
Voice
Agent’st

h
e

June 2014
Vol. XLI, No. 5

Breaux Bridge, LA

How To Hire Top Agents
pg 14

The Business Benefits 
Of A Pipeline Mentality
pg 15





Inside This Issue

The Agent’s Voice
Published by the Professional

Insurance Agents of Louisiana, Inc.

No material may be reproduced in whole or in part with-
out written consent of PIA of Louisiana, Inc. 

Statements of fact and opinion in The Agent’s Voice are 
the responsibility of the authors alone and do not imply 
an opinion on the part of the officers or the members of 
the Professional Insurance Agents. 

Participation in PIA events, activities and/or publica-
tions is available on a non-discriminatory basis and 
does not reflect PIA endorsement of the products and/
or services. 

The Agent’s Voice is published ten times a year by the 
Professional Insurance Agents of Louisiana, Inc. Free 
subscription is included in PIA membership. Non-mem-
ber subscription is $2.50 per copy, $25 per year. Con-
tact the Editor for more details. 

All communications for publications, including news, 
features, advertising copy, cuts, etc. must reach pub-
lisher by 1st of month prior to month of publication. Ad-
vertising rates furnished upon request. 

Address inquiries to:
	 EDITOR, THE AGENT’S VOICE
	 8064 Summa Avenue, Suite C
	 Baton Rouge, LA 70809

	 Phone: (225) 766-7770
	 Watts: (800) 349-3434
	 Fax: (225) 766-1601
	 Email: info@piaoflouisiana.com
	 Website: www.piaoflouisiana.com

DEPARTMENTS

President’s Message………………………………...........4

Commissioner’s Column.........................................6

Passing It On..........…………….………….........…..........7

PIA Errors & Omissions...........................................8

IN EVERY ISSUE

Partner News.............................................................9

2014 CISR Schedules ....................……………...........12

Around The State......................................................18-19

Company News..........................................................20

Welcome New Members .........................................24

Index of Advertisers ………….………….…....................26

Member Benefit in Focus .……...………….……...........26

Mission Statement
Promoting the professional insurance agency

system, leading through support,
representation and fellowship.

FEATURES

How To Hire Top Agents.............................................14

The Business Benefits 
Of A Pipeline Mentality...............................................15



Page  4 •June 2014

 

OFFICERS
     

Darryl Frank, Metairie
President

             

Dawn Duhé, Hammond
 President-Elect

Barry White, West Monroe
Secretary/Treasurer

       

Manuel DePascual, Metairie
Immediate Past President

       

Richie Clements, Chalmette
PIA National Director

DIRECTORS   

   

Derek Bowles, Gretna

Karen Bryant, Denham Springs

Lisa Donlon, Lafayette

Lou Fey, Baton Rouge

Dianne Gibson, Madisonville

Patrick LeBoeuf, Westwego

Joe Lohman, Baton Rouge

Butsy Martin, Lutcher

Guy Ruggiero, Plaquemine

Al Pappalardo, Jr., Mandeville

Chad Toups, Thibodaux

Kevin Woods, Monroe

PIA OF LOUISIANA STAFF

Jody M. Boudreaux
Executive Vice President & Editor

       

 Natalie S. Cooper
Director of Industry Affairs

Laurie Whipp
Director of Marketing

       

Coleen Brooks
Director of Member Services

Anne Adams
Administrative Assistant

President’s
Message

BE PREPARED

As the temperatures rise 
and summer is upon us, we 

should not only be getting ready 
for our 71st Annual Convention at the 
Grand Hotel in Point Clear on July 19-
22, hopefully we also are making our 
hurricane season preparations.  So 
in addition to batteries, candles and 
drinking water, evacuation plans should 
be prepared, inventories taken, our in-
surance policies and other important 
documents gathered for 
quick access if we have 
to leave and all that goes 
into being ready.  While 
we pray for a calm and 
non-eventful season, 
experience has taught 
us to not be caught off 
guard. 

I want you to be aware that PIA is here 
for you to help you prepare before, dur-
ing and after a natural disaster.  Go to 
our State website (www.piaoflouisiana.
com) and access our Hurricane Relief 
Center.  On it, you will find many useful 
resources, including links and informa-
tion so that agents, insureds and com-
panies can find each other.  We all re-
member what a challenge this was after 
Katrina when power, phone lines and 
even cell towers were out.  There is also 
useful information from our company 
partners, the Department of Insurance, 
PIA National and other sources.  You will 
find contact information for emergency 
assistance from the Federal Emergency 
Management Agency (FEMA), the Insur-
ance Institute (disaster preparedness), 
the National Hurricane Center, the LA 
Office of Emergency Preparedness and 

President,
PIA of Louisiana

      

Darryl Frank CPIA, Metairie

various State of 
Louisiana websites.  
There are also con-
tact phone num-
bers and websites 

for claim centers, Louisiana Citizens, 
Floodsmart.gov, Acord forms for Agents, 
the United States Postal Service Mailing 
Stations and the State Police Road Clo-
sure Hotline. 

You can be ready before the storm with 
tracking maps from the National Weath-

er Service, NOAA, FEMA, 
and the Gulf Coast Hur-
ricane Center.  It also pro-
vides help after the storm 
with flood safety tips and 
instructions on what to do 
post disaster.  There is also 

local media contact information.  The 
internet and social media have taken us 
to another level in hurricane prepared-
ness.  Many of our Agency Management 
Systems are internet based and have 
back up centers in various parts of the 
country.  Once you relocate and obtain 
internet access, you can gain access to 
your insured’s files and information.  Fa-
cebook and other tools are very useful 
in these situations as well. 

