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Nobi Saely Triing Center

GOING THE
EXTRA MILE
FOR YOUR
SAFETY.

At LWCC, we're committed to making Louisiana
a safer place to work. With our Mobile Safety
Training Center we deliver convenient, cost-
effective training directly to our policyholders.
QOur team of loss prevention consultants brings
online training and classroom-style instruction
right to the policyholder's doorstep. Now that's
going the extra mile.

With 11 workstations, LWCC's climawe-controlled
mobile center provides policyholders” employees with
on-site access o free, dynamic web-based training,

LWCC

How Workers' Comp Is Supposed to Work

www.lwce.com
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President’s
Message

Sincere Appreciation

PIA is truly fortunate to have such
fine companies who choose to ex-
press their support and belief in
the independent agency system by
partnering with us. These compa-
ny partners are prominently listed on the
first page of our website and | ask all of
our members to show our appreciation for
them by using their products and services
in your agency.

| would like to take just a moment to high-
light two of those companies that have
chosen to distinguish themselves by also
offering a product and service to support
PIA in an additional way, a sponsored
program. This opportu-
nity is available to any of
our partners, and these
are two that approached
our leadership with their
idea to promote both their
company and PIA

Accu Auto provides a comparative rater
that will save you time and increases your
close ratio by quoting new and renewal
auto business. Their system allows you to
quote up to 11 carriers at once.

-Accu Agency is a web based agency man-
agement system that integrates agency
management and document storage all
in one. It includes Acord Forms, reports,
document and image storage, file stor-
age, rolodex, letters, notes, reminders,
receipts and more.

-Agency Thrive is websites and search en-
gine optimization. They will help you build
your website, but perhaps more impor-
tantly, help you drive traffic to your site.
Accu Auto has been in business for over
25 years providing software solutions for
independent agencies and services to
insurance carriers. Their marketing rep-
resentative is Shay Robinson, CPIA and
she can be reached at (225) 938-5332
or email shay@accuauto.net.

Prime Rate Premium Finance Corp has
been PIA’'s endorsed provide since 2008,
offering agents competitive premium fi-
nancing rates, a user-friendly quoting sys-
tem, and superior customer service, tai-

President,
PIA of Louisiana

Darryl Frank CPIA, Metairie

lored to the agent’s
needs. Prime Rate
offers  straightfor-
ward solutions that

> help their insured
customers finance personal lines and
commercial policies. Prime Rate’s port-
folio offers the highest level of premium
financing products, technology, and ser-
vice to PIA of Louisiana members. They
will work hard to meet or exceed your
agency’s expectations.

All of us, as agency owners, need premium
financing options and Prime Rate does an
excellent job. Why not give them an op-
portunity to assist you and
your insureds and help PIA
at the same time? Bennie
Spadoni is their VP and Se-
nior Business Development
Officer. He can be reached
at (713)409-2249 or bspa-
doni@afco.com. Their web-
site is www.primeratepfc.com for more
information.

| can personally attest to the benefits of
these two companies’ products, as | use
them both in my agency operations. |
have found them both to be easy to work
with and quite willing to assist my agency
staff in any way they can.

The revenue generated by these spon-
sored programs is critical to the financial
health of our organization and our mis-
sion of providing member benefits to our
association. | would encourage all of our
PIA agency members to consider using
these sponsored programs in your opera-
tion and help support your association.
For further information or to sign up you
can contact me, Jody, Shay or Bennie di-
rectly.

On a personal note, | would like to express
my sincere appreciation to so many of our
PIA members who have reached out to me
regarding the recent passing of my moth-
er. We so often hear that PIA is like family,
well they proved it to me. | am proud to
have so many of you that | call friends. My
family and | certainly appreciate it.

Page 4 «January/February 2014




HAgencyThrive

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

Web Marketing Service
$495 setup, $100/month

e Service descriptions

e Online payment links

e Contact info, contact form
and location map

e Up to 15 pages

e Agency blog

e Insurance information videos

e Custom QR Codes

e Links to social media and
review sites to build your
online reputation

e Online quote forms

e Agency staff photos and
individual contact info

¢ Optimized for mobile devices

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

¢ Up to 30 pages of content

e Custom design services for
a unique look

e Custom submission forms
for your preferred lines

¢ Online chat

e Insurance Glossary

e Multi-location interactive
maps

e Regular changes by our staff
upon request

¢ Optimized for mobile devices

v s o

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

Ll
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GL = g
(Y

Create agency business listings for visibility
with more than 10 of the biggest listing
and social media sites:
Facebook Business Page
Twitter for Business Account
Google Places Listing
Bing Listing
Yahoo Listing
Yelp! Business Listing
CitySearch Listing
...and morel
Independent Agency blog for inclusion in
your agency website
v" Professional content added regularly
v' Make your site interesting to customers,
potential customers, and search
engines
Inclusion as preferred agent in our online
directory listing of local agents

CORRRRRS

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

campaigns based on a budget you specify

Web Consultant Service
$ 1995 setup, $250/month

Includes all the features of the Web
Marketing Service, PLUS SO MUCH MORE:

v Elite Website included with Instant
Auto Quote (where available)

v Weekly updates of Social media sites

v Includes Google Adwords campaign
(no additional click charges)

v Monthly email blast to your customers
upon request

¥ Monitoring of online reviews to protect
your reputation

v Detailed monthly analysis of online
presence

v Preferred placement on our directory
listing site of local agents

v’ Monthly action plan to increase traffic
and sales

Visit us at www.agencythrive.com or call 1-800-229-2009

January/February 2014 « Page 5



Commissioner’s Column

By James J. Donelon

Federal Legislation Overview
December 2013

tthe beginning of each year my col-

umn takes a closer look at federal
legislation passed during the previous
year that has an impact on insurance
in our state. As you may have heard
me say in the past, insurance is not
something that folks in Washington
do very well, and this
past year it has been
the areas of health
and flood insurance
that are the subject
of much debate both
in the nation’s capi-
tal and in homes and
businesses across
the country.

The Affordable Care Act has domi-
nated national headlines following the
troubled launch of the online Health
Insurance Marketplace, a major provi-
sion of the Affordable Care Act. Policies
purchased in the marketplace before
December 15 were to begin coverage
as early as January 1, 2014. However,
due to the technical problems that
plagued the online marketplace, the
Obama administration announced
it would allow consumers additional
time to sign up for health insurance
coverage that would take effect at the
beginning of the year.

Technical issues with the marketplace

Contact the
Louisiana
Department of
Insurance at

www.ldi.state.la.us

or call
1-800-259-5300

Commissioner of Insurance

Louisiana Department of
Insurance

public@Idi.state.la.us

were not the only prob-
lems the Affordable
Care Act (ACA) rollout
faced. After being told
they could keep their
current health plans if they liked them,
millions of policyholders nationwide,
including more than
90,000 in Louisiana,
were subject to cancel-
lations of their policies
because their plans did
not meet ACA require-
ments. This prompted
members of Congress
to sponsor such bills
as S. 1617 - If You Like Your Health
Plan, You Can Keep It Act and H.R.
3350 - Keep Your Health Plan Act of
2013. Both of which would essentially
permit those with existing health in-
surance coverage to keep their exist-
ing policies.

