimes
good is good enough. “Wait, what? I
thought we were always supposed to be
improving?” We are, but not to our detriment. Consider the following:
Say you have a mouse in your house.
The first step is to go to the store and
get yourself a mouse trap. You will probably find a trap consisting of a small
piece of wood with a place for bait and a
spring-loaded piece of metal. The interesting thing is this type of trap has been
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being around since 1894! You know the
saying “When someone invents a better
mousetrap?” Well here’s the deal, when
something is cost effective and performs
the task, there is not always a need for an
overhaul. That is not to say you should
not make minor adjustments. For instance, mousetraps do not come with the
exact trigger mechanism or spring that
they did in the 1800s, but the big picture
is mostly unchanged.
The reason for this is simple, if you
“over sharpen” a knife you will eventually
“take the edge off.” So please do not buy
in to the idea that every month/quarter/
year you have to rebuild your company
just because there is a new marketing
catch phrase or because some agent in
Katmandu is writing 100 items a week.
Corporate might even have a new idea
that they want you to get behind, which
can be great. However, always remember
that the company’s approach to growth
and the methods they think you should
employ are generally going to be geared
toward brand awareness, etc. That is
great for the company’s footprint, but for
your agency the brand is the cheese (the

bait) not the spring-loaded closer. If you
have made it through the last few years,
odds are you are pretty good at what you
do. So don’t always feel like a complete
rebuild is necessary when all you need is
to focus, adjust or improve what works.
If you are like most of the agents I
work with, the opportunity to be frustrated is still staring you in the face, but
if you are going to stay in this business
you have to make sure you are keeping
the right mindset. The Allstate brand
all but eliminates the need for you to
ever have to explain the size or strength
of the company you represent. That is a
very good thing. The trick, of course, is
finding more people to work your sales
magic on.
The reality is, more prospects to quote
would solve the bulk of, if not all of, your
frustrations. Therefore, for this quarter
set your priorities on the most important
thing when it comes to new business:
prospects. For a lot of agents I work with
this can be an intimidating proposition.
So to help, I’ve partnered with NAPAA
to offer a great opportunity to bring hot
prospects to you. Check out my information on the NAPAA website. 2018 –
your best year yet!
David Neuenschwander of Captive Agent
Profits, a company specializing in proven
SEO strategies, has recently partnered
with NAPAA. To Learn more how this alliance can help you grow your business, go
to www.napaausa.org. Click on the Agency
Resources tab. Click again on the Marketing
and Professional Services page and look for
Captive Agent Profits. NAPAA members
log on to find a special discounted offer on
the Member Benefits page.
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your
Future
Is
Here
SIAA provides the
resources to help
start-up agencies
succeed today and
in the future.

Strong and Competitive Companies • Quarterly National Incentives
Regional/Local Profit Sharing • Marketing Resources
Training & Learning • Commercial Lines Training
Start-up Agency Training • E & S and Specialty Programs
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To learn how you could be the owner of your
own independent agency, contact us today.
info@siaa.net | www.siaa.net
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Advice from a Successful EFS
By Gary Olsen

Editor’s Note: As the importance of achieving your financial numbers continues to
impact your agency income, we at NAPAA
have been reaching out to successful agents
and EFSs for tips and suggestions. Here
are responses from a successful EFS in
Florida in response to a set of questions I
sent to him. Gary Olsen has been an EFS
since Allstate started the program, beginning in Wisconsin and then moving to
Florida. Gary also spoke to our members at
the September 2017 Convention. He made
the trip in spite of a hurricane bearing
down on his home.
28 — Exclusivefocus

How do you develop your
relationships with your agency
partners?