PIA is here for you and is a member-driv-
en organization. Our staff can provide 
assistance in relocating, finding office 
space and resources for you to help you 
get your agency back up and operation-
al in the event the worst happens.  BE 
PREPARED!  But we hope the only hur-
ricane you deal with this summer is at 
Pat O’Brien’s!  Stay safe my friends and 
I hope to see you all in Point Clear.
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• 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

Concerns regarding the correlation be-
tween FEMA flood maps and flood in-
surance rates as well as concerns over 
how flood maps will impact current real 
estate values and future growth in the 
housing sector have the attention of 
property owners, realtors and planners 
in our state. Some of these concerns 
were addressed with the recent pas-
sage of the Homeown-
er Flood Insurance 
Affordability Act which 
removed or revised 
many of the mandates 
of the Biggert-Waters 
Flood Insurance Re-
form and Modern-
ization Act of 2012. 

The Act did not nullify the role of updat-
ed flood insurance rate maps on flood 
insurance premiums. Policyholders will 
experience rate increases when prop-
erties are outside the flood protection 
system or when homes and businesses 
are determined to be below base flood 
elevation. The only exception under the 
Homeowner Flood Insurance Affordabil-
ity Act is the grandfathered properties 
allowance for homes that complied with 
previous flood maps and after remap-
ping are determined to be at greater 
risk of flooding. Flood insurance rates 
for such homes will not be increased 
for existing policyholders at this time. 
When a home with a grandfathered pol-
icy is sold, the new homeowner will no 
longer be subject to an immediate rate 

hike to actuarial levels; 
instead increases will 
be phased in over many 
years. For homes that 
are not grandfathered, 
if the updated maps re-
sult in an increase in risk 
premium, that increase will be phased 
in over a five-year period at a rate of up 

to 18 percent per year. 

In its mapping process, 
FEMA conducts a large-
scale series of stud-
ies to re-examine flood 
hazards in the coastal 
and river communities. 
A study does not always 

result in an updated map, but can also 
result in technical assistance, training, 
or the development of non-regulatory 
flood risk products to communicate risk.

According to FEMA, there are currently 
36 projects in some stage of a study in 
Louisiana.  Some of these are water-
sheds, some are parish-wide updates, 
and some affect smaller areas. The 
process for developing and updating 
flood maps is called Risk Mapping and 
usually takes from three to five years. 
One of the resulting products is new 
Flood Insurance Rate Maps (FIRMs), 
as well as Digital Flood Insurance 
Rate Maps (DFIRMs) reflecting up-to-
date coastal flood hazard information. 
These maps contribute to the establish-
ment of flood risk zones and the calcu-
lation of flood insurance premiums.
There have been concerns over the 
implementation of new flood eleva-
tion maps. For example, recently FEMA 
announced a two-year delay in imple-
menting 2013 Flood Insurance Rate 
Maps in Jefferson Parish. According to 
FEMA this will allow the incorporation 
of recently available data that more 
accurately reflects the actual ground 
elevation within the levee system. In 
January the Army Corp of Engineers re-
leased new ground elevation data that 
is critical to the production of accurate 
Flood Insurance Rate Maps. The delay 

will also give FEMA 
time to consider prop-
erty owners’ earlier 
extensive comments 
on 2013 proposed 
maps that relied 

on 2001 elevation data. 

FEMA’s mapping process is also some-
thing Congress is keeping a close eye 
on. Earlier this month the U.S. Senate 
Homeland Security and Government 
Affairs Subcommittee on Emergency 
Management held an oversight hear-
ing on FEMA’s mapping process. The 
concern over accuracy of mapping in 
the coastal areas and the consider-
ation of locally built flood control sys-
tems in rural areas was discussed.  

FEMA is currently conducting a new pi-
lot program that will allow for recogni-
tion of non-accredited levees that were 
not considered in previous flood maps. 
Of the 25 Levee Analysis and Mapping 
Procedures (LAMP) pilot projects FEMA 
is conducting across the country, five of 
those projects are in coastal Louisiana 
parishes - Plaquemines, Lafourche, Ter-
rebonne, St. Tammany and St. Charles. 
FEMA has said the pilot program loca-
tions were selected based on areas with 
higher population and property values. 
Results from the LAMP pilot program 
may be the basis for new procedures 
that allow a more precise level of 
modeling by analyzing the level of 
protection each levee reach can pro-
vide, allowing for better accuracy in 
reflecting the actual flood hazard 
areas for communities with levees. 
You can search online at FEMA’s Map 
Service Center (www.msc.fema.gov) 
and find resources related to FEMA 
mapping. I encourage you and your 
community to become involved in the 
study process when FEMA goes to 
your locality.The more communities 
and homeowners know about this pro-
cess, the better we can work together 
to make sure we build safely and resil-
iently and are adequately prepared for 
flooding and other natural disasters. 

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

Overview of FEMA’s Flood Insurance 
Rate Mapping Process
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Passing It On!
By Jody M. Boudreaux, CAE, CIC, CISR

Check out this new benefit from PIA! 
PIA has entered into an exclusive 

partnership with Floodbroker.com, 
which will allow PIA members’ clients 
and prospects to learn about their flood 
risks and request a quote for flood in-
surance from their local, participating 
PIA member agency.

