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Unlike other workers' comp providers, LCl is a Louisiana business that understands how Louisiana businesses L( j I

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

WORKERS” COMP
of your business. So when you need us most we won't show up with a giant ice ax. 985-612-1230 :: Iciwc.com
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Bryan Duplantier,

Gretna

President, PIA of Louisiana

In the first week of March, | completed my Agent
Voice president’s message, which was all about
the recent Flood Insurance Producers National
Committee (FIPNIC) meeting in Washington DC.
| decided to push that back to a future issue to
address the COVID-19 activities.

The first significant feelings to arise over the
weekend of March 15th, 2020, relating to the
virus reminded me of Hurricane Katrina. After
the levees broke and the realization that the
City of New Orleans flooded, my initial response
was that of a deer looking into headlights. Next,
there was a long adrenaline rush that made me
start planning and mobilizing. We not only had
to deal with our business, but our personal lives
were totally disrupted. So, we had to plan for
where we would live; where our children would
go to school; where to set up a temporary of-
fice; how do we get our computer server out
of a high-rise downtown; what to do about our

John Bel Edwards &
@LouisianaGov

We are going to get through this, together. One team.
One heartbeat. One Louisiana. #lagov #lalege

@Coach_EdOrgeron

"Things are going to get tough.
Bring it on.

WE FIGHT LIKE TIGERS."

Coach Ed Orgeron

employees because many are dealing with the
same family issues, and on and on. We are cur-
rently in an eerily similar situation, except COV-
ID-19 is something affecting us that we cannot
see. Many have job concerns and how to deal
with children. We have our homes, electricity,
food, and many of us the ability to work remote.
Fortunately, the insurance industry can make
this adaptation.

COVID-19 will pass in time as did the Katrina
destruction. The global aspect does present oth-
er economic problems; however, | believe once
we are halfway back to normal, that the econ-
omy will improve rapidly. There may be a new
norm with respect to hygiene, border crossing
inspection, office protocol, remote work, and
other items that will only be known after the vi-
rus flood has subsided. To that end, | am going
to do my best for my family, business, and PIA.

All the local chapters had a
conference call on March 17th.
A decision to postpone all
functions until April 30th was
agreed upon. You should have
been notified by now. If not,
contact the state or local chap-
ter for any details on issues,
concerns, or other information.
We are a dynamic group that
works together and makes
things happen.

If you have any questions or
need assistance, please reach
out to PIA. We will give it a
best effort. Look to the future,
envision your opportunities, and
plan how to achieve them. Bk

www.piaoflouisiana.com



LOCAL SERVICE
LOCAL VALUES

THE PROFESSIONAL INSURANCE AGENTS
OF LOUISIANA MATTER TO US.

In addition to a strong local business financing Commercial and Personal lines, we are dedicated to
Customer service and delivering advanced technology to better serve YOU. We shape our business
around the things that will benefit you the most — service, technology, and reliability. Our stable and
experienced team finds creative solutions to provide competitive rates and flexible terms to address

your needs and help grow your books of business.

T E
- CONTACT: P ®

JAMIE RENTON | 504.616.4931 | jamie.renton@ipfs.com
LYLE LEJEUNE | 504.228.6152 | lyle.lejeune@ipfs.com
BAYLIE BABIN | 504.228.7160 | baylie.babin@ipfs.com

sit us online at ipfs.com or download

our IPFS Connect® mobile app

Copyright 2020 © IPFS Corporation. All rights reserved.
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It's very difficult to write an article like this
for a print magazine when you know by the
time your audience reads it, it's already
probably obsolete. But, it's the nature of
print. | like to remind leaders that our asso-
ciation magazine also provides a historical
record of where we were at any given time.
And this definitely is an interesting time to
record.

So, your PIA leaders were making plans to
attend PIA’s Advocacy Day (a new name
given to the traditional Federal Legislative
Summit) to discuss hills related to Flood,
State Regulation, Cannabis Safe Harbor,
etc. at the end of this month. PIA National,
of course, had to cancel that event. It was
wise to make that call early on since now
we're hearing of several Congressional
delegates testing positive for COVID-19. |
couldn't imagine they'd want us traipsing
in and out of their offices anymore than we
would want to at this time. However, it's
never fun to cancel an event, especially one
so involved.

