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President’s
message

Advocacy – speaking or 
writing in support of some-
thing.

The PIA of Louisiana, your associa-
tion fills the role of your advocate 
on many levels and in various as-
pects of the insurance industry.  
We attempt to always advocate and be 
your voice in support of the independent 
agency system and the important role in-
dependent agents play in the distribution 
of insurance.

There are several industry groups where 
PIA has representatives serving to sup-
port our role.  Many of our past presi-
dents stay involved in our industry and 
in service to the indepen-
dent agents of PIA.  Our 
National President elect, 
Richie Clements, serves 
on the federal flood pan-
el, which has been in the 
forefront of the industry 
and news lately due to the 
implementation of the Biggert-Waters Act, 
and the subsequent passing of the Hom-
eowner Flood Insurance Affordability Act 
passed by Congress and signed by the 
President.

PIA, and Richie Clements himself, were 
actively involved in this process and advo-
cating for our industry and the citizens of 
south Louisiana, in particular.  The act in-
troduced by Congressman Dr. Bill Cassidy, 
and supported by all of our Congressional 
delegation from Louisiana, will certainly 
reverse some of the devastating effects 
Biggert-Waters had on affordability of 
flood insurance by re-instituting grandfa-
thering of flood policies that were priced 
according to flood maps at the time the 
home was built, but were subsequently 
changed by new mapping.  This would 
have had a devastating effect on our real 
estate market as well, and we applaud 
our leaders for their efforts.  In fact, the 
Executive Committee of PIA of Louisiana 
is headed to Washington, D.C for the Fed-
eral Legislative Summit where we will 
have the opportunity to thank all of our 
Senators and Representatives in person.

President,
PIA of Louisiana

      

Darryl Frank CPIA, Metairie

Another area where 
we are well repre-
sented by our past 
President Gene Gal-

ligan is on the Board of Directors of Louisi-
ana Citizens Property Insurance Corpora-
tion.  Gene is very involved in the issues 
regarding our state market of last resort 
and has represented us well.  The de-
population process of Louisiana Citizens 
policies into the private market has given 
us all opportunities to write business with 
many of our company partners, thus re-
ducing the exposure to our citizenry.  PIA 

lobbyist Robert Wooley is 
also leading us in a pilot pro-
gram that we are introduc-
ing again this year before 
our State Legislature to use 
a portion of the unclaimed 
Louisiana Citizens assess-
ment fees charged on all 

policies written through admitted carriers.  
We would like to see these funds used for 
a grant that homeowners could apply for 
to mitigate and / or elevate their homes to 
make them eligible for coverage in the pri-
vate marketplace, thus further reducing 
the Louisiana Citizens policy count. 

We are also well represented by Past 
Presidents Manuel DePascual and Richie 
Clements, as well as Board member Lou 
Fey who sit on the Commissioner’s Agent 
Advisory Council and make sure that our 
voice is heard by the Commissioner.  Man-
uel also sits on the Medical Malpractice 
Board.  Lou, has also recently been asked 
to chair the P & C Commission in the up-
coming year and I can assure you from 
our meetings on property and casualty is-
sues, he is extremely knowledgeable and 
will represent us well. 

I hold the PIA seat on the Board of Direc-
tors of the Property Insurance Association 
of Louisiana and I am PIA’s voice in ex-
pressing our interests in the rate-setting 
and other business of PIAL.
Continued On Page 13
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     Visit us at www.agencythrive.com or call 1-800-229-2009 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                                                                                                                                                                                                                                           

 

 

 

 

 

 

 

 

 

• Service descriptions 
• Online payment links 
• Contact info, contact form 

and location map 
• Up to 15 pages 
• Agency blog 
• Insurance information videos 
• Custom QR Codes 
• Links to social media and 

review sites to build your 
online reputation 

• Online quote forms 
• Agency staff photos and 

individual contact info 
• Optimized for mobile devices 

 

Premium Insurance Agency Website 
$35/month, $99 setup fee 

Elite Insurance Agency Website 
$60/month, $99 setup fee 

Web Marketing Service 
$495 setup, $100/month 

• Create agency business listings for visibility 
with more than 10 of the biggest listing 
and social media sites: 
 Facebook Business Page 
 Twitter for Business Account 
 Google Places Listing 
 Bing Listing 
 Yahoo Listing 
 Yelp! Business Listing 
 CitySearch Listing 
 …and more! 

• Independent Agency blog for inclusion in 
your agency website 
 Professional content added regularly 
 Make your site interesting to customers, 

potential customers, and search 
engines 

• Inclusion as preferred agent in our online 
directory listing of local agents 

• Basic monthly analysis of online presence 
• Setup and monitoring of Google Ad Word 

campaigns based on a budget you specify 
 

Web Consultant Service 
$1995 setup, $250/month 

Includes all the features of the Web 
Marketing Service, PLUS SO MUCH MORE: 
 
 Elite Website included with Instant 

Auto Quote (where available) 
 Weekly updates of Social media sites 
 Includes Google Adwords campaign 

(no additional click charges) 
 Monthly email blast to your customers 

upon request 
 Monitoring of online reviews to protect 

your reputation 
 Detailed monthly analysis of online 

presence 
 Preferred placement on our directory 

listing site of local agents 
 Monthly action plan to increase traffic 

and sales 

• Includes all the features of the 
Premium Insurance Agency 
Website, PLUS: 

 
• Up to 30 pages of content 
• Custom design services for     

a unique look 
• Custom submission forms     

for your preferred lines 
• Online chat 
• Insurance Glossary 
• Multi-location interactive 

maps 
• Regular changes by our staff 

upon request 
• Optimized for mobile devices 
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commissioner’s column
By James J. Donelon

As Louisiana’s Insurance Commis-
sioner I am charged with attract-

ing new insurance companies to the 
state to create a broader choice for 
policyholders. I am often reaching 
out to property and casualty insurers 
who are not doing business in Louisi-
ana with the purpose 
of recruiting new car-
riers to our state. In 
recent years these 
efforts have met with 
surprising success. 
A combination of 
strategies to improve 
Louisiana’s property insurance mar-
ket since Hurricanes Katrina and Rita 
has resulted in 20 new insurance 
groups actively writing homeowner 
policies in our state.  

Following Hurricanes Katrina and 
Rita in 2005, a number of insurers 
stopped writing policies in coastal ar-
eas from Maine to Miami and around 
to Mexico, with a few companies leav-
ing our state entirely. The Insure Loui-
siana Incentive Program was created 
by the Louisiana Legislature in 2007 
and beginning in 2008 Louisiana 
sponsored a depopulation program to 
get policies out of Louisiana Citizens 

Property Insurance Cor-
poration (Citizens) and 
back into the voluntary 
market. 