The best way to develop a strong relationship with my partner agents is
through hard work, mutual respect, sincere loyalty, brutal honesty, clear communication, common goals and similar
personalities.
First of all, it is important to set goals
in the beginning of the year, and the partnership agreement is a critical tool to do
this. This agreement lays out the expectations of both parties. If I have five agents

who want to do $50,000 of production
each, then I know that this equals my
goal of $250,000 for the year. Therefore,
to be fair, I should spend 20% of my time
with each agent. On the other hand, if
only four agents wish to do $50,000 and
one wants to do $20,000, then I am going to be short of my goal. I am going to
have to take on a new agent or convince
an existing partner to increase his goals.
It also means that I would have to invest less than 10% of my time with the
last agent in order to be fair to the rest.
Again “How do you develop your relationship with your agency partners?” It needs to
be a committed partnership where both
personalities can work together. I find it
much easier to work with a partner agent
that has a personality similar to mine. I’ve
worked with over 75 agents in my 16 years
with Allstate (some in Wisconsin and
some here in Florida), and I’ve had the
best partnerships with agents who didn’t
try to micromanage me and just let me
do my job. I’m pretty good at it. Sometimes the reason why I don’t get back to
an agent on a lead is because I have only
called the referral six times, and I usually
wait until the seventh to send them back
to be warmed up. So before you fill out
the partnership agreement, make sure
you and the EFS are looking at things the
same way. Spend some time discussing
the things that matter to you with your
EFS. That will help down the road.
Communication is key. I use my phone
for most of my communication because
I’m traveling or at clients’ homes most
of the time. When I am in the office, I
spend my time completing applications
and making phone calls to set up appointments. I expect to have all my partner agents’ cell numbers. I email from
my phone and text at all hours of the
day. It is usually no more than a couple
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of sentences. “Saw Mrs. Jones. $100,000
term conversion 1,200 pc” or “Went to
see Kusahuwski. Not insurable but may
do an Axa” or “Called Scott Smith seven
times. Please warm up.” I frequently call
between appointments while I am driving since I see most of my clients in their
homes. I’m able to serve more clients in
this way. Half the people who set up appointments in the office don’t show up,
but most of the people who set up appointments at their home are there.
I work hard for my partner agents. My
wife says that I am successful because I
do things that other EFSs are unwilling
to do. I’ve always shared my solo business because I know that the kindness
is always returned. It actually has come
back twofold! I understand how the
compensation program works for agents.
I know that the small term that I drove
50 miles for on a Saturday afternoon can
be a lifesaver for an agent at the end of
the month. It is so nice for me to find
out that they put my name on a case of
a family friend that they wrote. This is
what a partnership is all about. What
goes around comes around.

In your opinion what is the
biggest reason that EA/EFS
partnerships fall apart and
how do you avoid letting
that happen?

In my opinion, the biggest reason that
EA/EFS partnerships have fallen apart
is because the AFS partnership system was flawed from the start. Within a
few years, 75% of new EFSs failed out of
the system. These were not new people.
They were people who were experienced
with significant production credit. They
were often $100,000+ producers, and
Allstate made them $50,000 producers. I
know so many agents who have had five
EFSs in the last seven years. Last year,
the EFS approval rate was around 66%
percent. In college, that is usually a failing grade.
I think the company has hired too many
EFSs over the years. The new EFSs came
in with expectations that were not met.
They could not make it financially with
the three agents that they were assigned
to. I am pretty sure my region had more
production this year with a depleted 75
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EFS than three years ago with a bloated
130 EFS. Going forward, we will begin
to have less turnover, happier agents and
happier EFSs. I believe that Allstate is
starting to fix this problem by scaling back
on new EFS hires and installing a new
compensation program that better aligns
the goals of both agents and EFSs with
regards to production credit.
Secondly, we need an improvement
in the products we sell. We are getting
too many declines and too many rated
policies that cannot be placed. Our term
products are not as competitive as they
should be. If you take the top ten companies that sell 80% of the term insurance
premium, I’m pretty sure that pricewise
we would be challenged. We need to be
able to have three or four good term policies to choose from in order to best serve
our Allstate customers.
One solution is to find established
EFSs with a good track record and house
them. How do you find a good salesperson? Do your homework. I›m always
looking for new EAs that have high expectations and are hardworking. Call the
agents that have great production year
after year. Find out who they work with
and ask for a referral to the EFS, then
reach out to them. Keep your manager
in the loop, but don›t wait for them to
do it for you. Try to house your EFS.
It only makes sense that he or she will
work harder for you than anybody else.
We know an office is not cheap, and we
are grateful. We can give your staff better
training if we are onsite. We can also better handle walk-in business and service
work if we are “housed” there.
Another solution mentioned earlier is for
the company to come out with better underwriting and new products for us to become more competitive with term products.