Floodbroker has automated the pro-
cess of obtaining a flood insurance 
quote through the National Flood In-
surance Program (NFIP) and makes 
this technology available 
to participating PIA mem-
ber agents through their 
very own agency-branded, 
flood insurance micro-
sites. Agents direct their 
clients and prospective 
insureds to their microsite where they 
can learn what flood zone they are in 
and request a flood insurance quote. 
After answering a few simple questions 
the quote is emailed to their agent who 
completes the sale offline using their 
agency’s regular flood insurance car-
rier. In some cases an actual quote 
cannot be generated online, but the 
prospect can still submit the informa-
tion they have input into the form so 
that their agent can get back to them 
and continue the flood insurance sale 
offline.

The best way to see how easy Flood-
broker is to use is to test it out. Simply 
go to www.floodbroker.com and put in 
your address to see how easy it will be 
for your customers to generate their 
own flood quote. Or click on the “For 
Agents” link to see a short video that 
describes how the program works. 

To learn how you 
can get your own 
agency branded 
Floodbroker web-
site—with your logo 
and contact infor-
m a t i o n — p l e a s e 
contact Evan Spin-
delman at 855-442-4130 or evan.
spindelman@floodbroker.com.

For more information or to attend a 
free informational webinar, please visit 

PIA National’s website at 
www.pianet.com/flood-
broker. They also will be 
exhibiting at this year’s 
convention. 

Also related to flood, 
there are New NFIP Consumer Fact 
Sheet On Rate Changes: The National 
Flood Insurance Program (NFIP) is out 
with a new consumer fact sheet provid-
ing updates on the implementation of 
changes mandated by the Homeowner 
Flood Insurance Affordability Act of 
2014 (HFIAA). This 2-page fact sheet 
provides an overview of the changes to 

flood insurance rates un-
der the NFIP. We sent this 
out in our latest Agent’s 
Link (June 30), so you can 
refer to our archive sec-
tion of this publication for 
a live link or you can check 
out PIA National’s website 

at www.pianet.org. We welcome your 
questions, comments, shared experi-
ences and/or suggestions (send com-
ments to patbo@pianet.org). 

PIA is preparing for a series of meet-
ings of the NFIP, along with FEMA, the 
Institute for Business and Home Safety 
(IBHS) and the Flood Insurance Pro-
ducers National Committee (FIPNC). 
PIA National President-elect Richie Cle-
ments is Chair of FIPNC. 

Let us be your resource for flood issues 
and during hurricane season. Be sure 
to check out our Hurricane Relief Cen-
ter on the front page of our website at 
www.piaoflouisiana.com.   

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
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PIA Errors & Omissions
By Curtis M. Pearsall, CPCU, AIAF, CPIA

When getting the client’s signature 
may not be enough
  Producers and customer service 

representatives are advised from 
early their careers of the importance 
of securing a customer’s signature 
on an application. The basic premise 
is that if accurately completed and 
signed by the applicant, an applica-
tion possesses tremendous power 
in the event of some type of errors-
and-omissions litigation. The signed 
application played a significant role 
in the outcome of that litigation in a 
substantial number of 
E&O cases.

For agencies serious 
about reducing their 
E&O exposure, proper 
handling of applica-
tions is a great place to start. Unfor-
tunately, there have been numerous 
E&O cases where the signed applica-
tion lacked the power it should have 
had. For an application to really help 
the agency if E&O litigation arises, the 
customer must fully know the con-
tents of the entire application. If the 
agency sends the customer the appli-
cation to sign, the entire application 
must be sent. Sending only the signa-
ture page could cause a problem as it 
might enable the customer to disavow 
knowledge of the contents of the en-
tire application. 

The goal is to ensure that applications 
work for your agency, not against it. 
Here are some key items to follow: 

Complete, current and correct
This is known as the “3 c’s require-
ment.” Are applications from your 
agency completed fully or are some 
questions left blank? If questions are 
left blank, why? The answers to these 
blank items could significantly impact 
the account’s desirability or pricing. 
How confident is your agency on the 
accuracy of the answers to the ques-

tions? In the haste to get 
applications submitted, 
producers/account ex-
ecutives may answer the 
questions believing they 
are answering honestly 
and correctly. This has the 
potential to cause some problems as 
carriers rely heavily on the application 
and presume the information to be 
truthful. 

What is your agency’s 
approach when the 
carrier underwriter 
calls with additional 
questions? As a pro-
ducer or CSR, do you 
presume to know the 

answer or do you contact the pros-
pect to check? It’s best to contact the 
prospect/customer to ensure the in-
formation presented to the carrier is 
correct.

After a loss
What happens if, after a loss, the car-
rier discovers the information was in-
correct? This is when your nightmare 
could start. The carrier may take the 
position that it would not have writ-
ten the account had it known the 
correct information. Unfortunately, 
this scenario occurs much too often. 
At this point, the carrier will typically 
have two options: rescind the policy 
or honor the claim, but then take ac-
tion against the agency. There have 
been many E&O claims where the car-
rier successfully sued the agent due 
to misrepresentation of the nature 
of the risk. This issue by itself heavily 
reinforces the benefits of having the 
insured sign the application to affirm 
the accuracy of the information.
 