The Insure Louisiana Incentive Pro-
gram was a grant program devel-

oped to attract new 
homeowners and 
commercial property 
insurance companies 
to Louisiana. The pro-
gram attracted five 
companies with Loui-
siana providing grants 

to these companies totaling $29 mil-
lion. Four of those companies are 
writing homeowners insurance and 
one is writing commercial insurance. 
As part of the requirement to earn 
100 percent of the grant, 25 percent 
of the company’s new insurance pre-
mium must come from Citizens and 
the company must participate for the 
five-year grant program duration.

One of the five companies has com-
pleted the program. Three other com-
panies will complete the program 
in 2014 and the fifth company is 
scheduled to complete the program 
in 2015. To date under this program, 
these five companies have earned 
more than $18 million of the incen-
tive money they received.

We are also attracting new companies 
to our property and casualty market 
and continue to see signs of improve-
ment as Citizens continues its trend 
of downsizing. Since Hurricanes Ka-
trina and Rita in 2005 its policy count 
has reduced from a high of 174,000 
in September 2008 to below 95,000 
at the end of 2013 through its depop-
ulation program. What this means 

in terms of market 
share is that Citizens 
dropped from 9.8 
percent of the hom-
eowners market in 

2008 with a ranking of third largest 
homeowners writer to an estimated 
2.7 percent market share with a rank-
ing of ninth largest homeowners writ-
er in Louisiana at the end of 2013.  
This reduction in market share also 
means that all Louisiana property 
owners benefit as it reduces the risk 
of future assessments in the event of 
another Katrina-level event. 

The Insure Louisiana Incentive Pro-
gram, the Citizens depopulation pro-
gram and our active recruiting have 
certainly proven to be effective in 
bringing new insurance companies 
to Louisiana, giving consumers more 
choices and allowing Citizens, the 
state-backed insurer of last resort, to 
reduce the market share of its book 
of business. 

The efforts to attract competition to 
Louisiana’s property and casualty 
insurance market by so many have 
also helped to create more competi-
tive pricing of property insurance poli-
cies. 

These accomplishments have gone 
a long way towards meeting the mis-
sion of the LDI which is to make insur-
ance affordable and available to con-
sumers through providing them the 
opportunity to access cheaper and 
better coverage by shopping their 
coverage needs. 

Continued on page 13

Commissioner of Insurance
      

Louisiana Department of 
Insurance

            

public@ldi.state.la.us

Contact the 
Louisiana 

Department of 
Insurance at

www.ldi.state.la.us

 or call 
1-800-259-5300

louisiana seeing Growth in the Property and 
casualty market 

less than a Decade Post Hurricanes Katrina/rita
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Passing It on!
By Jody M. Boudreaux, CAE, CIC, CISR

On July 19, 2014, The Professional 
Insurance Agents of Louisiana 

will kick off its 71st Annual Conven-
tion at The Grand Hotel in Point Clear, 
Alabama.  You should have received 
your convention packet and hopefully, 
you’re already making plans to join 
us. Even if you’re a regular to our con-
vention, I would urge you to read the 
information sent to you, especially re-
garding the schedule of events. We’ve 
decided to mix it up quite a bit, so you 
want to make sure you’re at the right 
place at the right time.

As well as moving things 
around, we’re adding new 
features. One of the ad-
ditions I’m most excited 
about is our Gathering 
Room, which will allow us 
to take our networking ef-
forts up a notch. We’re 
often told this is one of our greatest 
member benefits – the opportunities 
we afford for our agents and company 
reps to network with each other. Well, 
we’re providing just one more way to 
do this! Each day of the convention, 
we’ll have our Gathering Room open 
for attendees to gather in an informal 
setting, grab a cup of coffee and do a 
little business or catch up with an old 
friend or colleague. I think it’s going to 
be a wonderful addition to our already 
loved program.

One of the changes that I was hesitant 
about making has received incredible 
feedback. We’re doing away with our 
Annual Banquet – the formal event of 
our convention. I’ve heard nothing but 
rave reviews on this decision. Since we 
lose quite a few folks for the banquet, 
we figured we’d change things around 
to include more family events, so our 
closing event this year will be a family 
dance party. 

This year we are 
continuing on with 
a new tradition - 
our silent auction.   
This silent auction 
will provide PIA of 
Louisiana with the 
necessary funds to 
initiate and main-
tain its new PR campaign.  We are 
committed to making this event a huge 
success and I am hoping you will help.

We are currently collecting merchan-
dise and services for our event and I 

am requesting your sup-
port. By making a dona-
tion to our auction, you 
are making a contribu-
tion that will not only ben-
efit PIA’s mission, but will 
also give your company/
agency valuable expo-

sure at our event. Last year our con-
vention had hundreds of attendees, 
many of whom have eagerly supported 
our donors throughout the year.  This 
year we plan to expand the silent auc-
tion to include those who are unable to 
make the convention, which will greatly 
increase your exposure!

If you would like to donate 
an item or prize certificate, 
please e-mail the PIA of-
fice. We ask that all com-
mitment forms, items and 
prize descriptions be sub-
mitted June 27, 2014. If 
you have any questions, 
please feel free to visit our 

website at http://www.piaoflouisiana.
com or contact Laurie Whipp at laurie@
piaoflouisiana.com or 800.349.3434. 
Funds raised from your contribution 
will support our PR campaign, which in 
turn supports the agents and the prod-
ucts they sell.    

Also, if you have any questions about 
our convention program, you can call 
or email Coleen Brooks at coleen@
piaoflouisiana.com.

We hope you’ll join us this year and ex-
perience all our changes. We’re excited 
and think you will be, too!
 

Executive Vice President,
      

PIA of Louisiana
            

jody@piaoflouisiana.com

Register Today! 

PIA of LouIsIAnA’s 
71st AnnuAL 

ConventIon
July   19-22 , 2014
Marriott Grand Hotel

Point Clear, AL



Page  8 •March 2014

PIA errors & omissions
By Curtis M. Pearsall, CPCU, AIAF, CPIA

Does your year-end review include 
an agency audit?   claim  

At the end of each year, agency 
ownership/management does the 

typical “crunching of the numbers” to 
assess how the agency fared. An over-
all review will include an evaluation of 
premium and policy count changes, 
an assessment of how well various 
objectives/metrics were met and a 
careful dissection of the agency’s fi-
nancial picture.

Looking at these issues, as well as 
producers’ hit ratios and by-customer 
policy numbers, re-
veals your status from 
the business side of 
the equation. Yet how 
well do they determine 
the agency’s “E&O 
health?” To a signifi-
cant degree they don’t, 
creating a need to perform a review 
that probably does not get as much 
attention as it should. Namely, “au-
diting” many of the key agency proce-
dures to verify to what degree each of 
the staff is meeting the various agen-
cy expectations.

most important
If your agency has not been perform-
ing a staff audit, now is a good time to 
start, focusing on those procedures/
expectations that are most important. 
This includes documentation – is it 
being done promptly, accurately and 
professionally? – the handling of e-
mails, policy checking, and more. 