also do tons of mailings. We send a lot of
preapproved term conversion postcards
to clients to contact us about their existing life policies. We do preapproved term
conversion email blasts. We set up policy
protection reviews. I have a staff person
that helps me with this. We also discuss
the activity that I need to accomplish
their goals.
Thirty-six years ago, my mentor
Thomas Gasman Sr. taught me something very, very important during the
first week of my sales career. He told me
that the secret to being successful in sales
is knowing the activity you need to accomplish your goals. He said, “Gary, it is
very simple: 10-3-1—10 leads will generate 3 appointments which will result
in 1 sale. Our traditional average sale is
about $1,000, so if your goal is $50,000,
you need to follow this formula to get
your year-end and enhanced bonus:

How do you work with agency
staff members?

Do you track and monitor your
partner agent’s requirements?

The first thing I do with new agents is
train their staff. People call in all day long
to get quotes, endorsements, etc. This is
such a great opportunity to ask them how
we can continue to help them. We talk
about “Money in Motion” and “Oh, by
the way, have you purchased your mortgage protection yet?” We do call nights
with pizza and gift cards for the staff. I

10 a 500 quality leads
3 a 150 held appointments
1 a 50 sales at 1,000 premium
= 50,000 production credit
Therefore, if you need $50,000 of
production, then you must generate 500
leads to create 150 appointments that
will yield 50 sales at $1000 each to equal
$50,000. So if this agent has 5 LSPs,
then they would each be responsible for
two leads per week or 100 leads per year.
It is up to the EA to monitor this. Inspect what you expect. Provide a carrot
and a stick. This formula works. If you
truly want/need $50,000 of production,
then you need to generate 500 leads to
do that. If you want /need $30,000 of
production, then you need 300 leads to
create 90 appointments that results in 30
sales at $1000 each or $30,000.

I can track and monitor my agents by
using the partnership section of the
Dash website. Monitor often and track
monthly. I also call both the agents and
their managers. I always know where
they are and if they need an IPS before
month’s end. Again, communication is
the key. Each of us needs to work together and be on the same page.
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5 Facebook Marketing Mistakes
to Avoid in Your Agency
By Robyn Sharp

F

acebook is an amazing way to connect with your clients, improve personal relationships, get referrals and
grow your multi-line policies. But it can
take some time to get a good system in
place for making it all work smoothly, and
it can be easy to make mistakes. Let’s look
at some mistakes that are easy to avoid so
you can get the best results possible.

#1 Using the same content
as every other Allstate,
Farmers, Nationwide, etc.
agent in town

Many companies provide Facebook content to their agents, but it comes at a price
for your local marketing. It’s the SAME
thing every other agent (that represents
that company) in your town is using too!
Bob and Tom are both Allstate agents.
They have the same cover photo and
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post identical links and photos at the exact same times. There is nothing to differentiate one agency from the other.
This isn’t to say that you shouldn’t use
the company’s content at all, a lot of it
looks great! They know how to create
a strong brand image and use popular
commercials and references. But it needs
to be mixed in with your own original
posts too. Remember, your company
wants to promote ITS name and not the
individual agent. So, make sure to supplement your own personal photos and
tips on a regular basis.

#2 Ignoring client’s messages and comments

If you’re going to make the effort
to be on social media, you can’t ignore the
social side! Make sure that you’re paying
attention to comments and messages

that come in on your Facebook page.
Clients expect to be able to communicate
via Facebook’s Messenger app and they will
be annoyed if they don’t get a response. If
you don’t feel you’ll be able to keep up, either
turn off the ability to send a private message
on your page or set up an auto response
message. The message can simply ask them
to send an email to your staff if that is how
you prefer to handle requests.
Responding to comments is equally
important. Even if all you do is simply
click the “Like” button and acknowledge
that someone took time to comment. If
you have no interest in Facebook, and
know you won’t be able to do this, then
assign the job to a staff member who
loves it and won’t forget.
Also, remember to check your notification settings so that you’re notified when
new comments come in. The Facebook
Pages app is a great tool for managing
your page from your phone and will keep
you notified so you never miss a message!
Another tip that goes along with this:
Be available when people need you most!
If there is a significant storm in your
area, make sure that you or a team member are available to respond to messages
and comments on your Facebook page.
Share your claims phone number, answer
frequently asked questions, and be of
service to your clients. You’ll keep your
clients happy AND show others why
they should be with your agency and not
your competitor.