In November the Obama Administra-
tion announced it would allow plans
renewing between January 1 and Oc-
tober 1, 2014 to be extended without
including certain 2014 market reforms
required under ACA, provided that
coverage was in effect on October 1,
2013. The decision to implement the
president’s proposal was left to the
discretion of each state’s insurance
commissioner.

In hopes of alleviating some of the
pressure and concerns of consumers
and to allow more time for them to fa-
miliarize themselves with the complex-
ities of the ACA, as the commissioners
in Mississippi, Georgia, South Carolina
and many other states did, | opted to
allow insurers to offer “transitional
relief,” or extension of the non-ACA
compliant policies. This decision was
reached after closely reviewing the po-
tential ramifications of the proposal, in-
cluding the legal, health and solvency
issues. Insurers are not required to of-

fer policy extensions;
however, the Louisi-
ana Department of
Insurance (LDI) has
pledged to work with
companies who decide to do so.

Due to the numerous kick-off prob-
lems, the Obama administration has
moved to a rolling implementation of
ACA, pushing back deadlines on other
components of the law including post-
poning the employer mandate for one
year and delaying online enrollment
for small businesses looking to pur-
chase coverage through the health in-
surance marketplace for one year.

Another major topic of interest in the
insurance industry this year was the
Biggert-Waters Flood Insurance Re-
form Act of 2012. Passed by Congress
in July 2012, the Act aimed to make
the National Flood Insurance Program
(NFIP) actuarially sound by raising
flood insurance rates to more closely
resemble the true flood risk and loss-
es in flood-prone areas. In doing so,
the Biggert-Waters Act unintentionally
imposes unaffordable flood insurance
premium increases across the nation,
potentially rendering properties unaf-
fordable or worthless.

Flood insurance premium increases
were to achieve actuarially sound
rates on primary residences which
had benefited from the grandfathering
of previous flood risk determinations.
Biggert-Waters ordered an end to
many premium subsidies for property
owners and a remapping of commu-
nities to establish current and more
accurate flood zones. This resulted in
additional property owners being re-
quired to purchase flood coverage.

Continued on page 13
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Passing It On!

By Jody M. Boudreaux, CAE, CIC, CISR

ince this issue is our combined

January/February issue, we’ve two
months of benefits to cover. In January,
we repeated our E&O focus. Please
don’t forget that we've got additional
markets to shop for your E&O. Give us
a chance to get you both the coverage
and rate you desire. We know there
are lots of non-association markets
out there and some use the marketing
ploy to not go through an association
because it saves you money in associa-
tion dues. Well, that’s like direct mar-
kets telling your clients to avoid agency
commissions! And in our case, that’s
not even true. It is not
mandatory for you to be a
member to purchase E&O
through PIA.

So, let me tell you the ben-
efits to having your agen-
cy’s E&O with PIA:

* PIA wants to personally know you
and your agency so we can better
serve your E&O needs...you’re not just
another account to us. We consider our
service as part of our membership ben-
efits. We’ve many times even lowered
our members’ E&O premiums without
even writing the account! How’s that
for service?

* PIA understands your agency’s
needs and the challenges Louisiana
agents face - we only write E&O, so it's
what we know best!

* PIA is accessible and accountable to
you.

e PIA offers exceptional service - ser-
vice is what we're all about as a mem-
ber organization.

* PIA is a local, agent’s association -
having your E&O through PIA supports
the Louisiana economy and helps to
strengthen the Louisiana insurance
industry.

* PIA specializes in E&O and can assist
in placing risks of any size, history and
nature, including start-up agencies.

* PIA is here to serve your agency
needs and has your best interest in

Executive Vice President,

PIA of Louisiana

jody@piaoflouisiana.com

mind - Often in the
process of quoting
E&O, we learn of
issues and solve
other problems for
our agents.

¢ PIA offers FREE
annual E&O semi-

with Prime Rate in July of
2008 to offer an exciting
program especially for PIA
Members. This program is
designed to offer the most
competitive rates, user-
friendly quoting system
and a full staff of customer

nars for PIA's poli-
cyholders and their employees.

February’s focus is on our different
agency endorsed products. I'll start off
by talking about Accu-Auto, our Plati-
num Partner who continues to add pro-
grams to help agencies.
They’re not just a auto-
rater anymore! In fact,
they also go by AgencyTh-
rive to better encompass
all their many services.
For this issue, I'd like to
focus on their new web-
site services. They have
several different categories to choose
from, offering you choices, to meet you
exactly where you want to be in web
marketing services. Check out their
ad on page 5 for more details. We are
so appreciative of the Partnership we
have with AccuAuto!

Secondly, | want to remind you about
our endorsement of Prime Rate Pre-
mium Finance. PIA of Louisiana joined

service personnel to sup-
port your agency needs.

Through PIA, not only does your agency
gain access to the competitive financ-
ing rates, you, the member, also bene-
fit from a revenue-sharing opportunity.
Through normal, everyday business ac-
tivities, your agency will earn addition-
al income, while also supporting PIA of
Louisiana and its member program.

Lastly, | want to remind you that when
you support PIA’'s programs, you also
support PIA and help to keep dues
down. We do our best to keep our mem-
bership dues the lowest possible and
we’re only able to do that through the
support of our Partners and non-dues
income. We urge you to support our en-
dorsed programs. To find out more in-
formation on any of the above, please
just call the office at 880.349.3434 or
check out our website at www.piaoflou-
isiana.com.

Thanks for your support as a member
and in our programs! pijk

Save the Date/

PIA OF LOUISIANA’S

71ST ANNUAL
CONVENTION

July 19-22, 2014
Marriott Grand Hotel

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

“Do’s” and “don’ts” of reducing chances of an E&O

he duties of a producer or account

executive/customer service rep-
resentative in an agency present tre-
mendous challenges and responsibili-
ties. It's hard work and is not getting
any easier. The knowledge expected
would fill volumes and the workload
probably seems like it never ends.
These staff members deserve a tre-
mendous amount of credit because
without them, the agency would not
be the same. While the degree to
which these men and
women perform this
job professionally and
ethically can greatly
determine the agency’s
success, it can heavily
determine the agency’s errors-and-
omissions risk, too.

Gaining knowledge

Both producers and account execu-
tives must have a strong technical
knowledge of the industry. Custom-
ers and prospects rely on them for
this knowledge to ensure their assets
are properly protected. To meet this
challenge, a commitment to knowing
the various classes and lines of busi-
nesses, and the uniqueness of each,
is required. Because there is so much
to learn in the insurance business,
there will be times when a producer
and account executive does not pos-
sess the necessary knowledge. How
these instances are handled and
knowing where to find the information
are vital. Bluffing one’s way through
the answer is not recommended. This
might work once in a while, yet since
there is a very good chance the cus-
tomer or prospect is documenting the
conversation, it's only a matter of time
before it catches up with the agency
staffer.

