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WE WANT TO BE MORE
THAN JUST A CARRIER.
WE WANT TO BE
YOUR PARTNER.

W

ALLIED TRUST

LET'S TALK

EDDIE STORY | LOUISIANA TERRITORY MANAGER

CELL | 504.430.0050
EMAIL | ESTORY@ALLIEDTRUSTINS.COM

We're a proud Diamond sponsor of PIA because we love our agents
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Ryan Daul,
Gretna

President, PIA of Louisiana

Good News Everyone!

| have a guest writer helping me with this article.
Please allow me to introduce ChatGPT. No need
to applaud, Chat doesn't have any emotions, so you
don't need to feed his ego. (I know it might not be a
“him”, but it seems like the name “Chat” is more of
a masculine name. . .kind of like “Chet” or “Chad".)

| asked Chat for the following:

“Can you please write an article addressing the steps
that should be taken to fix the Louisiana homeown-
ers, auto and flood insurance market. 150 words and
add some humor.”

Sure, here's an article addressing the steps that
should be taken to fix the Louisiana homeown-
ers, auto, and flood insurance market:

Attention all Louisiana insurance agents! We
have a problem, and no, it's not just the humidi-
ty. The Pelican State has consistently ranked as
one of the most expensive states for homeown-
ers, auto, and flood insurance, and it's time to
do something about it.

First, let's address the issue of uninsured driv-
ers. It's time to start enforcing mandatory in-
surance laws and crack down on those who
choose to go without coverage. Otherwise, the
rest of us are stuck footing the bill for their ac-
cidents. And let's face it, nobody wants to be
stuck with someone else's tab - except maybe
when it comes to crawfish boils.

Secondly, we need to take a look at the legal
system in Louisiana. While it's great that we
have a rich cultural heritage, the legal system
shouldn't be part of it. Louisiana's unique legal
climate drives up the cost of insurance claims,
which ultimately leads to higher premiums for

everyone. We need to find a way to balance our
culture with practicality.

Finally, we need to tackle the issue of flood in-
surance. With the ever-increasing threat of cli-
mate change, it's important to have affordable
flood insurance options. This can be achieved
by promoting risk mitigation efforts such as
floodplain management, levee building, and el-
evating structures.

In conclusion, Louisiana insurance agents, let's
work together to fix our state's insurance mar-
ket. We can do this - after all, we're the same
state that figured out how to make roux without
burning it.

Not a bad article. Other than what | think is a swing
and a miss when it comes to the crawfish boil line.
Having Chat write this article would have been a
great time saver, except that | began arguing with
it and basically ended up shadow boxing for about 2
hours. | learned a lot about myself though. Appar-
ently, I really like to argue. Ithink | like to argue more
than I like to be right.

Back to ChatGPT — “Generative Pre-trained Trans-
former”. The article is pretty impressive, but I'm
going to give you some of his other answers to what
was more like an interview. However, Chat can be
very long winded, so | had to paraphrase a couple
of these:

RD: Why does Louisiana have the highest auto
insurance premiums in the nation?

CHAT: 1. High Number of uninsured drivers, 2. Higher
rate of accidents and fatalities per capita, 3. Legal

system drives up the cost of claims.

To be Continued on Page 16
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Insure Louisiana Incentive Program
Update and Legislative Preview

The road to rebuilding the Louisiana’s prop-
erty insurance market is tough to navigate,
but we are aggressively executing a com-
prehensive plan. The Insure Louisiana In-
centive Program is a vital first step toward
establishing a healthy and competitive
insurance market. | can say with certainty
that | am pleased with the first phase of the
process.

As we prepare for the 2023 Legislative Ses-
sion, | am hopeful that we will successfully
create and refine laws that will strengthen
our regulatory framework and develop a ro-
bust and sustainable market.

The application period for the Insure Lou-
isiana Incentive Program was more than
successful with nine companies applying
for more than $62 million dollars in fund-
ing, which is $17 million more than the $45
million allocated to the program. The Joint
Legislative Committee on the Budget has
given final approval to move forward with
eight companies and a total of about $42
million in grant funding. The LDI is now
working on entering cooperative endeavor
agreements with the eight program partic-
ipants and will issue funding once those
agreements are in place.