Employees not meeting the agency’s 
expectations increase the potential 
for an E&O issue to arise, so it is best 
to discover the issue and resolve it be-
fore it grows. Moreover, the possibility 
that agency expectations are not be-
ing met could result from employees 
not completely understanding those 
expectations, which suggests a need 
for further training.

When it comes to producers, how 
comfortable do you feel with the way 
they perform their duties? When was 

the last time the agency 
owner/sales manager 
“rode along” with a pro-
ducer to see how the call 
is handled, hear what is 
said and note how those 
discussions are docu-
mented? 

throughout the year
Ideally, an audit process – essentially 
a review of a set number of files per-
person based on his or her position 

– works best when the 
review is broken down 
and performed at pe-
riodic times during 
the year. Most agen-
cies should perform 
this review quarterly. 
It is more efficient that 

way, and allows for a “quicker” iden-
tification of problems or issues that 
must be addressed via training or in-
dividual/group consultation.

While performing periodic quality con-
trol audits helps management under-
stand what’s happening within the 
agency, it will also demonstrate that 
the staff is being held accountable 
for their work product and the perfor-
mance of agency procedures. While 
the mention of an audit process might 
get some folks nervous, the staff must 
realize that auditing is performed in 
virtually every business and helps en-
sure the organization’s health.

trust, but verify
If you don’t have an audit form today, 
don’t worry about getting the process 
perfect right from the beginning. As 
you perform quality-control audits, 
you will be able to identify areas that 
must be added – or deleted – from 
the audit form.

How many files should be reviewed? 
Many agencies strive for a 10% sam-
pling, although the proper number will 
depend greatly on the amount of work 
performed. The goal is to review the 

number of files that 
provides credibility 
to the final score. If, 
for example, you 
are reviewing files 
for all customer ser-
vice representatives, 
make sure it really 

does include all customer service 
representatives. While you may want 
to trust that your 30-year veteran is 
doing his or her job, it’s still best to 
“trust, but verify.”

Because your agency probably con-
sists of numerous disciplines – mar-
keting, customer service, sales, ac-
counting, etc. – ensure that each 
of these is reviewed. Each area has 
procedures that, if disregarded or 
not performed properly, could cause 
problems for the agency. Now is also a 
good time to review the agency’s web-
site and promotional material to deter-
mine to what degree they continue to 
accurately portray the agency. Are you 
using any of the “dangerous words” 
such as “expert” or “specialist?” If so, 
you might want to change them. 

make it complete
Results should be tabulated and re-
viewed for each of the areas within the 
agency and for each employee. Advise 
staff members who performed well on 
the review and thank them for their ef-
forts and commitment. For those that 
struggled or did not “pass” the review, 
meet with them individually to better 
understand the reasons. Is there a 
need for additional training or another 
reason, such as the employee thinks 
his or her way is the better way? Con-
sider factoring the audit results into 
an employee performance review to 
add some “teeth” to the process.

Bottom line, it is difficult to grow in 
professionalism and efficiency with-
out an auditing process. Your year-end 
agency review is not really complete 
without a review of the year-end audit 
results. 

Special Consultant
Utica Nat’l E&O Program

Utica Mutual Insurance Co.



March 2014 • Page  9 

COVINGTON 190 New Camellia Blvd., Covington, LA 70433
Ph: 985.892.7428 • Toll Free: 800.256.2171 • Fax: 985.892.4282 • www.RPSins.com

We would like to take the time to thank you for 
your business, and make sure you’re aware of 
just some of the great personal lines products 

we have to offer you in 2014!

Mobile & Manufactured Home: Primary Homes, Seasonal Homes, 
Secondary Homes, Vacant Homes and Tenant occupied

Homeowners: High Value, Low Value, Secondary Homes, Seasonal 
Homes, Vacant Homes and Coastal Homes

Dwelling Fire: Owner and/or Tenant occupied, Basic Form (Liability 
included), and Special Form (Liability included)

Additional Products: Watercraft, Umbrella & Excess Liability, Private 
Passenger Auto, Personal Farm Liability and Premium Finance (offered 
for all Personal Lines Products administered by RPS Covington)

PIA  
Rhodium Sponsor 

www.Lane-Assoc.com 
504-467-3123 

Lane & Associates, Inc. 
 

New A+ 
Package Program 

Small Contractors & Small Packages = Big Result$ 

Contact us for more  
Information: 
 
Scott Landry, CPCU 
Karen Bivona  
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service as unique as a two dollar bill sm

We finance.                   Insureds benefit.                   You profit.

Contact us today for details.

 Lucy Lindsey
832-350-2079

Lindsey@capitalpremium.net www.capitalpremium.net

We are Capital Premium Financing, proud Sponsor,
Supporter and  Partner of PIA of Louisiana.

With exclusive profit sharing programs and service options, financing insurance
premiums has never been so easy or so profitable.  Our unique approach puts

.

If we havent met, let us introduce ourselves
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Register today at
www.piaoflouisiana.com
or call (800) 349-3434.

2014
CISR Schedule

PersonAl lInes 
mIscellAneous
April 8:  Shreveport 
April 9:  Lafayette 
April 10:  Baton Rouge 
April 11:  New Orleans

commercIAl cAsuAltY I
May 8:  Shreveport 
May 9:  Lafayette
May 13:  New Orleans
May 14:  Baton Rouge 

FOREST INSURANCE FACILITIES
Commercial Wholesale Brokerage

Specializing in:
• Property, Casualty, Inland Marine
• Umbrellas and Packages

PHONE: (504) 831-8040

131 Airline Drive, Suite 300, Metairie, LA 70001-6266
P.O. Box 7635, Metairie, LA 70010-7635

FAX: (504) 831-4499

Wayne Forest Jr.

