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Linda Gortemiller,
West Monroe

President, PIA of Louisiana

Thanks to all of you for the incredible honor to serve
as your 2024-25 President. | can't help but think
about it being PIA's 80th Convention - but actually
our 81st year. We only missed one convention in all
those years, which is why this is our 80th Convention
and not our 81st - and unfortunately, it was in our
time -and yes, it was due to COVID.

But, I also think of all the presidents that served be-
fore me in those 81 years. Wow that's quite a list!
Many of them we know, like one special one to me as
we work together in the same agency - Barry White.
And many others that continue to show up. We just
recognized them during our General Session, but I'd
like to recognize them again. Please indulge me by
standing if you're here and remain standing until |
finish calling the names: Danny Gendusa; Richie
Clements; Hal Stiel; Brian Prejean; Duane Dimattia;
Manuel DePascual; Darry Frank; Dawn Duhe'; Barry
White; Lou Fey; Al Pappalardo, Jr.; Bryan Duplantier,
the one that didn't get a convention, by the way; and
Charlie Williams, the one who tried his best to share
his convention; Ryan Daul and Danette Castello. As
we celebrate our 80th Convention, | want to thank all
of you for your service. As your incoming president, |
have an idea of what I'm getting into, but | also know
that | can't really know until | walk through it. I'm
sure you all have your own story to tell - your own
challenges that you had to deal with in your year as
president - similar but still unique. | will definitely be
praying all the way through my term. And, | also had
you stand so | can make sure to tell you face to face:
I'll be calling on you as | need help. You just thought
you were done! Again, thank you for your time served
and thank you for still being here with us.

As Danette just addressed in her speech, we've had
some trying years. But, as | take the lead to contin-
ue the work that has been done, | remain optimistic.
| look forward to seeing the results of the positive
changes led by Commissioner Temple. And, Tim, we
thank you for your dedication and commitment to

what we know is a thankless job, but such an impor-
tant one as insurance affects every other industry. |
believe you have been called for just a time as this.
So, as | pray for my year as PIA president, know that
we all are praying for your time as Commissioner as
well.

I'm encouraged by the numbers registered for this
year's convention - even though we are all busier
than ever, struggling with market issues - those here
still understand the importance of being a part of
our association and staying involved. And as we just
installed new Board members, I'm also encouraged
that even as we are all swamped running our busi-
nesses, we still have good people that want to give
back - to serve others in this great industry.

So, I've mentioned Barry White twice now, and I'll
mention him again, because | started my story with
PIA because of an invitation by Barry to replace him
on the state Board when he retired as past presi-
dent. Again, | wasn't sure what | was getting myself
into, but I've made some forever friends along the
way, and I've learned so much. I'm sure most of you
are here because of an invitation by someone...that
seems to work best. And, | would ask each one of
you to think about someone you can ask to be a part
of this great organization - someone else that needs
to be in this room. We're committed to making them
feel welcome, as we introduced this year our new
Ambassadors Program. | appreciate our inaugural
Ambassadors that were recognized during our Gen-
eral Session. Perhaps that's something you might be
interested in doing as well. Sign up. As with most
groups, we always have something for you to do.
We have several committees - perhaps one of those
would interest you: Governmental Affairs, Industry
Affairs or Membership. We have sign-up sheets
available for you and we'll also be following up af-
ter convention to give you an opportunity to consider
which might be the best fit.

Continued on page 12
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COMMISSIONERS

COLUMN

Louisiana drivers know all too well that our
private passenger and commercial auto in-
surance rates are significantly higher than
drivers in our neighboring states like Texas
and Mississippi pay. In fact, our state has
the unfortunate distinction of having the
most unaffordable auto insurance rates in
the country.

We must address this crisis head-on if we
want to stabilize Louisiana’s insurance
landscape and revitalize our state’s econo-
my. One factor contributing to our insurance
costs is claim frequency for bodily injury.
Louisiana’s bodily injury claim frequency is
twice the national average, which means
insurers are paying out significantly more
money here than they do in other states.

| am glad that members of the State Legis-
lature recently began a series of meetings
aimed at tackling this very issue. While
much of the attention has rightfully been
placed on the homeowners crisis, we need

to work on addressing insurance rates
across the board if we want to boost Lou-
isiana’s economy and put more money in
everyone's pockets.