Just last week, we met with our chapter
leaders to determine what we do going
forward. While now the news stories are
saying we might be looking further out then
originally thought, | felt like it was better
to undershoot than overshoot. | was happy
to hear the chapter leaders agreed and we
cancelled all events through April 30. We
are a very social industry and organization,
so the thought of cancelling events into
summer at this point is a little more than |
think any of us want to consider.

Speaking of that, in this issue we're pro-
moting our Annual Convention that is

PASSING IT ON!

scheduled for July 11-13. I'm, of course, al-
ready getting questions about if we're still
having it. Well, we can’t know one way or
the other for sure, but | do know that we
won't be making that call anytime soon.
We still have some time before we have
to make that decision. I'm hoping that once
the warmer weather comes, things will
take a drastic turn for the better. Nothing
scientific about that — just my optimism
that I'm not ready to give up. | think by then
we'll be ready for some togetherness and
human contact. Who knows we might beat
some new attendance records this year...
so be sure to mark your calendars and plan
to be with us at The Grand this summer. If
you haven't already registered, you might
even think about doing that and especially
making those room reservations. It's better
to be prepared, as they say. So, let's pre-
pare to celebrate all thinks wonderful about
our Louisiana Sportman’s Paradise in July!

But in the meantime, as I'm writing this,
Governor John Bel Edwards just announced
a Stay at Home order, which extends his
earlier decision last week to close schools
for a month as well as restaurants other
than take-out, etc. to non-essential busi-
nesses. Of course, insurance is considered
an essential business, so we are exempt

STAY SAEE AND
WASH YOUR HANDS
WE HAVE PLANS

FOR JULY!

By Jody M. Boudreaus, CAE, CIC, CISR

from this order. But I'm proud that so many
of our members were already taking steps
to allow employees to work from home and
to reduce the amount of contact among
others. It was the responsible thing to do.
Our members were also able to still service
their clients since they were prepared to
work remotely. There may have been some
kinks to work out, but overwhelmingly
that's what we heard our members were
doing. Kudos to all of you!

And lastly, since we are such a social
group, we wanted to create a way for our
members to still stay connected during this
time. We created a Facebook group page
so that we can both post pertinent informa-
tion as we would on our regular Facebook
page (and you're more likely to see in your
feed), but also for you to be able to post any
questions or other information you want to
share with your colleagues as well. If you
haven't already joined in, please be sure to
go to PIA of Louisiana Peers to get connect-
ed. And most importantly, please use this
as a place to interact with your PIA family!

On behalf of our PIA leaders and staff, we
pray that you stay safe and well. And, hope-
fully by next month, we'll have a much bet-
ter story to pass on! BIK

www.piaoflouisiana.com



A COMPANY

YOU CAN COUNT ON.

A COMMISSION

YOU DESERVE. 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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PROMISE

Count on us at the time of greatest need.

Property and liability insurance you can count on from
a company with a long track record of success in being here
for property owners in their time of greatest need.

Financially stable and proven through 16 separate hurricanes
and tropical storms. Products that work for agents and
policyholders. Prompt and fair claims service. Ease of doing
business. Competitive pricing.

UPC Insurance. Keeping the promise since 1999.

Keep contact Margaret Miller, State Sales Director
- the phone 337-802-6788

: email mmiller@upcinsurance.com
I N R A N C E°| Promise® !
St C upcinsurance.com

HOMEOWNERS | DWELLING FIRE | CONDOMINIUM OWNERS | RENTERS | FLOOD

8 www.piaoflouisiana.com



>\ 504-736-0472

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

JWNATER . M
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www.EmergencyRestorationinc.com

A VAR &

FOREST INSURANCE FACILITIES

Local Family Owr s Lines Broker

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

MARCH 2020 9



What Customers Want to Know Ahout Salespeople Before They Buy

By John Graham

They may not say anything, but don't be
fooled. You're not home free, no matter how
long you've been in the business or how good
you are at sales. Customers look you over and
check you out. Here's what they're thinking,
“Is this someone | want to do business with?”

It's a funny thing about customers. They not
only know they need you, but they want to
believe you'll treat them right, that you'll take
care of them. So, if this is how you want to be
viewed, get yourself prepared. A good way to
start is by answering the questions customers
ask themselves about salespeople.

Will my salesperson take time to listen to
what I'm saying?