The best approach
Complete the application face-to-face 
with the prospect/customer, ask-

ing him or her the 
questions exactly 
as they appear and 
accurately noting 
the response on the 
application. After 
completing the ap-

plication, the producer/CSR will usu-
ally request that the client sign the ap-
plication. An additional requirement is 
recommended. Namely, don’t just ask 
the client to sign the application. Re-
quire the prospect/customer to review 
the entire application to ensure you 
have accurately stated the exposure, 
and then have the client sign it. This is 
one of the most important procedures 
for an agency to insist on. 

In virtually every state, the customer 
is held responsible for the contents 
of the application once he or she has 
signed it. If the client misled you in the 
completion of the application, his or 
her signature on the document could 
play a significant role if a problem 
develops. As stated previously, this 
means more than just sending the cli-
ent the signature page to sign. 

If getting the signature is not feasible 
for some reason, explore the possibil-
ity of providing the customer with the 
application electronically, asking him 
or her to review and approve the in-
formation for correctness. Be certain 
your file is well documented with the 
insured’s approval. 

Don’t sign the insured’s name
While the agency may believe the 
customer has authorized you to do 
so, don’t sign for the insured! After a 
loss, the customer may disavow giving 
you this authorization. Handwriting ex-
perts have found their way into E&O 
claims, so extreme caution should be 
exercised in this area.

Continued on page 24

Special Consultant
Utica Nat’l E&O Program

Utica Mutual Insurance Co.
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Partner News

Global account-
ing firm EY (Ernst 
& Young) has 
announced that 
LUBA Workers’ 
Comp founder 
and CEO David 
Bondy has been 
chosen as a fi-
nalist for the EY 
Entrepreneur Of 
The Year 2014 

Award for the Gulf Coast region. The pro-
gram recognizes entrepreneurial leaders 
who demonstrate excellence and extraor-
dinary success in areas such as innova-
tion, financial performance and personal 
commitment to their businesses and 
communities. Bondy was selected by a 
panel of independent judges, and award 
winners will be announced at a gala event 
on Thursday, June 26 at the Hilton Ameri-
cas Hotel – Downtown Houston.  
 
“Our goal at LUBA is helping other busi-

nesses provide a safe workplace for their 
employees,” Bondy said. “I’m honored to 
have been selected, but this recognition 
is a testament to the talent and dedica-
tion of the people who show up for work 
at our company every day.”
 
Since its launch in 1991 in Baton Rouge, 
La., LUBA has grown from a self-insured 
fund to a casualty insurance company 
that now covers about 155,000 em-
ployees for 4,500 individual businesses 
throughout Louisiana, Arkansas, Missis-
sippi and Texas. 
 
Now in its 28th year, the EY Entrepreneur 
of the Year awards program has expand-
ed to recognize business leaders in more 
than 145 cities in more than 60 countries 
throughout the world.  
 
Regional award winners are eligible for 
consideration for 
the EY Entrepre-
neur Of The Year 

National program. Award winners in sev-
eral national categories, as well as the EY 
Entrepreneur Of The Year National Over-
all Award winner, will be announced at 
the annual awards gala in Palm Springs, 
Calif., on Nov. 15. The awards are the cul-
minating event of the EY Strategic Growth 
Forum®, the nation’s most prestigious 
gathering of high-growth, market-leading 
companies.
 
Sponsors
Founded and produced by EY, the Entre-
preneur Of The Year Awards are spon-
sored in the United States by the Ewing 
Marion Kauffman Foundation and SAP 
America. In the Gulf Coast Region, spon-
sors include: Norton Rose Fulbright, Lock-
ton Companies, LLC, BBVA Compass, 
Colliers International, Solomon Edwards, 
ADP, Pierpont Communications, Inc. and 
Smart Business Network, Inc.

CEO David Bondy is Regional Finalist 
for EY Entrepreneur Of The Year™

Louisiana Workers’ Compensation 
Corporation (LWCC) announces the 
hiring of Jeffrey H. Skaggs as senior 
vice president of policyholder servic-
es and agency relations.

Skaggs has more than 27 years of ex-
perience in commercial insurance un-
derwriting, marketing, and manage-
ment. Most recently, Skaggs served 
as vice president of regional op-
erations for Texas Mutual Insurance 
Company in Austin. He has worked in 

underwriting, management, and executive positions with CNA 
Insurance, Reliance Insurance Company, Zurich-American In-
surance, and Travelers Insurance Company.

Skaggs earned his Bachelor of Arts degree in government and 
politics in 1987 from The University of Texas at Dallas. He has 
an extensive background in coaching, training, leadership de-
velopment, and succession planning through the Independent 
Insurance Agents & Brokers of America (IIAB).

Jeffrey H. Skaggs Joins LWCC 
as Senior Vice President
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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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Register today at
www.piaoflouisiana.com
or call (800) 349-3434.

2014
CISR Schedule

Commercial Casualty II
August 19:  Lafayette
August 20:  Baton Rouge
August 21:  New Orleans
August 28:  Shreveport

Dynamics of Service
September 10 :  Baton Rouge
September 11:  Lafayette
September 12:  Shreveport 

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

Please join us for the celebration 
in San Antonio, TX 
as we install our 

4th PIA National President

Richie Clements

September 18-21, 2014

If you’re interested in attending and would like more details, 
please email jody@piaoflouisiana.com or 

call the PIA office at 800-349-3434
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Did you know that PIA has figured out a way to make selling flood insurance easier? 
 