In the meantime, four legislative commit-
tees studying auto insurance issues will
continue to meet monthly and are working
to come up with effective solutions to mit-
igate factors that drive up the cost of auto
insurance. The members are identifying the
auto insurance cost drivers and working
together to find the best ways to address
those factors. It is a matter of bringing all
the interested parties to the table to find
the answers.

These committees plan to continue meet-
ing individually in October and November
and jointly in December to continue the
fact-finding process and determine next
steps.

Tim Temple

Commissioner of Insurance
Louisiana Department of
Insurance

public@di.state.la.us

I'm glad the legislature is fully focused on
addressing our auto insurance crisis and |
look forward to working with them to iden-
tify solutions to this economy killer for fam-
ilies and businesses across our state.

It's always helpful for our legislature to
hear from folks on the frontlines — like in-
surance agents — during these hearings, so
| highly encourage you to attend and share
your concerns. ik
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Make sure
It's not you.

There are no insurance MVP trophies, no best powerpoint awards,
no fantasy broker leagues. You show up first with the best option for
your client, or you lose. We never take this for granted. That’s why we
leverage all of our people, data and relationships to reach one goal:
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Medicare Part D Plans to Eliminate
Agent Commissions in 2025. \While our
focus is typically on P&C topics, we know
that many of our members do crossover
into this line as well, and | figured most of
our membership would be interested in this
topic. This actually was posted on PIA Na-
tional’s Advocacy Blog. If you're not getting
notifications of these or regularly checking
this section on PIA’s website, you might
want to start. For now, I'll pass on this in-
formation here.

The largest Medicare Part D (prescription
drug) carrier recently announced its intent
to eliminate independent agent commis-
sions associated with Medicare Part D
sales and renewals in 2025. These plans
will also remove agents as the “agent of

PASSING IT ON!

By Jody M. Boudreaux, CAE, CIC, CISR

record” when they assist clients with the
enrollment process.

This decision jeopardizes seniors’ access to
the expert guidance provided by independ-
ent Medicare insurance agents, who play
a crucial role both in helping consumers to
find appropriate coverage and in servicing
that coverage once the enrollment period
ends. Medicare Part D plans are notoriously
complex, and carriers’ decisions to exclude
independent agents from the Medicare
enrollment process will create consumer
confusion and negatively affect Medicare
consumers and health insurance agents.

Licensed agents and brokers are crucial
sources of expertise for consumers explor-
ing the many Medicare plan options seek-
ing coverage for specific prescription drugs.
These professionals educate consumers on
the mechanics of Medicare, both broad-
ly and in conjunction with other potential
coverage options. Health insurance agents

also often find themselves researching
prescription formularies to recommend the
most appropriate health and drug plans.

Such plans will strip seniors of industry
experts, their most valuable asset in navi-
gating their Part D options. Excluding inde-
pendent agents from the Part D purchasing
process will also harm agents, who invest
significant time in familiarizing themselves
with the ever-changing federal health in-
surance landscape for the purpose of pro-
tecting their clients.

PIA will continue to advocate for compre-
hensive consumer access to Medicare Part
D information and compensation for the
independent agents who provide it. We
will also continue to collaborate with the
Centers for Medicare & Medicaid Servic-
es (CMS) and industry partners to develop
solutions that enhance, rather than dimin-
ish, consumer access to vital information.
pix
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BUSINESS CYBERCRIME PROTECTION

Program Benefits Automatically In-
clude:

¢ Incident Response On-Demand (24/7)

e |nformation Technology Modules — VPN
licenses, breach notifications and more..
|dentity

e Protection Plan (All Full Time Employ-

ees — Automatic. No Enrollment Needed)
Employee

e Education & Information Security Modules

FOR MORE INFORMATION:

Tara Higgins
Director of Member Programs
tara@piaoflouisiana.com

225-766-7770

Annual Premiums begin at
$0 to $500,000 Annual Revenue (Gross
Commission) $ 595

$500,0001 to $1,000,000 Annual Revenue
(Gross Commission) $825

$1,000,001 to $1,500,000 Annual Revenue
(Gross Commission) $ 995

**If cyber crime is desired, the applicant
must ensure certain underwriting criteria are
met and a 15% A.P. will apply**.