If “I'm a good listener” is your answer,
dont be too sure. “The greatest problem
with communication is we don't listen to
understand. We listen to reply,” says Roy T.
Bennett, the author of The Light in the Heart. If
we are figuring out what we want to say next,
we won't get it.

Will my salesperson give me options?

Some in sales believe that choices confuse
customers, so they stick with a single solution.
Yet, options stimulate discussion and keep
customers involved. Rather than letting
customers slip away, talking about choices
builds trust and certainty.

Will the salesperson ask me questions to make
sure | understand what is being proposed?

Salespeople often assume that people know
more about what they're buying than they
do. Customers can be too embarrassed to
say, “I don't understand what you're saying.”
No salesperson ever spoke too simply or too
clearly.

Will the salesperson give me both the pros
and cons of what they are selling?

The smart salesperson knows that there's
no perfect solution. There are always pluses
and minuses. Everything has drawbacks
and customers respond positively to the

10

salesperson who is transparent when
presenting. If they're 80% or 90% OK, most
customers will say they can live with that.

Will the salesperson push me to sign the
order?

This is where things can get dicey—the
tension between wanting to get the order and
not wanting to pressure the customer. Too
much either way can kill a sale. Summarizing
what customers like about what they're buying
and why they see it as a good fit gives them
“permission” to move forward.

Will the salesperson provide me with customer
references?

While this may not be necessary for every
sale it's a helpful tool for creating confidence.
Having a list to satisfied customers who are
willing to share their experience creates
confidence and trust.

What type of support can | count on after the
sale?

It's so easy to be so focused on making a sale
that we can forget that this is a top-of-mind
concern for many customers. It comes up
because they've had bad experiences in the
past. Not only providing contact information,
but introducing them personally to a go-to
person provides reassurance.

Can you tell me something about yourself?

Even though most customers may not ask a
salesperson this question, don't think it isn't
on their mind. For some reason, we feel better
knowing about those we are doing business
with. It makes it more personal and puts us
at ease.

What's my recourse if I'm not satisfied with
my purchase?

No one wants to do battle if a problem arises.
They don't expect to be ignored or given the
run around. They want to be dealt with fairly.
Yet, as we all know, horror stories and one-
star reviews abound. The best solution is to

anticipate the issue and make clear the path
forward—in writing.

What will happen if working with you isn't a
good fit?

Think about it. There's no law that says
random customer/salesperson pairings are a
match made in heaven or anywhere else for
that matter. That's absurd! Yet, we assume
that in some magical way they are. Anticipate
the question and have your answer ready. It
will create confidence.

What type of guarantee or warranty comes
with my purchase?

Concerns about guarantees and warranties are
asensitive issue, particularly since the Internet
serves as a public platform for expressing real
or self-serving complaints. On top of that,
there's often a lack of transparency. Smart
companies spell out the coverage clearly in
writing. Because words make a difference,
savvy salespeople go over it with customers
to clarify the terminology,

Why should | do business with you?

This is an endless loop playing behind all these
customer questions. It's the 800-Ib. gorilla
in the room and it can even supersede the
importance of the purchase in the customer’s
mind. It boils down to this: “I want to know
why | should give you my money? What's the
whole package, not just what I'm purchasing
or even the price? | want to feel good about
what I'm doing.” A word to the wise, if you
want to make more and better sales, have a
short but compelling answer to the question,
“Why should | do business with you?”

The old saying, “Keep your eye on the ball,” is
certainly true if you're selling. But even more
to the point is keep your mind focused on
what's going on in the customer's head. PIK

www.piaoflouisiana.com



Business Etiquette for Agents —

By John Chapin

Most business etiquette is common
sense. The following are some finer
points:

e |f someone tells you that you didn't get the
business, smile, find out why, thank the person
for his or her time, make sure the door is open
for the next opportunity, and exit courteously.

e Always allow the customer or prospect to
decide where you're going to eat unless she
is visiting your home turf and asks you to
choose. At that paint, ask what kind of food
she prefers, and give her a choice of locations.

e |fyou have someone else from your company
with you, always let the customer or prospect
sit in the front seat of the car, unless he begs
you to sit in back.

e Always pick up the check.

e Know the rules of any game you're going
to play with a customer or prospect. Walking
across someone’s putting line in golf can

Some Finer Points

really tick some people off.

