
A publication of the: 

Independent Insur-

ance Agents & Bro-

kers  

of Louisiana 

A publication of the: 

Independent In-

surance Agents 

LOUISIANA AGENT 

FEBRUARY 2019 
A publication of the Independent Insurance 
Agents & Brokers of Louisiana 



https://www.emcins.com/


 

 

IIABL STAFF 

 

Jeff Albright 

Chief Executive Officer 

jalbright@iiabl.com 

 

Francine Berendson 

Director of Communications & Events 

fberendson@iiabl.com 

 

Karen Kuylen 

Director of Accounting 

kkuylen@iiabl.com 

 

Rhonda Martinez, CIC 

Director of Insurance 

rmartinez@iiabl.com 

 

Jamie Newchurch 

Insurance Services 

jnewchurch@iiabl.com 

 

Lisa Young-Crooks 

Executive Assistant 

lyoung@iiabl.com 

 

In this issue: 

 

Important Cybersecurity Info ....................................... 5-8 

 

Check Policies Against Binders ..................................... 8 

 

From 2.0 to 3 ........................................................ 9-14 

 

Independent Market Solutions (IMS) ...................... 14-16 

 

Commissioners Corner 

Updates on Louisiana Citizens ................................... 17 

 

IIABL January Board Meeting Recap ...................... 18-22 

 

Agents Share Their Secret Sauce ........................... 20-21 

 

Preparing for Emerging Risks .................................... 22 

 

The Importance of Buy-Sell Agreements ................ 24-25 

 

Resources on New Tax Regulations ........................... 26 

 

Best Practices on Agency Exit & Succession............ 28-37 

 

TC Recommends Qualified Buyer to You .................... 33 

 

Calendar .................................................................. 35 

 

Member Benefit: Human Resources ........................... 38 

 

IIABL Partners .......................................................... 39 

 

IIABL Board & Officers .............................................. 40 

 

 

Louisiana Agent 

February 2019 



http://www.lra.org/workers-comp.html


Louisiana Agent 5 

Important Cybersecurity Information for IIABL Members 

Agency Cybersecurity Requirements 

 

Every independent insurance agency has ethical, le-
gal, state, and federal requirements to safeguard the 
personal information of their customers.  Many agen-
cies are not adequately addressing their cybersecuri-
ty requirements.  This is not something you can 
simply delegate to Applied or AMS or other agency 
management software providers. 

 

Effective March 1, 2019, all NY-licensed insur-
ance companies are required to implement 
policies and procedures to ensure the security 
of all non-public information held or accessed 
by all agencies who sell their products coun-
trywide. These requirements apply even if you 
do NOT do business in New York. Several ma-
jor insurance companies are amending their 

agency contracts to impose cybersecurity 
requirements on ALL agencies as a condi-
tion of doing business, including but not 
limited to requiring that you implement a 
cybersecurity policy and/or implement da-
ta security controls.   

 

It is difficult for small independent insurance 
agencies to comply with these cybersecurity re-
quirements so IIABL has partnered with Big I 
New York and Wisconsin to help our agents com-
ply with cybersecurity requirements.   

 

IIABL Resources for Small Member Agencies 

Cyber Security Webinar 

HERE is a webinar that the Big I New York con-
ducted to explain how the New York cybersecuri-
ty law will affect agents throughout the country 

Continued page 6 
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because of the Third-Party Service Provider Re-
quirement that applies to insurance compa-
nies.  The webinar discusses how a Covered Enti-
ty needs to comply and how an out of state agen-
cy that is not licensed by the NY Department of 
Financial Services may be affected. 

  Cybersecurity Compliance Bundle 

Don't know where to start when it comes to com-
plying with cybersecurity regulations? We've got 
your back. Our new Cybersecurity Compliance 
Bundle, FREE for Big I members, contains a com-
prehensive set of documents and templates to 
walk you through every step of complying with 
the New York State cybersecurity regulations. The 
bundle contains editable documents you can cus-
tomize to meet the needs of your company. 

  

Included documents: 

• Cybersecurity Compliance Journey 

• Internal Risk Assessment Guide 

• Cybersecurity Policy Word Template 

• Cybersecurity Policy Word Template TPSP Ad-

dendum 

• Third Party Risk Assessment Guide 

• Third Party Service Provider Sample Question-

naire 

• Third Party Service Provider Tracking Tem-

plate 

Device Inventory 

To Download the Cybersecurity Compliance 
Bundle: 

 
Go to the Big I NY Cybersecurity webpage:  
http://www.BigINY.org/cyber. 
 
Click on 'Cybersecurity Compliance Bundle'. 
You will be prompted to log in if you aren't 
already - this is your Big I/IIABA log in.  
A ZIP file will download the Cybersecurity 
Compliance Bundle to your computer.  

Big I Advocacy with Insurance Com-
panies on 3rd Party Requirements 

 
The Big “I” is hearing much confusion and con-
sternation from our agents about how the New 
York Cybersecurity Law/Regulation will impact 
them, and about what actions companies are 
considering with respect to these requirements. 

 
The Big I has reviewed the NY regulations 
closely, and specifically, the third-party service 
provider requirements.  Section 500.11 re-
quires that companies develop and implement 
written policies and procedures to ensure the 
security of their information systems and non-
public information that are accessible to or held 
by third-party service providers, including 
agencies.  These policies and procedures are to 
be tailored based on an initial and periodic risk 
assessments of the third-party service provid-
ers.  It is clear, however, that the regulation 
does not require companies to compel agencies 
to comply with the NY regulation itself, and it 
does not impose or enumerate specific man-
dates for agencies or other third-party service 
providers. 

 
Considering the lack of clarity and direction 
contained in the regulations, and in the NYDFS 
guidance and commentary up to this point, the 
Big I is lobbying insurance companies for rea-
sonable requirements for agencies in their ca-
pacity as third-party service providers.  Big I 
suggestions to insurance companies include: 

 

• Consider adopting an “attestation-plus” ap-

proach that would require agencies to rep-

resent that they comply with applicable 

state and federal data security standards, 

and to notify the company when they are 

breached. 

• Strongly consider making such representa-

tions and obligations mutual, so that agen-

cies that share nonpublic information with 

insurers are similarly protected, especially 

those agencies licensed in New York and 

deemed “covered entities” themselves. 

Continued page 8 
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Insurers may also consider developing or 
adopting a simple, short, and straightforward 
questionnaire that asks agencies whether they 
have a data security plan, incident response 
plan, and access controls. 

 
The Big I urges insurance companies to take a 
reasonable and balanced response to the third-
party service provider requirements, within the 
confines of what the regulations require, and 
tailored to the unique relationship that exists 
between companies and agencies that may be 
unlike companies’ relationships with other enti-
ties that are deemed “third-party service pro-
viders” under the regulations.   

Check Policies Against Binders  

Agents report increasing differences between coverage 

bound and the policies received.  This is particularly true in 
surplus lines markets where insurers have freedom of form 

and rate and have broader variations of coverage. 

Agencies should check policies received from insurers 

against the applications, proposals, quote/term sheet, bind-

er to make sure that the policy provides all of the coverages 
that were applied for, quoted and bound. 

 

Animal Exclusions 

One specific area where we have seen a dramatic change in 
coverages is in animal exclusions on Homeowners policies.  

Many insurers have a “bad dog” or Named Dog Exclusion 

which lists several of the more aggressive breeds that are 
not covered under the liability section of the policy.  In re-

cent months we have seen broader exclusions for Owned 
Dog Exclusions and even Total Animal Exclusions. 

Agents can reasonably discuss Named Dog exclusions with 

policyholders…most homeowners understand that a pit bull 
may not be covered.  However, the broader exclusions can 

pose difficult situations.  A Total Animal Exclusion becomes 
a problem when your kid comes home to visit and brings 

their dog, or cat, or pet snake, or… 

https://iroquoisgroup.com/
http://www.rpsins.com/locations/covington%2c-la/
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From 2.0 to 3 

“[A]n insured should not have to consult a 
long line of case law or law review articles 
and treatises to determine the coverage he 
or she is purchasing 
under an insurance 
policy.” – Kovach v. 
Zurich Am. Ins. Co., 587 
F.3d 323 (6th Cir. 2009) 
 
Ah, if only that was 
possible. Or is it… 

The preceding was the 
introduction to an article 
I wrote in May 2018 
called “Reverse Engineering: Making Lemons 
From Lemonade.” The article was about insur-
tech upstart Lemonade’s attempt to simplify a 
homeowners renters policy by introducing 
an open-source product they called Policy 2.0. 