Stacy JohnsonCourtney Donato

Wayne Forest Matthew Forest

Taylor Johnson

RUSTON, LA • TOLL FREE: 1-800-372-4827 • FAX: 318-255-9477 or 318-255-9422
Southern States General Agency

Personal Lines
• Comprehensive Mobile Home Program
• Dwelling Fire Program

• General Liability
• Property
• Garage Liability
• Commercial Automobile
• Poultry & Swine Program
• Farm & Ranch
• Logging
• Builder's Risk
• Boiler & Machinery
• Equipment Breakdown

Commercial Lines

• American Alternative Insurance Corporation – A
• American Reliable Insurance Company – A
• Arch Insurance Company – A-
• Argonaut Midwest Insurance Company – A
• Colony Insurance Company – A
• Hallmark Specialty Insurance Company – A-
• Hartford Steam Boiler – A+
• Maxum Indemnity Company – A-
• The Republic Group* – A-
• Voyager Indemnity – A
* The Rating is applicable to each company of The Republic Group

Representing these  fine companies:
Ratings: A(Excellent) A-(Excellent) A+ (Superior)

"The Standard
For Service"

2014 CPIA Class Schedule 
  Spring Series:      Fall Series:
  CPIA-1 Position For Success   CPIA-1 Position For Success
  February 19th Lake Charles    September 9th  Opelousas 
  February 26th North Shore    September 23rd  New Orleans 

  CPIA-2 Implement For Success   CPIA-2 Implement For Success 
  March 20th  Lake Charles    October 14th  Opelousas 
  March 25th North Shore    October 22nd  New Orleans 

  CPIA-3 Sustain Success    CPIA-3 Sustain Success 
  April 15th Lake Charles    November 4th  Opelousas 
  April 29th North Shore    November 11th  New Orleans  
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Continued From Page 6
(Commissioner’s Column)

One measure of market competition is 
the size of the residual market of last re-
sort. As mentioned, the market share for 
Citizens has continued declining among 
the top writers of homeowners. Another 
example is the Louisiana Automobile 
Insurance Plan. The Plan had nearly 
10,000 policies in the mid-1990’s and 
today has fewer than 25 personal and 
commercial policies. This improvement 
is due to the auto market becoming 
more competitive with more insurance 
products available, giving consumers 
more choices in the voluntary market. 
While monitoring the market for compe-
tition is essential, ensuring these regu-
lated entities are responsive to policy-
holders and financially sound is equally 
critical in maintaining a robust and com-
petitive marketplace. The LDI’s Office of 
Financial Solvency monitors the viability 
of an insurer’s financial structure as well 
as the insurer’s competitiveness in the 
marketplace, as the first responsibility of 
insurance regulators is to see to it that 
insurers are able to fulfill their promises 
to their policyholders.

The Office of Financial Solvency monitors 
the business operations of insurance 
companies, ensuring that all licensing 
requirements are met on an ongoing 
basis. This office routinely analyzes the 
periodic financial statements and other 
required filings of licensed insurers, pri-
marily those domiciled in Louisiana, to 
ensure their financial condition would 
not be hazardous to its policyholders or 
the general public. Areas of review in-
clude, but are not limited to, capital & 
surplus, risk-based capital, plan of oper-
ation, corporate governance, cash flow, 
premium, losses, reinsurance, com-
plaint data, holding company registra-
tion statements, affiliated transactions, 
and investments. 

The Office of Financial Solvency’s Actu-
arial Division assists in the monitoring 
process by reviewing Louisiana-domi-
ciled insurer financial statements. The 
Actuarial Division also monitors prop-
erty and casualty markets, enabling the 
LDI to be aware of any specific market 
turn that may become a regulatory 
concern. Recently some markets have 
shown signs of moving through a pricing 
cycle. On the personal lines side, both 
homeowners and personal auto have 

seen prices harden on a national basis 
but availability of products and com-
petition among insurers has remained 
strong. For homeowners, the market 
experienced double digit average rate 
increases after 2005’s hurricane sea-
son but has since stabilized to average 
statewide rate changes around the five-
percent level. 

The insurance industry has safety nets 
in place in case claims exceed capital or 
in case the insurance company becomes 
insolvent. Reinsurance is a mechanism 
by which insurers are able to transfer 
risk. Many insurers obtain reinsurance 
to protect their operations from severe 
losses that may result from a catastro-
phe. Property reinsurance rates impact-
ing Louisiana have declined in recent 
years and are expected to decline again 
in 2014. With fewer catastrophic events 
in recent years (impacting both the Loui-
siana and worldwide market) and with 
competition from alternative reinsur-
ance products, the traditional reinsur-
ance market is quite competitive which 
results in lower rates for Louisiana insur-
ance companies.  

The Louisiana Insurance Guaranty Asso-
ciation (LIGA) is another means by which 
policyholders are protected. Although 
insurance companies are required to 
meet specific solvency requirements, 
it’s not impossible for a company to be-
come insolvent. LIGA is funded by as-
sessments on insurance companies for 
the purpose of paying covered claims 
with a minimum delay and minimum fi-
nancial loss to the policyholder due to 
insolvency of an insurer domiciled in 
Louisiana. LIGA may assess insurance 
companies up to one percent of prop-
erty and casualty premium, but has not 
made assessments since 2004 as the 
Association is well funded and has had 
minimum active claims recently. LIGA 
even had surpluses that allowed it to re-
turn about $76.8 million to insurers in 
2009 from assessments made in prior 
years. Consumers have the added assur-
ance of knowing that their property and 
casualty policies are insured to a limit 
of $500,000 per accident or occurrence 
on covered claims. This higher limit was 
passed in the 2010 Regular Legislative 
Session, which was an increase from 
$300,000 per accident or claim. Prior to 

2008, the limit was $150,000 per ac-
cident or claim.  

Nearly a decade after the most expen-
sive insured loss event in the history of 
insurance anywhere in the world, the 
efforts of countless individuals have 
succeeded in restoring choices and sta-
bility to the insurance marketplace in 
Louisiana. I am pleased with our prog-
ress but more remains to be done. I look 
forward to continuing to work with you 
to strengthen our property and casualty 
markets and expand choices for Louisi-
ana consumers.

Continued From Page 4
(President’s Article)

PIA also maintains an excellent working 
relationship with the Louisiana Surplus 
Line Association (LSLA), the Coalition to 
Insure Louisiana, and others.  We have 
several members who are dual mem-
bers and are actively involved in both 
organizations.  In fact, Danny Gendusa 
is the current President of LSLA  and is 
a Past President of PIA of Louisiana. 

As you can see, your association lead-
ership, past, present and future stay 
very involved and active throughout our 
industry to assure that your voice, that 
of the independent agent, is heard and 
our interests are protected.

I encourage all our membership to get 
involved.  Let us know your thoughts 
and concerns so that we can keep you 
better informed and represented.  Our 
State Legislature is now in full swing and 
our Governmental Affairs Committee is 
busy monitoring and evaluating all legis-
lation that has been and may be filed by 
the April 1st deadline.  Once all bills are 
filed, we will send to you our thoughts 
and positions on how these bills could 
affect our industry and policyholders.  
Please be on the lookout for this and 
also please respond when we issue a 
Grass Roots alert.  Please contact your 
representatives when requested so we 
can make them aware of our position on 
these matters.  After all, they are elect-
ed to be our Advocates!
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cracking the Personality code:
Identifying sales & marketing People 

that Flourish in today’s economy
By Dana Borowka, MA, Lighthouse Consulting Services, LLC

Not all sales and marketing people 
are created equal. In a challeng-

ing economy, you want to hire people 
who are creative, innovative and can 
get results despite the roadblocks. 
After all, today is a new day with new 
opportunities for those that are open 
to them.  To improve hiring decisions, 
many companies have found out how 
to crack the personality code by using 
robust in-depth work style personality 
testing. Work style assessments tests 
are a standard recruiting practice for 
many branches of the government and 
military, as well as many Fortune 500 
companies when assessing potential 
hires for key or critical positions.  