Cyber Insurance protects businesses
from computer, network and Internet
based risks. The policy covers
both first and third party loss.

www.piaoflouisiana.com
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PROPERTY RESTORATION

BRINGING MORE VALUE
TO YOURCLIENTS COULD
SAVE YOU MONEY f e

y %“ o
Our pre-loss services can better prepare your N‘ &“&u\m‘?

&

clients for unexpected property damage events and
improve overall readiness before disaster strikes:

@ Pre-Loss Planning @ Restoration
@ Disaster Recovery (@ Reconstruction

800.622.6433 * FIRSTONSITE.COM

bt 75 1

DRIVEN BY INNOVATION, CONVENIENCE AND SERVICE

Backed by Valley Bank - one of the strongest and most trusted banks in America.
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Agile Premium Finance is a leader in the insurance There’s a reason why we're recognized as a
premium finance industry. As an innovative and leader in the premium finance industry. Work
progressive organization, we are committed to with us and find out for yourself.
providing you with convenient and efficient premium For more information, contact:
finance solutions to improve cash flow, preserve Andrew Strohm

working capital and retain funds for projects, expenses 225-229-3035

and investments. We are proud to offer long-term astrohm@agile-pf.com

premium finance and direct billing solutions so you can
focus on your clients and your company. 1 GI I ,I I,

A Division of Valley National Bank®

SEPTEMBER 2024




AROUND THE STATE  Ne$th Shete Chapte’,

r [ ‘N F e,

10 www.piaoflouisiana.com



icat

a VICTOR company

Coastal Homeowners Insurance

Help your clients understand the im-
portance of accurate property valua-
tion

Author: Robby Horner, Senior Vice Presi-
dent, ICAT Online

Mr. Horner has over 15 years of com-
mercial property insurance experience
and currently oversees all elements
of ICAT's online policy administration
platform, ICAT Online.

Homeowners in coastal regions of the
United States face unique risks associated
with the growing prevalence of hurricane
and severe storm activity. Getting the right
coverage plays a crucial role in protecting
homeowners from the financial devasta-
tion caused by natural disasters and cat-
astrophic events. Traditional homeown-
ers insurance often includes coverage for
damage caused by wind, but most standard
carriers do not offer wind coverage in hurri-
cane-prone regions.

Property catastrophe insurance is a spe-
cialized type of insurance that provides
coverage for property damage or loss in the
event of a natural disaster or other weath-
er-related catastrophic occurrence. In this
article, we'll explore property valuation
and, specifically, Insurance to Value (ITV),
which is a key component when evaluating
this type of coverage with your clients.

Importance of Accurate Valuation

Valuation plays a vital role in determining
the right amount of property catastrophe
insurance coverage homeowners should
carry. Insurance that does not cover the
full, accurate value of the property can lead
to a significant financial burden if damage
occurs. ITV considers the property value

SEPTEMBER 2024

along with other factors, such as inflation,
materials, and service costs to replace the
property should a loss occur. As this table
shows, undervaluation of a property can
have a significant impact on whether a
homeowner can recover adequately follow-
ing a wind event.

Factors affecting ITV calculations
Replacement Value: An estimate of the
cost to replace or rebuild a property follow-
ing a loss. This value includes material, la-
bor, debris removal, architectural services,
permit requirements, and other expenses.
Note: Estimations should consider inflation
and other market trends. The following
three factors should be considered when
determining replacement value.

e Demand Surge: In the aftermath of a
natural disaster, there is a greater need for
materials and services, causing constraints
that can increase costs.

¢ Direct Expenses: materials and labor
needed to restore and repair the property.
Material and labor prices fluctuate, so in-
flation and supply chain trends should be
considered.

¢ Indirect Expenses: engineering servic-
es, consulting fees, and other expenses.
Property Age: additional construction
costs from upgrading outdated building
materials and equipment.

Building Codes: Properties may require
specific modifications or upgrades to com-
ply with modern building codes. Ordinance
and law coverage helps with this cost and
can be added as an additional coverage
onto a policy and becomes a sublimit of the
total scheduled value.

Property Accessibility: bracing or other
safety measures during demolition and re-
building operations to ensure accessibility.
This coverage becomes a sublimit of the
total scheduled value.

An accurate [TV calculation should account
for each of the above factors to ensure a
homeowner is sufficiently covered.