 Don't be overly competitive, you might even
let the customer win if possible.

e Make sure you're at least of average skill
before you try bonding over any kind of game.

e Extend common courtesy to everyone you
encounter. This includes all people at the
company you're calling on, not just the person
you're there to see. In addition, be polite to
the competition, people you pass on the street,
and even the in-laws you don't particularly
like. You don't have to go overboard—just be
pleasant and professional.

* Don't sit down until the customer or prospect
is seated.

e Never assume anything, and always give the
customer or prospect a chance to save face.

e Never argue with the customer or prospect.

e Never walk into a customer’s facility with
a competitive product that is sold on the
premises.

General rules for social situations:

e \Watch what you say. Don't say anything
you don’'t want someone to hear. For the most
part, avoid any controversial topics.

e Be sociable.

e |f you're unsure of what to wear, it's always
better to overdress. You can always take
something off.

e Don't drink too much.
® Be selective about whom you hang out with.
e \Watch what you do and how you act.

Contiuned to Page 17

"‘Hull

/ & Company

Metairie, LOU|S|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

Mercantile, Professional Liability, Product Liability, Entertainment, Sports, & Leisure

Commercial Property, Casualty, Contractors, Garage, Excess & Umbrella, Inland Marine,

JV Franks Dave LeBlanc Chad Harrington Blaine LeBlanc Rob Jones
jfranks@hullco.com dleblanc@hulico.com charrington@hulico.com bleblanc@hullco.com rjones@hullco.com
504-613-5367 504-613-5365 504-613-5368 504-830-7353 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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PIA of Louisiana's 7Tt

July 1143, 2020 * The Gra

«  Kick off the first night of convention by kicking up your heels during our Swamp Boogie .
Dance Party on Saturday night.

« Wade through the deep waters of insurance and learn how to address the perils of every .
day during our 5 continuing education opportunities. Eleven (11) hours are approved
for Louisiana P&C and Adjuster Continuing Education Credits. Classes begin on Saturday
afternoon and run through Monday afternoon.

« New Exhibit Hall Schedule! The PIA Sportsman’s Paradise Exhibit Hall will be a one-
day, longer expo session on Sunday to give our hunters and anglers plenty of time to
explore the hidden jewels in Louisiana’s wetlands and byways with over 60 exhibitors. .

* Ready to pass a good time with your family? Then the Basin Bash Family
Event is the place for you! Come reel in the biggest catch, hang out over a
game of Cornhole or enjoy a good ole game of Bingo! Now on Monday
night to close out our convention, the family event is sure to be a Louisiana
good time.

Visit www.piaoflouisiana.com or call PIA of




7th Annual Convention

rand Hotel * Point Clear, AL

« Need s’'more time with your agents and company reps? Come light the fire in your
business conversations over a cup of coffee in “The Camp” Gathering Room.

« Reservations can be made at our host facility: the Grand Hotel Resort & Spa beginning
on Saturday, July 11th. Room rates start at $239 per night depending on your room
type. For those on a budget or only needing one night, we have also secured rooms at
the nearby Holiday Inn Express Fairhope-Point Clear and the Hampton Inn East Bay-—
Daphne. Information on additional hotel options can by found by visiting PIA’s website
at www.piaoflouisiana.com.

« Adventures in Louisiana are always more exciting with friends! So we encourage
you to bring along your huntin’ or fishin’ buddy (colleagues) so they can have access to
the tools needed to help you succeed. PIA will offer a special discount to
your support staff that attend the convention for the first time. The  Ad-
ditional Agent First Timer Discount may be applied to the second and
subsequent agents from your agency that are attending convention for
the first time and purchasing a Full Registration.

A of Louisiana at 1-800-349-3434 for details. ﬂ‘ )‘



2020 Convention Exhibitors

(to-date)

Acadian Insurance Group
Access Home Insurance Co.
AFCO Insurance Premium Finance
Agile Premium Finance
Allied Trust
Americas Insurance Co.
AmWINS Access
Assurant
Bankers Insurance Group
Bluefire Insurance

Capital Premium Financing

Commercial Sector Insurance Brokers

Emergency Restoration

Equipment Insurance International

Foremost Insurance
Gulf States Insurance Company
Imperial PFS
Kemper Auto
Lane & Associates, Inc.
LCI Workers' Comp
LHBA General Liability Trust
Lighthouse Property Ins. Co.
Louisiana Restaurant Assoc. SIF
LWCC

