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I always love the feeling of the holidays and all that 
it brings.  The air begins to change and for once we 
aren’t sweating doing everyday tasks like walking to 
our car.  Christmas time is always a time for reflec-
tion and being thankful for all life’s blessings.  It’s 
a time when we get to spend our most valuable as-
set (time) with our friends and our family.  A time 
to enjoy fellowship and good food.  We spend the 
whole year making plans and working them with 
scant thought about how it seems we are burning 
the candle at both ends.  We just push through and 
try to keep grinding to meet our goals.

This Christmas season, I for one am going to choose 
to focus more on friends and family and enjoying the 
little things like a good cup of coffee on a lazy morn-
ing.  The little chats with coworkers as they come in 
from their weekend breaks and we catch up on the 
latest happenings.  Taking the kids to their holiday 
programs and enjoying the memories made.  I am go-
ing to make a point to really enjoy the holidays more 
and worry less.  

As we bring this year to a close, I am especially 
thankful for being able to do what I love and be able 
to help people at the same time.  I am super proud 
of our association and all the wonderful people in-
volved in making it great.  Whenever there is an area 

of need, you don’t even have to ask for help because 
there is a line a mile long of members asking what 
they can do.  Year round you have chapters that raise 
funds for big things like disaster relief or just simple 
things like toys for Christmas. I am convinced there is 
not a finer organization that exists than the PIA and 
it’s because of the people like you that make up its 
membership.  

Check out the Christmas party pictures in this issue 
to see evidence of the professional camaraderie and 
Christmas spirit shared among our PIA peers. And, I 
encourage everyone to go to their respective chapter 
functions this year to foster the relationships that are 
made there. Agents will definitely need to meet with 
their companies and vice versa for the companies. 
You can gain so much from the scheduled speakers 
and learn about the latest industry news afforded by 
your PIA peers.  

We all share a passion for the industry and we share 
an understanding of what life is like when you make 
this your life’s work.  So, celebrate the year because 
each of you played a part in making it a good one 
despite the many challenges in 2021.

Merry Christmas and Happy New Year!   

PRESIDENT’S MESSAGE

OFFICERS

Clint Gulett, Shreveport
President

Ryan Daul, Gretna 
President-Elect

Danette Castello, Zachary
Secretary/Treasurer

Charlie Williams, Jennings
Immediate Past President 

Al Pappalardo, Jr., Mandeville
National Director     

DIRECTORS   

Charlie Babineaux, Lafayette

Robert Broussard, Baton 
Rouge 

Guy Chabert, Thibodaux

Jennifer Clements, Metairie

Sherry Flanagan, Baton Rouge

Danielle Gendusa-Wagner, 
Hammond

Linda Gortemiller, West Monroe

Beaux Pilgrim, Vidalia

Barry Neal, Scott

PIA OF LOUISIANA STAFF

Jody M. Boudreaux
Executive Vice President & Editor
       
Natalie S. Cooper
Director of Industry Affairs

Caroline Adams
Director of Sales
       
Coleen Brooks
Director of Member Services

Anne Adams
Administrative Assistant

Clint Gulett,
 Shreveport

President, PIA of Louisiana

Merry

Christmas!



DECEMBER 2021  5



6  www.piaof lou is iana.com

Now that the 2021 hurricane season is be-
hind us, the Department of Insurance is as-
sessing not only the homeowners market as 
a whole, but the position of Louisiana Citi-
zens Property Insurance Corp. (Citizens) in 
that market.  Citizens played a critical role 
(good and bad) after hurricanes Katrina and 
Rita in 2005, and as our state-sponsored in-
surer of last resort it could again face the 
need to absorb policies from the private 
market after Hurricane Ida. 

When the Louisiana property insurance 
market hardened after the 2005 storms, 
Citizens received thousands of policies that 
private companies couldn’t and/or wouldn’t 
write at the time. The need for coverage 
was so great that in 2008, Citizens became 
the third largest residential insurer in our 
state with 9.8 percent of the homeowners 
insurance market. Citizens had 167,179 
residential policies and 6,881 commercial 
policies. 