Ways Homeowners can Ensure an Ac-
curate Property Valuation

e Utilize property valuation tools like Mar-
shall & Swift.

e The amount of insurance your client buys
should be revisited with each renewal term
—more often if the property:

o Is located in a natural disaster-exposed
area.

0 Has experienced a change in assessed
value.

0 Has undergone recent renovations or
modifications.

0 Has added new features to mitigate risk,
such as a security system or a new roof.

e A proper valuation assumes homes are
well maintained, regularly updated, and
taken care of year-round. Poor maintenance
can cause inflated loss costs and potential-
ly expose undervaluation problems.

Accurately valuing properties is crucial to
assessing the amount of coverage your cli-
ents require, and ITVs should be reviewed
regularly to avoid underinsurance in the
event of a loss.

Getting the right coverage for your cli-
ents

As storm seasons persistently affect home-
owners in coastal regions, having property
catastrophe insurance becomes an essen-
tial element of every coastal homeowner's
hurricane preparedness checklist. While
ITVs are central to assessing risk, there are
other considerations when buying this type
of insurance.

In response, ICAT has created a guide, the
Coastal Homeowners Survival Kit. This
comprehensive resource is designed to an-
swer common questions homeowners have
about coastal homeowners insurance. You
can find this kit on our website at www.
piaoflouisiana.com by going to Inform - In-
dustry News..

By working closely with your homeowner
clients—keeping them informed about ITVs
and the range of coverage options avail-
able—you can help them make informed
decisions to safeguard their properties and
financial wellbeing.



President Message Continued from page 4

So, as | look around this room and consider
what all of you have given to be here...to play a
part in the work and the history of this incredi-
ble organization, | want to thank you. Knowing

that this job is not the work of one person - the Need Garage Insurance?
president - but the work of many - a team of Blnd Wlth Lane

people, from our local chapters, staff and YIPs
to our National Association - helps me to not
feel completely overwhelmed in this new role.
You have my commitment to do my part and if Covers a Wide Range of Risks
history serves as a good indicator, | know you
all will do yours.

4 LANE &

ASSOCIATES, INC.

Ideal for Business with Physical Locations
In closing, | want to give a special thank you to
the Forth Agency, without their trust and con-
tinued support, none of the this would be pos-
sible. And last but definitely not least, | want to
introduce you to my rock, my person and soon to
be "First Husband", Kenneth Gortemiller - AKA
the "Boog".

Liability Limits up to $1,000,000/$3,000,000

Thank you! mike

PROFESSIONAL
INSURANCE
AGENTS

OF LOUISIANA
Northwest Chapter

Proud Rhodium Sponsor

Need ideas to help promote your
. . business and save money, we can help!
Graphics and Print
Once you take the time to find out
what we're all about, we're confident

O N E S T O P you'll like what you see!
225.315.1014
eastprinting@cox.net

Design for Printing or Banners , Signs, Decals,
for Social Media and more

Business Cards Pens, Cups, Koozies, Bags
lgi Brochures, Fliers, Pads, and more
Booklets and more P —
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Forest » " RISK
Insurance PLACEMENT
Facilities A SERVICES

Our shared values are
becoming one vision.

To serve you better, Forest Insurance Facilities is
joining RPS, an industry-leading wholesale and
specialist insurance broker with strong values and

a passion for excellence. As part of RPS, we will
continue to provide you with the local expertise
you've come to trust, but now we’ll have the
enhanced strength and resources to offer you even

more comprehensive risk placement solutions.

To learn more about our expanded offerings, visit:

rpsins.com
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National Association of Professional Insurance Agents Appoints
Michael Skiados as CEQ

The National Association of Professional
Insurance Agents (PIA) today named Mi-
chael Skiados, MBA, CAE, as CEO follow-
ing an extensive search process. PIA, in
partnership with its nationwide network
of affiliates, provides services, education,
advocacy, and support for independent
insurance agents. Skiados will join the or-
ganization on October 15, 2024.

Skiados is a leader in association growth
and management with more than 20 years
of experience running membership, educa-
tion, marketing, and operations for a varie-
ty of large associations. He most recently
served as managing director of member-
ship strategy and engagement with The
American Institute of Architects. In prior
roles, his contributions have resulted in sig-
nificant growth in membership and engage-
ment, and new ways to unite association
chapters. He held key positions with the
American Speech-Language-Hearing Asso-

ciation, American Society for Clinical Phar-
macology and Therapeutics, and ASAE, The
Center for Association Leadership.