In that article, I enumerated numerous wacky 

features in that proposed renters policy (e.g., it co-
vers your “stuff,” a term not defined in the policy) 
and illustrated how the policy, as it stood at the 

time, appeared to be dra-
matically inferior to the 
“ISO standard” forms being 
used by Lemonade at that 
time. 

I have blogged extensively, 
including LinkedIn Pulse 
articles, about insurtechs 
and the mistaken belief 
that they are “disrupting” 
the insurance industry. For 

the most part, I’ve attributed much of the some-
times bizarre (and often dangerous) things they do 
to the premise that they just don’t “get it.” They 
really don’t understand that the mission of the in-
dustry is not fast/easy/cheap convenience but ra-
ther assisting individuals, families and organizations 
in minimizing their exposure to serious or cata-

Continued page 10 
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strophic financial loss. 
 
Sadly, this is all too often true of our own estab-
lished institutions. An example is the pervasive 
perception that insurance, especially personal 
lines, is largely a commodity. As an industry, via 
our incessant price-focused advertising, we 
have conditioned consumers into believing this 
commodity myth. Even worse, we have appar-
ently convinced ourselves of the 
same thing, as illustrated by 
this quote from industry icon 
Warren Buffett: 

One would think that Mr. 
Buffett would know better, 
but apparently his knowledge 
and expertise do not extend to the 
policy level. That is further evidenced by the 
recent announcement of a new Berkshire Hath-
away small business insurance product that he 
refers to as “THREE.” This products purports to 
provide property, business income, general lia-
bility, professional liability, D&O, cyber, auto, 
and workers compensation coverage in a policy 

form that is…get this…JUST 3 PAGES long. 

I first read about this in the daily Coverager 
newsletter then came across a more detailed ex-
planation here: 

Berkshire Hathaway’s New “THREE” Page Policy 
Aims To Revolutionize Small Business Insurance 

 
There is a link in the article 

that takes you to the pro-
posed 3-page policy. I’ve 
only had time for a cursory 
look, but here are some 
initial unstructured observa-

tions and questions: 
 

• Is this actually a legal con-
tract? There is none of the language found in 
traditional insurance policies that establishes 
offer, acceptance, and consideration. 

• There is no mention of coverage territories for 
property, liability, or autos, so what law(s) 

“Insurers have generally earned 
poor returns for a single reason: 
They sell a commodity-like product. 
Policy forms are standard….” 

Continued from page 10 
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apply to liability, court jurisdiction, etc. For 
example, presumably there is worldwide 
coverage for the use of autos, which might 
not be that important because… 

• It appears that there is no coverage for the 
hired/nonowned auto exposure (including 
rental cars and temporary substitutes), only 
listed vehicles presumably equivalent to ISO 
Symbol 7 coverage. 

• There is also no mention of auto coverages 
like un(der)insured motorists and no-fault 
laws. If an insured is curious about what is 
and isn’t covered, I suppose they’re ex-
pected to obtain a copy of governing state 
laws and decipher them? 

• Property coverage appears to extend only 
to property owned or leased by the busi-
ness, with none of the Additional Coverag-
es/Coverage Extensions provided by ISO 
standard forms, including coverage for 
damage to the property of others. Or is 
damage to such property covered by the 
liability portion of the policy since it has 
very few listed exclusions such as those re-

lated to care, custody or control (see below). 

• Non-building structures appear to come with-
in the limit for business personal property, 
not the building(s) limit. Could this create 
potential gaps for insureds who are landlords 
or tenants only? 

• Property coverage appears to be on an open 
perils basis with express coverage for theft. 
Unlike most traditional property forms, there 
doesn’t appear to be an exclusion for theft by 
business partners, employees, etc. 

• Coverage is for “physical damage” to proper-
ty. Since there is an obtuse reference to 
cyber coverage, does such coverage extend 
to loss of data and information that is not 
“physically damage” since it’s not physical 
property? 

• Is there debris removal coverage since the 
policy only references coverage for “physical 
damage” to property? 

• I see no exclusions or limitations for damage 

Continued page 12 
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due to flooding, earthquake, 
war, terrorism, widespread 
off-premises power failure, 
vacancy, freezing of plumbing 
or sprinklers in an unheated 
building, and the list goes on. 
Nor is there any anti-
concurrent causation word-
ing. 

• There is no apparent limi-
tation for insurable interest…

if you “own” it or presumably 
any part of it, it’s covered. 

• There are no appraisal or arbitration clauses 
such that claim resolution is limited solely to 
the insurer’s discretion. 

• Property may be replaced with that of “similar 
capabilities,” whatever that means. 

• The only insureds appear to be the business 
and “listed Additional Insured or employees.” 
Hopefully, this is all employees and not just 
those “listed.” In other words, let’s hope 
“llsted” refers on to Additional Insured, mean-
ing that there is no option for automatic AI 
coverage. This limited insureds provision ap-
pears to preclude coverage for volunteers, per-
missive auto drivers, spouses of partnerships, 
and vicarious liability insured status for the use 
of autos. 

• I see no exclusions or limitations for faulty 
workmanship nor any of the ISO CGL property 
damage exclusions, employers liability, damage 
to property in an insured’s care, custody or 
control, liquor liability, aircraft/watercraft, 
product recall, and the list goes on. 

• There also appears to be no restrictions on au-
tos used off public roads or when racing. If 
that’s accurate, someone could take up stock 
car racing and be covered, whereas ISO’s CGL 
policy has an exclusion for that. 

• The pollution exclusion appears to be almost 
absolute, whereas the ISO CGL policy generally 
provides coverage for most pollution incidents 
that occur off premises if the pollutant doesn’t 
belong to the insured. ISO property policies 
also include some amount of pollutant cleanup 
coverage. 

• Since no mention of “bodily injury” or 
“property damage” is made (just reference 
to an insured’s legal liability), does the poli-
cy cover things like discrimination, fines, 
penalties, etc.? Does it cover criminal liabil-
ity? EPLI coverage? 

• I see no automatic coverage, even for liabil-
ity, for acquired autos until they are listed 
and presumably the carrier can refuse to 
add any auto they choose. 

• There is no mention of loss of use or trans-
portation expenses coverage. 

• Where’s the medical payments coverage? 

• Where’s the Other Insurance clause? 

• The cyber coverage does not appear to pre-
clude coverage for data breaches or hacks 
by insureds. There is no mention of cover-
age for the loss or reconstruction of data 
and information. 

• Workers compensation coverage is governed 
by state laws. Where is the employers liabil-
ity coverage? 

• There appears to be no general liability Sep-
aration of Insureds clause. In fact, there is a 
specific exclusion for insured vs. insured 
(cross liability) claims involving the business 
and Additional Insureds, a condition that 
probably puts most contractors in breach of 
contract, which raises another question…. 

• How is contractual liability handled? There 
appears to be an absolute exclusion for con-
tractual liability without any carve-out of 
explicit coverage for “insured contracts” typ-
ically found in other policies for leases, 
easements, assumption of tort liability, etc. 
For many insureds with such contracts, this 
puts them in breach of contract. 

• There is no coverage for property damaged 
during illegal transportation. Does that in-
clude an accident involving speeding? 

• The policy does not cover any occurrences 
that start “or take place” outside the policy 
period. Does that mean, for example, that a 
fire that starts during the policy period and 
continues after expiration will not be paid in 
full? 

Bill Wilson, CPCU, 

ARM, AIM, AAM 

Continued from page 11 

Continued page 14 

https://www.ipfs.com/


Louisiana Agent 13 

Continued page 14 
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Independent Market  
Solutions (IMS) Version 2.0 • No endorsements of any kind? No Protective 

Safeguards requirements? UM? Etc., etc., etc. 

 
I have to admit, when I saw this article and perused 
the policy, I immediately thought about the date, 
sure that it had to be April 1. 

I can only imagine who sees this policy as an ad-
vancement for the industry. First would be business 
owners who Mr. Buffett says don’t “…have the time 
to actually read through the policy forms that are 
supposed to protect them….” He goes on to say that 
“…a small business can be confident in the protection 
it is getting, because the whole policy can be read in 
a few moments.” I suspect that the only confident 
parties involved are policyholder attorneys and ex-
pert witnesses whose futures are assured by the liti-
gation virtually guaranteed by this policy. 

Let’s see how regulators view this in the coming 
months and whether 3 pages of “policy” forms be-
come 300 pages of processing and explanatory docu-
ments. 