Today, Citizens has just 38,829 policies in 
force -- 37,352 residential and 1,477 com-
mercial -- a reduction of 78 percent from 
its peak of 174,060 total policies thanks to 
multiple rounds of depopulation and a prop-
erty insurance market with many choices. 
More than 30 new homeowners insurers 
have joined our market since 2005. 

After those new insurers endured four hur-
ricanes in the span of one year and two 
days, some companies are reducing their 
policy count and a few others are pulling 
out of Louisiana and other hurricane-prone 
states entirely. Citizens is the backstop for 
policyholders who may not be able to ac-
cess property insurance coverage from pri-
vate insurers and need a safe place to land 
until the market stabilizes. 

In November, I placed two insolvent home-
owners insurance companies, Access 
Home Insurance Co. and State National Fire 

Insurance Co., into receivership in the 19th 
Judicial District Court.

The Louisiana Insurance Guaranty Associa-
tion (LIGA) is responsible for paying claims 
from those two companies. We recognize 
that having another company take over 
claim payments after a hurricane makes the 
claim process more stressful and we are 
working with LIGA to ensure that the tran-
sition goes as smoothly as possible. 

One bright spot is that it looks like Citizens 
won’t need to take on the policies from 
the two insurers that have been placed in 
receivership. A Louisiana licensed insurer 
plans to acquire all policies from Access 
Home and State National Fire, giving the 
estimated 30,000 Access Home and State 
National Fire customers a safe landing in 
the private market with uninterrupted cov-
erage. The proposed transition must secure 
approval from the 19th Judicial District 
Court, a step that is expected to occur be-
fore the end of 2021.

In a sign of resiliency in the Louisiana in-
surance market, seven private insurers ex-
pressed interest in the policies and three 
companies formally submitted bids to the 
receiver. The new insurer is acquiring the 
business, which represents 1 percent of the 
Louisiana homeowners insurance market, 
for the remaining unearned premium on 
each policy. The targeted effective date of 
the transaction will be retroactive to Dec. 
1, 2021. 

Because of the vibrancy and diversity of our 
insurance market, we do not expect that Cit-
izens will balloon to its 2008 size. However, 
there is less availability on the commercial 
side of the market so the Citizens’ Board of 
Directors voted in November to increase its 
commercial property insurance limits to as-
sist businesses acquire sufficient coverage 
through Citizens if they are not able to do so 

in the private market.

Commercial coverage limits were tempo-
rarily increased to $10 million for a single 
building, $3.2 million in contents, and up 
to $20 million of aggregate coverage per 
insured, up from $5.5 million for a single 
building, $2.2 million in contents and $11 
million in aggregate coverage per insured. 
These increases took effect immediately 
and are scheduled to sunset in two years, 
at which time the limit levels will be reeval-
uated. The last time commercial limits were 
raised was in 2013.

Meanwhile, the claims picture at Citizens 
looks much better from recent storms than 
it did in 2005. At the end of the third quar-
ter, Citizens policyholders had filed around 
12,800 claims for Hurricane Ida. That fol-
lows 7,500 claims at Citizens from the 2020 
hurricane season. By comparison, Citizens 
policyholders filed almost 81,000 claims af-
ter hurricanes Katrina and Rita in 2005.

Continued on Page 10 

COMMISSIONER'S
COLUMN

Commissioner of Insurance 
Louisiana Department of 

Insurnace
public@ldi.state.la.us
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- Discover if your producers can really sell.
- Learn if a CSR will �t in with your team.
- Compare job candidates with top sta�.
- Uncover management challenges.
- Maximize your employees’ potential.

How Can Behavioral Assessments 
Help Your Agency?

800.525.7117  | www.OmniaGroup.com 

CALL TODAY!
GET 1 FREE 

ASSESSMENT
with initial package

 purchaseBe sure to mention that you’re a PIA member!

Keather Snyder
813.280.3026  |  KSnyder@OmniaGroup.com

Omnia is a PIA 
Member Benefit

The Omnia   behavioral assessment tool, takes the 
guesswork out of hiring, promotion, and 

employee engagement. 