The approved companies are: Allied Trust
Insurance Company, Cajun Underwriters
Reciprocal Exchange, Constitution Insur-
ance Company, Elevate Reciprocal Ex-
change, Gulf States Insurance Company,
Safepoint Insurance Company, Safeport
Insurance Company, and SureChoice Un-
derwriters Reciprocal Exchange.

House Insurance Committee Chairman
Mike Huval has agreed to work with us
during the Regular Session to appropriate
additional funding to the Incentive Program
so that we can take full advantage of the
amount of new premium these companies
are willing and able to write. | expect the
companies to begin writing as soon as this
month. Please keep in mind, the companies
are subject to enhanced solvency monitor-
ing, monthly reporting, in-depth reinsur-
ance program reviews and premium limits
in each parish.

Meanwhile, the LDl is preparing a package
of property insurance legislation to present
to lawmakers this Legislative Session. The
centerpiece of our package will be support-
ing the Louisiana Fortify Homes Program,
which was passed, but not funded, during
the 2022 Regular Session.

It's no secret that some communities along
and near the Gulf Coast are unrecognizable
due to the devastating impact of hurricanes.
| believe our best protection against Moth-
er Nature is building stronger. The Fortify
Homes program will provide grants to eligi-
ble residents to cover the cost of retrofitting
or rebuilding their roofs using methods that
meet the FORTIFIED roof standards estab-
lished by the Insurance Institute for Busi-
ness and Home Safety (IBHS).

Like Louisiana, Florida has suffered cata-
strophic damage due to hurricanes. Law-
makers and regulators in Florida were suc-
cessful in tackling their ongoing, manmade
property insurance crisis in a late-2022
Special Session and have begun working
to reshape the Sunshine State’s regulato-
ry and legal environment for the insurance
market. My staff and | are reviewing those
reforms, and we will include some of what
was done in Florida in our legislative pack-
age as well.

Commissioner of Insurance
Louisiana Department of
Insurnace

public@ldi.state.la.us

| know you have taken countless phone calls
from policyholders who are frustrated and
looking for an end to this property insurance
crisis. | admire your diligent work and com-
mitment to consumers during a challenging
time for the insurance industry. | can assure
you, the Louisiana Department of Insurance
is attacking the crisis head on, and we are
determined to bring more affordable, quali-
ty insurance options to the state while sta-
bilizing costs for residents. MK

www.piaoflouisiana.com
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Membership Benefits that
Maximize Your Agency Revenue

Through your PIA membership and the PIA’s premium finance program with AFCO, not
only do you have access to competitive rates and pre-approved loans up to

$100,000 but you may also benefit from a revenue-sharing opportunity that positively
impacts your bottom line while providing PIA with a direct economic benefit that helps
keep your membership dues to a minimum. All this with little to no additional time or
monetary investment on your part!

We want to hear from ALL of you,

especially if your agency isn’t earning

at least 1% of the amount financed.

Contact us for a portfolio evaluation and to

discuss your revenue opportunity, ASAP!

For more information, AFCO, please visit: https://www.afco.com/

For more information about your
PIA Premium Finance Member Benefits,
please contact me. | will be happy to help!

Contact:
Allison Salter
Assistant Vice President

504-875-8655 | awsalter@afco.com | afco.com

©2020 AFCO Credit Corporation
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As an agency owner, there is so much more
to running your business than just selling
insurance. You are also focused on building
the right team, training them appropriate-
ly, marketing, keeping your pulse on finan-
cials, implementing the right technologies,
and managing the various ways you engage
with carriers and brokers (just to name a
few things that might keep you up at night).

All these areas require careful thought and
planning, but some tend to be overlooked,
like Trust Accounting. This is an area that is
hardly ever talked about and so many agen-
cy owners have no idea what trust account-
ing is, why it is important, and how to best
position their agency.

PASSING IT ON!