A couple of years ago IIABL joined with the Big I 
in Florida and North Carolina to form Independ-
ent Market Solutions (IMS) to provide markets to 
small agencies who have trouble attracting or 
maintaining markets. 

 

To be frank, we have had operational growing 
pains which has limited our ability to be effective.  
However, we have new professional manage-
ment of IMS and are ready to roll out version 2.0 
so to speak. 

 

Today IMS is a joint venture of Big I state associ-
ations created to bring insurance markets to 
small agents with access to over 4000 subpro-
ducer agencies in Florida, North Carolina, Louisi-
ana, Texas, Georgia, Kentucky, New York, New 
Jersey, Pennsylvania, Maryland, Delaware, Ten-
nessee, California, and Illinois.  

Continued from page  12 
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This large multi-state Big I market access program 
allows for enhanced insurance company-agency 
relationships, a broad spread of risks, increased 
premium production and reduced operating costs. 

 

IMS Value Propositions  
for Independent Agents 

IMS provides markets to start-up agencies needed 
to perpetuate the IA system and small / rural 
agencies that struggle to keep markets.  IMS also 
works to solve problems when markets are dis-
tressed, or there is a need for new specialty or 
niche markets. 

 
IMS is an exclusive Big I member benefit which 
provides a kinder, gentler alternative to commercial 
aggregators.  There is no cost for an agency to join 
IMS and no monthly fees.  Every agency always 
owns their book of business and can roll that busi-
ness to another insurer, or if the book becomes 
large enough can get a direct contract with the in-
surer with no cost. 
 

Agencies have a direct working relationship 
with the insurance company which improves 
efficiency and allows the agency to build 
their relationships with company personnel. 
 
Agencies receive competitive commissions 
and profit sharing (when available).  IMS 
retains a small share of the agency compen-
sation to fund operations but works to max-
imize agency income. 

 

IMS Value Propositions 
 for Insurance Companies 

IMS has a professional program manager for 
operations and business development, so 
insurers always get high quality service. 

 

This broad multi-state Big I distribution 
channel provides significant production op-
portunities and excellent geographic spread 
of risk. 

Continued page 16 
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The consolidated joint venture provides insur-
ers with significant economies of scale and a 
management structure that reduces operating 
costs and improves efficiency. 

 

IMS acts as the marketing department for the 
insurer but does not interfere with the direct 
business operations with the subproducer 
agencies. 

 

Each insurance company has complete control 
over which states or geographic areas they 
want to conduct business, which lines of busi-
ness and each individual subproducer appoint-
ment.  Agency appointments are made to com-
pliment and not conflict with existing direct 
agency appointments and are based on mutu-
ally beneficial and profitable relationships 
which can be terminated by the insurer at any 
time. 

 

 

IMS Markets 
 
IMS is pleased to announce a brand new mar-
ket:  Attune.  Attune writes Business Owners 
Policy (BOP), Workers' Compensation, Excess 
Liability The BOP is on Blackboard Insurance 
Company (AIG) and the Excess is on New 
Hampshire Insurance Company (AIG) paper. 
The WC is on Employers Insurance Company 
paper. 
 
IMS continues to offer homeowners and dwell-
ing fire markets with UPC Insurance Company, 
Acadian Managers, Lighthouse, Southern Fideli-
ty, and State National Fire. 
 
IMS will be adding new personal lines and small 
commercial lines markets. 
 
For more information, or to apply to be an IMS 
producer, go to: 
 
  https://www.bigiims.com/States/LA/ 

Continued from page 15 
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As it does every year, Louisiana 
Citizens Property Insurance Cor-
poration (Citizens) opened its 
book of business to the private 
market for the statutorily required 
annual depopulation program 
which moves policies from the 
insurer of last resort to private 
insurance companies. 2018 

marked the twelfth round of depopulation, but 
the Citizens Take-Out Program was amended by 
Act 131 of the 2018 Regular Legislative Session 
to adapt to the current market environment.  
 
Today, Citizens homeowners’ market share is an 
estimated 0.5 percent of the total market, which 
has diminished from 9.8 percent in 2008 when it 
was the third largest insurer in the state. Each 
year, Citizens has been required to open its book 
of business and offer to transfer policies to the 
private market. This depopulation results in low-
er premiums for policyholders and reduces the 
potential for future assessments, which are 
charged to all property insurance consumers 
across the state when Citizens’ exposure exceeds 
their reinsurance coverage and cash availability.  
 
Once Citizens policy count reaches a certain 
threshold it can no longer generate enough reve-
nue to maintain itself. Act 131 changes the Take
-Out Program from a requirement to open their 
book of business each year into a possibility to 
offer policy migration to the voluntary market 
following approval of the governing board ap-
proval. This legislation further allows Citizens to 
base their offerings on geographic and risk char-
acteristics that reduce its exposure while allow-
ing Citizens’ leadership to ensure that the insurer 
of last resort has sufficient infrastructure to fulfill 
its obligations following Louisiana’s next severe 
weather event.  
 
According to Citizens, the five companies partici-
pating in 2018 requested 633 policies through 
depopulation. This was a sharp drop from 
10,072 policies requested through depopulation 

Citizens Success Requires New Depopulation Methodology: 
Updates on Louisiana Citizens Property Insurance Corporation  

in 2017. Additionally, in 2018 Citizens experi-
enced attrition of approximately 5,000 policies 
and this statistic is projected to remain a constant 
in 2019. As directed in Act 131, Citizens used a 
data-driven approach to select policies it makes 
available for depopulation. In 2018, policies for 
take-out were offered from 15 parishes: Jeffer-
son, Orleans, St. Tammany, Terrebone, 
Lafourche, St. Bernard, St. Mary, Plaquemines, 
St. Charles, Vermillion, Iberia, Lafayette, St. 
John, Assumption and St. Landry. 
 
This year Access Home Insurance Company, Mai-
son Insurance Company, Ocean Harbor Casualty 
Insurance Company, Safepoint Insurance Compa-
ny, and Spinnaker Insurance Company are again 
participating in depopulation. Of the 633 distinct 
policies requested for review this year, only 32 
policies were authorized for removal to private 
companies. Those 32 policyholders have until 
February 29, 2019 to opt out of moving to a pri-
vate company.  
 
As we come nearer to closing the books on the 
new depopulation program, we have learned 
many valuable lessons. The foremost being the 
importance of the continued stability of Citizens 
for homeowners unable to procure coverage from 
the private market while complying with its duty 
to minimize the risk of future assessments for all 
property insurance policyholders in our state. 
Thank you for all of your help in making Citizens 
a continued success.  

Commissioner’s Corner 
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IIABL January Board Meeting 

The IIABL Board of Directors met in New Orleans on 
January 25, 2019. 

 

IIABL Legislative Chairman, Mike Scriber, Scriber 
Agency in Ruston, discussed IIABL’s plans for the 
2019 legislative session.  Because this is an election 
year, the expectation is that there will be fewer bills 
filed and less controversy than in other years.  How-
ever, House Insurance Committee Chairman, Kirk 
Talbot, will probably have some automobile insur-
ance reform bills coming out to the High Automobile 
Insurance Task Force.  IIABL will be heavily in-
volved in any auto insurance reform efforts.  Com-
missioner Donelon has indicated that he will have a 
small legislative package with no major controversial 
bills.  IIABL CEO Jeff Albright, and lobbyist David 
Tatman are visiting legislators in the months leading 
up to the session. 

 

 

One of the biggest needs IIABL member agencies 
have year after year is the need for outstanding 
new talent in their agencies.  Workforce develop-
ment is one of the top strategic goals for IIABL.  
Over the years we have tried several different pro-
grams to develop new talent.  We have found it 
difficult to identify, recruit, and train new young 
people to our industry.  Louisiana is fortunate to 
have an outstanding Risk & Insurance Program at 
the University of Louisiana Monroe (ULM).  It is 
the 9th largest risk & insurance program in the 
country.  Dr. Christine Berry has an industry back-
ground and trains students to work in the insur-
ance industry.  In recent years, Dr. Berry has suc-
cessfully placed students in IIABL member agen-
cies, with wholesale brokers, insurance companies 
and claims companies.  To help coordinate efforts 
with industry, the ULM Foundation is trying to 
raise money for an Industry and Student Coordina-
tor.  The IIABL Board of Directors fully supports 
this initiative and voted to pledge a $50,000 contri-

http://maisonins.com/
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Continued page 22 

bution over five years to support the Risk & Insur-
ance Program.  IIABL has also posted the InVEST 
Internship Guide on the IIABL website to help 
IIABL members engage ULM Risk & Insurance 
students as potential employees. 