#3 Making insurance too
serious

Insurance is extremely important,
but it’s not the most exiting topic on social media. There are politics to argue and
funny cat videos to share, you know.
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GROWTH IS A
BEAUTIFUL THING

Learn about lending
opportunities to grow
your agency with
Providence Bank Agency Finance

Visit pbagencyfinance.com to learn more.

1.877.894.2785

Loans and lines of credit are subject to approval

So, we have to make our content “eye
catching” in order to get people to stop
and pay attention. One great way is by
collecting fun memes, jokes, and popular
images and giving them an insurance spin.
For example, in December, my company shared a post with a photo from the
movie “Christmas Vacation.” It’s when
Ellen goes to flip the switch in the garage
so the Christmas lights will finally work
and you see this huge overloaded outlet.
Most people know this movie and enjoy watching it at Christmas. So, we gave
it a little insurance spin by saying that
you should never overload your outlets
because of the risk of a fire. This post had
a ton of likes and comments, way more
than if we had simply said to never overload an outlet. The photo was seasonal,
funny and related back to insurance.
Keep your content fun and entertaining and you’ll see much better results! If
you can do this and use photos of you
and your staff, it works even better. Personal photos always outperform generic
ones, so get creative.

#4 Not promoting referrals

Many agents like to offer rewards (like a small gift card) in
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exchange for a referral. If you choose to
do this, you must promote it regularly on
Facebook.
Make a simple graphic about your reward offer (you can use a free tool like Canva or PicMonkey). Share it at least once a
week, post photos of reward winners, and
share testimonials. You could even post a
thank you message when someone sends a
referral or tag winners in your contest.
Social proof is important to your online marketing. By sharing photos and
naming winners (with their permission
of course), you are showing your followers that people are winning rewards. Your
referral program gives you something to
talk about on Facebook, so don’t waste
the opportunity!

#5 Being inconsistent

And the overall worst mistake
for your Facebook marketing is
being inconsistent. It’s hard to find time
to do these things while still taking care
of clients and running new quotes.
The best way to be consistent is to create a system. First of all, don’t plan to use
Facebook randomly. You need to plan
on posting at least once a day during the
week. Some people may feel like this is

too often, but you must remember that
clients aren’t going to login at the same
time and they won’t see every single post.
Especially with Facebook’s complicated
algorithms, you need to keep posting on
a regular basis.
Scheduling content in advance is also
really helpful when it comes to consistency. When you do this, you know posts
will be going out and you’re not stressing
day-to-day over what to share. (Or worse,
going for months without sharing anything!) Simply plan out your content for
the entire month and then use Facebook’s
post scheduling tool to set the date and
time you want them to be published.
Facebook marketing doesn’t have to
be complicated. Create a strong, creative
content plan, don’t use the same posts
others in town are using, respond to messages and be consistent. Get these basics
down, run the occasional Facebook ad,
and you’ll be ahead of every other agent
in your area in no time!
Robyn Sharp is a former agent and founder
of Mega Agency Marketing. She specializes
in helping agents use Facebook and social
media to grow their agencies. Get more social media tips at www.agencyupdates.com.
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877.97.VOICE

HAVING A “RUFF” TIME WITH
YOUR CURRENT PROVIDER?
RUN YOUR AGENCY WITH A POWERFUL
SUITE OF MANAGEMENT TOOLS!
Stay relevant with SMS/text messaging.
Destroy E&O with automatic call recording.
Be first to the sale with auto hot-lead
dialing.

Exceed customer expectations
with advanced software
integrations with eAgent and
Blitz Lead Manager!

No one knows Allstate like Lightspeed Voice, and nobody cares more about your
success than us. We’ll be sure to keep your tail wagging with our over-the-top
customer service, incredible all-inclusive feature set, and money-back guarantee!
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Get this puppy moving at
lightspeedvoice.com/why-lightspeed
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MEMBERSHIP APPLICATION
National Association of Professional Allstate Agents
22 N Carroll St, Ste 300
Madison, WI 53703
Call Toll-Free: 877-627-2248
Fax: 866-627-2232
Email: membership@napaainc.org | www.NAPAAUSA.org

Demographics
Name:
Address, city, state, zip:
Cell 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!