Protect your agency from 
bad hires and high turnover 

with The Omnia ASSESSMENT.
 

Your hiring insurance. 

Complete in 15 mins or less!

The No Surprises Act, which was passed as 
part of the Consolidated Appropriations Act 
(CAA) of 2021, was designed to reduce the 
effect and frequency of surprise medical 
bills on health insurance policyholders, and 
it requires issuers of individual health in-
surance coverage or short-term, limited-du-
ration insurance (STLDI) to inform policy-
holders about any direct or indirect agent 
or broker compensation associated with 
enrolling them in those coverages. It also 
requires insurers to report agent/broker 
compensation information to the Depart-
ment of Health and Human Services (HHS).

As part of the implementation of last year’s 
continuing resolution, this past Septem-
ber, HHS joined with several other federal 
agencies in issuing a Notice of Proposed 
Rulemaking (NPRM) to provide additional 
details around the requirements set forth 
in No Surprises. If finalized as-is, the rule 
would require issuers offering individu-
al health insurance coverage or STLDI to 
disclose to policyholders the commission 
rates and compensation structure for other 

direct and indirect compensation provided 
by the issuer to an agent/broker associ-
ated with enrolling these policyholders. 
It seems like “indirect compensation” is 
meant to account for non-commission in-
come generated by fees, bonuses, etc., 
and HHS provided proposed definitions of 
this and a few other terms in the NPRM, in 
which “direct and indirect compensation” 
is defined quite broadly, as any form of con-
sideration exchanged between the insurer 
and the agent/broker, no matter how it’s 
exchanged.

The disclosure would need to be made 
before the policyholder finalizes their plan 
selection and would require the disclosure 
to be included on documentation confirm-
ing the person’s enrollment. The NPRM 
would also require issuers to report to HHS 
annually on the actual amount of direct and 
indirect compensation paid by the issuer 
to the agent/broker for the preceding year. 
Generally, these disclosure and reporting 
requirements are supposed to apply to con-
tracts executed after Dec. 27, 2021.

HHS has said that, barring issuance of a 
final rule before Dec. 27, it plans to adopt 
a policy of “relaxed enforcement” between 
Dec. 27 and Jan. 1, but that presumed we 

would see a final rule promulgated by Jan. 
1, 2022, which now seems unlikely. More 
recently, HHS personnel have recommend-
ed that agents, brokers, and insurers imple-
ment new procedures to meet the disclo-
sure requirements as if the rule is already 
in force, so that they aren’t scrambling to 
do so once it is finalized. Affected agents 
and brokers should proceed with the expec-
tation that the final rule will substantially 
resemble the NPRM, though, because the 
No Surprises Act text underlying the rule is 
itself quite prescriptive.

HHS has said that they expect agents and 
brokers to disclose the information to poli-
cyholders on behalf of issuers. It has also 
provided a detailed breakdown of HHS’s 
estimate of anticipated costs to agents 
and brokers of compliance with the rule, if/
when it becomes final.

We will provide additional updates on the 
agent/broker disclosure requirements of 
the No Surprises Act as they become avail-
able.  

PASSING IT ON!
By Jody M. Boudreaux, CAE, CIC, CISR
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CYBER 101 is a toolbox of educational resources 
to help educate agents, CSRs, and their clients 
about the seven most common cyber risks faced 
by small and mid-sized businesses as well as the 
business practices and insurance coverages that 
can help reduce those risks. Topic-specific PIA 
member webinars and resources are available, 
including:

• Interactive  
claims examples

• Customizable general cyber 
educational materials

CYBER 101
Essential Information You 
and Your Clients Need to 
Know About Cyber

PIA and The PIA Partnership Present:

Thank you to  
The PIA Partnership companies: 

Cyber 101’s Seven Key Topics:
• fraudulent funds transfer
• extortion/ransomware
• social engineering
• business interruption
• data breach/privacy
• network security
• website media liability

Gain the confidence you need to talk to your 
clients about cyber risks and coverages!