Special Consultant For
Utica Nat'l E&O Program

Utica Mutual Insurance Co.

A great tool for producers
and account executives
is an exposure analysis
checklist. These check-
lists provide tremendous
detail on more than 650
classes. For a producer,
this is an ideal resource for knowing
the prospect or client. Before visiting
a jewelry store prospect, for example,
the producer should take the time to
educate himself or herself on a jew-
elry store’s exposures.
account execu-
tives, these checklists
are also a solid way to
improve their knowl-
edge of various lines
or classes of business.

Sales skills and more

Yet having the knowledge and know-
ing where to get it are only parts of the
solution. The formula for success also
includes the need for sales skills. Hav-
ing knowledge with no sales skills - or
sales skills without knowledge - can
be extremely dangerous for the agen-
cy from an E&O perspective. Without a
doubt, the sales process doesn’t end
when the sale is made. How produc-
ers and account executives conduct
themselves during the sales process
- pre-sale, sale and post-sale - will
likely determine whether they are suc-
cessful and to what degree they are
an E&O risk.

When interacting with the client, in
most states, an insurance producer,
including account executives, has a
common-law duty to obtain the cov-
erage the client specifically requests
within a reasonable time or inform the
client of the inability to do so. Thus, it
is key to listen for what the customer
or prospect is asking. Not providing

what the customer
requested has been
a root cause of many
E&O claims.

The words or phras-
es used to promote
your agency and abilities are also
important for avoiding an E&O claim.
Telling customers and prospects you
are an “expert” or that “at our agency,
we make sure that you are properly
covered” sound impressive. However,
while the belief may be that the abil-
ity to be successful is enhanced, it
can also lead to the producer and the
agency being held to a greater degree
of liability should a problem develop.
Choose the words and phrases used
verbally or in print carefully.

One word to avoid is “recommend.”
It's not as harmless as it might sound.
For example, say the agency recom-
mends that the client secures a $1
million umbrella. If the client ultimate-
ly has a loss well in excess of the $1
million, the agency could face an E&O
claim for “recommending” a limit that
was insufficient for the loss suffered.
The best approach is to offer coverage
options and limit options for each of
those coverages, and then let the cus-
tomer make the decision. Don’t make
it for them!

Document and review

In all of the various interactions,
whether with the prospect or the mar-
kets you are using, is the need for
prompt and professional documenta-
tion. Reinforce that this need for doc-
umentation applies to producers and
account executives. While the “old

Continued on Page 9
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Continued From Page 8
(PIA Errors & Omissions)

school” approach of documenting the
discussion in the file or agency manage-
ment system may be sufficient at times,
there will be situations where the docu-
mentation should also involve a note to
the customer or prospect detailing the
essence of the conversation. The goal
here is to avoid any misunderstandings
before a claim occurs. If a problem de-
velops, this documentation - or lack of
- will greatly determine the direction of
the E&O claim. Documentation is not
an option; it is mandatory. It must also
be prompt and professional.

Does the customer always buy all of
the coverages noted in the proposal?
No. Both producers and account execu-
tives should get the customer’s sign-off
on the coverages/limits they will not be
securing.

After receiving the order, it is crucial to
review the policies upon receipt of them
to ensure they reflect what was ordered.
The producer and account executive
should be involved in this process to en-
sure the coverage is what the customer
requested. In all but a few states, the
client has a duty to read his or her poli-
cy. Therefore, it is strongly suggested to
include a cover letter with the policies
advising the customer to review the
policies and contact the agency if there
are any questions or any of the policies
need correction. If the producer is deliv-
ering the policy, include the cover letter
with the policies and bring the letter to
the customer’s attention.

In all likelihood, the marketplace has
prompted accounts to be remarketed on
renewal to other carriers in your office,

so bring to the customer’s attention any
deficiencies or coverages being “given
up” by moving the account to another
carrier. Document these discussions.
This also applies if you are moving the
account from the standard marketplace
to the E&S marketplace.

Oftentimes, carriers will change their
guidelines. Agency staff must be aware
of these guidelines and to adhere to
them. Overstepping the carrier’s binding
guidelines is a common reason carriers
are increasingly suing their agents.

Going a long way

Being a producer or account executive
requires tremendous knowledge, pro-
fessionalism and attention to detail.
This will go a long way to ensuring suc-
cess - and ensuring you are not an E&O
nightmare waiting to happen.

X )

Risk Placement Services, Inc.

Knowledge. Relationships.
Trust and Confidence.

We are Happy to Announce
that RPS First Premium is
now RPS Covington!

N

at the

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

To visit our NEW website for
RPS Covington go to
www.rpsins.com and click on
“Find an Office” in the menu

top right. Scroll down

and click on Covington, LA in
the location list. This will bring
you to our new homepage for

RPS Covingtonl
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THE
LOUISIANA RESTAURANT ASSOCIATION
SIF FOR WORKERS' COMPENSATION

NEW! Class code rate reductions,
effective Jan. 1, 2014

WE handle all claims, NOT a third party>

Generous agent commission structure

$100M in dividends returned to member
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Paid Advertisement

Pelican General Agency Celebrates 15 Years
Golf Course Vision Turns Into Reality

olf is not merely a leisure

sport. It is a buoyant venue
where dreams are made and business
gets done in the modern workforce.
Over 20 years ago Richard Beach
reunified a friendship with Walter Kelly
that began years before as classmates at
Northwood High School Shreveport.
As fate would have it this golf course
encounter would play a major role in
both a personal and business
relationship.

Though Richard and Walter
had separate business careers they
maintained a friendship through
weekend golf and their wives, who both
happened to be teachers in the Caddo
Parish School System, all having
graduated from Northwood since its
opening in 1967. In fact, their lives were
intertwined even then as Patti Kelly
taught Richard’s children, Ryan and
Nealy and Bab taught Walter and Patti’s
daughter Melissa.

In 1993 Richard convinced Walter
that a career in the insurance business
might be worth pursuing plus Richard
had a vision that one day they would
have their own agency. With hope for
the future, Walter Kelly, entered the
Property and Casualty insurance
business on the Program Management

Grey Digilormo (standing) and
Patrick Kelly (seated)

side. In 1997 Richard Beach
decided the time was right
for that “golf course vision”
to become a reality and
both he and Walter took the
first step in forming Pelican
General Agency.

Even though they faced
giant hurdles in the
beginning, the business
partners stayed focused and
kept their “eye on the ball”
The mission statement for
Pelican General Agency in
1998 was to simply provide
an underwriting profit to
their carrier and
reinsurance partners by
constantly striving to be an
underwriting facility rather
than a production facility.
As Mark Twain once said,
“Always do right this will
gratify some people and
astonish the rest”. Though
ownership and management
has changed throughout
the years, Pelican General
Agency has not wavered
from their original mission.