PIA has entered into an exclusive partnership with Floodbroker.com which allows 
PIA members’ clients and prospects to learn about their flood risks and request a 
quote for flood insurance from their local, participating PIA member agency. 
 

Floodbroker has automated the process of obtaining a flood insurance quote through 
the National Flood Insurance Program (NFIP) and makes this technology available 
to participating PIA member agents through their very own agency-branded, flood 
insurance microsites. 
 

Agents direct their clients and prospective insureds to their Floodbroker microsite 
where they can learn what flood zone they are in and request a flood insurance 
quote. After answering a few simple questions the quote is emailed to their agent 
who completes the sale offline using their agency's regular flood insurance carrier. 
Even in cases where an actual quote cannot be generated online, the prospect can 
still submit the information they have input into the form so that their agent can get 
back to them and continue the flood insurance sale offline. 
 

Learn more about this program at www.pianet.com/floodbroker. 
 

Not a PIA member? Please consider joining the association that arms agents with 
the tools they need to succeed. Contact us for a membership application or visit us 
online at www.pianet.com/joinpia. 

 

National Association of Professional Insurance Agents 

400 N. Washington St. 

Alexandria, VA 22314-2353 

www.pianet.com 

membership@pianet.org 

(703) 836-9340 
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How to Hire Top Agents
by John Chapin

With all the advances in every area 
of life, you’d think hiring the right 

agents would be an exact science at this 
point. It isn’t. Hiring the right people is a 
combination of science and philosophy 
and you have to utilize both effectively 
to hire someone who ultimately “makes 
it.” Here are the aspects to “employ” in 
order to employ the right agents. 
 
Keys to Hiring Top Agents
 
Hiring tip #1: 
Only hire employed winners. 
An unemployed agent or salesperson 
out looking for a job is a major red flag. 
Unless someone’s company just blew 
up, or there is some other crazy extenu-
ating circumstance, an agent or sales-
person looking for a job should, at the 
very least, still be employed. That said, 
an employed agent out looking for a job 
is a yellow flag. People do switch jobs for 
a variety of perfectly legitimate reasons 
related to family or other solid personal 
reasons, just make sure the reason is 
a good one and they can back up the 
stellar sales skills they claim to have. In 
reality, most agents are looking for a job 
because they can’t sell and they either 
got let go, or are about to. Don’t hire 
someone else’s problem without A LOT 
of due diligence.
 
Hiring tip #2: 
Only hire within your industry 
if you recruited the person. 
If you find a stellar agent you want work-
ing for you instead of the competition, 
great, otherwise avoid your industry like 
the plague. Someone within the same 
industry looking for a job elsewhere 
does so because they can’t sell. Again, 
unless there is an extenuating circum-
stance with the company or product, the 
problem is the salesperson. 
 
Hiring tip #3: 
Always be on the 
lookout for good agents. 
Even if you are not hiring right now, build 
your list of candidates for when you are. 
That great salesperson who just sold 
you your car, boat, or home alarm sys-
tem is a good prospect to come work for 
you now or at some point in the future. 
It’s simple, winners win. A winning sales-
person in another industry can learn to 
sell just as effectively in your industry. 
Also, truly great salespeople can make 
the transition from products to services 

and from phone sales to in-person sales 
and vice versa. 
 
Hiring tip #4: 
Hire self-esteem, self-
confidence, and the right attitude. 
Lacking any of these three is the num-
ber one reason agents fail. A lack of 
activity, blaming the economy and other 
outside circumstances, and ultimately 
not doing what needs to be done every 
day whether you feel like it or not, all 
come down to an issue with one or all 
of these three. 

Also, you want someone with a strong 
work ethic who is seeking a career in-
stead of a job.

 
Hiring tip #5: 
Have a hiring process. 
Have several people put their eyes on 
a potential hire. Meet all their decision 
makers such as spouses. Do all your 
testing, check all paperwork, cross all 
your T’s and dot all your I’s. Don’t take 
shortcuts, have a process and stick to it 
like a pilot doing preflight.
 
Hiring tip #6: 
Shake up the testing process. 
Telling an applicant you are about to 
hire that they did not get the job, bring-
ing them to an event with an open bar, 
playing golf with a candidate, or visit-
ing them at their home, are some great 
ways to find out what people are really 
like. While you should absolutely use 
personality tests, in-office interviews, 
and other standard, accepted hiring 
practices as your foundation, realize 
that most tests can be beaten, and 
most people can put their best mask on 
temporarily. To find out what people are 
really like, move them out of the typical 
hiring environment.

 

Hiring tip #7: 
Be skeptical of references, 
especially personal references.
Anyone can find a brother-in-law, friend 
they went to college with, or a third 
cousin twice removed to say the candi-
date is the best thing since the wheel. 
If they are that good, the wheel never 
would have been invented.
 
Hiring tip #8: 
Start not with what your 
company can do for them…
Be wary of people who lead by asking 
what the base or draw is and what ben-
efits they will get. 
 
Hiring tip #9: 
Candidates should be 
transparent and forthcoming. 
Yes, applicants should be willing to give 
you access to all their social media infor-
mation, and all their other information 
for that matter. That said, you should 
be able to find enough information on 
applicants without having to get social 
media passwords. It’s just another good 
test to see if the applicant may have 
something to hide. Also, someone with 
a very small or no online footprint is an 
orange flag. Investigate further.
 