 

IIABL CEO Jeff Albright updated the board on the 
actions of IA Action Partners, which is a group of 
about 24 Big I state associations who are explor-
ing ways to work together to provide business 
solutions to Big I members.  There are the five 
work areas for IA Action Partners: 

1.  Independent Market Solutions – market ac-
cess program 

2.  IA Business Solutions – technology solutions 
for Big I members 

3.  IntellAgents - benchmarking and consulting 
services for agents 

4.  Big I Hires – workforce development solutions 

5.  Association Management Company – consoli-
dated Big I state operations 

For over a year IIABL has been working with 
the Louisiana Association of Business & Indus-
try (LABI) to address the automobile insurance 
crisis with reforms to the Louisiana tort system.  
LABI has developed 20/20 Judicial Vision which 
is a comprehensive plan to build a business co-
alition, educate the public and legislature, work 
to elect business candidates to the legislature 
this fall, and pass automobile/tort reform in 
2020.  To fund and coordinate this coalition, 
LABI created the Louisiana Free Enterprise In-
stitute (LFEI).  IIABL is working closely with 
LABI and LFEI to address the automobile/tort 
crisis.  After thorough analysis and discussion, 
Don Stiel made a motion, which was seconded 
by Joe Montgomery, and the IIABL Board ap-
proved a $10,000 contribution to the Louisiana 
Free Enterprise Institute without objection.  

 

Just before Christmas, an IIABL member con-
tacted Jeff Albright with a disturbing nonrenew-
al of a surplus lines policy.  The situation put 
the policyholder and agent in a terrible situa-

https://www.lhbasif.com/public/Default.aspx
http://www.forestinsurance.com/
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Watch these Videos from Insurance Agents Who Will 

Share Their Secret Sauce at Elevate 

 

Zack Gould &  

Matt Naimoli 

 

“We’ll share our 

agency’s processes 

and how we get 

buy-in.” 

 

 

Watch Zack & Matt now.  

 

 

Robby Burton 
 
"For the first time, 
technology that 
drives our industry 
will enable agents to 
exceed expectations 
for the customer ex-
perience." 

 
 

Watch Robby now.  

 

 GRANT BOTMA 

 
"At Elevate 2019 I 

will be sharing with 

you the secret be-

hind a profitable 

culture."  

 

 

Watch Grant now.  

SETH ZAREMBA 

 
"So much about the 

agent/carrier relation-

ship remains une-

volved. We can do 

better. Guns down, 

and with the consum-

er in mind, let’s talk 

about what the agent/

carrier partnership needs to looks like if we are to win."  

Watch Seth now.  

 

 

DANI KIMBLE 

 
"In this session, I'll 

share how our 

agency's digital 

and social brand 

experience has 

led to direct re-

sults around re-

cruitment, referrals, culture and new business."  

Watch Dani now.  

 

RAHIM VIRANI 

 
"Do you wish each 

customer, regardless 

of which agent they 

speak to, had a con-

sistent and common 

experience that 

showed the value of 

your agency and the 

agent? If so, come to my session."  

 
Watch Rahim now. 

http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A461
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A462
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A463
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A461
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A464
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A465
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A466
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NATE BUNTY 

 
"I'll share the Facebook 

formula I've used to gen-

erate thousands of leads 

for my agency and my 

agency’s centers of influ-

ence"  

 

Watch Nate now. 

 

MATT SIMON 

 
"Why wouldn't you 

want to know exactly 

how loyal your clients 

are to you at any given 

moment? I'll share how 

I make it happen."  

 

Watch Matt now. 

 

ROB MACOVIAK 

 
"Wouldn’t it be amaz-

ing if your agency 

management system 

could talk with other 

applications? I'll share 

how ours does."  

Watch Rob now. 

 

 

SCOTT GREENE 

 
"Learn how we've 

strategically, realis-

tically, and afforda-

bly, controlled our 

market in the digital 

space with videos, 

videos, videos."  

Watch Scott now. 

https://www.elevateconference.com/
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A467
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A468
http://agencynation.acemlna.com/lt.php?s=84d7afff8c6f1fd7412bc16d26d9ed78&i=75A81A1A469
Watch%20Scott%20now.
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Sedgwick, a leading provider of technology-
enabled risk, benefits, and integrated business 
solutions, recently published its "Forward think-
ing 2019" list, which includes major industry 
trends that employers and risk management 
professionals should watch this year. Sedgwick 
divided its list into several categories, with one 
very appropriately being "Preparing for Emerg-
ing Risks." Within this trending category, the 
following three areas are highlighted. 

• Planning for the unexpected 

• Understanding the impact of the sharing 

economy on the workforce 

• Adapting to generational changes 

Planning for the unexpected involves preparing 
and updating disaster recovery and business 
continuity plans to respond to man-made and 
natural disasters as well as cyber events. The 
sharing economy brings with it new risk profiles, 
especially with respect to liability exposures, for 
those who actively participate in these indus-
tries as well as those who use their services or 
partner with them in other ways. 

There are currently five generations in the 
workforce as Generation Z comes of age and 
begins careers, which poses challenges for re-
turn-to-work programs. The workforce is under-
going a substantial transition as older workers 
with substantial knowledge and experience re-
tire and younger workers replace them. This 
transition will require adaptable human re-
sources policies and innovative programs to at-
tract and retain the best talent and maintain 
consistent quality and service levels. Expect 
continuous growth in the use of robotics and 
automation as a means to meet the challenge of 
a worker shortage—which in itself will lead to 
safety and training challenges. 

Do you agree that emerging risks should be on 
every risk professional's radar? Do you have any 
additional thoughts to share on preparation for 
emerging risks? What do you see as the great-
est of these risks? How should businesses and 
risk professionals be preparing for them? 

Preparing for Emerging Risks 
tion, so IIABL contacted Commissioner Donelon for 
assistance.  The agent was finally able to secure 
coverage, but the circumstances caused Commis-
sioner Donelon to have his legal team carefully re-
view the statutes related to surplus lines nonre-
newal and cancellation.  The LDI legal staff deter-
mined that R.S. 22:887 requires surplus lines insur-
ers to provide a 30-day notice of nonrenewal or 
cancellation.  LDI is preparing an advisory letter to 
notify the industry of this requirement. 

 

IIABL President, Johnny Beckmann, reported to the 
board on various aspects of association business, 
upcoming events, and ongoing projects. 

 

IIABL Secretary-Treasurer, Brenda Case, reviewed 
the finances of the association. 

 

National Director, Lee Schilling, reminded the 
board of the huge success the Big I had in Con-
gress and with the Treasury Department in secur-
ing the Trump tax breaks for Subchapter S “pass 
through” entities which represent the great majori-
ty of Big I members. 

 

IASC President, Brad Bourg, reported that Inde-
pendent Market Solutions (IMS) has expanded into 
13 states and is brining on new insurance company 
markets. 

 

The IIABL Board will meet again on March 22 in 
Baton Rouge. 

http://www.lwcc.com/
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The Importance of Buy-Sell Agreements 

Most independent agencies in the U.S. operate as 

closely-held organizations with concentrated own-

ership.  According to the IIABA / Reagan Consult-

ing 2018 Best Practices Study (“BPS”), firms un-

der $25 million in annual revenue have fewer 

than 10 equi-

ty holders, 

and those un-

der $10 mil-

lion have few-

er than four 

equity hold-

ers.   

With concen-
trated owner-
ship, many 
never think to ask the question – does our agen-
cy need a buy-sell agreement?  If you have more 
than one equity holder, the answer is yes. A de-
tailed agreement should be in place to govern 
how ownership transfers take place in the event 

equity changes hands.   

A well-crafted buy-sell agreement address-
es the basic provisions that govern owner-
ship transfers: 

1. A list of trig-

gering 
events.  Events 
that trigger a pur-
chase or sale of eq-
uity typically include 
death, permanent 
disability, retire-
ment, termination of 
employment, or an 
age threshold (65 
years old, for exam-

ple). 

2. Requirements or restrictions on 

Continued page 25 
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sales.  The triggering event provisions typically 
address when ownership interests must be sold 
and who the buyer may / must be...is it the 
agency?  Other owners? Outside entities? Can 
non-employees (i.e. family members) hold an 
equity stake? 