In 2011 Richard Beach decided
to semi-retire and sold his interest in
Pelican General to Patrick Kelly, Walter’s
son and now business partner. Walter
and Patrick are now the sole sharehold-
ers of the company. Richard continues as
a consultant on a part-time basis while
son-in-law, Grey Digilormo, who joined
the firm in 2006, serves as the Property
Casualty Underwriting Manager. Grey
was a former graduate and football coach
at Northwood.

Since the inception of Pelican
General Agency, and as they celebrate
their 15th Anniversary, the principals
of Pelican have lived by a disciplined
and ingrained philosophy. They provide
hands-on ownership and are involved
in the daily operation of all facets of the
business and its operation.

Walter Kelly (seated) and Richard Beach (standing)

Pelican has grown to offer a
well-rounded and diversified portfolio
that includes Commercial Auto,
unusual Brokerage Risks through Lloyd’s
of London, General Liability, Property,
Inland Marine and Towing and
Recovery throughout Louisiana and
Arkansas. Their commitment is to place
the customer first by providing the
independent insurance agent with
various products through “A” rated
carriers and by doing so with a smile.

So, as you see, golf is not merely
a leisure sport. For Walter and Richard
and their families it turned into a four-
hour business meeting that both
influenced and affected their lives
forever.

Happy Anniversary, Pelican!
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2014 2014 CPIA Class Schedule
Spring Series: Fall Series:
CISR Schedule CPIA-1 Position For Success CPIA-1 Position For Success

February 19th Lake Charles September 9th  Opelousas
February 26th North Shore September 23rd New Orleans
CPIA-2 Implement For Success CPIA-2 Implement For Success
March 20th Lake Charles October 14th  Opelousas
March 25th North Shore October 22nd  New Orleans

COMMERCIAL PROPERTY CPIA-3 Sustain Success CPIA-3 Sustain Success

18: N 0 April 15th Lake Charles November 4th  Opelousas
March : New Orleans April 29th North Shore November 11th New Orleans

March 19: Baton Rouge
March 25: Shreveport

- ©: Latayette 996G A southern states:-

GENERAL AGENCY

Representing these fine companies: H
PERSONAL LINES Raun':s: A(Exceuem)gA-(Exceuem) A+ (Superior) P Personal Llnes
MISCELLANEOUS - American Alternative Insurance Corporation — A : Comprehenswe Mobile Home Program
- American Reliable Insurance Company — A + Dwelling Fire Program
A a » Arch Insurance Company — A-
Aprll 8: Shreveport + Argonaut Midwest Insurance Company — A Commercial Lines
q A + Colony Insurance Company — A . o
Aprll B Lafayette * Hallmark Specialty Insurance Company — A- General Liability
. + Hartford Steam Boiler — A+ + Property
Aprll 10: Baton Rouge + Maxum Indemnity Company — A- - Garage Liability
A * The Republic Group® — A- + Commercial Automobile
April 11: New Orleans * Voyager Indemnity — A - Poultry & Swine Program
* The Rating is applicable to each company of The Republic Group . Farm & Ranch
- + Logging

-—

- « Builder's Risk

"The Standard \ Boiler & Machi
A For Service" ot * boller achinery
Reglstel' tOday at i + Equipment Breakdown
.piaoflouisiana.co —
Southern States General Agency sy

RUSTON, LA - TOLLFREE:1-800-372-4827 - FAX:318-255-9477 or318-255-9422

FOREST INSURANCE FACILITIES

Commercial Wholesale Brokerage
Wayne Forest Wayne Forest Jr. Matthew Forest

Specializing in:
> * Property, Casualty, Inland Marine

i - * Umbrellas and Packages
ﬂ..\ . ‘ . ]
Courtney Donato TaylorJohnson Stacy Johnson

131 Airline Drive, Suite 300, Metairie, LA 70001-6266

P.O. Box 7635, Metairie, LA 70010-7635
PHONE: (504) 831-8040 FAX: (504) 831-4499
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Continued From Page 6
(Commissioner’s Column)

Premium increases as a result of Biggert-
Waters have been of particular interest to
property owners here in Louisiana, where
more than 480,000 flood insurance
policies are insured through the NFIP. Ap-
proximately 18,000 of those policies are
immediately impacted by the Biggert-Wa-
ters rate increases and another 50,000
will be impacted once they are sold.

In  September, Mississippi Insurance
Commissioner Mike Chaney filed an
affordability-based lawsuit in the United
States District Court for the Southern Dis-
trict of Mississippi to try to halt the NFIP
premium increases imposed by Biggert-
Waters. The lawsuit stated that the Fed-
eral Emergency Management Agency
(FEMA) had failed to provide an afford-
ability study to Congress by April 2013,
as required by Biggert-Waters and asks
that rate increases as a result of Biggert-
Waters be blocked until FEMA has ful-
filled every requirement of the law includ-
ing submitting an affordability study.

In Louisiana we have also been proactive
in attempting to block the oppressive rate
increases of Biggert-Waters. In addition
to filing an amicus curiae, or “friend of
the court” brief, in support of the lawsuit
filed by Commissioner Chaney, I've met
with numerous state and federal officials
over the past few months to discuss the
issues resulting from the Biggert-Waters
Act. Additionally, | was invited to Wash-
ington by the U.S. Government Account-
ability Office (GAO) in August to take part
in a round

table discussion as required by Biggert-
Waters to study the possibility of priva-
tizing the NFIP and | also was part of a
group of state, local and congressional
officials who met with NFIP Administrator
Dave Miller in New Orleans to make our
case for relief from the Biggert-Waters
rate increases.

Most recently, during my meeting with
President Obama at the White House, |
personally handed him a letter on behalf
of public and private interests in many
states asking him to intercede to protect
residents from the unintended conse-
quences of Biggert-Waters. Essentially,
the letter asked the president to impose
a forbearance on rate hikes established
under the 2012 law at least until an af-
fordability study is completed.

Although in October the House and Sen-
ate members were able to reach a bi-
partisan agreement to delay NFIP rate
increases that became effective on Octo-
berl, 2013, we have yet to see any suc-
cess in the effort, legislatively. Two bills
were introduced in Congress in late Oc-
tober as a result of the bipartisan agree-
ment led, in part, by Rep. Maxine Waters
who was a key drafter of Biggert-Waters.
The goals of the two pieces of legislation
are to ensure that changes to the NFIP
rates would be more affordable without
the unintended effect of pricing large
numbers of property owners out of their
homes.

The two bills introduced were H.R. 3370
- Homeowner Flood Insurance Afford-
ability Act of 2013 and S. 1610 - Hom-
eowner Flood Insurance Affordability Act
of 2013. Both bills call for a four-year
delay on most flood insurance rate hike
implemented under Biggert-Waters and
required FEMA to complete an afford-
ability study. The study is estimated to
take up to two years to complete. Within
18 months of completing study, the bills
state that FEMA must propose an afford-
ability framework that addresses the af-
fordability issues of Biggert-Waters and
allows Congress six months to review
the proposed regulations. Properties
included in the four-year delay proposed
by the bills include primary, non-repetitive
loss residences that are currently grand-
fathered; all properties sold after July 6,
2012; and all properties that purchased
a new policy after July 6, 2012.