Hiring tip #10: 
Have standards and stick to them as if 
your life depends upon it…  
Because the life of your business does 
depend upon it. In addition to hiring 
standards, you need performance stan-
dards and time lines that are agreed 
upon. Accountability is extremely impor-
tant.
 
Hiring tip #11: 
Hire slowly and fire quickly.  
Do the work and don’t cut corners. A lot 
of work on the front end will avoid a lot 
of pain once you hire the person and 
they don’t work out. Also, once you real-
ize you have a duck instead of a swan, 
and they are not living up to the stan-
dards agreed upon under tip #10, cut 
the cord fast.
 
Hiring tip #12: 
Provide the right environment.  
It doesn’t help to hire the right people 
if you bring them into an environment 
where chronic underperformers, nega-
tive people, a lack of support, and other 
similar cancers exist.

John Chapin is a sales and 
motivational speaker with 26+ years 
of experience as a #1 sales rep. For 
his free newsletter, or if you would 
like him to speak at your next event, 
go to: www.completeselling.com John 
is also the author of the 2010 sales 
book of the year: Sales Encyclopedia. 
For permission to reprint, e-mail: 
johnchapin@completeselling.com.
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The Business Benefits 
of a Pipeline Mentality
by John Graham

Today, the customer story is simple. 
Loyalty ranges from non-existent to 

temporary. Mining the Internet is second 
nature, relying on smartphone apps to 
cut through the clutter. With an endless 
array of channels available, engaging 
customers can be an exercise in futility. 

Surprisingly, the current situation hasn’t 
changed much, particularly for those in 
sales, who have always asked, “Whom 
can I talk to today?” The search for pro-
spective customers 
is just as illusive as 
it has always been. 
In spite of all the 
changes, the pros-
pect problem re-
mains the same.

A different ap-
proach: a pipeline 
view
To get beyond the 
barriers that keep 
us from engaging 
customers and avoid always asking the 
“Whom can I talk to today?” question, 
what’s needed is “a pipeline mentality”.

The process is one of ‘customer cre-
ation’, of filling the pipeline with poten-
tial business while taking care of the 
new that flows from the pipe. Instead of 
spending valuable time and using lim-
ited resources on constantly looking 

for new business, a more 
prudent approach is to cre-
ate a ‘pipeline mentality’ 
process that produces busi-
ness.

Building the pipeline
Here are the elements of 
implementing a pipeline strategy:

1. View prospects as ‘customers¬in-
the-making’. Although it contradicts 

traditional sales strate-
gies, looking at prospects 
as ‘a potential sale’ dis-
torts the selling process. 
Although most salespeo-
ple are quick to say that 
they are solution-oriented 
and want to help custom-
ers, their behavior betrays 
their words.

It’s easy to spot the sales-
person with one objective 
in mind: to make the sale. 

Everything is aimed at achieving that 
one goal. Prospects quickly sense the 
true mission and go on the defensive, 
either rejecting the salesperson or back-
ing away from making a decision.

To think of prospects as custom-
ers-in-the-making is more 
effective, whether 
they buy 

today 
or a year 

from now. The 
goal is to bring them into 

your orbit in such a way 
that they will not go else-
where. This is what allows 
selling to focus intensely on 
the customer.

2. Make prospect iden-
tification an ongoing 
commitment. It’s actu-
ally counter-intuitive to 
put making a sale ahead 
of creating a customer. 
The goal of prospecting 
should be to identify 

those who fit a company’s customer pro-
file and who, when properly cultivated, 
hold a potential for becoming buyers.

The most difficult task for most busi-
nesses is making prospect identifi-
cation an ongoing task. 

T h e 
life force 

of sales is 
a pipeline 

that’s filled with 
prospects that 

have discov-
ered the 

value of do-
ing busi-
ness with 
you, who 
r e c o g -
nize that 
there’s val-
ue in part-

nering with 
you, and 
who have 
d i scove red 
all this before 

becoming customers.

Most prospect identification efforts pro-
duce minimal results because they lack 
constant attention. They’re viewed as 
temporary ‘activity’ rather than as the 
lifeblood of the organization, the source 
of new business for the years ahead.

Continued on page 25

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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Health Insurance Exchange Program Information  
WEBINAR

 

 

 

 

  to register and  

 
registrar@REGTAP.info  

Agent and Broker Participation in the 
Federally-facilitated Marketplace for 

Plan Year 2015
Tuesday, August 12, 2014  
3:00 p.m. —4:30 p.m. ET 

Purpose: To provide agents and brokers with information on 
the registration process, including training requirements,  

prior to assisting consumers in the Federally-facilitated 
Marketplace for the Individual Market and SHOP. 

Log on to https://www.REGTAP.info/
enter required code: AB7765 

Due to space limitations, we encourage associations with a large member base 
to arrange to have multiple agents/brokers attend the webinar in one location. 
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PIA Membership must be in good standing at all times.  This brochure is not intended to provide full coverage details.  A complete listing of these 
coverages including exclusions and limitations can be found in the policy forms.  If differences exist between these summaries and the policy 
forms, the policy forms will govern.  The policies may vary or be unavailable in some states.

We’re not just another agent’s E&O insurer, 
        We’re your insurer.