Our research for our book, Cracking the 
Personality Code, reveals that this is 
not guesswork or an untested science. 
Here are eight proven ways to use in-
depth work style personality testing to 
hire the right sales and marketing peo-
ple who are willing to fight for market 
share.   

1.  compare their 
resume Against Your Job Description 
Sounds obvious, doesn’t it?  Surpris-
ing how easy it is to blow right past this 
step in the hiring process.  Past experi-
ence alone is not what you are looking 
for when you review the resume. You 
are looking at how well they performed, 
what were their successes, and how 
adaptable they might be to the job that 
needs to be done for your organization.  
Experience is nice, but it is results that 
really count.

2.  Assess their 
Problem-solving resources
Is this person a problem solver?  If so, 
what kind of problem solver?  Each of 
us has unique problem-solving resourc-
es on which we rely.  You will want to 
determine what the person’s strengths 
are when it comes to problem solving.  
What are the usual approaches this 
person will use to resolve these prob-
lems?

3.  Determine their Patterns For 
  coping with stress
Stress is a force that tends to distort 
the body, a factor that induces bodily or 
mental tension, or an automatic physi-
cal reaction to a danger or demand 
in the environment. As one physician 
stated, “Stress is any demand, either 
internal, external or both, that causes 
us to mentally and physically readjust 
in order to maintain a sense of balance 
within our life.”  

Without a doubt, stress is a fact of life 
in today’s work world.  So determining 
a candidate’s or employee’s ability to 
cope with stress is critical for a man-
ager.

4.  examine their 
Interpersonal Interaction styles
Breakdowns in communication are 
never good for an organization.  So 
take a good look at the individual’s 
style for relating and communicating 
with others.  How do they usually react 
in dealing with others?  What is their 
comfort level in interacting and person-
al connection with others?  Personality 
assessments can tell you the person’s 
major sources of gratification and sat-
isfaction when building relationships 
with each other.  

This is the time to identify potential red 
flags.  A personality assessment can 
discover issues that are sometimes 
overlooked during the traditional in-
terviewing process and can quantify a 
hunch or feeling the interviewer may 
have about a particular candidate.  
Knowing interpersonal interaction 
styles can also help understand how 
to manage individuals for greater work 
performance.  A comparison of the 
interpersonal dynamics of teams, de-
partments, employees and candidates 
is well worth the effort.

5.  Analyze career Activity Interests
Certain personality tests help you gain 
information which may either support 
the person’s present career choices or 
assist them to explore, consider and 
plan for another career direction. This 
is not to say you will be recommend-
ing another career choice to someone 
you are considering hiring or currently 
managing. Rather, you are using this 
information to determine fit.  All orga-
nizations want to ensure that they have 
the right people in the right positions 
and effectively distribute these human 
assets and talents.  

6.  Assess How they respond to tests
You should also use tests with scales 
for what is known as “impression man-
agement.”  This is necessary in order 
to understand the accuracy of results 
and whether someone is trying to “fake 
good” or misrepresent themselves.  A 
critical element in predicting a potential 
candidate’s success is measuring real 
personality and style in an interview.  
An in-depth work style and personality 
assessment presents a fairly accurate 
picture of a candidate’s personality, 
work style and fit within a company’s 
culture.

If a profile does not have an impression 
management scale, then it is difficult to 
tell how accurate the data is.  A profile 
needs to have at least 165 questions 
in order to gather enough data for this 
scale.

7.  chronicle 
strengths & weakness ledger
Benjamin Franklin reportedly had a 
decision-making process when he 
was faced with important challenges.  
Franklin divided a sheet of paper into 
two columns, and on the left side listed 
the reasons for doing something and 
on the right side the reasons against. 

Continued On Page 17
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Business Ideas that Drive 
the right results
by John Graham

Americans spend more than $12 
billion a year on the nation’s 

most pervasive addiction. Like other 
compulsions, we can’t get enough to 
satisfy our longing. It’s self-help and 
the seemingly insatiable desire to be 
more successful.

Every couple of weeks, there’s a new 
self-help book, video or seminar. Mal-
colm Gladwell’s latest addition to his 
shelf of self-help 
books is totally en-
ticing — “David and 
Goliath: Under-
dogs, Misfits, and 
the Art of Battling 
Giants.” How can 
anyone resist the 
appeal of getting 
to the next rung on 
the job ladder, of 
making the num-
bers every quarter 
and of going from 
the bottom to the top?

If self-help were so effective, then tens 
of millions more of us should be the 
most engaged and highly motivated 
people in the world, smashing every 
performance record where we work. 

That’s not the case, to say the least.

The problem isn’t how we think or feel, 
but what we do. It’s the doing that 
makes the difference. Here are busi-
ness ideas that get the right results:

1. stop talking to ourselves. As in-
dividuals, it’s so easy for us to think 
we’re right. And it’s the same with 
companies, too. A recent cars.com TV 
commercial makes the point. When 
the “team” hears the new plan, every-
one cheers — all except one guy, who 
says, “It’s a stupid plan.” In the next 
shot, he’s standing at the curb hold-

ing a box with his personal 
stuff.

Many companies, like 
individuals, become so 
enamored with their own 
ideas (read brilliance) that 
they shut out other views. 
Amid the cheering, no one dares say, 
“That’s stupid.”

Ideas, plans, initiatives, 
campaigns and just 
about everything else 
benefit from diverse in-
put.
 
2. never stop improv-
ing. While this Lowe’s ta-
gline has a clear double 
meaning for that home 
improvement company, 
the words apply to all 
businesses and employ-
ees. Many get to a cer-

tain point — a plateau — and stop, as 
if they’ve gone far enough, while a few 
keep on improving.

“From the time she was very young 
she aspired and achieved, and often 
did it by breaking down barriers,” said 
her son David of his mother, Myril 
Axelrod Bennett, a Young & Rubicam 
VP and a pioneer in advertising re-
search. “Everything she did, she did to 
perfection, and she demanded that of 
herself,” as the Boston Globe report. 
And she was doing a weekly blog until 
just before her death at 93. 

A never stop improving attitude puts 
the focus on what matters: perfor-
mance.

3. Avoid corporate narcissism. Fa-
cebook’s phenomenal success is no 
surprise, as a recent Boston Univer-
sity study, “Why do people use Face-

book?” points out. It 
meets two basic hu-
man needs: the need 
to belong and the need 
for self-preservation.

Businesses aren’t 
much different, always 
seeking opportunities 

to showcase themselves. The pull is ir-
resistible, as compelling as that of Fa-
cebook. For example, a regional daily 
newspaper sent subscribers a letter 
with a $50 or $100 voucher charities 
can use to “purchase” advertising.