Efforts to delay NFIP rate hikes currently
face an uphill battle in Congress. Even
though it is now widely known that drastic

rate increases would be imposed on mil-
lions of property owners as a result of
Biggert-Waters, many members of both
the Senate and House of Representatives
still stand behind the implementation of
the flood insurance program overhaul.
This opposition has forced supporters of
the delay of NFIP rate increases, such as
Sen. Mary Landrieu and Rep. Bill Cassi-
dy, to examine alternative solutions. One
promising solution comes in the form of
recent legislation by Cassidy. H.R. 3693
- The Flood Insurance Relief and Trans-
parency Act would delay NFIP rate hikes
for certain properties in high-risk flood
zones until March 2015, six months be-
yond when the increases are scheduled
to start being phased in. But his bill has
opposition since it doesn’'t address all
the critical consequences of the NFIP
increases contained in Biggert-Waters.
That legislation is currently awaiting a
House vote.

A four-year respite from Biggert-Waters
rate hikes would undoubtedly be great
news for Louisiana, where many resi-
dents in coastal communities will be se-
verely impacted by the increases. | will
continue to support legislative efforts to
halt these premium hikes that would dev-
astate our state’s economy and to work
with Congress for a more reasonable ap-
proach; one that will protect our working
coastal families.

ADVERTISE TODAY!
Contact Jody

at the PIA office
at (800) 379-3434.
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wo months ago we
looked at the ground-

work necessary to land that
big account and how to get
the attention of key people
at the account. Now that
you have all your ducks in a
row, how do you land the ac-

count?

Three Steps to Land the Account

Step 1: Set up a meeting with the key
people.

If you've taken the steps | talked about
in the last article, you've either already
met the key people at your target ac-
count, you're on their radar screen, or
you're well on your way to both. At this
point you need to set up a meeting to
show them how you can help them. If
you’'ve met the key people or they know
who you are, you can contact them di-
rectly and ask for a meeting. If they are
not aware of you yet, you want to get an
introduction from someone they know
well. Again, the average person knows
250 other people, you know someone
who knows them well, but you may have
to do some digging. If that doesn’t work,
you'll have to begin a contact plan con-
sisting of in-person calls, phone calls,
e-mails, and regular mail. Persistence
pays off and remember: catch their at-
tention by saying something meaningful
that’s important to them. Also, make the
first meeting short, ask for 30 minutes
to discuss some ways you’ve discovered
that have had a profound impact on
businesses like theirs.

Step 2: Have a great meeting.

Once you get a meeting with the key
people, make it count. There are several
steps to a great meeting, they are:

a) Be prepared. Make sure you've done
all your homework on the company and
the individuals. Visualize the meeting
ahead of time, make sure everyone
knows their part, and be ready to give
them something meaningful.

b) Make a good impression.
When you do meet the key
people, make sure you're
dressed the part, neatly
groomed, confident, make
good eye contact, give a
firm handshake, and oth-
erwise carry yourself
well. Be conversant
not only in their busi-
ness and industry,
but also in current events and general
knowledge subjects.

c) Show your intelligence in a smart
way. Punintended. Letthem know you've
done your homework and that you know
them as individuals and as a company.
Show them you know their industry and
have thought intelligently about how you
can save them time, money, effort, and/
or energy and make their life easier. Be
careful not to come across as a know-it-
all or leave the impression that you think
you know more than they do. Think peer
relationship where you are on equal
footing, putting your heads together in
order to solve a problem or make their
life noticeably better. Ask good ques-
tions and make sure to listen at least
twice as much as you talk, and in most
cases, even more. Remember you're
there to find out how you might be able
to help, before you prescribe a solution
make sure you understand them and
their situation and how you fit in. Make
sure they have spoken openly, honestly
and completely about their situation and
that you fully understand their situation.
Make it “them” focused, say something
meaningful and helpful, and focus on
benefits while citing examples of similar
situations you've been involved and how
you’ve solved them successfully.

d) Close on the next step in the pro-
cess. The next step may be a proposal,
it may be a follow-up meeting, or it may
be a commitment to follow up in some
other way at some other time. Whatever
it is, make sure you leave the meeting
with a commitment as to what will hap-
pen next and when.

How to Land that Big Account

By John Chapin

Step 3: Follow up and continue to build
the relationship(s) until you get in.
After the meeting, make sure you do
what you say you’ll do when you say
you'll do it. Breaking that rule will Kill
your chances with the prospect. Next,
regardless of what happened in the
meeting, you want to treat the prospect
the same way you treat an important cli-
ent or customer. Keep communication
constant and build the relationship(s).
Whether you have a shot at the busi-
ness at the present moment or not, you
want to get their permission to put them
on your e-mail, mail, and phone contact
lists, and start reaching out on a regu-
lar basis. Make sure to send pertinent
information and any item that may be
of benefit to them. Start sending items
of personal interest and get them on
your Three-Card mailing list. You also
want to begin gathering information on
The 28 Key Items to Know about Each
Customer; if you don’t have this already,
e-mail or call me and I'll send it to you.
And you want to use this information to
further solidify the personal relation-
ships. Finally, make sure to go far above
and beyond and exceed any and all ex-
pectations. Ultimately your goals are to:
continue to make a great impression,
maintain and increase mindshare, and
out-relationship and do more than the
competition.

The most important keys to landing
that big account are: have a solid plan
with goals and objectives and a strategy
that sets you apart, have a solid unique
selling proposition, work hard and work
smart, be persistent, and build solid
relationships. Don’t expect to land that
big account overnight, it may take a year
or more but if you hang in there, you'll
get a shot because they like you and the
competition messes up, something else
changes, or they simply decide to reward
your hard work and persistence.
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Becoming The Most
Effective Salesperson

by John Graham

One seminar leader opened a work-
shop for property and casualty
insurance agents by asking this ques-
tion: “Why do people buy insurance?”
After the participants offered a variety
of responses, he says there’s only one
right answer: “To take care of claims.”
What seems rather intuitive to most
consumers, may not be quite so clear
to insurance salespeople.

How could they miss something that
seems so obvious?

While this may help explain
the near fanatical custom-
er loyalty enjoyed by such
companies as Amazon,
Apple and others, it also
calls into question the tra-
ditional and cherished role
of salespeople as interme-
diaries operating between a company
and its customers.