Cyber Resources 
Created Especially 
for PIA Members

Visit: www.pianet.com/pia-partnership/cyber101 

TOP 10 ESSENTIALS OF A CYBER INSURANCE POLICYForensics & Legal ExpensesHiring experts to determine the scope of the breach and the 
insured’s associated legal responsibilities can often exhaust 
policy limits. Ensure that you have proper coverage and limits.Public Relations CostsThis coverage is for retaining a team of experts to repair any 

damage to a business’ reputation.
Notification Costs and Credit Monitoring
Now a law in most states, businesses are responsible for 
notifying anyone that may have been affected by a breach. 
This coverage may also pick up the costs of providing 
free-credit monitoring for those affected, typically for 12 
months.

Privacy LiabilityCovers the insured in the event of a lawsuit arising out of 
exposed customer or employee private information. Cyber ExtortionHackers have been known to hold businesses hostage by 

demanding funds before returning control of the network. 
Extortion coverage will cover the costs of any “ransom” 
payment that a third party demands.Business InterruptionA cyber attack can quickly bring down a  business network 

and keep it offline leading to  downtime  and unhappy 
customers. This coverage will reimburse the insured for lost 
business income during this network outage.

Data Loss and RestorationThis covers the cost of restoring any lost data. Some 
policies may cover any diagnosis and repair to the 
original cause.

Fraudulent Funds TransferCyber criminals target small business bank accounts by 
stealing on-line banking credentials and transferring 
money to offshore accounts.  Since the small business 
itself was breached, the bank may not reimburse the 
stolen funds. This coverage will protect the insured from 
such fraudulent funds transfers.
Social EngineeringFraudsters use information posted on social media to 

obtain information used to impersonate customers, 
vendors, or employees with the goal of tricking a small 
business into releasing funds or sensitive banking 
information. Social Engineering Fraud coverage will 
reimburse the insured for funds lost through such 
deceptions.

Data Breach Risk Management Tools
The best insurance policies come with an array of 
services designed to help the insured reduce the risk of 
becoming a cyber victim and designed to respond in the 
event that the insured does. Most small business aren’t 
cyber experts so having a breach team ready to help in 
the wake of an incident is critical.
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For more information:
-

.
Know Your Data

Know where and how your data is stored. Is it kept 

in-house, at an offsite data storage facility, or 

outsourced to a third party? Many transaction 

components require businesses to send 

customers’ personally identifiable 

information, such as credit card 

information for payment processing, to 

a third party. Consider all the elements 

of your data when evaluating your 

cyber coverage needs.

Know Your 
Software
Businesses often utilize 

third-party software programs to 

pass or retain data. Those 

businesses may maintain liability 

should a breach occur. Know 

how the programs work, who has 

access to the program, and what 

security measures are in place. 
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Top 7 Tips 
for Cyber Protection

Secure Your 

Technology
Security measures aren’t just for your 

desktops and servers. Consider all 

devices that retain or have access to 

data such as smart phones, home 

computers, tablets, and other portable devices. Such 

devices should be password protected and data 

transmitted to and from them should be encrypted.

Practice Security 

Measures
Put into place routine security 

measures such as updating 

passwords, requiring the 

installation of software security 

patches in a set period of time, 

using firewalls, and making 

backups of important business 

data.

Control 
Administrator 

Access
Limit the number of individuals who have 

privileges to run, change or control 

critical business applications.

Train 
Employees
Educate employees on the 

risks of providing personal 

information on social 

media, the risks of 

catching computer 

viruses from suspicious 

email links or websites, and 

the risks of using company 

resources such as laptops on 

public networks.
Monitor, 
monitor, 
monitor
Ensure that internal security 

measures are being followed, 

anything unusual is investigated, 

and the business is routinely updating 

protocols for cyber breaches.