At PIA, Skiados will focus on identifying
ways to better serve members and affili-
ates, including creating new products and
services, and education, leveraging PIA's
Certified Professional Insurance Agent
(CPIA) designation. He will also work close-
ly with the PIA Partnership, the organiza-

tion’s carrier council, and its Technology
Council.

“Mike’s ability to transform the member
experience, combined with his operational
expertise, will create significant opportu-
nities for PIA affiliates and agency mem-
bers,” said Richard Savino, PIA National
President. “We are thrilled to welcome him
to PIA—his proven track record in innova-
tion and growth will propel us to new levels
of excellence.”

“One of the most exciting things about
Mike is his ability to understand what
members want from their associations and
develop ways to deliver on those unmet
needs,” said Gerald Hemphill, PIA National
Immediate Past President and head of the
Search Committee. “This is a unique skill
set that he has applied in other roles with
significant results, and we're eager for him
to drive this forward at PIA." mik

"‘Hull

/ & Company

Metairie, LOU|S|ana

Personal Lines

DWG-3, HO-3, HO-4, HO-6, Vacant Home, Builders Risk, Excess Flood

Minimum Values Apply

Comprehensive Personal Liability, Premises Liability, Personal Umbrella,

and Hobby Farm Liability

Commercial Lines

Commercial Property, Casualty, Contractors, Garage, Excess & Umbrella, Inland Marine,
Mercantile, Professional Liability, Product Liability, Entertainment, Sports, & Leisure

JV Franks
jfranks@hulico.com
504-613-5367

Dave LeBlanc
dleblanc@hullco.com
504-613-5365

Chad Harrington

504-613-5368

Contact a Hull & Company professional today to discuss your next account
and to find out why so many “Think Hull” when they think Surplus Lines!

charrington@hullco.com

Rob Jones
rjones@hullco.com
504-830-7344

www.piaoflouisiana.com
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Some companies complicate workers
compensation with fancy gimmicks ®
and unclear incentives. Stonetrust s T 0 N E T R U S T
offers accurate, up-front pricing /

to get you from point A to point B

with no drops or delays. Experience

exceptional and personalized service

==, RATED A-
®
with Stonetrust every time.

EXCELLENT

RELIABILITY.

SIRCRANESRR U ST-INSURANCE.COM | ' 800.311.0997
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How Successful Sales Leaders Build Their Sales Machine

By John Chapin

The "how-to” behind building a highly-ef-
fective, competition-dominating, sales ma-
chine is actually fairly simple. What isn't
simple is executing the steps and sticking
to the plan. The dedication and resolve nec-
essary to start and complete the process
is where the majority of people fail. That
said, if you're ready to skyrocket sales in
your organization, here are the steps that
successful sales leaders take to get it done.

Step 1: Super-intense Sales Training
The most important tool a salesperson can
have in their arsenal is great sales skills.
The problem is that most companies spend
their sales training time focusing on prod-
uct training and technical skills as opposed
to sales skills. Poor sales skills is the sec-
ond biggest reason that salespeople fail.
By the way, the first reason they fail is due
to a lack of activity and hard work which I'll
discuss in Step 2.

When considering how to train your peo-
ple, let's start with the gold standard. In
the best case your training would look like
what my dad got from [.B.M. The first six
months were spent at |.B.M.’s main office
where new salespeople trained half the
time on product and half the time on sales
skills. Everyone was given a sales play
book that included all scripts for what to
say and how to handle all sales situations.
That play book was memorized, practiced,
and drilled until they had every single sales
situation embedded in their brains. Role-
play was a huge part of the training. When
my dad finally returned from training at the
main office, he was with his manager and
one of the top sales reps out in the field
for another three months. They practiced,
drilled, and rehearsed everything before,
during, and after live calls. Finally, after
nine months he was allowed to go on calls
by himself.