3. A valuation mechanism.  How is equity 

valued in the event of a transfer?  Do you have 
an independent third-party value the firm?  Do 
you use a formula approach (a multiple or Rev-
enue or EBITDA)?  Does a clawback provision 
exist? 

4. Terms and funding.  What terms (# of 

years, interest rate, down payment, etc.) and 
funding (seller or outside financing) are in place 
for ownership transfers? 

Restrictive Covenants.  When equity holders 
sell equity back to the agency or to new or ex-
isting owners, what restricts them from com-
peting with the agency in the future?  The val-
ue of the agency is directly impacted by having 
(or not having) enforceable restrictive covenant 

provisions in place. 

Since every organization is unique, a buy-sell 
agreement should be drafted to meet each firm’s 
stated ownership objectives.  A well-crafted buy-
sell agreement also ensures that everyone 
knows the “rules” of the game when buying and 
selling equity. 

Does your agency have the proper plan in place 
to facilitate ownership transfers?  Don’t wait until 
it’s too late. Trying to figure out terms after the 
sudden death of an owner or an-
other triggering event can get 
complicated. 

Mark Crites 
Vice President 

Reagan Consult-

ing  

ReaganView is Reagan Con-

sulting’s forum for providing an 

occasional perspective 

on issues and opportunities rel-

evant to the insurance distribu-

tion system  

http://www.grayinsco.com/
https://reaganconsulting.us18.list-manage.com/track/click?u=2188556decba36983a3bdd924&id=69745953ea&e=27df489a69
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Big I Member Resources Available on New Tax Regulations 

In January, the Internal Revenue Service issued final regu-

lations concerning a new tax deduction for “qualified busi-
ness income” under Section 199A of the tax code. The Big 

“I” lobbied aggressively on this regulation as it is critically 
important for owners and shareholders of insurance agen-

cies and brokerages organized as pass-through entities, 

such as partnerships and S-corporations. 

The rule confirms that agency and brokerage owners and 

shareholders are eligible for a tax deduction of up to 20% 
on qualified business income—regardless of taxable in-

come level. The new deduction reduces the top effective 
tax rate on pass-through income to approximately 29% 

from 37%. For those in the 24% bracket, it can reduce the 

rate to as low as 19.2%. 

In response to the regulation, the Big “I” has posted multi-

ple new resources for members on the Big “I” website. Big 
“I” members must log in to view the materials, which in-

clude: 

 
A recording of the 30-minute webinar the Big “I” hosted 

last week, for any members who were not able to attend 

A PowerPoint presentation that provides a compre-

hensive explanation of how the new tax deduction 
benefits pass-through owners and shareholders, in-

cluding discussion of the specific sections of the over 
200-page regulation relevant to insurance agencies 

and brokerages 

A one-page overview of the new tax rate for C-
corporations and the new tax deduction available to 

some pass-through businesses 

A four-page FAQ document that outlines the must-

know facts about the new 199A deduction 

While a major victory Big “I” members, the regula-

tions are complex. The Big “I” encourages members—

especially those who derive income from non-
traditional activities—to consult a tax professional to 

determine how the new deduction specifically impacts 
their businesses. 

Jennifer Webb is Big “I” federal government affairs 
counsel. 

http://www.progressiveagent.com/
https://lcta.com/
https://www.facebook.com/independentagent/photos/a.376506432956/10156180118877957/?type=3&theater
https://www.facebook.com/independentagent/photos/a.376506432956/10156180118877957/?type=3&theater
https://www.independentagent.com/GovernmentAffairs/Issues/taxes.aspx
https://attendee.gotowebinar.com/recording/21329822582234113
https://www.independentagent.com/GovernmentAffairs/SiteAssets/Issues/taxes/Big%20I%20Final%20Pass-Through%20Regulation%20Webinar%20Slides.pdf
https://www.independentagent.com/GovernmentAffairs/SiteAssets/Issues/taxes/What%20does%20the%20New%20199A%20Tax%20Regulation%20Mean%20for%20Big%20I%20Members%20(Jan.%2031,%202019).pdf
https://www.independentagent.com/GovernmentAffairs/SiteAssets/Issues/taxes/Section%20199A%20Basics%20for%20Big%20I%20Members.pdf
mailto:Jennifer.Webb@iiaba.net
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Best Practices for Insurance Agency Exit and Succession 

The right plan is essential when you’re ready to 

move on from your insurance agency, whether it’s 

into retirement or to another business 

There are lots of reasons to think about a succes-
sion plan, and it’s not all about an agency owner 
choosing to retire. Life happens. Serious illness, the 
unexpected death of an owner or divorce might be 
reasons to sell your interest in the agency. Or you 
could get lucky, win $100 million in the lottery and 
move to Tahiti. 
 

When to start 
planning 
 
Often, independent 
insurance agencies 
are family-owned 
businesses, 
and the dream of 
the founder is to 
pass the legacy 
on to family 
members. “My 
business partner 
and I always 
thought we might 
get one of our five 
sons into the busi-
ness,” says Stuart 
S. Durland, vice president of operations for Seely & 
Durand Insurance in Warwick, N.Y., an agency 
founded by his grandfather in 1934. “That never 
transpired so we had to start thinking about the al-
ternatives.” 
 
Durland joined the agency in 1990 after a stint at 
Travelers Insurance Company. He notes that there 
is four years’ difference in ages between the part-
ners, which puts one closer to retirement than 
the other. Does the older owner retire first? Or does 
he stay longer to accommodate a departure year for 
the younger owner? They started thinking about this 
20 years ago and developed a buy/sell plan, which 
is funded by life and disability insurance. 
 
Matt Naimoli and Zack Gould, founders of G&N In-
surance, which opened in 2010 in Southborough, 

Mass., aren’t ready to start thinking about a 
succession plan or exit strategy. “Most entre-
preneurs say that the day you open your 
business, you should have a plan to exit,” 
Gould acknowledges. “We tend to adhere to 
the notion of ‘If you enter with an exit plan, 
you’re not enabling yourself to reach your true 
potential.’” 
 
Naimoli adds that, as young agents who started 
from scratch, “We’re still focused on growing 

and creating im-
pact and we 
have very little 
experience with 
succession plan-
ning. Likely to 
our own fault, 
we’re too fo-
cused on expan-
sion.” 
 
U.S. Army veter-
an Robert 
Klinger, presi-
dent and CEO of 
the Klinger In-
surance Group, 
disagrees strong-
ly. He believes 
that agents need 

to start planning from day one, saying “Begin 
with the end in mind.” He advises agency prin-
cipals to consider succession and exit strategy 
as part of their annual business plan, noting 
that insurance agents need to do a better job 
of their own risk management. He recommends 
having a road map that is a working document 
subject to modification annually. 
 
Andrew Harris, CEO of Liberty Insurance Asso-
ciates in Millstone Township, N.J., started plan-
ning when his son expressed an interest in be-
ing in the insurance industry. Harris gave his 
son an online career aptitude test as a gift to 
see what industry he might have an affinity for. 
It turned out that his son (also named Andrew) 
had a strong correlation for insurance and 

Succession planning is a complicated process  

with lots of moving parts. 

Continued page 30 

https://www.propertycasualty360.com/2018/03/09/how-to-prepare-your-succession-plan-tips-from-cerulli/
https://www.propertycasualty360.com/2018/03/09/how-to-prepare-your-succession-plan-tips-from-cerulli/
https://www.propertycasualty360.com/2018/11/02/what-would-happen-to-your-business-if-you-died-tom/
https://www.propertycasualty360.com/2018/11/02/what-would-happen-to-your-business-if-you-died-tom/
https://www.propertycasualty360.com/2018/11/02/what-would-happen-to-your-business-if-you-died-tom/
https://www.propertycasualty360.com/2018/11/02/what-would-happen-to-your-business-if-you-died-tom/
https://www.propertycasualty360.com/2018/11/02/what-would-happen-to-your-business-if-you-died-tom/
https://www.propertycasualty360.com/2017/10/11/insurance-agents-are-retiring-can-millennials-fill/
https://www.propertycasualty360.com/2018/10/04/3-ways-to-become-a-local-celebrity-414-138943/
https://www.propertycasualty360.com/2018/10/04/3-ways-to-become-a-local-celebrity-414-138943/
https://www.propertycasualty360.com/2019/01/18/developing-action-plans-for-the-year-ahead/
https://www.propertycasualty360.com/2018/12/20/2018s-10-most-reputable-insurance-companies-in-the/
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Company 
  

Coverage Type 
Overall % 
Impact: 