Ironically, the first half of the letter was 
devoted to talking about the newspa-
per. In fact, the headline started off 
this way: “We are proud to launch….” 
The final sentence thanked subscrib-
ers “for helping us support our com-
munity.” From start to finish, the focus 
was on the publication. More than 
a community service, the program 
came across like an “ad” for the news-
paper.

It takes enormous willpower, disci-
pline and skill for companies to keep 
the spotlight on their customers. 

4. Get good at connecting the dots. 

In spite of a major recession, high 
unemployment, and pervasive wage 
stagnation, we might think that few, if 
anyone, could be heard to say, “Hey, 
what do you expect? I’m doing what 
I was hired to do,” as if that were a 
remarkable accomplishment worthy 
of special recognition.

Continued On Page 23

John Graham of Graham-
Comm is a marketing and 
sales consultant and busi-
ness writer. He publishes 
a monthly eNewsletter, 

“No Nonsense Marketing 
& Sales.” Contact him at 

johnrg31@me.com, 
617-774-9759 or 
johnrgraham.com
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For the latest rating, access
www.ambest.com

ASI surpassed the $1 billion WP milestone 
in December. The company gives special 
thanks and recognition to all of its partners.
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Continued From Page 14

Much like a bank ledger with credits and 
debits, this simple tool greatly aided the 
analysis of information. Often a quick 
scan of the two lists gave him the in-
formation he needed to make the right 
choice.

We recommend you do the same for 
the personality of a job candidate or an 
employee under your supervision.  Like 
a bank ledger, every credit should have 
a corresponding debit.  That is because 
for every strength a person possesses 
there is a corresponding weakness.  Be-
ing assertive is a strength; however, that 
personality can be too assertive and off 
putting for some people they deal with. 

8.  create Probing Interview Questions 

So, what have you learned about the 
job candidate so far through personality 
assessments?  What remains to learn?  
To find out, develop interview questions 
that probe facets of the personality you 
need more details on.  

Forget those old standby questions like, 

‘Tell me about your strengths and weak-
nesses’. Instead, let’s say you wanted 
to determine how they cope with stress.  
You might ask the candidate to give an 
example of when they made a terrible 
mistake and how they handled it. Ask 
them how they think others perceive 
them when they are under stress.  For 
making a mistake, did they blame others 
or take responsibility for the outcome?  
Listen for their process. Do they ask for 
help?  Watch body language and tone 
of voice to see how much insecurity the 
candidate expresses at the idea of mak-
ing a mistake or having stress.

As consultants trained in psychology, 
this is something we help our clients 
create for new candidates. To help you 
create questions, here are some prelimi-
nary interview questions for a candidate. 
Naturally, these are not meant to be 
questions to ask all candidates, but are 
indicative of the types of questions you 
might ask:

• What process do you think helps you to 
learn?  Give an example of how you learn 

a very complex system or skill and what 
your process was? 
• How would you handle a situation 
that brought up many different chang-
es?  How do you like to see change take 
place?  Give an example when change 
was implemented and it just didn’t work 
out. 
• Have you ever worked with individuals 
who are abstract thinkers?  How did you 
deal with that kind of thought process? 
• Give an example of when you have had 
to make an exception to the guidelines 
or rules. How have you handled that? 
• What was the most challenging sales 
situation you have ever faced and won?  
Give an example of when you lost a sale 
and what you could have done differ-
ently. 

Whew, seems like a lot to worry about.  
As with any business decision, having 
and organizing the right information is 
critical.  Work style and personality as-
sessment testing can provide insight 
into potential hires, as well as the cur-
rent workforce.  The trick is to gather the 
information and then look at it in an or-
ganized fashion.

company news

The HomeBuilders SIF Board of Trustees 
recently declared a $1 Million dividend be 
distributed to qualifying members by March 
15, 2014.  This distribution will be the sec-
ond dividend returned during the 2013 
Fund year, with $2 Million having been 
distributed in July 2013. Since 1994, 58 
dividend distributions have been returned 
to qualifying members, totaling nearly $73 
Million.

The HomeBuilders SIF is a group self-
insured workers’ compensation program, 
designed especially for residential and light 
commercial contractors.  Endorsed by the 
Louisiana Home Builders Association for 
over 30 years, the program is sold exclu-
sively through select independent insur-
ance agents.  For more information about 
the program, or to find an authorized agent, 
visit  lhbasif.com.

HomeBuIlDers sIF 
returns AnotHer 

$1 mIllIon to 
QuAlIFYInG memBers

The HomeBuilders Self Insurers Fund has announced its newly installed officers for the year 
2014.  The SIF, now in its 35th year of providing affordable workers’ compensation coverage 
to members of the Louisiana Home Builders Association, is managed by builders and associ-
ates elected from each local association.
 

Vince Roubique, has been elected to serve as Chairman of the Board of Trust-
ees for the HomeBuilders Self Insurers Fund. Roubique, owner and president 
of Hammond based Tangi Electric and Maintenance Company, has been a 
participant in the Fund since 1989 and has been on its Board since 1997, 
serving on several committees, as well as Chairman in 2004. Roubique is also 
an active member of the Tangipahoa Home Builders Association. The Home 
Builders SIF is a group self-insured fund that has provided workers’ compen-

sation coverage to members of the Louisiana Home Builders Association for over 30 years. 
 
Jeff Tidwell, has been elected to serve as Vice Chairman of the Board of Trust-
ees for the HomeBuilders Self Insurers Fund. Tidwell is the former owner and 
president of Opelousas based Standard Building Corporation. He is a found-
ing member of the HomeBuilders SIF and has served on its board since its 
inception. Over the past 30 years he has held positions on multiple commit-
tees and is past-Chairman. Tidwell also sits on the Board of Directors and is 
a past-president for the Louisiana Home Builders Association. He is currently 

the President of the St. Landry Home Builders Association. The Home Builders SIF is a group 
self-insured fund that has provided workers’ compensation coverage to members of the Loui-
siana Home Builders Association for over 30 years. 

Geno Guercio, has been installed as the Secretary of the Board of Trustees for 
the HomeBuilders Self Insurers Fund. Guercio has been a member of the CRBA 
since May 1985. Guercio has been an SIF Board Member for over 18 years, 
having served as Chairman of the Board in 1994 and 2007. 

HomeBuIlDers selF Insurers FunD 
Announces oFFIcers For 2014
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Partner news

The board of directors of Louisiana Workers’ Compensation Corporation (LWCC) has declared a 2013 dividend of $69.1 mil-
lion, bringing the cumulative total dividend over the past 11 years to more than $300 million. The dividend, the company’s 
largest to date, will be paid to qualifying policyholders in April.

More than 16,000 policyholders will receive a portion of this dividend. Individual dividend awards are based on a calculation 
that takes into account policyholders’ premium and longevity with LWCC over the last five years.