If you're like most people reading this, you
don’t have the resources of an I.B.M. and
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you probably can't invest nine months doing
the training mentioned above. In that case,
you want to do something similar to what
| do when training brand new salespeople.
| give them a play book, all the scripts,
and everything else necessary to handle
all sales situations and scenarios they're
going to encounter when they're out pros-
pecting and chasing new business. They
memorize these and practice and roleplay
them on weekly calls with me, daily with
their manager and other sales reps, and at
various other times such as when they're
driving. After a very short period of time,
once they have the basics down, they start
calling on live prospects. They learn most
of what they learn by getting their nose
bloodied out calling on small accounts.

After about a month of this, their sales
skills are better than about 97% of the oth-
er salespeople they are competing against.
As a result, because sales skills are the
second most important tool, assuming they
are making the necessary calls on the right
people, they are doing a significant amount
of business at this point.

Step 2: Activity

Although activity is actually more important
than sales skills, it is second in chronolog-
ical order. Before | send someone out to
make calls, | want them to have a general
idea of what they're saying so we train on
sales skills first.

Step 2 is all about massive activity and
tracking that activity. Each sales rep has a
quota for new prospects to contact every
week. At the end of the week, they provide
me with the number of new people they
called on, the number they spoke to, the
number of prospects the got, the number of
appointments they set, the number of fol-
low-up calls they made, and the number of
sales, along with several other details.

While the most important tool a sales-
person can have is great sales skills,
the most important attributes a sales-
person can have are: great people
skills, hard-working, persistent, com-
petitive, and an ability to persevere
and face lots of rejection. This is all
about making a ton of calls and staying af-
ter it no matter how badly they get beat up.

Step 3: Continuous practice and rein-
forcement of sales skills.

Your people have to constantly be reading
the scripts, listening to sales audios in the
car, roleplaying, and otherwise practicing,
drilling, and rehearsing everything they've
learned. As a leader you want to test them
by giving them objections and different sit-
uations whenever you see them. It's also
important to work on sales skills in sales
meetings. Finally, you should be going on
live calls with them from time to time.

Step 4: Continue to improve and inno-
vate.

Once you find what works in various sales
situations, don't rest on your laurels. Con-
tinue to look for ways to improve and get
better. Look for better ways to compete,
better answers to objections, better ways
to communicate and build relationships,
and in short, more effective and efficient
ways to operate. A good way to do this is
to find out who's most effective with each
part of the sales process and find out what
they're doing and saying. Finally, share
this information with the whole team and
make sure they are using the most effective
methods.

Continued on Page 20
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Putting
the
/.. Accent on

ACCENTUS. . You!

| N S RANCE GROUP

At Accentus Insurance Group, we
focus on making things easier for our
producers by offering top notch policy
and claims service and a wide range of
highly rated products:

Homeowners
Dwelling Fire
Mobile Homeowners
Mobile Home Dwelling Fire
Flood

www.Accentusins.com | #AccentOnYou
Marketing@Accentusins.com | 888-796-6571
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You Are Neglecting Your Clients by Emailing Them

We typically are inconsiderate of the cli-
ent’s perspective when we email. Or we
Just don't email them at all. Both are a trag-
edy.

Okay, maybe "tragedy" is too strong of a
word, but it is definitely not idea. In our
messaging to clients we need to address
the number one stigma of home and auto
insurance agents.

We are not trustworthy!

Gallup poll says we rank higher than only
two professions, car salesman and mem-
bers of Congress.

OUCH!

Sales really is about trust. Read that again
to let it really sink in.

An insurance agent using effective commu-
nication with clients at each stage of their
journey not only builds trust and loyalty
but also drives growth for your business.
Leverage that with automation, and you've
just mastered messaging through the 4 life
stages of every client.

Stage 1: The Prospect
**Trust is Key**

Prospects are the lifeblood of your busi-
ness. They need to know why they should
choose you over their current agent. Auto-
mated emails that showcase testimonials,
success stories, and informative content
about home and auto insurance can build
trust and prove your value. Highlight how
you can better serve their needs compared
to their current agent and you win them
back over in no time.

Stage 2: The First-Year Client

**Reassurance Matters**

Once you've secured a new client, the first
year is crucial. It's about reinforcing their
decision to trust you with their home and
auto insurance needs. This is a great time
for an onboarding campaign to introduce
the client to your team, get them to follow
you on social media, learn what makes you
different, have regular check-ins, and ask
Google reviews and client referrals. If they
like you, they want to help you. All of these
things reassure them that they made the
right choice. This not only fosters a sense
of security but also lays the foundation for
a long-term relationship (in other words
- keep those commission dollars in your
pocket ;) ."

