Promoting the professional insurance agency system, leading through support, representation and fellowship.

\dent's Voice

[VOL.XLIX,NO.03|APRIL 2023] The ojﬁaa print pub ication of the onfesswnal Insurance Agents of Louisiana

a2 B
— .
t

RAND MSENALLY
POPULAR MAP OF

LOUISIANA

s XICO

PIA'S 2023 ANNUAL CONVENTION
P.12-13

HOW IMPORTANT IS PRICE WHEN SELLING?

WWW.PIAOFLOUISIANA.COM P14



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

www.piaoflouisiana.com



INSIDE THIS ISSUE

DEPARTMENTS

Adent’s Voice

Published by the Professional Commissioner's Column ..o 6
Insurance Agents of Louisiana, Inc.

President’s MESSage ........cccoveeveveveeieeeeiece e, 4

Passing It 0N oooveeeece e 8
Around the State ......oceveeeevececceeeeee e, 10-11,16
No material may be reproduced in whole or in part Welcome New MembErS .......coovieeeeeeeeeeeceeeeeeeeers 20
without written consent of PIA of Louisiana, Inc.
Statements of fact and opinion in The Agent's Voice are FEATURES
the responsibility of the authors alone and do not imply
an opinion 9” the part of the officers o the members of PIA's 2023 Annual Convention ...........ccccoevevevrieveiecenns 12-13
the Professional Insurance Agents.
How Important is Price when Selling? ..o, 14

Participation in PIA events, activities and/or publications

is available on a non-discriminatory basis and does not

reflect PIA endorsement of the products and/or services.

IN EVERY ISSUE

The Agent’s Voice is published ten times a year by

the Professional Insurance Agents of Louisiana, Inc. Index Of AAVEIISErS ...o.ovvvvceiceeceeeeeeee e 22
Free subscription is included in PIA membership. Non- Member Benefit in FOCUS ... 22
member subscription is $2.50 per copy, $25 per year.

Contact the Editor for more details.

All communications for publications, including news,
features, advertising copy, cuts, etc. must reach
publisher by 1st of month prior to month of publication.
Advertising rates furnished upon request.

Address inquiries to:
EDITOR, THE AGENT'S VOICE
4021 W. E. Heck Ct., Building K
Baton Rouge, LA 70816

Phone: (225) 766-7770

Watts: (800) 349-3434

Fax: (225) 766-1601

Email: info@piaoflouisiana.com
Website: www.piaoflouisiana.com

@ MISSION STATEMENT

n % Promoting the professional insurance agency system, leading
through support, representation and fellowship.

APRIL 2023 3



PRESIDENT'S MESSAGE

PA
OFFICERS

Ryan Daul, Gretna
President

Danette Castello, Zachary
President-Elect

Linda Gortemiller, West Monroe
Secretary/Treasurer

Clint Gulett, Shreveport
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

Barry Neal, Scott
Beaux Pilgrim, Vidalia

Robert Ruel, Metairie

PIA OF LOUISIANA STAFF

Jody M. Boudreaux

Executive Vice President & Editor

Natalie S. Cooper
Director of Industry Affairs

Caroline Adams
Director of Marketing

Coleen Brooks
Director of Member Services

Tara Higgins

Director of Member Programs

4

Ryan Daul,
Gretna

President, PIA of Louisiana

A big thank you to PIA of Acadiana for hosting the al-
ways excellent crawfish boil. (Pics will be highlighted
next issue — they didn't make this cut.)

Next up is the 79th Annual PIA Convention “Live from
Point Clear — It's PIA!"

Luckily, | bumped into our president-elect, Danette
Castello, at the Lafayette Crawfish Boil and she gave
me a preview of her incoming speech. I'm not sure if
she'll be holding a drink during her speech, but if so,
we'll need tarps for the front row.

Let's talk about the convention for a moment. And by
that, | mean, you guys can read what | think about it.