“It is exciting to hear the stories of policyholders reinvesting these funds into their businesses to improve efficiencies, pre-
vent future accidents and provide their employees with a quality work environment. This is real money, going back into real 
Louisiana businesses, providing real benefits,” stated LWCC President and CEO Kristin W. Wall.

The 2013 dividend is the result of several contributing factors. LWCC policyholders’ employees experienced fewer than ex-
pected work-related accidents during the year. The number of catastrophic injuries was also lower than typically experienced 
in a calendar year. Additionally, the company’s investment portfolio continued to outperform when compared to industry 
peers.

LWCC Chairman Murphy J. “Mike” Fos-
ter, Jr. stated, “This company has set out 
to do what we hoped it would do over 
twenty years ago by providing a ready 
market for all Louisiana businesses, a 
driving focus on safety, and quality care 
for workers injured on the job.” Foster 
added, “LWCC’s rates have been re-
duced by over 52% since inception, a 
true testament of the dedication and 
expertise of LWCC’s outstanding em-
ployees.”

lwcc BoArD DeclAres 
recorD PolIcYHolDer DIVIDenD 

Advertise 
todAy! 

Contact Jody
at the PIA office

 at (800) 379-3434.
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There when things get ugly.
(Especially on bad hair days.)

Sometimes, things get hairy. All you need is creative underwriting 
or help with a complex claim, stat. 

Imperial’s customer-focused response gets you through those 
tough spots fast with experience and impeccable service that’s 
all about you. Because when you look good, we look good too. 

And as an industry leader, Imperial is committed to doing things 
the right way first.

The Imperial lion has always symbolized strength. Rediscover the 
new Imperial and unleash your agency’s most beautiful roar. 

ImperialFire.com  •  800-960-7777
Insuring peace of mind through Auto, Property & Flood.
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Count on Lighthouse Property Insurance Corporation as your homeowner's insurance provider. 
As a Louisiana company, we understand the unique insurance challenges specific to Louisiana and have 

the experience and financial strength to address all types of risks and exposures.

Strength.  Stability.  Security.

Homeowners | Condo | Renters | Dwelling Fire

For more information:
888.544.4885
marketing@lighthousepropertyins.com
lighthousepropertyins.com

Financial Stability Rating® of A, Exceptional, from Demotech, Inc.

Let us guide you in the right direction.

LA_Ad_PIA.indd   1 1/25/13   8:11 AM
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A new logo for

a new era.

Upon our acquisition

by National Indemnity

Company/Berkshire Hathaway

in October of 2012, a new and

improved GUARD emerged. A year later,

we are pleased to introduce a new logo that

better reflects our ENHANCED GUARD BRAND. As

you can see, we highlight the immense resources available

to us through our ultimate parent as we continue climbing to the

top of our industry . . . while retaining reminders of the steps behind

us – an assurance that the best of our old values still remain.

Join us as we reach new heights: visit www.guard.com/apply

Berkshire Hathaway GUARD Insurance Companies are rated A+ (“SUPERIOR”) by A.M. Best Company and

specialize in small- to mid-sized accounts – featuring Workers' Compensation coverage in 35 states and

complementary Businessowner's Policy (BOP), Umbrella, and Commercial Auto products in select jurisdictions.

GUARD
BERKSHIRE HATHAWAY

INSURANCE

COMPANIES

April Carter
acarter@hullco.com

504-872-3288
Fax: 866-449-8184

Dave LeBlanc
dleblanc@hullco.com

504-613-5365
Fax:  866-310-3169

Dru Garland
dgarland@hullco.com

504-613-5364
Fax:  866-831-8758

JV Franks
jfranks@hullco.com

504-613-5367
Fax:  866-823-5337

Chad Harrington
charrington@hullco.com

504-613-5368
Fax:  855-439-7437
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Customer Service/Claims: 
888.671.AHIC (2442)
www.accesshomeinsurance.com

Disaster.

Access Home Insurance Company is a 
Louisiana-domiciled admitted carrier.  

When a loss takes place, policyholders need answers. They need an insurance company with the 
experience and knowledge to help them through the tough times. They need Access Home.

Although we are relatively new,  Access Home is owned and operated by insurance professionals with over 
100 years combined experience in property catastrophe insurance.  

We understand what it takes to get policyholders back on their feet as quickly as possible.  And, our 
responses to Hurricane Isaac in 2012 and a major hailstorm (New Orleans West Bank) in 2013 show we 
perform at a superior level.

When disaster strikes… Access Home is the key to your recovery.

Experience. Knowledge. Performance.

INSURANCE

AccessFullPageAd3image.indd   1 10/3/13   8:02 AM
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Continued From Page 15

Most people can describe what they do 
at work, but far too few can recognize 
opportunities, identify problems and 
come up with solutions that have a posi-
tive impact on the company. It’s the abil-
ity to connect the dots that separates 
average employees from those display-
ing superior performance.

5. seek ownership opportunities. 
Workers come in two varieties, those 
who see themselves as employees and 
those who act as owners. There are 
many of the former and too few of the 
latter. 
If there’s anything managers need 
and want from employees, it’s having 
them “take ownership,” taking charge 
of one’s job by controlling outcomes, 
meeting deadlines, overcoming hurdles 
and reaching goals.
 
With the current “teamness” through-
out the business world, we might expect 
that the ownership spirit would be thriv-
ing. Since that’s not the case, is it pos-
sible that “teamness” is either wishful 
thinking or window dressing — or both. 

Unless being a “team” member is wed-
ded to ownership, it’s nothing more than 
another example of jargon.

6. Beware of “passive customer loyalty”
Those customers who never complain, 
keep coming back, pay promptly, ap-
pear satisfied may also be off our radar 
screen. We take them for granted. Some 
have been around so long they’re invis-
ible. We can call their behavior “passive 
customer loyalty.” 

It’s worth thinking about because it’s 
dangerous. These are the customers 
who quietly disappear. No one misses 
them until they’re gone, and then we 
say, “I wonder what happened?”

“Active customer loyalty” is quite differ-
ent. It results from constant cultivation, 
reinforcing how much we appreciate 
them, always looking for new ways to 
“refresh” their interest, feedback and 
loyalty. It’s worth the effort because los-
ing customers is costly.

7. Don’t get suckered into doing some-
thing dumb. Of all the lessons from the 
Obamacare website debacle, one tow-
ers above all others: never launch any-
thing before it’s ready.

A CNET eBulletin evaluated entrants in 
the blossoming smartwatch category. 
Whether selling for $49.95 or $950, 
one word described them: clunky. It 
wasn’t the first time. Microsoft’s SPOT 
smartwatch was said to be “a bulky 
and poor design,” when it appeared in 
2004. Needless to say, it went missing 
rather quickly.