By Jody M. Boudreaux, CAE, CIC, CISR

Here are the key things you need to do to
stay in trust and avoid issues maintaining
your accounting records:

Open a separate Trust Account. This
account is where you will deposit all your
agency bill receipts. By having a separate
account, you can easily track the agency
bill accounts and funds you must remit to
the carrier.

Create clear processes and proce-
dures. The people who are involved with
receiving income in the agency must have a
clear understanding of what distinguishes
agency bill and direct bill and how to man-
age the different types of income that is
being collected by the agency.

Limit access to the operating account
and trust account. Do not allow anyone
that does not have a clear understanding
of these processes to have access to the
accounts.

Be consistent. Reconcile each account
and ensure that the carriers are paid the
portion that is owed to them. Once that
has been completed, you can calculate the
amount that the agency can keep for each
of the policies.

Documentation is key. Clear records of
how you reconciled each customer account
is critically important. This will be essential
if your agency is ever subject to an audit.
There are a lot of things to consider to
ensure your agency is well-protected and
remains financially sound. Agencies that
have clean financial statements and well-
thought-out policies and procedures are
much better positioned in both internal and
external ownership transitions than those
that have messy books and questionable
liahilities.

This is where PIA and Ascend come in to
help. Learn more at pianational.org/ascend
pix

Make agency bill as
easy as direct bill

Increase your bottom line with

simplified premium financing,
invoicing, and carrier payables

¥ gascend

www.piaoflouisiana.com



DIA OF LOUISIANA
TQTH ANNUAL E[]NVENTI[]N

Do you want
to see your business
in The Agent's Voice?

Find out more details
on aavertising in

The Agent's Voice

by calling the PIA office
at 1-800-349-3434.

There are more

cyber risks ma

EVER.
Is your agency at risk?

The answer is yes—everyone is at risk.
The best defense is a strong offense.

P
~
L

: Winning@CyberSecurity Defense is a
.. customized 4 step program
to make your agency and its customers
more secure and stronger.

pianational.org/cybersecurity

Q\/

/
1Ll

© Copyright 2022 National Association of Professional Insurance Agents

MARCH 2023 9



504-736-0472

Our priority is to understand your business,
in order to best serve your customers.

Wil Tk

DRIVEN BY INNOVATION,

Backed by Valley Bank - one of the strongest and most trusted banks in America.
I¥'¥ vy ‘.
' s |

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

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

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

premium finance and direct billing solutions so you can

focus on your clients and your company. 1 GILE

A Division of Valley National Bank®
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A Frustrating Problem Costing You Time and Sales

By John Chapin

Recently | met with a new sales rep who's

been in sales for a little over six months.
He's made two sales; he should be closer
to 30. | started by asking how many sales
calls he's been making, how many propos-
als he's presented, what he's been saying,
and what his overall process has been. It
didn’t take long to identify his problem.

Keep in mind that most prospects are sim-
ply trying to get rid of you. The average
executive has 52 hours of work on their
desk and gets 200 to 300 e-mails a day
along with 25 to 40 voicemails. Add to
that their to-do list of 73 items or so; okay,
that last one | guessed on, but you get the
point. Even if you aren't calling on business
owners or others executives, the average
person still has more than ever on their
plate along with a ton of distractions. Now
imagine you enter the equation, looking for
some of the prospect’s time with all those
items screaming for attention. If the pros-
pect is part of the three to five percent who
needs you right now, you might be okay,
but they usually aren’t, and as a result,
their goal is to get rid of you as quickly as
possible. Couple all of the above with the
fact that the average person does not like
to say ‘no’ to other people and you have a
real conundrum.

So, let’s look at how this scenario plays out
and where it may be causing you problems.
You reach someone who is super-busy, re-
ally isn't interested in what you have, and
they don't like to say ‘no’ to people. You
hand them a card and some literature as
you introduce yourself and your company.
They briefly peruse the information and
then say, “Looks great, give me a call next
Tuesday.” You, thinking you have a hot
lead, and not wanting to lose the lead by
irritating them with a bunch of questions,
agree to that and you're on your way. You
call next Tuesday and you can't reach them.
You leave a message and send an e-mail.
Both sound something like, “Hi, this is (your

12

name with your company). | stopped in last
Thursday and gave you my card and some
literature and you told me to call you back
on Tuesday, so that's why I'm calling you.
Please call me back.” Quch! Of course, they
don't call back so you call them a couple
days later and leave another voicemail
and send another e-mail. Nothing. You try
several more times and still no response,
they're ghosting you. Now multiply this
by the number of prospecting calls you're
making and the number of people who are
busy, not really interested, and don't want
to tell you 'no’, and add the fact that you
keep chasing them anway, and you have
frustration at a 10 on a scale of one to ten.