The theme this year is Saturday Night Live. There is
a lot of pressure to pick a good character and cos-
tume, because if you are an insurance agent and
you don't pick a costume, there is a good chance
that people are going to think you are “Middle Aged
Man”. That skit was made famous by Mike Myers
in 1990 when he was 27. Now he's 59 and probably
doesn't find the skit as funny. Which would be fit-
ting, because apparently he's not as funny anymore,
either. (Damn, | bet he didn't expect to get roasted in
a state insurance periodical...sorry Mike, you don't
deserve that.)

The convention (often times referred to as “con-
vention” for some reason without the “the”), plays
such an important role in our association. It blends
waork and play together so well that you almost miss
the amount of work going on. Qver the years and
many, many meetings, |'ve heard this phrase shared
a million times, probably second only to “Living the
dream”. The phrase is “PIA is like Family”. It's the
answer to many questions.

Why do you belong to the PIA? PIA is like Family.
Why should | join the PIA? PIA is like Family. How
is the PIA different from other organizations? PIA is
like Family.

| hate this answer because | don’t want to be around
my Family most of the time. Just kidding, | love my
family, but they don't read this anyway.

The convention is where these individuals, fighting
the often-lonely insurance fight, become a family. It
might be years of going and seeing the same weird
uncle that turns out does have some knowledge, or
it might just be one crazy night of karaoke with the
right group. Whatever it is, that's the magic that
everyone has trouble describing, but ultimately it
builds trust and develops relationships.

After 79 years of this event, I'm surprised we still call
it a convention. At some point we're going to have
to start calling it the PIA family reunion. (Maybe that
will stop everyone from making out with each other,
too!)

| look forward to seeing you all at the Grand in July.
I'll be the guy dressed like Gumby. RiN

www.piaoflouisiana.com
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COMMISSIONERS

COLUMN

Department of Insurance Unveils 2023
Legislative Agenda

To kick off the 2023 Legislative Session,
| recently joined with Senate Insurance
Committee Chair Kirk Talbot and House
Insurance Committee Chair Mike Huval to
introduce a set of measures designed to
strengthen Louisiana’s housing stock and
stahilize our property insurance market.

This legislative package comes after the
Legislature overwhelmingly approved $45
million for the Insure Louisiana Incentive
Program in a Special Session earlier this
year. Chairman Huval is working with us to
appropriate additional funding to the pro-
gram so we can take full advantage of the
amount of new premium these companies
are willing and able to write.

The incentive program represents just one
part of our comprehensive plan to reestab-
lish a robust, sustainable and competitive
insurance market in the wake of three dev-
astating hurricane seasons and the failure
of nine insurers (six of which were domi-
ciled in Florida and the District of Colum-
bia) that led to the worst homeowners in-
surance market we have experienced since
hurricanes Katrina and Rita in 2005.

The centerpiece of our legislative package
is support for the Louisiana Fortify Homes
Program, which was passed but not funded
last year. Chairman Huval will be request-
ing $20 million for the program and we are
proposing other new legislation that would
require insurers to offer Fortify discounts
and endorsements for policyholders who
want them.

Similar to how Florida overhauled its legal
environment in a recent Special Session,
we are also proposing significant reforms
to the legal and claims process in Louisi-

ana. Florida has long been one of the least
profitable markets for property insurers in
the country. Most of the insurance compa-
nies that failed over the past two years that
affected our market were either based in
Florida or wrote the bulk of their policies in
that state. Florida’s poor legal environment
for insurers drove insurance companies to
safer harbor in Louisiana and other coastal
states, and we benefitted from those com-
panies’ participation in our market until the
hurricanes of 2020 and 2021 impacted the
industry.

Florida's reforms are making its market
more attractive to insurers and less entic-
ing to the bad actors that took advantage
of Florida homeowners to file frivolous law-
suits. Because of these recent changes in
Florida, we're seeing evidence those bad
actors are now targeting Louisiana home-
OWners.

| recently issued an unprecedented cease-
and-desist order against a Texas law firm
that was working with an Alabama roofing
contractor to fraudulently represent what
appears to be several hundreds of home-
owners in claims against insurance compa-
nies operating in our state. These actions
drive up rates and make insurance compa-
nies hesitant to do business in Louisiana.