Overall  
$ Impact: 

Number of 
Policyholders: 

  
Changes 

 

American Fire & Casualty 
Ohio Casualty Insurance 

Ohio Security Insurance 
West American Insurance 

 

 

17—Other Liability 

 

+3.9% 

 

$553,166 

 

4,599 

 

New: 7/1/2019 
Renewal: 7/1/2019 

 

Arch Insurance Company 

 

16—Workers 
Comp 

 

-12.20% 

 

-$624,692 

 

120 

 

New: 3/1/2019 
Renewal: 3/1/2019 

 

Shelter General Ins Co 

 

19—Commercial 
Auto 

 

+20.4% 

 

$526,490 

 

1,105 

 

New: 4/15/2019 
Renewal: 4/15/2019 

 

AmGUARD Insurance Co 

 

19—Commercial 
Auto 

Loss Cost Adoption 

 

+15.72% 

 

$398,740 

 

92 

 

New: 4/1/2019 
Renewal: 4/1/2019 

 

ANPAC Louisiana Ins 

 

19—Commercial 
Auto 

Loss Cost Adoption 

 

+15.0% 

 

$225,546 

 

392 

 

New: 8/1/2019 
Renewal: 8/1/2019 

 

Zurich American Ins Co 

 

19—Commercial 
Auto 

Loss Cost Adoption 

 

+10.1% 

 

$394,599 

 

370 

 

New: 7/1/2019 
Renewal: 7/1/2019 

 

American Fire & Casualty 
Ohio Casualty Insurance 

Ohio Security Insurance 
West American Insurance 

 

5—Commercial 
Multiple Peril 

Revised Rate Only 

 

+2.8% 

 

$655,746 

 

2,991 

 

New: 7/1/2019 
Renewal: 7/1/2019 



business. Harris Jr. worked at another insurance 
company for 10 years, and when it was sold he 
joined his father’s agency, where he’s been ever 
since, learning the ropes. 
 
 

More planning at larger firms 
 
Tom Doran, a partner at Reagan Consulting in 
Atlanta, Ga., counsels larger firms with three to 
five owners or more in strategic planning. For 
such larger firms, he notes, succession and exit 
strategies are part of the annual planning pro-
cess, which he notes should be an ongoing exer-
cise to ensure the perpetuation of the business 
that’s not dependent on any one person. It 
should be a continual process, not event driven. 
 
Doran advises agencies to look at the “ages and 
stages” of the agency owners and potential 
owners down the road. For larger organizations, 
you need an ongoing dedication to succession 
planning to ensure that there’s a steady stream 
of incoming men and women who will serve as 

agency owners in the future. It’s as important as 
the agency’s growth strategy, producer recruit-
ment strategy and market expansion strategy. 
 
Robert “Bob” Pettinicchi, executive vice president 
and chief lending office, InsurBanc, based in 
Farmington, Conn., advises independent insur-
ance agencies and notes that prospective buyers 
often hope that no one has a succession plan so 
they can swoop in. He also believes that the 
agency’s plan shouldn’t be a “succession” plan; it 
should be a “success” plan. Every action should 
be about creating value. 
 
“It’s a people question,” Doran says. To transfer 
a business, you need a buyer and a seller. “It’s 
too late when you’re getting ready to sell to look 
around and find out that there are no buyers in-
ternally. At that point, you may have no choice 
but to sell to an outside buyer,” he adds. 
 

Key items to consider 
 
Durland believes that you need to be comfortable 

Continued  from page 28 
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http://www.riscomins.com/web/
https://www.propertycasualty360.com/2018/12/20/2018s-10-most-reputable-insurance-companies-in-the/
https://www.propertycasualty360.com/2018/12/20/2018s-10-most-reputable-insurance-companies-in-the/
https://www.propertycasualty360.com/2018/12/20/2018s-10-most-reputable-insurance-companies-in-the/
https://www.propertycasualty360.com/2018/08/02/pearls-of-wisdom-from-agency-owners/
https://www.propertycasualty360.com/2018/08/02/pearls-of-wisdom-from-agency-owners/
https://www.propertycasualty360.com/2018/10/09/nus-agency-of-the-year-2018-winners-announced/
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Continued page 32 

that the person or entity purchasing your agen-
cy or your share will be reliable and conscien-
tious, especially if it’s a loan-based deal. He urg-
es agency principals to think of the staff and 
ensure that they won’t be impacted too signifi-
cantly. “And you have to accept that business 
may be done differently under the new owner-
ship, which isn’t necessarily a negative,” he 
says. 
 
“Set up a plan with guidance from accounting, 
legal and industry professionals,” Harris says. He 
recommends having a funding plan in place — 
either external or internal. Agents need to look 
at their cash flow and profitability to see wheth-
er it can support any internal perpetuation plan. 
 
An important question from the outset is wheth-
er anyone in the family wants to be part of the 
business, Klinger says. “If so, can they run it? 
Does someone in my company want it? Do I 
want to sell outright? Do I want to bring part-
ners in?” He recommends meeting with a busi-
ness broker experienced in selling insurance 
agencies and asking what they look for in terms 

of financials. You may need a few years to get 
the business in shape to sell. He adds, “There’s 
been heavy merger and acquisition activity in the 
last three to four years, but will that continue for 
the next five years?” 
 
Steven J. Aronson, president of 100-year-old Ar-
onson Insurance, an Acrisure partner Agency, in 
Needham, Mass., thinks that quality of life is an 
important consideration for designing an 
exit strategy. “Many buyers will pay you a 
handsome price for your agency, but how happy 
will you be the day, week, month or years after 
the deal is done? If you want to walk away, will 
your client be well cared for — the same way you 
did? If you want to stay, but not “manage”, will 
you be happy working for the other next owner? 
If you want to stay and manage, which might be 
the best opportunity to maximize your financial 
deal, will your style fit into the buyer’s culture? 
 
“If you will stay,” Aronson adds, “you can earn 
substantial additional dollars by caring for and 

http://www.safepointins.com/
https://www.propertycasualty360.com/2017/04/06/creating-a-viable-succession-or-exit-plan-for-your/
https://www.propertycasualty360.com/2017/04/06/creating-a-viable-succession-or-exit-plan-for-your/
https://www.propertycasualty360.com/2017/04/06/creating-a-viable-succession-or-exit-plan-for-your/
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 continuing to grow your old agency or book.” He 
believes this option is particularly important if you 
are younger, or if you have children in the busi-
ness. 
 
“Three key things are setting value expectations, 
determining who the buying group would be, and 
laying out projections of what the deal would look 
like to both buyer and seller,” Doran says. This 
should be done about three years in advance so 
when the time comes to execute the plan there are 
no surprises to either party. 
 
As soon as you have more than one owner, Doran 
adds, depending on the owners’ ages, you should 
have a shareholder or partnership agreement in 
place. It should spell out how equity would be 
transferred in the event of death, permanent disa-
bility, termination of employment or retirement of 
one of the owners. 
 

Seek trusted advisors 

 
It’s important to get advice from trusted pro-
fessionals, whether you’re a sole proprietor or 
a larger organization. You need a good ac-
countant, a tax specialist (who may also be 
your accountant), an attorney experienced in 
succession planning for independent insurance 
agencies similar to yours, and a valuation spe-
cialist. Klinger suggests that you also talk to 
your carrier partners. “Some might want to 
approve the buyer, especially if buyer isn’t ap-
pointed with the same carriers,” he observes. 
 
Harris had been a member of MarshBerry, a 
consulting firm that provides intellectual capi-
tal, strategic consulting, and merger and ac-
quisition advice to clients within the insurance 
industry. “MarshBerry or similar firms look at 
your agency from a board of directors point of 
view, asking what is your value, what are you 
doing to increase the value, and what is your 
long-term plan, are you going to keep it or sell 
it?” Harris explains. He believes that it’s im-

Continued from page 31 
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file://srvr/common/Partners Program/2018/SUMMIT CONSULTING
https://www.lane-assoc.com/
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If your agency had a current customer that was responsible for recommending your agency to new pro-
spects on a regular basis, you’d want to know. 

 

First, so that you could thank your customer, but also so that you would treat the prospect appropriately, 
refer to the customer during your conversations with the prospect and ultimately write the business. 

 

TrustedChoice.com now recommends over 3,500 Advantage subscriber agencies every day to insurance 
buyers, and those recommendations help agencies write business. 