Note: Some people will tell you ‘no” and
it usually comes with some attitude. These
are the analytic personality types who
would rather be right than happy and like
to fight with people. They are the excep-
tion, not the rule, and while we still want
to question these people to see if their no’
is a smoke screen, we can thank them for
not stringing us along.

Note 2: Obviously when you talk to people
you want spark some interest by letting
them know what'’s in it for them to talk to
you. Even the people who did have initial
interest have probably forgotten about you
by the time you follow up, so you have to
remind them why they might be interested,
not just drop your name and say, ‘call me.’

To end the frustration you simply must ask
the questions necessary to determine inter-
est, or lack thereof. Most salespeople have
an aversion to asking direct questions, they
are afraid they're going to tick off the pros-
pect and lose them. Please trust me on this
one. You're only going to tick off people
who are lying to you about their interest be-
cause their goal is to simply get rid of you
and it's not working. As long as you come
across as a professional who's worthy of
respect, and you make a proper connection,

the truly interested people will be happy to
answer your questions so that you can best
help them.

So, what does it look like to ask the neces-
sary questions to determine interest? When
someone says to call them next Tuesday,
let me know you'd be happy to and find out
why they want you to call next Tuesday.
When someone asks for a quote or pro-
posal, tell them you'll be happy to get that
to them and ask if they're ready to move
ahead if they like what they see. If they say
yes, ask what they need to see. If they say
no, ask what factors are preventing them
from moving ahead and refuse to do quotes
for people who aren’t ready, willing, able to
move forward now. Ultimately your ques-
tions are going to revolve around the when,
what, why, and how. When is the prospect
looking to make a decision, what specifical-
ly are they looking for, why are they looking
for that and why are they looking to buy
when they are, and finally, how are they
going to buy? By ‘how’ I'm referring to their
buying process along with how they will ac-
tually pay for the product. Regarding buying
process, will they be looking at competitive
products, what are the criteria to make a
decision, who is involved in the decision,
and how will they ultimately execute on
their decision? The ‘how’ behind the ac-
tual purchase may involve cash, financing,
trade-ins, etc.

Finally, close on every call, whether that's
closing the sale, or simply the next step in
the sales process, and, speaking of sales
process, always make sure you are in con-
trol of it. Never be in a position where it's
up to the prospect to get back to you; the
ball always needs to be in your court.

John Chapin is a motivational sales speak-
er and trainer. For his free newsletter, or to
have him speak at your next event, go to:
www.completeselling.com PiA

www.piaoflouisiana.com
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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

www.forestinsurance.com

SHull

/ & Company

Metairie, Lou13|ana

Personal Lines
DWG-3, HO-3, HO-4, HO-6, Vacant Home, Builders Risk, Excess Flood
Minimum Values Apply
Comprehensive Personal Liability, Premises Liability, Personal Umbrella,
and Hobby Farm Liability

Commercial Lines

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

JV Franks Dave LeBlanc Chad Harrington Rob Jones
jfranks@hullco.com dleblanc@hullco.com charrington@hullco.com  rjones@hullco.com
504-613-5367 504-613-5365 504-613-5368 504-830-7344

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!
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Looking for Another Source of Revenue?

With instant quotes, an online application
process, and case management done for
you, Breeze makes it easy to earn compet-
itive commissions and grow revenue by of-
fering top-rated disability insurance to your
clients.

Auto insurance and life insurance are pretty
straight forward. One protects your car and
the other pays benefits if the insured dies.
Disability insurance (DI), on the other hand,
can

be more confusing to some. It's a product
many people know very little about.