Stage 3: The Renewed Client
**Consistency is Crucial**

Renewal time is when you prove your worth
all over again. Most clients leave an agent
because they feel ignored. Not because the
rate when up. If you communicate with
your clients they never wonder if they are
important to you and then are less likely to
shop around.

Automated renewal reminders, policy
updates, and loyalty incentives centered
around a client referral program can keep
them loyal. Consistent communication en-
sures they always feel remembered and
positions them as great referral sources for
new business.

Stage 4: The Ex-Client
**Keep the Door Open**

Even the best agents lose clients. When
this happens, it doesn't always mean,
goodbye forever. This is a great opportunity
to show them they made a mistake by leav-
ing you. Automated exit surveys and win-
back campaigns can prove how much you
care and get the type of clients & business
you want with half the work!

Embrace Automation for Consistent Suc-
cess

Automation ensures that your messag-
ing is consistent, reliable, and on time.
No one has the time to check in on every
client, send every email, and remember
everything. You can't! But your automation
service can.

KISS: Keep it Simple Stupid

An underwriter taught me that saying over
30 years ago. Many agency management
systems offer at least some automation.
We use Ezlynx in my agency, and it does all
of the automation for us. It is all-inclusive,
without the complicated technical knowl-
edge needed, and very simple to use.

Understanding and addressing the four
stages of the client life cycle—prospect,
first-year client, renewed client, and ex-cli-
ent—can transform your insurance agency.
By leveraging automation, you can deliver
targeted, timely messaging that builds
trust, reinforces decisions, maintains con-
nections, and keeps doors open. Don't
let your business suffer from neglected
communication; embrace automation and
watch your agency thrive.

By Beaux Pilgrim

Founder and CEO of IA Blueprint, a BPO
company for insurance agents

Contact: www.iablueprint.com | 318-414-
0033 | beaux@iablueprint.com
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If we havent met, let us introduce ourselves

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
more money in your pocket than traditional premium financing plans.

We finance. Insureds benefit. You profit.

CAPITAL

Contact us today for details.

Lucy Lindsey
832-350-2079

Lindsey@capitalpremium.net www.capitalpremium.net
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Louisiana Fortify Homes Program Doubles Number of Grants to be
Awarded From 300 to 600

Change made after nearly 12,000 signed up for lottery

Registration for the fifth round of Louisi-
ana Fortify Homes Program (LFHP) grants
closed at 5 p.m. on Friday, September 20.
Over 11,700 homeowners signed up for the
lottery, which will award grants of up to
$10,000 to homeowners who upgrade their
roof to the stronger FORTIFIED standard.

Because the registration period saw such
a high volume of registrants, Commissioner
Tim Temple doubled the number of grants
available this round from 300 to 600. The
LFHP sent emails this week to inform regis-
trants if they were selected to participate,
placed on a waitlist, or not selected to par-
ticipate during the randomization process.

oy
e

NEW MEMBERS

“The high level of engagement shows that
Louisianans recognize the need to build
more resiliently, but it also underscores
how much work lies ahead,” said Commis-
sioner Temple. “Whether registrants were
selected, their decision to participate will
demonstrate to the legislature that we
need to continue supporting the Louisiana
Fortify Homes Program.”

Anyone interested in receiving information
about future grant rounds, including regis-
trants who were not selected to participate
in this round, can sign up for email alerts
here.

“Building stronger homes is one of the ways
we can make Louisiana a more attractive
market for insurers to do business, which
will attract competition and stabilize our
high insurance rates,” said Commissioner
Temple. “Resiliency programs like the LFHP
and environmental restoration projects
are some of the best investments we can
make to ensure that Louisiana’s economic
outlook remains strong — and that we can
continue living, working and enjoying our
way of life in Louisiana.”

Bayou Risk Management, LLC

Lake Arthur, LA

Cajun Underwriters
Tampa, FL

Centauri Insurance
Sarasota, FL

Baton Rouge, LA

How Successful Sale Leaders Build
Their Sales Machine continued from
page 16

Step 5: Remove obstacles from the
sales process.