 

When an insurance buyer clicks the ‘Request a Quote’ button, the TrustedChoice.com Agency Recommen-
dation Engine evaluates agencies in the buyer’s area and presents a list of agencies who have indicated 
that they want to work that type of prospect. 

 

The average Advantage-subscribing agency on TrustedChoice.com is recommended to an insurance buyer 
almost once per day, all year long. That’s not a misstatement. 

 

On average, each Advantage agency is recommended to insurance buyers that match the agency’s 
appetite 330 times per year by the TrustedChoice.com recommendation engine. That’s over 
1,450,000 referrals every year! 

 

Watch the 2 minute Advantage and Recommendation Engine Overview  

 
The influence of those recommendations is easy to overlook. Here’s why they work: 

• Insurance buyers have done their research and are now comparing options and looking to make a deci-
sion. When they request guidance, the Recommendation Engine provides a filtered list that addresses 
the buyer’s requirements. 

 

• These prospects have done their homework and control their shopping experience. They make a deci-
sion to take the next step, and choose the insurance agency with whom they want to work. 

 

• No wonder agencies across the country are reporting that the ROI of an Advantage subscription is posi-
tive. 

 
• It’s time to take a closer look at how an Advantage subscription can increase the number of times your 

agency will be recommended to new clients. 

 
Call 855-372-0070 or request a demo today. 

TrustedChoice.com Recommends Qualified Buyers to Your Agency 

https://trustedchoice-com.wistia.com/medias/zxrbfrdcek
https://solutions.trustedchoice.com/success-stories/
https://solutions.trustedchoice.com/demo/
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Continued page 36 

portant to maximize the profit and efficiency of 
the agency. “If you do that you don’t have to sell 
it,” he says. “You can perpetuate it. It will run 
without you.” 
 

Ease on down the road 
 
To everything there is a season, but how do you 
know when it’s the season of life for you to move 
on from the agency? “It depends on the circum-
stances,” says Durland. Most purchasers want the 
seller to stay on for a certain amount of time to 
ensure transparency and a smooth transition. 
 
Harris notes that there’s an intuitive aspect to 
easing out of an agency; there are no hard and 
fast rules on timing. He agrees that transition is 
important, but some overlap is best. In his case, 
his son is gradually taking over the agency. He 
has stepped down as president, but he’s the CEO. 
 
“I want to see more senior peo-
ple slowly transition out of the business,” Harris 
says. “But it depends on whether you want to 
stay active in the business but not in the same 
role with the same responsibility. You shouldn’t 
want seasoned professionals to leave abruptly. 

They still have tremendous relationships and 
ability to add value to the company. 
 
“The exit strategy isn’t really about the money,” 
says Barry Seigerman, an independent broker/
producer with more than 50 years’ experience 
in the industry as an agency founder and chair-
man and CEO of a multi-line agency. “It’s all 
about the quality of life you want, what you will 
do after the sale and how you feel about what 
you’ve achieved versus what you set out to do.” 
 
There’s a delicate balance when easing out and 
challenges in transitioning a family-owned busi-
ness. As Harris observes, the successor may be 
looking over his or her shoulder to see whether 
Dad or Mom approves. At the same time, the 
agency staff may be looking at the parent as if 
to say “Is this decision your [son/daughter] 
made right?” But, he adds, “When things are 
right they tend to fall into place.” 
 
Aronson find the question of when to move al-
most impossible to answer. He’s 65 and he 
wants to work full-time for another five years 

http://www.acadianmanagers.com/
https://www.highflyerhr.com/
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Webcasts       

E&O Risk  

Management 

March 5, 9, 21, 26, 28 

Available on Demand 

Ethics 

March 6, 20, 22, 25 

 

Available on Demand 

Flood  

 March 12 & 21 

 

Available on Demand 

Commercial &  

Personal Lines 

Courses  

Click above for courses 

& dates for 2019 

2/26/2019  1pm—4pm 
On Ethics: Data, Dilem-

mas, Knuckleheads  

3/7/2019  8am—11am 

Flood Insurance 
 

3/12/19  12pm - 3pm 
 Homeowner's Policy Cov-

erage Concerns for the 

Modern Family  

3/19/18  8am—11am 

Welcome to the Future 
Where Everyone 

Shares and Your Car 
Drives Itself  

 

3/19/19  12pm –3pm 
Cyber Coverage - Data 

Breach and So Much 
More!  

 
 

3/20/19  8am—11am 

Certificates of Insur-
ance and Additional 

Insureds: Making 
Sense of It All  

 

3/26/19   1pm—4pm 
Commercial Additional 

Insured Endorsements 
- Status and Purpose 

 

Seminars       

2019 IIABL Spring  

Education Conference 

March 21. Baton Rouge 

3 Hours Flood 

3 Hours Ethics 

E&O Risk Management 

May 14—Monroe 

May 15—Lafayette 

May 16—Baton Rouge 

May 17—Metairie 

  

Events       

March 14th 

IIABR Luncheon 

Juban’s Restaurant 

March 24-26 

Elevate 2019 

New Orleans Marriott 

March 27th 

IIAGNO BBQ 

Central City BBQ 

New Orleans 

April 5, 2019 

Young Agents  

Crawfish Boil 

Lakeside Daiquiri 

Baton Rouge 

On-Demand Webcasts Pre-Licensing    

 
Click here for the course cata-

log of  all of the on-demand 
webcasts.  Reminder– all of the 

IIABL online courses do not 
require a test for CE Credit  

 
Online prelicensing 

3 optional study packages  
Click here  

for additional information 

  

        

https://iiabl.aben.tv/category/errors-and-omissions-group
https://iiabl.aben.tv/category/errors-and-omissions-group
https://iiabl.aben.tv/category/ethics-group
https://iiabl.aben.tv/category/flood-group
https://iiabl.aben.tv
https://iiabl.aben.tv
https://iiabl.aben.tv
https://www.iiaba.net/education/preview.aspx?evt=34379
https://www.iiaba.net/education/preview.aspx?evt=34379
https://www.iiaba.net/education/preview.aspx?evt=34205
https://www.iiaba.net/education/preview.aspx?evt=34381
https://www.iiaba.net/education/preview.aspx?evt=34381
https://www.iiaba.net/education/preview.aspx?evt=34381
https://www.iiaba.net/education/preview.aspx?evt=34383
https://www.iiaba.net/education/preview.aspx?evt=34383
https://www.iiaba.net/education/preview.aspx?evt=34383
https://www.iiaba.net/education/preview.aspx?evt=34383
https://www.iiaba.net/education/preview.aspx?evt=34384
https://www.iiaba.net/education/preview.aspx?evt=34384
https://www.iiaba.net/education/preview.aspx?evt=34384
https://www.iiaba.net/education/preview.aspx?evt=34386
https://www.iiaba.net/education/preview.aspx?evt=34386
https://www.iiaba.net/education/preview.aspx?evt=34386
https://www.iiaba.net/education/preview.aspx?evt=34386
https://www.iiaba.net/education/preview.aspx?evt=34240
https://www.iiaba.net/education/preview.aspx?evt=34240
https://www.iiaba.net/education/preview.aspx?evt=34231
https://www.iiaba.net/education/preview.aspx?evt=34233
https://www.iiaba.net/education/preview.aspx?evt=34234
https://www.iiaba.net/education/preview.aspx?evt=34235
https://www.elevateconference.com/
https://www.iiaba.net/education/preview.aspx?evt=34394
https://www.iiaba.net/education/preview.aspx?evt=34317
https://www.iiaba.net/education/preview.aspx?evt=34317
https://iiabl.aben.tv/Search?producttype=4
http://www.iiabl.com/Education/Pages/prelicensing/default.aspx


Louisiana Agent 36 

and then ease out over the following five 
years. Why? “Because I love what I do,” he 
responds. “And, as my wife reminds me, she 
married me for better or worse — but not for 
lunch.” If he were 75, the answer would be 
different. “I might like to get out almost right 
away,” he adds. “But at 40 or 50, or even 60, 
I’d be looking for a very long term opportunity 
to continue to work, in a meaningful way, with 
the new agency.” 
 
Klinger: Need to have a play book with “what 
if” scenarios and a plan for dealing with each 
one, e.g., what if I get sick, what if I get in-
jured, etc. Who are people that my spouse or 
firm can turn to? Go to carriers, local associa-
tions, fellow agency owners to help you tem-
plate some scenarios. That becomes working 
document. 
 

When to let staff know 
 
Depending on the confidentiality agreement 
you end up with, Durland says that you should 
let your key staff know as soon as you can that 

you’re planning to transfer the business. “Being 
honest and up front is the best policy,” he be-
lieves. 
 