However, this shouldn’t cause anyone
to conclude the change
diminishes the salesper-

t

It's easy. Insur-
ance salespeople
are knowledgeable
about analyzing
and managing risk.
This is their job; it's
what salespeople
know. It’s ironic
that the strength
of knowledge shifts
to weakness when

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

“No Nonsense Marketing
& Sales.” Contact him at
johnrg31@me.com,
617-774-9759 or
johnrgraham.com

son’s value. But it does
suggest that salespeople
now have the task of
aligning a company with
its customers in ways that
result in ever increasing
loyalty. Those salespeople
who are most successful
in accomplishing this ob-
jective, a role some call

they blindly ap-
proach  solutions
from their perspective. But today’s
customers want their issues and their
interests addressed by salespeople.
They want to tell their story and expect
salespeople to listen.

To be a salesperson today isn’t easy
--in fact it’s difficult. So, here are six
ideas that will help you become a more
effective salesperson.

1. Embrace a changing role. A recent
Silverpop white paper referred to a
study, one that directly affects sales-
people: “83% of consumers
are willing to spend
more on a
prod- uct or
ser- vice if they feel
a personal connection to
the company, while 20% said
they would spend up to
50% more if they felt the
company put customers
first.

“customer experience
facilitator,” deserve to be
compensated appropriately for their ef-
forts because of their ability to clearly
understand customer needs and ex-
pectations.

2. Make ‘now’ the only acceptable
response time. When business email
recipients are asked who they should
respond to first, the most common an-
swer is “the boss.” And it's downhill
from there. Perhaps this explains why
SO many customer emails fail to receive
priority attention or why “I'll get back to
as soon as | can” is insulting.

When Boston Business Journal asked
Adam Kennedy, 37, the regional prop-

| erty manager for Pea-
body Properties, Inc.,
about his guiding man-
agement principles,
he put communication
at the top. “Response
needs to be immedi-
5 ate,” he said. Those few
words say it all. “Now” is the only ac-
ceptable answer. This is what custom-
ers expect and how they “score” those
they do business with.

3. Always think strategically. “It's
absolutely appalling -- and | never
use that word -- that there are large,
public companies with CEOs who can-
not tell what the company’s unique vi-
sion and value proposition are,” writes
management consultant Steve Tobak
of Silicone Valley-based Invisor Con-
sulting.

If this is accurate, then is it any wonder
that others in companies are focused
on what they’re doing, but don’t have
a clue as to the mission of the enter-
prise? Ask someone in sales their mis-
sion and chances are they will say,
“Make the numbers.” On and on it
goes - - no strategy.

“Tell me what your business was born
to change?” asks Christoph Becker,
Global CEO of gyro. “Who are the peo-
ple? What is their dream? How is your
business set to change the world?” He
notes that this is what it takes to make
a brand relevant to people.

4. Don’t jump to a solution before
understanding the need. Sending cus-
tomers the message that your goal is
“making the sale” rather than “helping
to solve a problem” is the most com-
mon mistake in sales. Today’s custom-
ers don’'t want any part of “being sold.”
What they’re looking for is help. Those
salespeople who don’t understand the
difference are headed for trouble.

Continued on page 23
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Member News

CONGRATULATIONS!

Congratulations to Crystal DePascual of
RPS First Premium on the birth of her
first son, Allen Joseph Bourgeois Il1! “AJ”
was born on January 11th, weighing in
at 7 lbs, 10 oz.

Saving Your Insured's:

PIA MEMBER WEBINARS:
CLOSING THE GAP - GROWTH & PROFIT

The PIA Partnership is hosting two webinars
to help PIA members learn about their new-
est tool, Closing the Gap - Growth & Profit.
To attend one of these 30 minute webinars,
simply register via the links below.

* March 5, 2pm Eastern webinar.

Register https://attendee.gotowebinar.com/
register/1496820510993581569

* March 20, 3pm Eastern webinar.
Register: https://attendee.gotowebinar.
com/register/1702340124946168834

Closing the Gap - Growth & Profit is a new
tool designed to help independent insurance
agencies achieve growth and profitability.
Agencies begin with calculators created to
project their sales and revenue, comparing
various ways in which their own retention
rates, premium rates and commissions fac-
tor into agency profitability. Agencies can
then create “what if” scenarios and improve
their bottom-line results by adjusting fac-
tors including improved retention, increased
sales goals and ramping up account-round-
ing activities. Agencies are then offered
three, proven, turnkey approaches for use in
their own agencies to achieve their goals.

Get Started Now:

¢ Access the promotional website for this
new tool at http://agency-growth-profit.com.
* If you are ready to get started, visit PIA
National's website at www.pianet.com/pia-
partnership/growthprofit where you can log
in and access the fully functional tool.

Closing the Gap - Growth & Profit is brought
to you by PIA and The PIA Partnership com-
panies:

¢ Central Insurance Cos.

* Encompass Insurance

* Erie Insurance

¢ Hanover Insurance Group

* Harleysville Insurance

¢ Liberty Mutual Insurance

* MetLife Auto & Home

* Motorists Insurance Group

* Progressive Insurance

« Selective Insurance Group

« State Auto Group

¢ The Hartford

* Travelers
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Partner News

The board of directors of Louisiana Work-
ers’ Compensation Corporation (LWCC)
has elected its officers for 2014. They are
Murphy J. “Mike” Foster, Jr., chairman;
James N. “Jim” Hall, vice chairman; and
Byron Craig Thomson, secretary.

Former Governor Foster, previously a
board member from 1991 through 1997,
was elected to fill a vacancy on the board

LRA SIF
ANNOUNCES
NEW CLAIMS

MANAGER

The
Restaurant
sociation Self
Insurer’s Fund
for Workers’ Com-
pensation (LRA
SIF) is pleased to
welcome Melissa
Dixon, SCLA as its
Claims Manager.

Louisiana
As-

In her new posi-
tion, Dixon will be
charged with leading the LRA SIF’s claims
department and ensuring workers’ comp
claims are dealt with efficiently, with the in-
jured employee returning to work as soon as
possible.

Dixon was most recently with third party
administrator, Gallagher Bassett Services,
Inc., based in Houston, Texas. She managed
the United Airlines Team and multiple other
clients.

“We are happy to have someone of Melissa’s
experience and expertise on board, leading
our claims team,” said LRA SIF President &
CEO Stan Harris. “She is certain to enhance
the LRA SIF’s reputation of superior claims
management.”

A native of Terrytown, La., Dixon graduated
from John Ehret High School and attended
the University of Houston. She obtained her
Senior Claims Law Associate Designation
from American Educational Institute.

LWCC BOARD OF DIRECTORS
ELECTS OFFICERS

in 2011 and served as vice chairman
from 2012 through 2013. Hall was ap-
pointed to the board in 2006 and served
as secretary from 2007 through 2013.
Thomson is serving for the second time
on the board. He was originally appointed
in 2002 and served until June 2004. He
was reappointed in August 2005 and has
served consecutive terms since.

Iciwc.com :: 985-612-1230

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

Donald T. “Boysie” Bollinger, the board’s
outgoing chairman, has been a mem-
ber of LWCC’s board of directors for 16
years and served as chairman from 2012
through 2013

LCI#ge

WORKERS' COMP

2 5 g{@%zna)efda{/
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Fiercely loyal to
Independent Agents.