Obstacles come in several forms. It can be
support people not doing their jobs, ineffi-
cient systems or processes, tedious, unnec-
essary, extra items that you ask your peo-
ple to do or even having salespeople doing
items that support people should be doing.

20

El Primero Insurance Agency

www.piaoflouisiana.com
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Keep an eye out for anything that seems to
be taking your salespeople away from “new
business” activities.

Step 6: Remove negativity and slackers
from the environment.

The key to all of the above is to devel-
op and follow a proven system that
trains and reinforces sales skills and
ensures your people are doing tons of
the right activities the right way in the
right environment.

N R W

John Chapin is a motivational sales
speaker, coach, and trainer. To have
him speak at your next event, or train
your people, go to www.completesell-
ing.com. E-mail: johnchapin@comple-
teselling.com. John has over 37 years
of sales experience as a number one
sales rep and is the author of the 2010
sales book of the year: Sales Encyclo-
pedia (Axiom Book Awards).
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Main Street
Property Business

SafePoint

= We"ofl ér‘s'peklai for'h'\ prc!r;erﬂ} covera‘ge |

wind fo maln stree busmess c|asses

PROPERTY LIMITS ELIGIBILITY CRIME DEDUCTIBLE
Wind available including No distance to coast Employee Theft AOP Options: $1,000,
all coastal counties requirement. ............................................... 32,500' $5,000' s-l 0’000
i 0 . $10'000’000 ............. I .I .................. .............. Money and Securities and $25’000
er Iocatlon i hlgher A Constructlon ...................................... . .............. o o
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limits available with o . o nor mor o )
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Business InComMe e Burglary
........... Older properties with
Equipment Breakdown .
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Property Coverage Protection OF MIND
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............................................... underwriting

Ordinance & Law
may be available

SafePoint Commercial «+ PO BOX 16647 ¢ Tampa, FL 33687 ¢ P: 844-722-9985 ¢ F: 813-540-8548 ¢ commercial@safepointins.com
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MEMBER BENEFIT INFOCUS

Virtual Coffee Breaks Offer Many Different Topics

Join PIA for a virtual coffee break on the fourth Tuesday of the
month at 10 am CT. This meet-up is the perfect chance for you to
connect with other independent insurance agents to discuss your
goals, pressing issues, questions, frustrations and seek advice.

Creating the Agency Culture for the Future - A panel of agency
leaders
October 22

Having a positive culture is critical to every part of an agency's
business. It's reflected in countless behaviors—Ilarge and small—
that define how the agency's employees relate to each other, cus-
tomers, carriers, and others. Yet, culture—particularly in the last
few years—is evolving. Whether your agency has a positive cul-
ture—or a toxic one—is up to the people who work there.

INDEX OF
ADVERIISERS

But owners set the tone and foundation for culture, from the pro-
grams they put in place to the actions they take. This panel of in-
dustry leaders will discuss the ways agencies can build positive
cultures for the future.

Panelists include:

Brooke DeWyze

Chief Development Officer
PCF Insurance Services

Gerald Hemphill
GFH Insurance Agency Inc.
Immediate Past President-National

Octavio Padilla
Owner
Affordable Milwaukee Insurance Group

To register, go to PIA National’s website or reach out to staff at
225-766-7770 for assistance. PR
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DON'T FALL FOR MEDIOCRE

WORKERS
COMP
COVERAGE.

CALL US FOR COVERAGE YOU CAN
TRUST EVERY STEP OF THE WAY.

LCI

WORKERS' COMP

CALL US TODAY TO GET STARTED
Keith Summers: (225) 394-9223 | Jay Jodah: (985) 789-3832
info@lciwc.com
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4021 W. E. Heck Ct., Building K
Baton Rouge, LA 70816

Loyal to Louisiana businesses.
Loyal to Louisiana workers.

From taking on the risks of Louisiana businesses

with stable, reliable workers' comp coverage to
offering expert guidance on accident prevention
for safer Louisiana workplaces, at LWCC loyalty
to Louisiana drives everything we do.

Louisiana Firefighter

St. Tammany Fire

Protection District #4 L\\lc ®
Pollerisis <" 1t | C is loyal to the future of our home state,

because it's more than just our job to make sure Louisiana

_Read their o= thrives. It's our purpose.
Louisiana Loyal

Story here