It happens every time someone says, 
“We’ve got to get this out now or else.” 
Or else what? Or else we’ll look stupid, 
wrong, or embarrassed? Whether it’s a 
product, a plan, a project or anything 
else, getting it right is the only test that 
counts.

In business as in life, it takes the right 
ideas to drive the right results.

Fishing for 
new business 
this summer?

www .pr im e ra t ep fc . c om
www .afco . co m

 
 

AFCO-Prime Rate can help you: 
  Make insurance affordable for your clients 
  Simplify billing and receivables 
  Tailor financing solutions for client needs 

Learn more today by contacting:   
Benn y Spadoni  / 713 -409-2249  
bspadoni @afco.com

Fishing for 
new business 
in Louisiana?

PIA of Louisiana Agents,  
your catch is right here. 

 Increased cash flow and prompt commission payments are just part of 
the catch you can haul in by working with AFCO-Prime Rate Premium 
Finance, the endorsed premium finance partner of the PIA of Louisiana. 
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Welcome NeW 
members!

schmitt Insurance Group
Baton Rouge, LA 

Insurance Finance company
VillaRica, GA

new orleAns cHAPter

ArounD

 tHe stAte

Whatever your plans this weekend, we’re ready to join you.  
Servicing more than 3000 businesses across 63 parishes is no small 
feat. And we know that you agents are working just as hard. So however 
you choose to relax this weekend, we’ll be right there with you.

lciwc.com  ::  985-612-1230
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Member Benefit in Focus

HelP BuIlD Your FAmIlY’s FInAncIAl Future 
wItH PIA trust InsurAnce PlAns

As a PIA member you can choose from several high-quality, competitively 
priced insurance plans to help protect you, your employees and families. You 
can customize your protection to best meet your family’s insurance needs. Your 
employees may apply for all of the following plans without your participation, 
except for Basic Life.

term life Insurance Program
Mortgage payments, education, healthcare and daily living expenses continue 
for your family if something happens to you. Help protect their financial future 
with $50,000 Basic Life Insurance available to Agency Owners/Managers and 
up to $30,000 for their employees. This Basic Life coverage is only available if 
there is 100% participation of eligible employees and the employer contributes 
100% of the premium. There is no medical underwriting. Additional term life 
insurance up to $300,000 is available through the Voluntary Life Insurance 
Program (medically underwritten). If you have Basic or Voluntary Life, Depen-
dent Term Life Insurance is also available with up to $100,000 for spouses 
(medically underwritten) and $10,000 for children (ages 6 months to 19 years) 
and $500 for children (age 14 days to 6 months). Children are not medically 
underwritten.

short term Disability
This plan can help replace up to 75% of your income for up to 30 months if you 
are unable to perform the material and substantial duties of your occupation. 
You may choose up to $1,500 per month.

long term Disability
(NOT MEDICALLY UNDERWRITTEN)
Consider how you would manage if a long-term disability reduced your earning 
power. If you become disabled, this plan can help replace up to 60% of your 
lost income on the base plan and up to 100% in the event of a catastrophic 
disability. The base plan offers monthly benefit amounts from $200 to $8,000. 
The optional catastrophic disability plan can provide up to $3,200 per month. 

There is no medical under-
writing, however, disability 
income benefits are subject 
to a pre-existing condition 
limitation.

learn more today
To learn more about any of 
the products offered by the 
PIA Services Group Insur-
ance Fund, visit www.pia-
trust.com or contact Lock-
ton Risk Services, Inc. at 
1-800-336-4759.
 



Congratulations to these 6 Louisiana independent agents who’ve  
qualified for the Progressive Signature Agent® program*.

These agenTs have made Their marK

The Signature Agent program recognizes and rewards agents for selling an average of at least one preferred 
Progressive personal auto policy per week.

This elite group will receive higher commissions, unlimited CE courses and enhanced marketing support 
from the Progressive agency brand team.

More commission. More rewards. More reasons to prefer Progressive.

To find out how you can become a Progressive Signature Agent, contact your account sales representative. 

They join these 49 agents who have already earned Signature Agent status.

©2012 Progressive Casualty Insurance Company and its affiliates, Mayfield Village, Ohio.  09A00214.AP2.LA (08/12)
*The Signature Agent Program is not available in all states. For a list of states where it is available, contact your Progressive
account sales representative. The Signature Agent Program is only available to agents. We define a preferred auto policy as
one in which the named insured: Is a homeowner, has continuous insurance with no lapses, and has a good driving record.

all Premier insurance agency 
Denham Springs

arnold insurance group 
Benton 

a victory agency, inc. 
Bogalusa

Bubrig insurance agency 
Belle Chasse

Jones insurance services 
Thibodaux

raymond m. Fondel Jr. ins. agency 
Lake Charles

a victory insurance agency
Mandeville

aBC agency network
Houma

aBC agency network
Alexandria

aBC insurance agency
Lafayette

action insurance, inc.
Lafayette

advanced insurance solutions
Hammond

alliance insurance agency
Metairie

Baton rouge insurance agency
Baton Rouge

Beard insurance
Baton Rouge

Beasley-Keith, inc.
Bossier City

Boswell insurance
Shreveport

Bourg insurance
Donaldsonville

Castello agency
Zachary

Community Financial
Monroe

Curtis insurance agency
Lake Charles

Cypress insurance
Hammond

david Cordell insurance
Baton Rouge

dCg
Opelousas

dJW insurance agency
New Iberia

eagan insurance agency
Metairie

emery James LTd
Hammond

First Federal insurance/ 
Community Financial

Lake Charles

gary Losey insurance
Baton Rouge

gendusa insurance agency
Hammond

glenn dean insurance agency
Deridder

grant C. Bennett insurance
Slidell

harlan insurance agency
Alexandria

insurance network of La
Baton Rouge

insurance Unlimited
Lake Charles

John Kelly dabdoub
Mandeville

Kyle Thomas insurance agency 
Shreveport

Liggio insurance agency
Lafayette

market insurance
Covington

moore-Jenkins 
Bogalusa

moore-Jenkins
Franklinton

Page & sons insurance
Houma

Pam Price insurance, inc.
Jena

Quality Plus, inc.
Lafayette

riverlands insurance services
Luling

semon insurance agency
Shreveport

shaver robichaux agency
Thibodaux

Thomson, smith & Leach
Lafayette

Tibbetts insurance services, LLC
Baton Rouge

Total insurance of Watson, inc.
Denham Springs

Toups insurance agency
Thibodaux

TWFg insurance services
Lake Charles

TWFg insurance services
Mandeville

Walpole insurance agency
Bossier City

Whitney insurance agency
New Orleans
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NOT UPTIGHT
ABOUT MY WORKERS’ COMP

Relax. LUBA is always working for you.

888.884.5822 • LUBAwc.com      Rated A- Excellent by A.M. Best.
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