Our loyalty to Independent Imperial professionals who know

Agents starts with our pride our products and are eager to

in our products. Because help you — from making policy

your success depends on our changes to handling claims.

commitment to excellence. The Imperial lion has always IMPEM
With our dedicated agent symbolized strength. Rediscover FIRE & CASUAILTY
hotline, you'll get right through the new Imperial and unleash INSURANCE COMPANY
to our experienced, long-term your agency’s mightiest roar. A Subsidiaryof Impeial Management Coporation

Insuring peace of mind through Auto, Property & Flood.
ImperialFire.com - 800-960-7777
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Did you know that PIA works with some of America’s largest carriers to create sales
tools for PIA members? It's true. We create new tools every year and we just created
one of our best yet. Best of all it doesn’t cost PIA members a dime.

Closing the Gap — Growth & Profit is a new tool designed to help independent
insurance agencies achieve growth and profitability. Agencies begin with calculators
created to project their sales and revenue, comparing various ways in which their
own retention rates, premium rates and commissions factor into agency profitability.
Agencies can then create “what if” scenarios and improve their bottom-line results by
adjusting factors including improved retention, increased sales goals and ramping up
account-rounding activities. Agencies are then offered three, proven, turnkey
approaches for use in their own agencies to achieve their goals.

PIA members, get started at http://agency-growth-profit.com.

If you are not yet a PIA member, please consider joining today. Contact us for a
membership application or visit us online at www.pianet.com/joinpia.

Closing the Gap — Growth & Profit is brought to you by PIA and The PIA Partnership
companies: Encompass Insurance; Erie Insurance; Harleysville Insurance; Liberty
Mutual Insurance; MetlLife Auto & Home; Progressive Insurance; Selective Insurance
Group; State Auto Group; The Central Insurance Companies; The Hanover
Insurance Group; The Hartford; The Motorists Insurance Group; and Travelers.

L)
.

]
J ‘ Local
= Agents

PROFESSIONAL | Serving
INSURANCE Main Street
AGENTS America™

National Association of Professional Insurance Agents
400 N. Washington St.

Alexandria, VA 22314-2353
WWww.pianet.com
membership@pianet.org
(703) 836-9340
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; & Company

Metairie, Louisiana

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
Property-Casualty, Excess-Umbrella, Inland Marine, Professional

JV Franks Dru Garland Dave LeBlanc Chad Harrington April Carter
jfranks@hulico.com dgarland@hullco.com dleblanc@hulico.com charrington@hullco.com acarter@hullco.com
504-613-5367 504-613-5364 504-613-5365 504-613-5368 504-872-3288
Fax: 866-823-5337 Fax: 866-831-8758 Fax: 866-310-3169 Fax: 855-439-7437 Fax: 866-449-8184

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!

] BERKSHIRE HATHAWAY
—_ GUARD coveanes
T ——

Upon our acquisition l

by National Indemnity

Company/Berkshire Hathaway l
in October of 2012, a new and

improved GUARD emerged. A year later, '
we are pleased to introduce a new logo that

better reflects our ENHANCED GUARD BRAND. As

you can see, we highlight the immense resources available

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

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

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

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

Berkshire Hathaway GUARD Insurance Companies are rated A+ ("SUPERIOR"”) by A.M. Best Company and
specialize in small- to mid-sized accounts - featuring Workers' Compensation coverage in 35 states and

complementary Businessowner's Policy (BOP), Umbrella, and Commercial Auto products in select jurisdictions.
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Fishing for
new business
in Louisiana?

= Tty
PIA of Louisiana Agents,
your catch is right here.

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

AFCO-Prime Rate can help you: E Prime Rate
¢ Make insurance affordable for your clients brenunEinene Corpareton

¢ Simplify billing and receivables

¢ Tailor financing solutions for client needs A Fcoy

Learn more today by contacting: Insurance Premium Finance

Benny Spadoni / 713-409-2249 www.primeratepfe.com
bspadoni@afco.com
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Continued from page 15

The path to the right solution starts with
asking questions -- taking time to ask
lots of questions. “At first it bothered us
that she was asking so many questions,”
said the manager regarding a meeting
with a salesperson. “It was irritating be-
cause we knew what we wanted.” Then,
with a sheepish smile, he added, “lt didn’t
take long before we realized that we had
been going in the wrong direction.”

If there were ever an overlooked truth in
selling it's this: Questions, not presenta-
tions, close sales. Why? Customers rec-
ognize the value of salespeople who un-
derstand what it means to help.

5. Make compelling statements that
deliver the right message. Jim Corliss is
the owner of Braintree (Mass.) Printing,
a successful company that’s long been
known as an early adopter of new tech-
nology. “Some things work better than
others,” says Jim candidly. “But | feel it's
important to be on the leading edge.”

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

#

& Enhanced Forms
. Fairness and Competitive Pricing
. Policyholder Services, Our Highest Priority
. Stability of Your E&O Market

« Ownership in Your E&O Program with Direct Input

from You

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

PIA Membership must be in good standing at all times. This brochure is not intended to provide full coverage details. A complete listing of these
coverages including exclusions and limitations can be found in the policy forms. If differences exist between these summaries and the policy

forms, the policy forms will goven. The policies may vary or be unavailable in some states,

A Main Street E&O Solution for Main Street PIA Agents

Designed by and for PIA Agents
Tailored Coverage for PIA Members with Standard

When asked about his new 3-D printing
capabilities, Jim said, “It's going slower
than | would like, but people need to get
a feel for what it can do for them and that
takes time.”

It takes powerful, compelling messages
to put a company “out in front,” to attract
customers and to separate it from the
competition.

/4

STOPPING
ANY

6. Never stop engaging customers. This
may seem so basic and obvious it's not
worth taking time to talk about it. Per-
haps, but the evidence suggests other-
wise. In effect, most companies don’t
make engaging customers an ongoing
activity; stupidly, they actively promote
“anti-loyalty.” Customers conclude, “I'm
not important to them.”

Customers are amazed that so few sales-
people ever both to follow up after a sale,
let alone as time goes by. When auto
dealers fail to stay in touch with car buy-
ers more than a few months or maybe a
year, the customers fall off the database
cliff, which then gives them “permission”
to shop elsewhere the next time around.
If salespeople want loyalty from custom-
ers, they must demonstrate loyalty as
well.

Today, there are so many available buy-
ing channels for customers that continu-
ing to engage them is a salesperson’s
most important task.

-

PiA P2

—
PIA PROFESSIONAL LIABILITY
INSURANCE COMPANY, RRG

DE =Ya

504-736-0472

www.EmergencyRestorationlnc.com
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Company News

The Wright Insurance Group, LLC (Wright)
announced that it has entered into a
merger agreement to be acquired by
Brown & Brown, Inc. The transaction is
expected to be completed in April, 2014,
subject to receipt of required regulatory
approvals. Wright Insurance Group, LLC
is currently owned by management and
a group of investors led by Aquiline Capi-
tal Partners, LLC, headquartered in New
York.