You and Breeze can help. We know disa-
bility insurance and can help you present it
effectively to your clients. DI fits in perfect-
ly with the other insurance products and
financial planning services you're already
providing. The basic sales principals are
still in play but a successful DI salesperson
also helps clients understand how income
protection boosts their overall financial
plan.

According to the Federal Reserve, only 48%
of American adults have enough savings to
cover three months of living expenses in
the event they're not earning an income.
In other words, 48% of Americans would
benefit from a disability insurance policy.
That's where you can make a difference
with the help of these three pro tips.

Pro Tip #1: Know What Ideal DI Buyers
Look Like

Start with your current clients. They know
you, trust you, and value your advice. Let
them know it's important to have a com-
plete income replacement plan in place
before they need it. Most consumers have
never been approached about the need for
disability insurance. That means you have
many opportunities to simply start the con-
versation and help clients think about pro-
tecting their most valuable asset — their
ability to earn an income.

14

White collar workers typically understand
the value of disability insurance — espe-
cially doctors and other medical profession-
als. White collar workers also can normally
afford DI easily, which makes them a no
brainer. White Collar = No Brainer

Breeze offers the only way to buy and sell
Principal’s top-rated long-term disability in-
surance plan

through a fully online process. This is the
ideal income protection product for white
collar workers.

Middle market workers are neither the
richest nor the poorest consumers. This
segment is frequently overlooked when it
comes to income protection. Middle market
folks can afford DI but they typically don't
understand the value as readily as white
collar workers. For many advisors, your
middle market clients are an untapped re-
source.

Find the Middle Market.

Middle Market Client Profiles:

e |ndividuals & couples ages 30 — 50

* Incomes between $40,000 — $150,000

e Family oriented

® Recently married

e New parents

e Homeowners

e Risk adverse — having something to pro-
tect

e and not wanting to risk financial loss

Middle Market Job Occupations:

e Accountants

e Chiropractors

e |T Professionals & Project Managers

e Mid-Level Managers

e Nurse Practitioners

e Physician Assistants

e Physical, Respiratory & Occupational
Therapists

e Software Engineers & Web Developers
e Teachers, Professors & Graduate Assis-
tants

Hotspots for Prospective Clients

Current clients: You already have a pool of
prospective DI clients. Search your book of
business for clients who fit the middle mar-
ket profile mentioned above. Also, clients
who have recently experienced a life event,
such as getting married, becoming new
parents, or buying a home, may feel they're
ready to make financial plan changes.

Civic organizations: Join a local civic or-
ganization — think Lion’s Club, Rotary Club,
local Chamber of Commerce — and make
yourself known to the members of your
community. But not just to make a sales
pitch. Find an organization you're interest-
ed in that's doing something in the commu-
nity you believe in.

Professional Associations: State and coun-
ty bar associations and local chapters of
national organizations like the American In-
stitute of CPA’s and the American Medical
Association are great places to get leads
and start the conversation with a new au-
dience. Try running ads in newsletters and
offer to speak to members during meetings.

Pro Tip #2: Clearly lllustrate the Prob-
lem DI Solves

This is the most important but often over-
looked part of the pitch. Be sure to talk
about the need for disability insurance be-
fore jumping to the solution. Most clients
don't even realize lack of income protection
is a problem. They'll need to understand
the problem before they'll be receptive to
a solution. Talk about what's at stake for
them personally if their income suddenly
stopped.

To be Continued on Page 16
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The Louisiana Restaurant Association Self
Insurer’s Fund for Workers" Compensation
announces rate reductions effective
March 1, 2023.

The LRA SIF offers workers' compensation
coverage specializing in the hospitality in-
dustry and the rate reduction applies pri-
marily to businesses in this sector focused
on restaurants. Management believes this
rate reduction should be attractive to our
restaurant members in these challenging
economic times.

PARTNER NEWS

“In this highly competitive marketplace,
the LRA SIF Board of Trustees is pleased to
approve and implement this rate reduction
which will assist members of the Fund with
managing their overall cost of operations,”
said Stan Harris, President and CEO, LRA
SIF.