To combat this problem, we worked with insur-
ance leaders in the legislature and stakeholders
throughout Louisiana to draft legal and claims
process reforms aimed at strengthening our
market for the long term. One of our bills, HB
601 by Chairman Huval, would establish time-
frames for insurers to follow regarding acknowl-
edging receipt of a claim, beginning adjusting
a claim and requesting the specific information
they need from the policyholder to determine
satisfactory proof of loss. Insurers would be
allowed to require a sworn proof of loss state-
ment from the policyholder to establish proof of

Commissioner of Insurance
Louisiana Department of
Insurnace

public@ldi.state.la.us

loss. The proposed measure also adds a two-
year statute of limitations for policyholders to
seek penalties and attorney fees for untimely
payment of claims.

Louisiana Citizens is held to the same bad faith
timelines and penalties as any other insurer,
but as the state-backed insurer of last resort,
Citizens is not like any other provider and is
not motivated by income or the threat of pay-
ing bad-faith penalties. Bad-faith penalties ex-
ist to provide a negative incentive for private,
profit-driven insurers. If Citizens is ordered to
pay bad-faith penalties in excess of what it can
afford, it would just assess all policyholders in
the state. For these reasons, we are proposing
legislation that will put Citizens in line with
the Louisiana Insurance Guaranty Association
(LIGA) and immunize it from bad faith penalties.
In both cases such penalties are paid by inno-
cent taxpayers and policyholders.

We are also proposing legislation that would
prohibit property insurance policyholders from
assigning their benefits to third parties like
roofing contractors without their company's ap-
proval. Assignment of benefits has been used
by bad actors to commit insurance fraud. For ex-
ample, the law firm mentioned earlier devised a
scheme that tricked policyholders into signing
over the right to negotiate with an insurer on
their behalf without their knowledge.

Continued on page 16
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As we get ready to head to Washington,
DC in the beginning of next month, | would
like to “pass on” to you the talking points
of what has been and continues to be our
number one issue when we visit with our
congressional delegation: Flood Insurance.
Below are the key issues for Flood Insur-
ance agents.

WYO reimbursement and agent value
proposition: The NFIP pays WYOs by re-
mitting to participating carriers a standard
percentage of net written premium; that
sum, known as the WYQ expense reim-
bursement rate, is then used to pay for var-
ious administrative expenses and, impor-
tantly, agent commissions. Any cut to the
WYO expense reimbursement rate would
force carriers to pass the loss on to agents
by reducing their commissions. As always,
during the NFIP reauthorization process,
our goal will

be to unequivocally support the role of the
independent agent, and PIA will remain
vigilant in opposing any attempt to cut the
WYO reimbursement rate.

¢ Oppose any provision that would cut
the WYO reimbursement rate.

Do not let the program lapse: The NFIP's
most recent five-year reauthorization ex-
pired on September 30, 2017; in advance
of that deadline, the 115th Congress was
unable to agree on NFIP reforms. As a re-
sult, the program briefly lapsed three times.
Since 2017, the NFIP has been subject to 25
extensions of varying lengths, but none has
been longer than one year. The program is
currently set to expire on September 30,
2023.

PASSING IT ON!

By Jody M. Boudreaux, CAE, CIC, CISR

PIA supports a long-term reauthorization
of the program with needed reforms, like
investments in agent training, updated
mapping, and a means-tested affordability
program. However, Congress needs time to
deliberate the many proposals that have re-
cently been under consideration. We urge
you to support a clean extension that would
provide time for public hearings and bipar-
tisan negotiation on a long-term reform and
reauthorization package.

e Support H.R. 1392, a bill to extend
the NFIP until December 31, 2024 (Rep.
Warren Davidson)

Support the Growth of the Private Flood
Market: PIA supports Congressional action
to help cultivate growth in the private flood
insurance market. Continuous coverage, for
example, would protect consumers from
prohibitively high NFIP premium increases
if, for example, their private-market policy
is cancelled for reasons beyond their con-
trol. Without this provision, the private
flood market cannot grow.