A Main Street E&O Solution for Main Street PIA Agents
                                Designed by and for PIA Agents

  •    Tailored Coverage for PIA Members with Standard  
        & Enhanced Forms
   •    Fairness and Competitive Pricing
   •    Policyholder Services, Our Highest Priority
   •    Stability of Your E&O Market
   •    Ownership in Your E&O Program with Direct Input 
         from You

For more information and a quote, find your state PIA affiliate association at:www.pia-pro.com
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Around

 the State Northshore
chapter

Northshore
Poker run
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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

Northeast chapter

Around

 the State

Northwest
 chapter
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Company News

Herb Swartz has announced his retirement from The Hanover. 
Since joining The Hanover in 2005, Herb has devoted himself 
to developing strong, mutually profitable partnerships, helping 
agents to grow their personal lines over the long term. 

Always the professional, Herb has earned the respect of our 
agent partners and all of his colleagues at The Hanover. We’re 
very grateful to him for his tremendous service, his vast knowl-
edge and his unending energy and we wish him all the best. In 
retirement, I know that Herb looks forward enjoying himself in 
a variety of ways, including volunteering in his community and 
contributing to his local area. 

At the same time, we’re very pleased to announce that Kendra 
Schenkel will assume a direct leadership role for our personal 
lines business in Louisiana effective May 30, 2014. 

Kendra currently serves as regional distribution director for per-
sonal lines for our Southeastern Region. Kendra has worked 
with Herb to understand local markets and, working closely 
with Territory Sales Manager, Ed Nelson and Territory Sales 
Manager, James Duncan, her appointment assures a seamless 
transition.

Retirement Announcement

All Risks, Ltd. celebrates its 50th anniversary as the nation’s 
largest independent property and casualty wholesale insurance 
firm.  For the last half century, All Risks has helped thousands 
of retail insurance agents and brokers around the country place 
excess/surplus and specialty lines insurance coverage.  Found-
ed in 1964 as a one-man operation, All Risks today has ex-
panded to 24 offices nationwide with more than 600 dedicated 
employees.  This leading wholesaler partners with only “A-” or 
better rated insurance carriers around the globe, and provides 
retail agencies exclusive access to some of the most competi-
tive property and casualty products and programs available. 

“Very few companies are able to adapt and evolve over a 50 
year period,” Nick Cortezi, CEO of All Risks indicated. “The fact 
that we have become more versatile and dynamic, tackling the 
many challenges this industry has faced, speaks to the tremen-
dous quality and dedication of our people.” He added, “This 
tireless drive for success and achievement is what truly differ-
entiates our firm.” 

This dedication led All Risks to exceed one billion in written 
premiums in 2013. “The growth of All Risks is a result of tre-
mendous individual commitment, harnessed toward a collec-

tive success,” stated Matt Nichols, President of the firm. “We 
will continue to invest in our systems, product and personnel, 
creating an even more seamless customer service experience, 
ensuring excellence from sales through fulfillment.” 

On this special day, All Risks would like to express its sincere 
appreciation to its employees and partners, both retailers and 
carriers, for their continuing support.  All Risks promises to con-
tinue developing solutions that address the most challenging 
risks retail agents face, listening and adapting as their needs 
change over the next 50 years and beyond. 

All Risks, Ltd., based in Hunt Valley, Maryland, is the largest 
national independent wholesale brokerage firm offering com-
prehensive insurance solutions with a full service platform of 
brokerage, contract binding, exclusive national programs and 
specialty personal lines products for retail insurance agents 
and brokers nationwide.  The 50-year-old firm employs over 
600 staff members in offices located in Maryland, Arizona, Cali-
fornia, DC, Florida, Georgia, Illinois, Louisiana, Minnesota, New 
York, North Carolina, Pennsylvania, Texas, Virginia and Wash-
ington.  To learn more, visit www.allrisks.com. 

All Risks, Ltd. Celebrates 
50 Years of Independence 
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Our loyalty to Independent 
Agents starts with our pride 
in our products. Because 
your success depends on our 
commitment to excellence.

With our dedicated agent 
hotline, you’ll get right through 
to our experienced, long-term 

Imperial professionals who know 
our products and are eager to 
help you – from making policy 
changes to handling claims. 

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

ImperialFire.com  •  800-960-7777
Insuring peace of mind through Auto, Property & Flood.

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

Marketing Contacts:
Wendy Bowen
Business Development Producer
985.792.4490
Wendy_Bowen@RPSins.com

Give RPS Covington a call today
and see if we can make a

difference in your coverage!

We all know that your home is the sole 
largest investment you may ever make, so 
why not make sure it’s insured properly. 
RPS Covington can write HO3, HO5 and 
Dwelling-Owner Occupied (with wind in 
most coastal Louisiana Parishes).

Amy Johnson
Business Development Assistant 
985.792.4444
Amy_Johnson@RPSins.com

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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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

Welcome New 
Members!

Atlantic Specialty Lines
Springfield, LA 

Federated National Insurance 
Company

Lauderdale Lakes, FL

Gulfstream Property & Casualty
Covington, LA 

Jonathon Malone Insurance LLC
Chalmette, LA

Continued From Page 8
(PIA Errors and Omissions)

Use all-new information
As a producer or CSR, have you ever 
completed “this year’s application” us-
ing the information from “last year’s 
application?” Avoid doing this. It is ex-
tremely dangerous and fraught with po-
tential problems. Risks change, so it is 
always best that the application is com-
pleted through current discussion with 
the customer. 