Maison Insurance
Markel Specialty
MJ Kelly
National General Insurance
Progressive
Risk Placement Services
SafePoint Insurance
SageSure Insurance Managers
Southern Fidelity/Capitol Preferred

UPC Insurance

2020 Convention Sponsors

(to-date)

Acadian Insurance Group
Access Home Insurance Co.
AFCO Insurance Premium Finance
Agile Premium Finance
Allied Trust
Americas Insurance Co.
Amerisafe
AmWINS Access
Assurant
Bankers Insurance Group
Bluefire Insurance
Capital Premium Financing
Foremost Insurance

Forest Insurance Facilities

Gulf States Insurance Co.
Imperial PFS
Kemper Auto
Lane & Associates, Inc
LCl Workers" Comp
Lighthouse Property Ins. Corp.
Louisiana 1752 Club
Louisiana Restaurant Assoc. SIF
LUBA Workers" Comp
LWCC

Maison Insurance

Markel Specialty
MJ Kelly

National General Insurance

National Risk Services
Progressive Insurance
RISCOM
Risk Placement Services
SafePoint Insurance
SageSure Insurance Managers
Scottish American
SIS Wholesale Insurance Services
Southern Fidelity/Capitol Preferred
Stonetrust Commercial Insurance Co.
Summit
UPC Insurance
Wright Flood

Young Insurance Professionals

www.piaoflouisiana.com




storms-and you’re still there.

Home insurance isn’t just for the house. It’s for putting down
Vroots stronéer than any wind. It’s.for getting back or{ your
feet. And étén&ing-taller than before. It’s for every dark cloud
and every silver lining. It’s for resilience. And solidarity. It's

for what matters to our customers. Because if they aren’t

going anywhere, neither are we.

Mo't’se Excalibur Insurance 'Cor'r'1pany 2020"

© Li

Learn more at www.lexcalins.com ; L i g hth ouse E XC a]. j.b ur

Homeowners | Dwelling Fire INSURANCE COMPANY
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NOW, HOMEOWNERS WHO INCUR PROPERTY LOSSES FROM
HURRICANES OR OTHER CATASTROPHES NO LONGER HAVE TO
DELAY VITAL REPAIRS UNTIL THEY CAN PAY THEIR DEDUCTIBLE.

Access Home’s Exclusive Deductible Instalilment Plan* allows homeowners to
begin repairs immediately and pay the deductible in three easy installments
spread over 30 months.

>>> No other insurance company can offer this plan! <<<

* This benefit is available to all of our HO3 and Dwelling Fire insureds.

 Deductible payments can be spread over 30 months.

* No payment is due for the first six months. The last two payments are
billed on an annual basis.

* Homeowners can repay sooner if they’d like.

* No fees.

* Interest free.

* No credit check.

* Noincrease in premium.

* Applies to up to 2% of Coverage A for all policies.

 Repair work can begin immediately with one of our preferred vendors.

* All repairs are guaranteed for 2 years.

Unlike most insurance companies, we ease the burden of having to pay the entire deductible up
front, before any repair work can commence. Immediate repairs prevent the home from suffering
additional damage and it gets our homeowners on their feet and back home sooner.

To find out more about the Deductible Installment Plan visit www.accesshomeinsurance.com/DIP
AC CES www.accesshomeinsurance.com A

e 99 o
OME INSURANCE *Multiple patents have been filed. Must use an AHIC approved vendor. @ pemotech, Inc.

—
) Exceptional

16 www.piaoflouisiana.com



Business Etiquette for Agents Continued From Page 11

ltems You Present to the Prospect or
Customer

Brochures, proposals, business cards, gifts,
and other items speak volumes about you,
your company, and your product. They may
not make or break the sale, but they can
dramatically affect your image.

Keep these rules in mind:

e Brochure pictures and the brochure itself
should be in color and professionally printed.

e Make sure all spelling and grammar is
correct.

e Have the prospect’s name and title correct.

e Proposals should be thorough but not
overwhelming. If you are answering a request
for proposal (RFP), follow the instructions
completely.

e Make sure all gift items are clean, brochures
and proposals are not wrinkled or soiled, and
written information is clear, concise, and
professional.