For more information: 
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Comminsioners Column Continued 
from page 6

In keeping with its smaller number of poli-
cies and claims, Citizens now has just a tiny 
share of the market.  At the end of 2020, 
Citizens accounted for just 0.3 percent of 
Louisiana’s homeowners insurance market. 
Thanks to the overall success of the depop-
ulation program and sound guidance from 
CEO Richard Newberry, Citizens stands 
ready and able to meet the call if policy-
holders are unable to secure coverage in 
the private market. Citizens has no need for 
an assessment as it did in 2005 ($250 mil-
lion) nor issue any bonds as it did in 2006 
($1 billion) to finish paying its Katrina and 
Rita claims. 
It i Qtr pg voucher ad s always our hope 
that the market will provide policies for all 
who want them, but in times of crisis as we 
have experienced during the last two hurri-
cane seasons, Citizens is ready for property 
owners who need it.  
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What Businesses and Salespeople Should do in the Current 
Environment
By John Chapin

After 54 years on the planet, and almost 
33 in business, I know two things: one, this 
will be over at some point, and two, a few 
organizations will come out of this with a 
stronger, healthier business while the others 
come out of it anywhere from “okay” to “out-
of-business.” If you want to be in the first 
category, here’s what to do. 

Note: The “stronger and healthier” mentioned 
above doesn’t refer to companies that will 
automatically grow from the current crisis. 

How to Excel in the Current Environment 

Everything goes in cycles. The stock market, 
the economy, real estate… you name it. We 
are coming off of ten years of unprecedented 
growth. In the U.S., we have a disruption in the 
economy every seven to ten years. The past 19 
years have given us 9/11, the 2008 recession, 
and now a virus. When the economy is strong, 
the stock market surging, and everything is 
coming up roses, the majority of companies 
and people act as if the good times will last 
forever. When things turn, most companies 
pull back, stop spending money, and hunker 
down and act as if it’s the end of the world. 
In war, retreating, or sitting and waiting, are 
sometimes viable options, they aren’t when 
it comes to business. In business it leads to 
stagnation and paralysis. At that point, your 
first indication that things are back to normal 
will be your competition whizzing past you 
while you sit still. 

The few companies that expand and grow in 
bad times act courageously. They take smart 
risks, they double their efforts versus cutting 
back, they continue to invest in their business 
and people, and they continue to push into 
the market place. The companies that take a 
big hit, or go out of business altogether, act 
fearfully. Fearful actions shrink businesses. 
For example, the average company during an 
economic disruption cuts sales and marketing 
activity and spending by 37%. The companies 
that grow do the opposite. The point? It’s okay 
to pause and get your bearings, just don’t get 

stuck in neutral or reverse. Don’t panic and act 
on emotion. You’ll lose market share. And it’s 
tough to get going again starting from a stand 
still. So, stop for a bit if you must, but once 
you get your footing, go on offense. 

Remember why you’re in business and the 
people you’re trying to help, recommit to 
your mission. Things are different, you may 
be working from home, you may figuratively 
have one or both hands tied behind your back, 
but with today’s technology, you can still get 
out there and get to people. Your approach will 
most likely vary, but your overall objective will 
always remain the same: Act courageously, 
take massive action, and be visible 
and accessible in the marketplace. 
And ultimately deliver the benefits you 
promise clients and prospects. Here are 
the steps to do that. 

Step 1: Make clients your #1 priority. 

Reach out and let them know you’re there. 
Focus on showing empathy and let them 
know you care. First, find out how they and 
their family are doing then see if they have 
questions or need anything. They may not 
have time to talk right now, though most will, 
what’s important is for them to know that you 
care and you’re there should they need you.  

Also, when you do talk to clients, stay 
positive. You don’t have to be Pollyanna, 
but err on the side of being positive. You may 
have to let them vent a bit. One of your most 
important skills right now is to listen.  

Step 2: Reach out to current prospects. 

As with clients, lead with empathy and 
concern. Ask how they are doing, then get an 
indication as how they’d like to proceed.  

Step 3: Reach out to others you know you 
can help. 

If the current situation puts you in a unique 
position to help someone, contact them, 
but again, lead with empathy and concern. 

Address the trying times, then build rapport 
and ask questions and listen, versus launching 
into a sales pitch. 

Step 4: Reach out to past clients you’d 
like to get back. 

Your objective is to be a resource should they 
have any questions, not to sell something, 
at least not right now. Reestablish that 
connection and let them know you care. 