Mentorship:

I am looking for a mentor

Referred by:

I would like to be a mentor for a new agent

Not Interested

Membership Categories
Gold Membership (Agent Only):

Annual - $375

EFT - $31/month

Super Supporter (Agent Only):

Annual - $475

EFT - $39/month

Action Fund Donation

Amount: $

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

Credit Card (Annual)
I authorize this amount to be charged to my credit card: $
Card Type:
Visa
Name on
Account:
Account
Number:
Billing Address, State,
Zip:

Master Card

Discover

Authorization Signature: _______________________________________
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American Express

Amount:
Expiration:
Security
Code:
Date: _____________________
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We offer access to Auto, Home, Business, Life,
and Health insurance policies from some of the
most competitive insurance companies available.

We Invest In
Your Future
Affordable American Insurance provides a
turn-key business model for a captive insurance
agency to transition to the independent world;
or for an existing independent agency a platform to
increase carrier representation and revenue while
removing carrier production requirements.

Agent Statistics

Team Concept

•

Our agents grow extremely fast for the first few
years.

•

In the 7th year, where other agents become
dormant AAI agents grow 14%

Own Your Business

We like to say that Affordable American Insurance
agents are “independent, yet not alone”. We have a
growing group of agents that think like a team, act
like a team, and win like a team.

Training & Technology

& Future
Owning an agency with AAI provides everything you need
to reach your goals and give optimum service to your clients, while being surrounded by ongoing support from our
carrier representatives, corporate staff and fellow agents.

AAI has developed a unique and sophisticated platform combining the best technology, innovation, IT
support staff. We have modern tools to ensure accuracy and efficiency.

•
•
•
•

Find Out More

Platform to leverage technology &
social media
PC and tech support
Website with online quoting
capabilities
Tech training classes

Watch this Video

Gain Back Your Future by Calling Us Today
Affordable American Insurance
Affordableamericaninsurance.com
Spring 2018

(877) 811-3224

swoodworth@insuranceaai.com
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the NAPAA market place
Agencies for Sale

ARIZONA

North Phoenix
Tony Silva Agency
602-863-2909
tonysilva2@allstate.com
PIF: 1,200
Premium: $1,325,000
Number of Staff: 1
28-years same location. 10+
years with same EFS. Retiring
owner willing to stay at no
charge up to 4 months and
staff will stay on as well.

CONNECTICUT

Guilford
The Colella Agency LLC
203-500-2164
davidcolella@allstate.com
Asking Price: $1,975,000
PIF: 2,766
Premium: $3,800,000
Number of Staff: 4
40-year award-winning agency. High-tech, fully-alarmed
office. 90% retention, 40% LR,
Bundling 65%, TPP is 466,032.

FLORIDA

Delray Beach
Banyan Financial Group
531-303-3938
kelly.davis@allstate.com
Asking Price: TBD
PIF: 600 Premium: $1,300,000
Number of Staff: 2
Please call for more information.
Hallandale Beach
Alesia C Gutierrez Agency
954-214-7979
myallstate4sale@gmail.com
Asking Price: $860,000
PIF: 1,128 Allstate, 900 Ivantage
Premium: $2,423,586 Allstate,
$1,265,000 Brokered
Number of Staff: 4
Successful 27-year agency.
Quality book of business.
Furniture and equipment
available.
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Agencies for Sale
Lake Worth
Perez and Associates, LLC
561-790-5390
elvisperez@allstate.com
Asking Price: $650,000
Premium: $2,800,000
Number of Staff: 2
10+ year agency in area high
growth area. Allstate premium $2M, brokered $800k.
Diversified book, LR 53%
Miami Lakes
Miller Insurance Agency
954-829-1355
jms119@bellsouth.net
Asking Price: $850,000
PIF: 1,495
Premium: $4,250,000
Number of Staff: 3
High-traffic location, 1000sq
ft. 65% Allstate, 35% brokered. 90% retention, 44% LR.