Seigerman concurs. “Always keep staff informed 
on long-term strategic goals and the various op-
tions you’re considering,” he advises. 
 
Harris informed his staff from the time he 
brought his son into the agency. “My son is my 
perpetuation plan,” he told them. Keeping the 
staff informed tells them you’re going to be a 
legacy agency, and it’s not for sale. It helps to 
keep the staff motivated when they know you 
have a perpetuation plan. They’re not as worried 
about job security so they won’t leave when you 
do. Harris recommends positioning the conver-
sation this way: Not only do I need your help to 
keep the agency going, but so does my son. He 
also recommends having this conversation with 
your carrier partners. 
 
In his agency, Harris has stepped down as presi-
dent, but is still there as CEO. His son does 
more and more of the day-to-day running of the 

Continued from page 34 

Continued page 37 

https://hubs.ly/H0fGZ390
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agency. “It’s happening easily and naturally,” 
He says. 
 
Klinger advises having confidential conversa-
tions with your team when you start thinking 
about easing out. See what their interests are, 
what their plans are. Do any of them have aspi-
rations of owning their own agency? Are they 
happy just being employees? 
 
If you get sick, Klinger adds, be sure you let 
the staff know that you have insurance in place 
to keep the firm going. You need to know your 
staff and how committed and loyal they are to 
you. That’s going to dictate the timing of when 
you tell them that you’re thinking of selling. 
Also, what is the prospective buyer likely to be 
like? Reassure them that they’ll still have jobs. 
Shortcut rumors with good communication. Em-
ployees can tell when owners are cutting back, 
for example, losing carriers, not growing the 
business, and so on. 
 
Klinger is setting up his business like a law firm 
or accounting firm. He’s growing junior produc-
ers to see which ones have the maturity and 
vision to be able to step up into the organiza-
tion. “If you show them a career path, they’ll 
work harder, he says. 
 
Final words of wisdom 
 
Succession planning is a complicated process 
with lots of moving parts, says Doran. “Most 
agency principals make the mistake of waiting 
too long to start the conversation.” Don’t let 
that be you. 
 
Pettinacchi notes that communication seems to 
be missing in most plans. And it’s the most im-
portant component. 
 
“Have an outside consulting group work with 
you to look at your business and business plan 
and give you guidance. You’re too close to the 
situation to look at it critically,” Harris says. 
With all the changes facing the insurance in-
dustry, he still sees a bright future for the inde-
pendent insurance agency. “It’s going to be a 
challenge to attract people into it,” he ob-
serves. There’s a large opportunity for the next 
generation to flood into the industry as 

the baby boomers retire. “Recognizing that is 
the challenge, I firmly believe there is still a role 
for agents. It might be different, and the way 
we sell might be different, but consulting, advis-
ing and guiding people to make the right deci-
sions on important topics will always be there. 
Right now, artificial intelligence can’t look at all 
the permutations of your life and business. We 
need to do a better job as industry to focus col-
lectively on what our future is going to look 
like.” 
 
“If you think your son or daughter is inter-
ested in the business, have them go to work 
for someone else first,” Klinger advises. I want 
you to go out and make mistakes first. Learn 
from hard times. Start at the lowest level. Best 
officers were enlisted. They understand all the 
aspects of the operation and appreciate the 
hard work it took to get there. Better leader and 
earn more respect among your peers and sub-
ordinates. I’ll do what it takes to make us suc-
cessful. It’s all about the team. 
 
“Your team helped get you here — you did not 
build this alone, so take care of your 
team,” Aronson says. Consider not only a nice 
bonus at the time of the transaction, but, if you 
are staying, consider stay-bonuses for 12, 24 
and even 36 months out. They are your key to 
future success and happiness. “For your top 
people, these could be the largest checks they 
will ever see in their lifetime.” 
 

SOURCE: PropertyCasualty360 

https://www.propertycasualty360.com/2018/08/28/4-ways-to-improve-employee-retention-at-your-insurance-agency/
https://www.propertycasualty360.com/2018/08/28/4-ways-to-improve-employee-retention-at-your-insurance-agency/
https://www.propertycasualty360.com/2015/07/12/opportunity-is-knocking-as-boomers-retire-take-adv/
https://www.propertycasualty360.com/2018/08/09/take-a-fresh-look-at-your-insurance-agencys-education-program/
https://www.propertycasualty360.com/2018/08/09/take-a-fresh-look-at-your-insurance-agencys-education-program/
https://www.propertycasualty360.com/2016/10/03/the-new-digital-ecosystems-not-your-fathers-insura/
https://www.propertycasualty360.com/2016/10/03/the-new-digital-ecosystems-not-your-fathers-insura/
https://www.propertycasualty360.com/2016/10/03/the-new-digital-ecosystems-not-your-fathers-insura/
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AGENCY MANAGEMENT 

HUMAN RESOURCES 

Did you know that the IIABL website, 

www.IIABL.com, has an entire section under the 

Agency Management tab with information and 

services on Human Resources? 

Check out exclusive member only benefits: 

 

 

 

Your agency’s Solution for HR & Payroll 

That Does it All! 

 

Services include: 

1. Payroll Processing 

2. Time & Attendance 

3. Benefit Administration 

4. Human Resources 

Visit their website, email them at GetStart-

ed@HighflyerHR.com  or call 844.398.7800. 

 

  

 

 

 

 Caliper offers: 

 Pre-employment assessments 

 Talent development 

 Corporate Culture 

Visit the Caliper website to learn more. 

 

 

 

Find Your Next Top Employee! 

Recruiting with Ideal Traits an insurance agen-

cy-specific recruiting portal. 

Do it Yourself Hiring Toolkits for agents who 

want to take a hands-on approach. 

Superior Professional Development with ac-

cess to onboarding, skills assessments and 

state-specific courses.  www.bigihires.com 

 

 

 

 

CSR Leasing Program 

Does this sound familiar? 

"We can't find qualified employees." 

"We hire people, train them, and then they leave." 

"We need people we don't need to train because we 

don't have the time." 

"We need some part-time staff” 

 

WAHVE has the solution 

WAHVE is an innovative contract staffing talent solu-

tion. WAHVE matches pretiring, experienced, trained 

and knowledgeable insurance professionals with retail 

agents, E&S wholesale broker and MGA clients based 

on specific job needs. WAHVE delivers "pretiring" talent 

to fill most any insurance position and at a cost-savings.  

 

Contact Bill Hunt, bill.hunt@wahve.com or 347.292.3757. 

 

Employment Aptitude Test 

https://www.highflyerhr.com/
mailto:GetStarted@HighflyerHR.com
mailto:GetStarted@HighflyerHR.com
https://www.calipercorp.com/
http://www.bighires.com
mailto:bill.hunt@wahve.com
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ACADIAN MANAGERS ACCIDENT FUND AMERICAS INSURANCE EMC INSURANCE 

EMPLOYERS FCCI GROUP FOREST INSURANCE GULFSTREAM P&C 

HIGHFLYER HR   HOMEBUILDERS SIF  IROQUOIS SOUTH  LANE & ASSOCIATES 

LUBA WORKERS’ COMP RPS COVINGTON STONETRUST INSURANCE SUMMIT CONSULTING  

WRIGHT FLOOD     

https://www.ipfs.com/
http://www.lwcc.com/
https://www.upcinsurance.com/
http://accesshomeinsurance.com/
http://www.burnsandwilcox.com/
http://www.grayinsco.com/
http://lciwc.com/
https://lcta.com/
http://www.lra.org/workers-comp.html
https://www.unitedfiregroup.com/
http://www.safepointins.com/
https://www.lighthouse.insurance/
http://www.riscomins.com/web/
http://maisonins.com/
http://www.amerisafe.com/site.php
https://www.progressive.com/agent/
https://www.centauriinsurance.com/
http://www.acadianmanagers.com/
http://www.accidentfund.com/
http://www.americas-insurance.com/
file://///srvr/common/Marketplace/2014/EMC%20INSURANCE%20COS.
http://www.forestinsurance.com/
http://www.gspcic.com/
https://www.highflyerhr.com/
https://www.lhbasif.com/public/Default.aspx
https://www.lane-assoc.com/
http://www.lubawc.com/
http://www.rpsins.com/locations/covington%2c-la/
file://///srvr/common/Partners%20Program/2018/SUMMIT%20CONSULTING
https://www.summitholdings.com/wc/
http://www.wrightflood.com/
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