Step 5: Look for future, or even current, 
opportunities.

Companies in the food and beverage and 
medical industries are growing and seeing 
an increased demand for products. Other 
companies have problems they’ve never seen 
before. Who is a good prospect? 

All your communications should be about 
intent right now. Just as you should be doing 
at all times, do not focus on the money or the 
sales. Let clients and prospects know you’re 
thinking about them, you’re there for them, 
and you care. Be the certainty and courage 
they need right now. 

Step 6: Prepare. 

• Build your prospect list and do research on 
them now. 

• Create a vision and a plan for your 
business going forward. 

• Work on professional and personal 
development. Build your sales skills. Prepare 
for new objections and work on ones that 
have been tripping you up for years. Improve 
time management, organization, and mental 
toughness. Work on business and personal 
goals. Take some classes. 

Continued on Page 21 
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COMPANY NEWS
Stonetrust Workers' Compensation President 
and CEO Michael G. Dileo announced today 
that the company is now writing workers’ 
compensation coverage in Kansas and 
Alabama effective January 1, 2022.

“I’m excited to announce that we’re now 
offering workers’ compensation coverage and 
services in Kansas and Alabama as part of our 
evolving plans for regional expansion,” said 
Dileo. “Our focus is to continue providing great 
service to our loyal agents, their policyholders 
and their injured employees. We are also 
currently working on plans to enter Iowa and 
Georgia by the end of 2022.”

Stonetrust is headquartered in Baton Rouge, 
Louisiana and is now operating in ten states 
including Louisiana, Texas, Oklahoma, 
Arkansas, Mississippi, Nebraska, Missouri, 
and Tennessee in addition to Kansas and 
Alabama.

Stonetrust specializes in statutory workers’ 
compensation insurance for employers large 
and small, with a concentration in healthcare, 
construction, wholesale, retail, manufacturing, 
and other service-related businesses.

For more information, please contact:

Trey Day, Stonetrust Director of Marketing

Phone : 225-201-8049

Email : trey.day@stonetrustinsurance.com  

Stonetrust Enters New States Kansas and Alabama

gotolane.com | (504) 467-3123
questions@gotolane.com
3421 N. Causeway Blvd. Suite 800 | Metairie, LA #GoToLane

HAPPY
HOLIDAYS

FROM

BIND WITH 
LANE

We look forward
to serving you in

the New Year! 

20222022
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PROFESSIONAL EDUCATION FOR A THRIVING CAREER

Contact: Coleen Brooks
Email: Coleen@PIAofLouisiana.com 
Phone: 800-349-3434

To Register Visit

CISR Course Topics:

Courses Include:
Live, instructor-led Webinars

Seasoned practitioners teaching practitioners

Optional 1-hour final exam to earn 
designation credit

Career Advancement
Builds Confidence  

Participant Benefits

Builds Credibility
Exhibit Technical Expertise

Client Benefits

Agency Benefits
Reduce errors & omissions
Increase return on investment

CERTIFIED INSURANCE SERVICE REPRESENTATIVE

The Certified Insurance Service Represenative 
designation prepares front-line professionals to analyze 
risks, policies, forms, and claims data and communicate 
that understanding clearly to their clients, carriers, and 
colleagues.

Improve Efficiency and Customer Satisfaction.
CISR courses improve technical expertise, productivity, 

for your organization. Start earning the CISR desgnation 
today and maintain through annual continuing 
education requirements.

www.PIAofLouisiana.com
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If you are having trouble finding top talent, or you would like to improve your hiring strategy, 
IdealTraits may be the best solution for you. IdealTraits is the go-to hiring tool for insurance 
agencies across America. Their new PIA program ensures PIA members can use this 
comprehensive tool to hire top performers for their agencies.
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AROUND THE STATE
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Christmas Parties Around The State...
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WINNING@TALENT
Your guide to hiring, motivating and retaining employees.

WinningAtTalent.com

Winning@Talent is brought to you by The PIA Partnership – PIA’s national carrier council. Partnership companies include:

Our 3-part toolkit helps agencies understand how best to 

recruit great talent and enhance the employee experience 

so they stay.  We trust you’ll find this content very useful 

and another example of the value of our Partnership.  