¢ Support H.R. 900, the Continuous Cov-
erage for Flood Insurance Act (Reps.
Kathy Castor/Blaine Luetkemeyer)

“Direct to Consumer” Sales Propos-
al Must Utilize Expertise Available
Only Via Independent Agents: Recent-
ly, FEMA proposed a direct-to-consumer
(D2C) model, through which prospective
NFIP consumers would be able to buy an
NFIP policy online, ostensibly without the
benefit of the independent agent expertise
that undergirds the program. The D2C pro-
posal risks cutting potential policyholders
off from agents—the people most capable
of giving consumers accurate information
about, and thus convincing them to buy,
flood insurance. WYQOs have also been de-
veloping their own versions of online flood
insurance sales portals, which may include

both NFIP and private market products.

RR 2.0 requires extensive, specific data to
generate a policy quote. Each data point
is comprehensively explained in the Flood
Insurance  Manual, a comprehensive,
400-plus-page guide to writing, renewing,
and canceling NFIP policies. A D2C system
presumes that consumers will have some-
how acquired essential data points about
their properties themselves, along with an
understanding of the complex rules that
govern each one. The concept purports to
be an attempt to improve the consumer
experience, but it fundamentally misunder-
stands the level of information a prospec-
tive NFIP policyholder has about their own
property. In the absence of agent expertise,
a D2C offering will most confuse low-infor-
mation consumers.

Given the importance of the NFIP to policy-
holders, and the many benefits that would
emanate from increasing the number of
policies in force, the NFIP should not be al-
lowed to experiment with an online sales
platform for NFIP policies—using your con-
stituents as test subjects—without estab-
lishing a clear role for independent agents
to educate consumers about the products
available.

e Oppose any effort to create an online
NFIP sales portal unless it includes a
clear, substantive role for independent
agents. B

www.piaoflouisiana.com
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How Important is Price when Selling?

By John Chapin

This week price has been coming up a lot
on my coaching calls with sales reps but
there was one comment in particular that
compelled me to write this article. In a
story related to a sale he made last week,
a rep said, “l told the guy, ‘Look, you just
tell me where the competition is and I'll
cut my price to match it or beat it."" After
instructing him to never utter those words
ever again for the rest of his life, he came
back with, “Why not? It's an easy sale
every time. All | have to do is make sure I'm
the lowest price and I'll get the sale every
time. Besides, this guy told me he buys
solely on price so that's the only way I'll
get the sale.” In the salesperson’s defense,
he’s only been in sales for three months.
That said, if | had a nickel for every time a
sales rep, from newhies to veterans, told
me they lost a sale because of price, or they
couldnt compete because of price, or used
any other similar type of price excuse for
not making a sale, well, I'd have a moun-
tain of nickels.

The first thing | asked the sales rep is why
we need him if all sales simply come down
to price. If prospects buy on price, | could
literally show up, having never met the
prospect before, with the equipment they
need, ask what price they're willing to pay,
and then sell it to them right then and there
for that price. Or, they could call the compa-
ny, tell the receptionist what they want and
what they want to pay, and the receptionist
could take care of that transaction. If that's
the case, why are we paying your salary,
commission, and expenses?

Next, | asked the sales rep if the prospect
eats the cheapest food, wears the cheap-
est clothes, drives the cheapest vehicle,
and lives in the cheapest house. If he
does, he might be a pure price shopper,
but my guess is he doesn’'t. Why? Simple,
in any area where he doesn't simply buy
the cheapest, he sees the value in paying
more. So, if he saw value in your product,

14

you, and your company, he'd be willing to
pay more for these.