Don’t skimp on business cards. Here are
some quick rules:

e (et your cards printed by a professional, not
on your home computer.

e {se raised print.
e Use color.
e Add your picture to your business card.

e Adddistinguished honars, club memberships,
etc., to your business card.

e |f you are a member of the 100 Percent
Club, the Inner Circle, or any other specially
recognized group within your industry, have
these printed on your card.

e |f you would like to present an image that’s
out of the ordinary and a “cut above,” try:

o0 A card that is twice as thick as a standard
business card.

0 A larger card than usual.

MARCH 2020

0 A shape other than rectangular.
0 A magnetic business card.
0 A folded card with details inside.

Use good judgment with your business card
design. If you're selling to conservative
bankers, you don't want hot pink business
cards. At the same time, if you're in the flower
business, a scented and colorful card might
work.

The Pen You Use

Have a high-quality pen and make sure it
works. Also, have a backup pen. By high

4

quality, | mean a Cross pen or something
similar.

Note 1: Many businesses give out company
pens. If you have a good-quality pen from the
company you're calling upon, bring the pen
with you and use it while you're on the call.

Note 2: All the pens you use should have
black or blue ink unless you have a great
reason related to your business that dictates
another color.

Contiuned to Page 21

LANE &

ASSOCIATES, INC.

Growth e Delivered™

Now Writing Garage!

Auto Dealer Coverage
including Service and Repair

Target Classes
We can write many different types of autos for sales and repair, and
we cover a number of service risks.

Our target classes are small to medium size:
- Auto Dealers - private passenger autos
- General Auto Maintenance and Repair - private passenger autos
- Heavy Truck Sales
- Heavy Truck Repair
-Upholstery Shops

Liability Limits up to $1,000,000/$3,000,000

In House Physical Damage/Garagekeepers Lot Limit up to $1,000,000*

gotolane.com | (504) 467-3123
questions@gotolane.com

3421 N. Causeway Blvd. Suite 800 | Metairie, LA 70002

fYin

#GoTolLane




P> | Prime Rate
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Membership Benefits that
Maximize Your Agency Revenue

Through your PIA membership and the PIA’s premium finance program with Prime Rate,
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, about Prime Rate Premium Finance Corporation, please visit:
https://www.primeratepfc.com/

For more information about your PIA Premium Finance Member Benefits, please visit:
http://www.piaoflouisiana.com/primeratepremium.php

Contact:
Allison Salter
Assistant Vice President

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

©2017 Prime Rate Premium Finance Corporation

www.piaoflouisiana.com



M O\ Maison is Committed

Insﬁgg(‘% to Protecting Your

Protecting Your Tomorromeodoy.® TomorrOWo ° .TOda}’.

o Products: Homeowners, Dwelling Fire, We know you have many choices when
Manufactured Home & Flood selecting a trusted partner for your customer;

we are committed to Louisiana, our agents and
« Prompt professional 24/7 daims service our customers. We want your first choice to be
« Established in 2012 & domiciled in Maison Insurance!
Baton Rouge, Louisiana MaisonIns.com
 Managed by a trusted Team of Insurance 1-844-9-MAISON

Professionals with over 150 years of combined
experience in Coastal Property Insurance
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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

20 www.piaoflouisiana.com
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Business Etiquette for Agents Continued From Page 17
The Car You Drive

If you have a company car, you can
disregard this part. The car you drive
projects a certain image. You can impress
people with a car, turn people off with

a car, and you can make people jealous
with a car. Some potential customers

will decide you make too much money or,
perhaps not enough money, based solely
upon the car you drive. When selecting a
car, your objective is to drive a business
car that is appropriate for what you are
selling and one that puts you in a position
where you are least likely to be judged
negatively. A fire-engine red 700 Series
BMW may not be the best car for calling
on bankers, yet it would be appropriate for
calling on dentists, doctors, or lawyers.

A Ford Taurus may not be the best car to
drive if you're selling Lear jets, but it is fine
if you're selling office products. If you sell
Cadillacs, you'd better be driving one. Look
at what customers and other salespeople
in your industry drive. Keep your car as

MARCH 2020
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clean as possible. Fuzzy dice and other
idiosyncrasies probably aren't a great idea.
There aren't too many bumper stickers I'd
recommend either, especially political or
religious ones. Keep the car smelling good.