What Businesses and Salespeople 
Should do in the Current Enviroment 
Continued from page 12

• Work on your USP and overall 
messaging. Most companies have a weak 
answer for ‘why you?’ Also, where can you 
add more value to clients? 

• Improve your sales process. 

• Improve your Sales Playbook, Script 
Book and Concept Book.

• Work on systems you have in place to 
make sure they are running as efficiently 
and effectively as possible. 

• Focus on your actions. What are you 
doing every day to grow the business?  

• Do things you haven’t had time for in the 
past, but do now. 

• Make any migrations, changes, 
upgrades, or conversions to computer 
systems, phone systems, CRMs, and the 
like. 

• Break some bad habits and create some 
new, good ones.

 Other ideas to keep in mind:

• Get back to the basics: Hard work, 
activity, and perseverance are key character 
traits to embrace at this point. 

• Keep a good attitude in general. Watch 
what you consume mentally and physically 
because that will have the biggest impact 
on attitude. Practice healthy habits. Absorb 
positive, inspirational material, and surround 
yourself with positive people. 

• Don’t make assumptions. Don’t assume 
people don’t want to talk to you or don’t have 
time. 

• You can use Zoom and Skype, in 
addition to regular phone calls, but make 
sure it’s your client’s preference. Most 
executives prefer a phone call. 

• Your competition is facing the same 
problems you are. 

• Look for ways to help your community, 
friends, and family in any way you can.  

Use this time wisely. Make some 
changes, get educated, ramp up and get 
prepared. Be out there and visible. If you 

have solid goals, strong enough reasons why 
you need to achieve them, and show up every 
day and do what needs to be done, you’ll get to 
where you want to go, regardless of anything 
that gets thrown at you. 

Finally, I challenge you to come out of 
this better than you went in. In better 
health, with better relationships, and with a 
better business. Your attitude and actions are 
100% under your control. 

John Chapin is a motivational sales speaker 
and trainer. For his free 5-steps to Sales 
Success Report and monthly article, or to 
have him speak at your next event, go to: 

www.completeselling.com  John has over 32 
years of sales experience as a number one 

sales rep and is the author of the 2010 sales 
book of the year: Sales Encyclopedia (Axiom 
Book Awards). You can reprint provided you 
keep contact information in place. E-mail: 

johnchapin@completeselling.com.  
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Do you want 
to see your business 
in The Agent’s Voice?

Find out more details 
on advertising in 
The Agent’s Voice 
by calling the PIA office 
at 1-800-349-3434.

INDEX OF 
ADVERTISERS

Small business customers want more digital 
capabilities from their independent agents. 
We created a report which compiles the 
insights from a variety of surveys to help 
provide clarity for agents as they move 
forward.

The numbers paint a very clear picture. 
Small business customers want more digital 
capabilities from their independent agents. 
But there are still some mixed messages 
for agents. Different generations demand 
different access. Some digital insurance 
transactions and processes are preferred 
over others, and some customers still want 
traditional communications.

We also developed a variety of resources 
that help agents take these findings and turn 
them into action -- increasing their digital 
capabilities and improving the experience for 
their small business customers.

To find our more about this benefit login 
to www.pianational.org. if you need your 
membership number, contact PIA staff.   
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Unlike other workers’ comp providers, LCI is a Louisiana business that understands how Louisiana businesses 

work. We take the time to get to know our members personally, which means we get to know the ins and outs 

of your business. So when you need us most we won’t show up with a giant ice ax. 985-612-1230 :: lciwc.com 

BEWARE
THE

UNAWARE
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At LWCC, our business is Louisiana business. As we continue to champion our 

great state, our agents are our first partner in preparing for the future of workers’ 

comp. LWCC remains dedicated to helping both our agents and our state thrive, and 

together we will continue to better Louisiana one business and one worker at a time.

Learn more about our commitment to both our agent partners and our state at louisianaloyal.com

Together, we are

LOUISIANA 
LOYAL