Here are a couple of other factors that may
make prospects appear to be price shop-
pers. First, price is the one thing on a pro-
posal that's in English. Your prospect does
not work in your industry day in and day
out, they don't understand the subtleties,
and they don't know the true differences
and value in features, functions, and other
variables between products, companies,
and sales reps. Second, most of us been
conditioned to ask for a better price since
we were little kids because we know sales-
people are almost always willing to budge
on price, at least a little. As a result, in or-
der to maximize the price drop, the average
prospect will tell a salesperson they are
strictly price shoppers and if they want the
business, they're going to have to give the
maximum price cut.

The reality is, people know that you do
get what you pay for, and they realize
that products, companies, and sales reps
are different, but when price is brought
up, what does the average sales rep do?
They immediately cut the price as the rep
in this story did. It leaves the prospect
thinking that maybe there is no difference
other than price. | mean if there was, why
wouldn't the salesperson tell them why
theirs is more versus just cutting price? The
reason is that the average salesperson is
lazy and it takes work to learn the differ-
ences between what you offer and what
the competition offers. It takes work to cal-
culate the potential value and put that into
a form that the average prospect will un-
derstand and resonate with. Finally, it takes
work to find out what's important to each
individual prospect, determine whether or
not our product is right for them, and then,
if they are, articulate value in a compel-
ling way. Most salespeople don't want to
do that hard work, it's simply easier to cut
price versus make the case for why some-

one should pay more for what you have.

Look, if you have two different brands of
product, there are differences between
them which equals a difference in value
and price. Even if you have the same exact
product but it's being sold by two different
companies, you have a difference in value
between the companies and the individual
sales reps. In either of the above scenarios,
you've got to know the differences and ar-
ticulate those based upon what's important
to the prospect.

That said, is price a factor? Yes. Is it the
biggest factor? Study after study shows
only about 7% of the population truly buy
on price alone. 93% of the time, when you
have a price issue, it's because your prod-
uct costs more and you didn’t show added
value that was equal to or more than the
additional investment. So, if you do your
job correctly by building value and tying it
to the prospects needs and desires, while
price will still be a factor, it will only trip
you up about 7% of the time. And by the
way, you don't want to deal with the 7%
that truly buy on price anyway because true
low-price shoppers are a nightmare. They
are never satisfied. They will call you and
e-mail you at all times of the day and night,
on weekends, and during holidays, and
your response will never be quick enough
or good enough for them. They will show
no appreciation for you and they have zero
loyalty. Even if you've been dealing with
them for years, as soon as someone beats
you on price, they'll be gone. On the other
hand, the people who buy value are usually
the exact opposite of that. They are loyal
and a pleasure to deal with. So, while it
may be some work up front to identify and
articulate your value, your life will be much
more pleasant, and you'll be a much more
successful salesperson if you do that work.

Continued on Page 16
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Commissioner Column Continued from
Page 6

Another hill we are proposing this session
includes a measure that addresses an issue
in which some insurance companies have
attempted to prohibit policyholders from
hiring a public adjuster for a second opin-
ion as to the extent of the damage and the
estimated costs necessary to make repairs.
This bill would disallow insurers from in-
cluding such clauses in their policies.

Finally, the appraisal process is an impor-
tant tool policyholders can use to work
with insurance companies to determine the
amount of a loss when a dispute regarding
the amount of the loss arises. Our current
process needs a clearer and fairer frame-

work. We have proposed a bill that outlines
the qualifications and duties for appraisers
and umpires, prohibits one-sided commu-
nication between the umpire and any one
party without giving the other party an op-
portunity to participate, and more.

This package is the most ambitious prop-
erty insurance reform we have attempted
to achieve in my 17 years as Insurance
Commissioner. | know these past several
months have not been easy, and | appre-
ciate your hard work and dedication. The
Department of Insurance will continue to
be laser focused on building a resilient
insurance market that provides sound, af-
fordable policies and protect our Louisiana
way of life. Bk
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How Important is Price when selling?
Continued from page 14

John Chapin is a motivational sales
speaker and trainer. For his free news-
letter, or to have him speak at your next
event, go to: www.completeselling.
com John has over 35 years of sales
experience as a number-one sales rep
and is the author of the 2010 sales book
of the year: Sales Encyclopedia. You
can reprint provided you keep contact
information in place. E-mail: johnchap-
in@completeselling.com. ®ik

V.