Ensure accuracy
Review and reinforce with your staff 
the issue of providing your carriers with 
complete, accurate applications signed 
by the customer. This is also a great 
time for management to clearly state 
the expectation that applications will 
not be submitted to the carrier unless 
they are complete and accurate. This re-
quirement normally falls, especially with 
commercial accounts, on the produc-
ers. Customer Service Representatives 
should be authorized to return an appli-
cation to the producer if the application 
is incomplete or if the CSR is concerned 
about accuracy. 

Work in your favor
Applications you submit to your carriers 
are extremely important and must be 
handled accordingly. Your agency’s goal 
should be that the information in the 
applications is complete, current and 
correct (the “3 c’s”) and the application 
is reviewed and signed by the customer. 
While getting the insured’s signature 

may be an additional step that takes 
time, the power of this signed applica-
tion cannot be emphasized enough. 
Anything less could spell trouble if a loss 
develops and the carrier believes it was 
misled. Turn the power of the applica-
tion to work in your favor by mandating 
and enforcing these requirements.
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Continued from page 15

3. Segment prospects to focus on individ-
ual needs. Even after decades of discus-
sion, few companies recognize the value 
of segmenting their databases and toss 
everyone in a couple of buckets, failing to 
drill down for personal preferences, lifestyle 
nuances, sales and demographic data. 

Although this is the ‘age of the individual 
customer’, the implications are largely ig-
nored by most businesses. ‘Boiler plate’ 
proposals are deadly, and emails are often 
nothing more than not-so-thinly-disguised 
ads. All of which creates a negative impres-
sion.

4. Implement prospect cultivation tactics. 
There’s only one way to cultivate prospects 
successfully — and it’s not how a salesperson 

wants to go about it. Customers set their 
own buying schedules and they’re not 
about to abandon their priorities to fit a 
salesperson’s needs. They don’t want to be 
‘bothered’ with multiple emails or repeated 
telephone calls. 

They’re not moved by attempts to arrange a 
meeting or by someone saying, ‘’I’m reach-
ing out to you to gather information.” But 
when the prospect is ready to buy, those 
who come to mind have the opportunity to 
make the sale. Staying in front of prospects 
regularly with helpful information builds the 
platform of success.

5. Be the resource for prospects. The most 
effective way to convince a customer to buy 
from you is to make yourself invaluable. 

What you sell may help a customer become 
more successful, but what you know solves 
customer problems. There are those who 
are reluctant to share their knowledge, fear-
ing that prospects will take what they want 
and never bother to become buyers. While 
there’s always the chance this can happen, 
it’s worth it in order to demonstrate a com-
pany’s competence and expertise.

The best way for prospects to become 
aligned with a company is for them to dis-
cover the depths of your expertise and the 
extent of your knowledge. This is the value-
added that makes a significant difference.

6. Help customers be more successful. If 
partnering has any value as a concept, it’s 
to be found in helping prospects and cus-

tomers meet business challenges. Just 
selling them the right product or service 
isn’t nearly enough today to build a lasting 
bond. Almost any ‘vendor’ can do that.

Going beyond the expected is today’s 
challenge. A supplier of bakery mixes and 
fillings discovered that its customers were 
asking for help in developing marketing 
strategies and tactics for retailing their 
products. It then dawned on management 
that even high quality and innovative prod-
ucts were not enough. Their customers 
we’re looking to them for ways to increase 
sales. Meeting this need was the first step 
toward selling more mixes and fillings.

7. Take the lead. While playing it cau-
tious may seem prudent, it’s leadership 
that captures the attention of prospects. 
There’s a lot any business can learn from 
Subway, for example. The focus on ‘fresh,’ 
flavor and ‘foot-long’ low cost specials hits 
what young and older adults want today.

But when it comes to pace-setting in cus-
tomer service Amazon is the winner, not 
just in its broad range of products, but 
by having customers answer questions, 
rate products, sending reminders, making 
personalized suggestions, keeping them 
informed and offering free shipping, easy 
returns, and incredibly fast deliveries. All 
of this sends the message that Amazon 
cares about customers.

A results-based approach
Because results are what count, wasting 
time chasing possible sales, following up 
on less-than-serious prospects and pre-
paring dead-end proposals doesn’t make 
sense. 

Spending time trying to find customers — 
those who fit your profile of buyers — is a 
futile waste of time and resources. What’s 
required is a strategy that fills the custom-
er pipeline with prospects that can be nur-
tured so that there is a steady flow of new 
business from those who know and un-
derstand company’s capabilities. What’s 
needed is a ‘pipeline mentality’.
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Member Benefit in Focus

PIA Members: 
Time to Order Your 2015 

Promotional Calendars and SAVE

Now is the time to order your agency’s 2015 promotional calendars through 
PIA. Through a special arrangement with The Mines Press, PIA members can 
receive a 10% discount on all of their promotional calendar products. By or-
dering through our program, they will also imprint the PIA logo on all of your 
agency’s calendars.

The 10% PIA member discount includes a 
huge assortment of personalized wall cal-
endars, diaries, planners, desk calendars, 
greeting card calendars, wallet cards, stick-
on calendars and other calendar items. But 
you must order by August 31, so order to-
day.

Two ways to order your 2015 promotional 
calendars:

1.	 Visit www.minespress.com/promotional-calendars and use Discount 
Code PIA14 when you purchase online.
2.	 To order by phone, call The Mines Press at 1-800-447-6788 and tell 
them you want the PIA member discount (Discount Code PIA14).

Orders must be placed by August 31, 2014 to receive your 10% PIA member 
discount so place your order today!



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.
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