If you have restaurant clients who may ben-
efit from this rate reduction, please contact
the LRA Workers" Comp program at under-
writing@Ira.org.

Since 1982, LRA Workers' Comp has con-
centrated in offering this workers’ compen-
sation coverage to restaurant and hospital-
ity-related businesses. The specialization
allows LRA Workers' Comp to differentiate
from its competition through focused un-
derwriting expertise and by delivering un-
paralleled client services. . Bk

warehouse

FIVE % THREE % FIVE

¥YIPS CASING NIGHT
\WEDNESDAY, APRIL 26, 2023
8.00 PM - 11.00 PM

(the evening prior to the Acadiana Crawfish Boil)

935 GARFIELD ST, LAFAYETTE, LA

(same location as the Acadiana Crawfish Boil)
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Presidents Message Continued from
Page 4

CHAT:  Louisiana has a "collateral source
rule" that allows accident victims to re-
cover damages even if they have received
compensation from other sources such as
health insurance or workers' compensa-
tion. This rule can also contribute to high-
er insurance costs as it can lead to higher
overall payouts for claims.

RD: What is the most expensive state
per capita for flood insurance?

CHAT: According to a 2020 report from the
National Association of Insurance Com-
missioners (NAIC), Louisiana is the most
expensive state for flood insurance. The
average annual premium for a residential
property in Louisiana is $912, which is sig-
nificantly higher than the national average
of $642.

RD: What is the most expensive state
per capita for homeowners’ insur-
ance?

CHAT: According to a 2021 report by the
National Assaciation of Insurance Commis-
sioners (NAIC), the state with the highest
average homeowners’ insurance premium
in 2019 was Louisiana, with an average
premium of $1,968.

RD: Do you have any jokes about insur-
ance agents?

CHAT: Here's a joke about insurance
agents:

PIA VOUCHER PROGRAM

Why did the insurance agent refuse to pay
the client’s claim? Because it was “not cov-
ered” under the policy!

Apparently Chat thinks uncovered claims
are funny. He also believes anything can
be a joke so long as the first sentence has
a “?" and the second sentence has an “!”.

| guess comedians are safe for a while. PIK

Looking for Another Source of Reve-
nue Continued from page 14

RD: What are the factors in Louisiana’s le-
gal system that drives up the cost of insur-
ance claims?

Start by finding out what's important to
your client. The things they value most —
their family, home, financial plans, kids'
college funds — these are the priorities
they'll want to protect. Based on your con-
versations and knowing your client, you can
help clients identify the things that are at
risk if they were unable to earn an income.

Effective Conversation Starters:

e \What's the most important asset you
have?

e You insure your car and your home —why
not your paycheck?

e How much income would you need to
support your family if you couldn't work due
to illness or injury?

e How long could you go without a pay-
check before it became difficult to pay your
bills?

e How would you afford to pay your mort-

'EXCLUSIVE DISCOUNTS @

|

| for PIA MEMBERS

: You could save
|
|

on each class!

gage or rent if your paycheck stopped?

Pro Tip #3: Make the Solution Incredi-
bly Simple

At this point, your client has determined
what is most important to them. They've
considered the risks and the impact of los-
ing their income. Now is the time to discuss
how disahility insurance can help provide
the solution. However, clients don't want to
be “sold.” They want someone who can ex-
plain how disability insurance works, help
them consider the various levels of protec-
tion, and feel confident that they're making
the right decision.

Help your clients consider how soon they
would need benefits to begin and how long
they'd like

to be covered. Elimination and benefit peri-
ods for disability insurance policies affect
the premium.

It's important for clients to feel they have
coverage that meets their need and fits
their budget.

Then introduce your clients to the solution
— Breeze, the incredibly simple way to buy
disability insurance online and protect your
income. Show them how they can get an
instant, personalized quote in seconds and
complete a simple, secure application pro-
cess in minutes — entirely online.

Start selling disability insurance like a pro
with PIA and Breeze today.