Wright's current operational leadership
will remain in place, and Wright will con-

WELcomE NEw
MEMBERS!

My Insurance, LLC
Springfield, LA

Myers Insurance Agency
Covington, LA

Peragine & Lorio, LLC
Covington, LA

State National Fire
Insurance Company
Mandeville, LA

York Risk Control
Lafayette, LA

tinue to operate from its current locations
in Uniondale and Albany, New York and
St. Petersburg, Florida. All of Wright's
operations will become part of Brown &
Brown’s National Programs Division. The
senior leadership at Brown & Brown have
confirmed that there will be no disruption
to Wright's service teams, and there will
be no change in Wright's policyholder
and producer relationships.

“We are delighted to join forces with a
permanent owner that is so highly re-
spected in the program insurance sector.

THE WRIGHT INSURANCE GROUP
TO BE ACQUIRED BY BROWN & BROWN, INC.

Management teams, services and producer/policyholder relationships remain in place.

Brown & Brown has an outstanding track
record of preserving the autonomy of the
companies it acquires,” said William Mal-
loy, president of The Wright Insurance
Group. “Having the deep resources of
Brown & Brown behind us will allow us
to expand our specialized insurance and
risk management services and to con-
tinue the extraordinary growth and suc-
cess our company has enjoyed. Further,
Brown & Brown'’s experience in the public
entity sector will only serve to strengthen
Wright's current capabilities.”

We have a proven track record of offering competitive rates and great
service in an ever-changing markel. We are dedicated o provide
friendly customer service, prompt claims handling, and quality loss
control, Give us a call and let us help you with your work comp needs.

al7-625-6750

www.timbermenfund.com

Subamit appliculions la;
Underwritingi@timbermeniund.com

TIMBERMEN.

WORKERS COMPENSATION
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WORKERS’ COMP
YOUNEED
'FOR THE INJURIES%“

STONETRUST Injuries happen. We'll take care of it when they do.

COMMERCIAL INSURANCE COMPANY 800.311.0997 stonetrustinsurance.com
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ADVOCACY - JOIN US FOR
THE 2014 PIA FEDERAL LEGISLATIVE SUMMIT:

PIA members will reconnect Main Street with Capitol Hill when they convene
March 26-27 in Washington, D.C. for the 2014 PIA Federal Legislative Summit
(FLS). The annual PIA Federal Legislative Summit (FLS) is a gathering of PIA
members who come together in Washington, D.C. to meet with their Members
of Congress.

PIA members will advocate on a host of issues. Members will attend a legisla-
tive briefing on the afternoon of March 26, in advance of the next day’s Capitol
Hill visits. The briefing will cover several issues that Congress is currently fo-
cused on: flood insurance, healthcare and insurance regulation. The briefing
will also include overviews of TRIA renewal and crop insurance, and other prior-
ity issues for many Members of Congress from various districts. Issue sheets
and talking points on all of PIA’'s issues will be available at the briefing, which
will include an open Q-and-A session.

“PIA’'s annual legislative summit is an important part of our year-round program
of legislative advocacy,” said Tim Russell, chairman of the PIA National Govern-
ment Affairs Committee. “There is no better way to forge and maintain relation-
ships with lawmakers than to do it up close and personal. It gives lawmakers
the opportunity to meet with Main Street insurance agents from their districts
who do business with real people, in the real world.”

Make plans to join your fellow agents from around the country at the 2014
PIA Federal Legislative Summit. Go to www.pianet.org for the registration form.

Have a question about the FLS? Please contact Jon Gentile, PIA National’s di-
rector of federal affairs, at either (703) 518-1365 or jonge@pianet.org.

—
Liten Up!

bv B.D. Hicks
(5rrr, gonna Did | interrupt
chew up this yaur call? |
phone-using am soo sarry!
2 maran!




PROGRESSIVE

SIGNATURE AGENT

THESE AGENTS HAVE MADE THEIR MARK

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

All Premier Insurance Agency
Denham Springs

Jones Insurance Services
Thibodaux

A Victory Agency, Inc.
Bogalusa

Arnold Insurance Group
Benton

Bubrig Insurance Agency
Belle Chasse

Raymond M. Fondel Jr. Ins. Agency
Lake Charles

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

A Victory Insurance Agency
Mandeville

ABC Agency Network
Houma

ABC Agency Network
Alexandria

ABC Insurance Agency
Lafayette

Action Insurance, Inc.
Lafayette

Advanced Insurance Solutions
Hammond

Alliance Insurance Agency
Metairie

Baton Rouge Insurance Agency
Baton Rouge

Beard Insurance
Baton Rouge

Beasley-Keith, Inc.
Bossier City

Boswell Insurance
Shreveport

Bourg Insurance
Donaldsonville

Castello Agency
Zachary

Community Financial
Monroe

Curtis Insurance Agency
Lake Charles

Cypress Insurance
Hammond

David Cordell Insurance
Baton Rouge

DCG
Opelousas

DJW Insurance Agency
New Iberia

Eagan Insurance Agency
Metairie

Emery James LTD
Hammond

First Federal Insurance/
Community Financial
Lake Charles

Gary Losey Insurance
Baton Rouge

Gendusa Insurance Agency
Hammond

Glenn Dean Insurance Agency
Deridder

Grant C. Bennett Insurance
Slidell

Harlan Insurance Agency
Alexandria

Insurance Network of LA
Baton Rouge

Insurance Unlimited
Lake Charles

John Kelly Dabdoub
Mandeville

Kyle Thomas Insurance Agency
Shreveport

Liggio Insurance Agency
Lafayette

Market Insurance
Covington

Moore-Jenkins
Bogalusa

Moore-Jenkins
Franklinton

Page & Sons Insurance
Houma

Pam Price Insurance, Inc.
Jena

Quality Plus, Inc.
Lafayette

Riverlands Insurance Services
Luling

Semon Insurance Agency
Shreveport

Shaver Robichaux Agency
Thibodaux

Thomson, Smith & Leach
Lafayette

Tibbetts Insurance Services, LLC
Baton Rouge

Total Insurance of Watson, Inc.
Denham Springs

Toups Insurance Agency
Thibodaux

TWFG Insurance Services
Lake Charles

TWFG Insurance Services
Mandeville

Walpole Insurance Agency
Bossier City

Whitney Insurance Agency
New Orleans

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

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

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

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

Y PROGRESSIVE

©2012 Progressive Casualty Insurance Company and its affiliates, Mayfield Village, Ohio. 09A00214.AP2.LA (08/12)

*The Signature Agent Program is not available in all states. For a list of states where it is available, contact your Progressive
account sales representative. The Signature Agent Program is only available to agents. We define a preferred auto policy as
one in which the named insured: Is a homeowner, has continuous insurance with no lapses, and has a good driving record
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