One more note: out-of-state license
plates can be a potential red flag. Make
sure the out-of-state plates are appropriate
or that you have an appropriate answer for
why you have them.

Your approach to a sales call begins in the
prospect’s parking lot, sometimes even
before. One person | know got cut off in
traffic and gave the other driver a “not so
nice” gesture. The driver followed him
into the parking lot of the company he was
calling on. It was the CEQ’s secretary.

Not good. You never know who can see
you from which window or who is in the
parking lot with you. Act as if you have a
camera and microphone focused on you at
all times. We all know of situations where
people have said something inappropriate,
not realizing that others were listening.
Watch what you say about the competition

F NEW O
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and other people anytime you are in public.
It's a small world—as many of us have
learned the hard way.

Where You Park Your Car

Do not park up front in the prime parking
spots. These are reserved for customers
and sometimes upper-level management.
You should park in spots at the back of the
lot or spots that are the farthest from the
facility.

John Chapin is a motivational sales
speaker and trainer. For his free
newsletter, 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. You
can reprint provided you keep contact
information in place. E-mail: johnchapin@
completeselling.com. Bk
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MEMBER BENEFIT IN FOCUS

Liten Up!
By B.D Hicks

Wy small business just had its
best yvear! If | can do as well over
the next decade, I'l nearly be

able to pay off my taxes!

INDEX OF
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Introducing PIA’s NEW Agency Hiring Program

PIA and The PIA Partnership are proud
to introduce Winning@Talent, the
independent insurance agent's guide
to hiring, motivating and retaining the
best agency employees.

Winning@Talentisa 3-part toolkit featuring
intuitive tools that take agency employers
through a simple journey that starts
with determining if their agency is well
positioned to attract quality candidates and
ends with a happy, productive employee.

Part 1, Are You Ready to Recruit?,
focuses on helping agencies assess their
employer brand so they can see their
agency the way prospective employees
see their agency. In this section, we help
agency owners and managers assess
their employer brand, provide tools to help
them build and strengthen it, and offer
best practices on how to make it resonate
across communication channels and social
networks.

Part2, Sourcing, Recruiting and Hiring,
focuses on sourcing potential hiring
prospects, recruiting them into your agency
and ultimately hiring them. This section
offers resources and best practices to help
agency owners and managers find, screen,
interview and evaluate candidates in ways
that will help them reduce their time to fill
key positions, build their talent pipeline
and meet long-term recruiting goals.

Part 3, Retaining Your Best Employees,
focuses on how agencies can retain their
best employees because employee
retention is vital to growing any agency.
This section provides best practices
and resources that agency owners and
managers can share with their employees

to help those employees with their own
career development.

Get started Winning@Talent today at
www.winningattalent.com.

Winning@Talent is brought to you
by The PIA Partnership, a joint effort
of leading insurance companies and
PIA. Thank you to the members of
The PIA Partnership: Encompass
Insurance, Erie Insurance, Liberty

Mutual Insurance, MetLife Auto &
Home, National General Insurance,
Progressive Insurance, Selective
Insurance Group, State Auto
Insurance Companies, The Hanover
Insurance Group and West Bend
Mutual Insurance Company. Rk

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.

www.piaoflouisiana.com



LUBA (loo*bah)

IS HOW YOU
PRONOUNCE
LOWER RATES

LUBA Workers' Comp offers coverage to businesses
in Louisiana, Mississippi, Texas, and Arkansas. LUBA

provides lower rates to policyholders.

Visit our website to learn more or call your insurance agent today.
LUBAwc.com * 888.884.5822

LUBA®

WORKERS’ COMP

Rated A- Excellent by ’iio? A CASUALTY INSURANCE COMPANY

Genuine Dependability”
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AGENTS

OF LOUISIANA

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

Accidents Happen.

NOT IF WE CAN HELP IT.

Free Defensive Driving Classes Is What’s Right With Our Workers’ Comp.

PRSRT STD
U.S. Postage
PAID
Baton Rouge, LA
PERMIT 935

We’re focused on putting the brakes on workplace accidents. So, we offer free safety programs like defensive driving and

forklift certification.* For more details, call 1-800-349-3440 or email us at whatsright@Icta.com.

||| I-BTA WHAT’S RIGHT WITH WORKERS’ COMP

LCTA.COM
*Subject to eligibility.