Learn more at pianational.org/breeze
DN

."—/ .
ETHICS
TR
GENERAL

For more information, please contact the PIR office. |

800-349-3434 OR Coleen@ PIAofLiouisiana.com

www.piaoflouisiana.com

www.piaoflouisiana.com



If we havent met, let us introduce ourselves

We are Capital Premium Financing, proud Sponsor,
Supporter and Partner of PIA of Louisiana.

With exclusive profit sharing programs and service options, financing insurance
premiums has never been so easy or so profitable. Our unique approach puts
more money in your pocket than traditional premium financing plans.

We finance. Insureds benefit. You profit.

CAPITAL

Contact us today for details.

Lucy Lindsey
832-350-2079

Lindsey@capitalpremium.net www.capitalpremium.net
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YIPs Teams with Dale Carnegie to offer its own

Professional Sales & Customer Service Series
Live Online Training, In-the-Moment Coaching & Customizable Learning Certificates for Your Employees

Dale Carnegie Unlimited equips teams with our virtual instructor-led skill development library through a convenient subscription
with flexible course schedule.

There are seven levels of Live Online Subscriptions with Dale Carnegie Unlimited, each offering certificate paths designed to
equip your employees with relevant skills that align with critical professional development needs.

YIPs has teamed with Dale Carnegie to offer you two of these seven at an incredible discounted rate, which makes up the YIPs/
Dale Carnegie Professional Series. You pay only $325 for these two levels: Sales Essentials Certificate and Customer
Ser-vice Essentials Certificate. And as an extra bonus, you also receive 10 hours of CE credit toward your insurance license
re-newal when you complete the Customer Service Essentials module.

CLICK ON THE LINKED COURSE TITLES BELOW FOR A COURSE DESCRIPTION

Sales Essentials Certificate

Appeal to Buyer Motives to Close More Sales 1 hr Webinar
Cross and Up Selling 3 hr Webinar
Compelling Sales Presentations 3 hr Webinar
How to Cold Call and Build New Customers 3 hr Webinar
Negotiations—a Human Relations Approach 2 hr Webinar
Present to Persuade 1 hr Webinar

Total 13 hours

Customer Service Essentials Certificate—CE approved for 10 hours

Attitude for Service 3 hr Webinar
Manage Customer Expectations 3 hr Webinar
Outstanding Customer Service 1 hr Webinar
Transforming Customer Complaints into Opportunities 3 hr Webinar

Total 10 hours

Once you register for this YIPs/Dale Carnegie Professional Series, you have one year to complete the course. You register for
each webinar at a time that is convenient for you. There are many, many options for days and times to register for each of these.
And, you can also review different instructors to choose the one that seems to interest you most.

Register Now!

Registration: $325
ATTENDEE INFORMATION

Mr./Ms.: First Name: Last Name:

Agency/Company Name:

Email Address: Phone Number:

PAYMENT INFORMATION

o Visa Card #: Expiration Date: Cwv:
o MasterCard

o AMEX

o Check Payable to YIPs

Name on Card:
Billing Address:
City, State: Zip Code:

Signature:

Questions: Contact Jody Boudreaux at 225-766-7770 or jody@piaoflouisiana.com

www.piaoflouisiana.com



Main Street
Property Business

SafePoint

= We"of ér,s‘peklai for'h'\ pr<!|5er't3} covera‘ge | CI din'cf) 4
wmd for main streetbusmess clas/ses |

PROPERTY LIMITS ELIGIBILITY CRIME DEDUCTIBLE
Wind available including No distance to coast Employee Theft AOP Options: $1,000,
a” CoaSta| Counties requirement_ 44444444444444444444444444444444444444444444444 $21500: SS,OOO, S‘I 0’000
Limit o - 31 0’0001000 ,,,,,,,,,,,,, ” ,,,,,,,,,,,,,,,,,, ,,,,,,,,,,,,,, Money and Securities and $25’000
er Iocatlon i hlgher A Constructlon ...................................... . ,,,,,,,,,,,,,, o o
ber : : classes eligible with Forgery and Alteration Wind & Hail Options:
limits available with o ; 0 o o o )
Underwriting approval wind mcludmg coastal 1%, 2%, 3%, 5%, and 10%
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘ properties Robbery and Safe
BUSINeSS INCOME oo Burglary
............................................... Older properties with
Equipment Breakdown .
............................................... renovations or updates to
Outdoor Property the roof, HVAC systems,
Exterior Signs | clectriealand plumbing PEACE
Property Coverage Protection OF MIND
Extension Endorsement Class 1-8 eligible STARTS
Earthquake 9410 refgr 10 HERE
............................................... underwriting

Ordinance & Law
may be available

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

Your guide to hiring, motivating and retaining employees.