504-736-0472

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

ATER .
g‘ﬂ 4,0(
o

DRIVEN BY INNOVATION, CONVENIENCE AND SERVICE

Backed by Valley Bank - one of the strongest and most trusted banks in America.

RO 1 Ll

-

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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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



SafePoint

PROPERTY LIMITS

Wind available including
all coastal counties

Limits up to $10,000,000
per location - higher
limits available with

Underwriting approval

Property Coverage
Extension Endorsement

Ordinance & Law
may be available

SafePoint Commercial *+ PO BOX 16647

APRIL 2023

Main Street
Property Business

No distance to coast
requirement.

All construction
classes eligible with
wind including coastal
properties
Older properties with
renovations or updates to
the roof, HVAC systems,
electrical and plumbing
Protection
Class 1-8 eligible
9 & 10 refer to
underwriting

Robbery and Safe
Burglary

PEACE
OF MIND
STARTS

HERE

AOP Options: $1,000,
$2,500, $5,000, $10,000
and $25,000
Wind & Hail Options:
1%, 2%, 3%, 5%, and 10%

Tampa, FL 33687 ¢ P: 844-722-9985 * F: 813-540-8548 * commercial@safepointins.com




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

The

PROGRESSIVE seELecTive _gastareauto  Hanover X;éST BEND

BE UNIQUELY INSURED

Insurance Companies Insurance Group® UUUUUUUUUUUUUUUUUUUUUU

P

@

LOUISIANA
[

NEW MEMBERS

www.piaoflouisiana.com

Geoux Teche Coastal Casualty Insurance Agency, LLC
Kenner, LA dba GlobalGreen Insurance Agency of LA
Lockport, LA

Patout Greenwood Insurance Creative Emgloyee Benefit Services, LLC
New Iberia, LA aton Rouge, LA

Pelican Coastal Insurance Agency
Slidell, LA

Perkins McKenzie Insurance Agency, Inc.
Baton Rouge, LA

Restoration 1 of East Baton Rouge
Baton Rouge, LA

20 www.piaoflouisiana.com



Graphic Design

Design for Printing
or for Social Media

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

Wide Format
Signs, Banners, Decals,
Posters and more

ONE STOP
SHOP!

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!

EBEAST

PRINTING

Whitney East [ Facetook

® 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

APRIL 2023

LANE &

ASSOCIATES, INC.

4+

Need A Quote?

We've enhanced our coverages
and offer competitive pricing!

Growth & Delivered™

Take a closer look
at our classes and
get a quote today!

Now growing the
following classes:

* Artisan Contractors

+ Alarm Installers

* Auto Service Risks

* Builders Risks

+ Churches

+ Rental Dwellings

* Pest Control Services

+ Landscape Contractors
+ Vacant Property

+ Office Buildings & More!

PROFESSIONAL
INSURANCE
AGENTS

OF LOUISIANA
Northwest Chapter

Proud Rhodium Sponsor
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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 ............ccccoccoovereenee. 17
Allied Trust ..o, Inside Front Cover
Emergency Restoration ..., 17
Forest Insurance Facilities .........c.cccocooevvrinenene. 15
Hull & Company, Louisiana ............cccc........ 15
Imperial PFS ... 5
Lane & ASSOCIAtES  ..ocvceriecicece, 21
LCl Workers Comp ..........ovvvoemeeeeereeecereeer, 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

Hartford Flood Insurance. Easy enroliment, dedicated local sales directors and
book transfer/rollover team, training/ CE, free certified zone determinations, 24/7
claims reporting and special PIA member commissions regardless of volume. For

more details, contact us at PIA 800-349-3434 or email at info@piaoflouisiana.com.
PA

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

APRIL 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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