GEORGIA

Various Locations
Mel - Seller Rep
855-306-8627
mel@sammconsulting.com
PIF/Premium: Various
Broker representative

NEW YORK

Brooklyn
Edward Lawson, Jr.
570-460-1228
edwardlawson@allstate.com
PIF: 1,900
Premium: $3,700,000
LR: 47%, Retention: 89.67%.
Best location in Brooklyn.
30-year agency, retiring.

Agencies for Sale

TEXAS

North Houston,
Spring, TX
Allstate Insurance Agency
281-691-1046
jjustinrobert@yahoo.com
Asking Price: Negotiable
Premium: $2,400,000
Number of Staff: 3
Premier agency, turnkey
operation. P&C 80%, Commercial 20%. Great LR and
retention.
Wichita Falls
Amaryllis Mullins Insurance
Agency
940-636-0149
amaryllismullins@gmail.com
Asking Price: $800,000
PIF: 2,286
Premium: $3,107,000
Number of Staff: 2
Great location; lots of retail
traffic

Agencies for Sale

WASHINGTON

Everett
Advanced Insurance
Solutions
206-669-0004
allstate7966@yahoo.com
Asking Price: $1,500,000
PIF: 6,662
Premium: $5,500,000
Number of Staff: 2
91% retention, 52% LR

WYOMING

Casper
Hepner Agency Inc
307-259-9792
r.hepner@yahoo.com
Asking Price: Negotiable
PIF: 2,700,
Premium: $3,700,000
Number of Staff: 3
23yr agency. 32 years’ experience among staff. Great
retention and LR. Agent
retiring.

UTAH

Salt Lake City
Wolverine Insurance Group
602-989-7665 D!
SOL
trentmaloneallstate@gmail.com
Asking Price: $530,000
PIF: 2,868,
Premium: $2,156,000
Number of Staff: 2
Please call for more
information.

NORTH CAROLINA

Greenville
Challender – Allstate
252-758-1993
chalhome@suddenlink.net
Asking Price: $251,000 (negotiable)
PIF: 1,254,
Premium: $1,256,960
28yr agency, retiring. 87%
retention, 37% LR, 51.96%
multi HH. City location,
medical and academic
professionals.

The NAPAA market place…where buyers meet
sellers. Place your classified ad here for just $99
per issue of Exclusivefocus
(Price reduced to $50 if ad is in conjunction with
online ad.)
For more information, go to www.napaausa.
org, or contact NAPAA at 877-627-2248, or
epetersen@napaainc.org.
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THE FASTEST
GROWING
AGENCY
NETWORK
FOR A
REASON.

FIND OUT WHY
www.smartchoiceagents.com
888.264.3388

NAPAA Leadership
OFFICERS
President
Debe Campos-Fleenor
Tucson, AZ
Executive Vice President
Lezlee Liljenberg
Arlington, TX
Treasurer
Dale Revels
Kissimmee, FL
Secretary
Claudia Gamache
Lockport, IL
DIRECTORS
Virginia Ottenberg, Hubbard, OH
Janet Begley, New Castle, IN
Rob McBride, Brownsburg, IN

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

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

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

Executive DIRECTOR
Ted Paris

For more information,
please visit
www.napaaUSA.org

Director of
Administration
Emily Petersen
MEMBERSHIP MANAGER
Suzanna Park Hogendorn
NAPAA can be reached at:
22 N. Carroll St., Suite 300
Madison, WI 53703
877-627-2248
866-627-2232 (fax)
www.napaaUSA.org/Feedback
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Interview with
Hall of Famer
Bill Gough
Is Owning a
Captive Agency
What It Used To Be?
Advice from
an EFS

NAPAA’s
Newest Offer:

Group Health Insurance for
ALL Agents and Staff
page 20
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Exclusivefocus is
brought to you by the
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BECOME THE OWNER
OF YOUR OWN
INDEPENDENT
INSURANCE AGENCY


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



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



Are you just tired of working for
someone else?

And many more…!!

FRANCHISE BENEFITS…


Access to competitive nationwide and regional insurance markets



Access to premier agency management system



Brand Identity



Inclusion in carrier contingency BONUS plan



Ability to sell your agency & receive FULL VALUE



Security of franchise laws to protect your investment in the agency

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

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

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