Our 3-part toolkit helps agencies understand how best to The PIA Partnership

recruit great talent and enhance the employee experience o
so they stay. We trust you'll find this content very useful PlA

PROFESSIONAL
INSURANCE
ENT.

and another example of the value of our Partnership.

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

o

/\ i : e i H
(Ofncompass Jere (ke M Metlife Geeral )

INSURANCE

PROGRESSIVE  serecTive fgsmreavo Hanover  wesreeno

BE UNIQUELY INSURED Insurance Companies Insurance Group® /7 A MuTuA insurance comeany

P
LOUISIANA ‘ °
(

NEW MEMBERS

318 Insurance Sedgwick
Shreveport, LA Baton Rouge, LA

Patin Insurance Agency
Greenwell Springs, LA

Gary Navo Insurance
Baton Rouge, LA

20 www.piaoflouisiana.com



Graphic Design ONE STOP

Design for Printing

or for Social Media S H () P '
@

Digital Printing
Business Cards,
Brochures, Fli Pads,
Booklets and more

Posters and more

Wide Format
Signs, Banners, Decals, % EA S T

Need ideas to help promote your
business and save money, we can help!

Once you take the time to find out
what we're all about, we're confident
you'll like what you see!

Whitney East [ fasiook
PRI[NTI[NG @ 225-315-1014 @ eastprinting@cox.net

We offer a complete suite of printing services with quick turnaround times and delivery.

How Will You Find Top Talent for
Your Agency?

IdealTraits can help with your hiring needs.

If you are having trouble finding top talent, or you
would like to improve your hiring strategy,
|dealTraits 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.

Want to learn more? Visit idealtraits.com/pia.

d |dealTraits .i‘

in partnership with:
PROFESSIONAL
INSURANCE
AGENTS

Post jobs
for free on numerous
online platforms

Track applicants
in one place

Pre-screen
candidates to predict
job performance

Identify the
right candidate
and hire

 LANE &

ASSOCIATES, INC.

PROFESSIONAL
INSURANCE
AGENTS

OF LOUISIANA
Northwest Chapter

Proud Rhodium
Sponsor

MARCH 2023
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MEMBER BENEFIT INFOCUS

breeze. +

The #1 Multi-Carrier
Disability Insurance Sales
Platform for Agents

INDEX OF
ADVERIISERS

AFCO o 7
Agile Premium Finance ..., 10
Allied Trust ..o, Inside Front Cover
Capital Premium Financing ..o, 17
Emergency Restoration ..., 10
Forest Insurance Facilities .........c.cccoovnin. 13
Hull & Company, Louisiana ....................... 13
Imperial PES ..o 5
Lane & ASSOCIAtES  ..oooovoieieieiecee 21
LCI Workers COMP ......ovvorveereeeeeeeeeeeee 23
LWCC oo Back Cover
SafePoint Insurance ..., 19
22

Unlock a new revenue channel and start growing your
business today with our suite of top-rated digital income
protection products — including long-term disability,
short-term disability, and critical illness insurance.

Get contracted at pianational.org/breeze

www.piaoflouisiana.com



DON'T FALL FOR MEDIOCRE

WORKERS
COMP
COVERAGE.

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

LCI

WORKERS' COMP

CALL US TODAY TO GET STARTED
Keith Summers: (225) 394-9223 | Jay Jodah: (985) 789-3832
info@lciwc.com

MARCH 2023
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PROFESSIONAL

INSURANCE

AGENTS

OF LOUISIANA

4021 W. E. Heck Ct., Building K
Baton Rouge, LA 70816

Together, we are

LOYAL

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

LOUISIANA
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