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Danette Castello,
Zachary

President, PIA of Louisiana

While we have all been focusing on the legislature
and the important hills that have been presented,
we now push forward to preparing for storm season.
Many of us are questioning if June 1st is truly the
start of hurricane season. The past few storms that
hit central Louisiana have had high winds, lots of
downed trees and powerlines and caused substan-
tial damage that would normally take place during
a hurricane. | believe being prepared for hurricane
season is crucial for safeguarding your life, property,
and minimizing potential damage.

With the difficult market the industry has had, many
simply can't afford to have all the coverage they
need. In an effort to keep our clients insured, some
have opted to reduce coverage in one way or anoth-
er. One of the best ways to prepare is to educate
your insureds. When writing homeowner and prop-
erty policies, be sure to outline the deductibles in
plain sight and let them know how they are applied.
If coverage was reduced in any way, be sure to have
it documented properly with the insured’s signature
requesting the changes. Give your insured guidance
on how to prepare their homes and have a plan to
mitigate damage if a loss occurs.

Using social media outlets to bring emergency pre-
paredness to as many people as possible has be-
come the newest and fastest growing method. PIA
has crafted a social media campaign to educate the
insurance-buying public about the value of working
with an independent insurance agent over a direct

Welcome to Our Crisis Resource Hub

Agents.

for Insura

writer. This resource is intended specifically for your
personal-and commercial-lines clientele and covers
a variety of lifestyles. Many carriers already have
social media ad content available to agents with the
click of a button. Everyone should utilize these tools
to help grow their agencies and educate their clients.

While damaging winds and downed trees can cause
a tremendous amount of damage, coverage is in-
cluded on most policies. Flood, however, is not. |
encourage all of you to take advantage of the rela-
tionship with PIA and The Hartford to offer flood cov-
erage to all your clients. PIA continues to fight for
transparency with FEMA and works diligently with
our legislatures to stress the importance of a long-
term authorization. At the end of the day, we are in
business to help our clients be fully protected.

Lastly, we can't provide help to our clients if we
aren't prepared agencies. PIA has a “Ready for
Everything” information hub that gives its agent
members resources on planning, remote working,
and employee and customer communications in a
time of crisis. Check out this link to access the hub.
https://www.startreadyforeverything.com/

| look forward to seeing everyone at the convention
as we celebrate our 80th Anniversary! See you at
The Grand! mix

Can a crisis make your agency stronger? The answer is
yes according to many who — during the Coronavirus
— have found opportunities to connect with
customers in new ways, stress test work-at-home

capabilities, and build greater teamwork.

Insurance agencies are well-versed in all types of
crises, regularly steering clients through the claims
process after floods, fires, and storms to name a few.
This pandemic is different in many ways, and similar in
some. Good planning, flexibility, and work-from-
anywhere technology are key to surviving - and

thriving - during any crisis.

www.piaoflouisiana.com
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BAYLIE BABIN, CISR, CPIA | District Sales Leader | 504.228.7160 | baylie.babin@ipfs.com
LYLE LeJEUNE,CIC, CPIA | Senior Sales Executive | 504.228.6152 | lyle.lejeune@ipfs.com

Copyright © 2022 IPFS Corporation®. Al rights reserved. Imperial PFS® is a trade name affiliated with IPFS Corporation® (IPFS®), a premium finance company. Loans remain
subject to acceptance by IPFS in its sole discretion; issuance of a quote does not constitute an offer to lend. IPFS’s down payment processing service is provided as a
convenience only and is subject to prior agreement to IPFS’s terms and conditions. Our electronic payment processing service provider may charge a technology fee where

allowed by law. Access to products and services described herein may be subject to change and are subject to IPFS's standard terms and conditions in all respects, including
the terms and conditions specifically applicable to use of IPFS’s website and mobile application, as applicable, and IPFS'’s eForms Disclosure and Consent Agreement.
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Flood Insurance and Severe Weather
Preparedness

Here in Louisiana, we know severe weath-
er can appear at any time regardless of the
season. This spring, severe thunderstorms
have produced tornadoes and flash flood-
ing across several parishes. These weather
events are a reminder that having the right
insurance coverage is key to protecting
your home and property. It's urgent that
we encourage policyholders to act now by
reviewing and making changes to proper-
ty insurance policies if necessary, and by
encouraging them to consider purchasing
flood insurance before hurricane season
begins.

Residents and business owners across the
state have voiced their frustrations about
the cost of property insurance. With folks
barely able to afford their homeowners or
commercial property insurance, | am con-
cerned many who should also purchase
flood coverage will forgo it to cut costs.
Louisiana is no stranger to the devastating
effects of flooding, and | believe flood insur-
ance is a vital piece of being fully covered
for our residents.

According to FEMA, the National Flood
Insurance Program provides coverage to
about 4.7 million policyholders across the

country. | support our congressional delega-
tion’s efforts to keep the program afforda-
ble and provide more transparency regard-
ing how the program is setting risk.

Colorado State University researchers are
forecasting an active hurricane season with
23 named storms. We cannot predict if a
storm will make landfall in Louisiana, but
we can put forth our best effort in preparing
and understanding post-disaster recovery.
The first step is consumer outreach and ed-
ucating residents about policy components,
the claims process and mitigation.

This hurricane season, | am eager to work
alongside insurers, agents, local govern-
ments and other stakeholders to ensure
our guidance to policyholders this hurricane
season is helpful and effective. Let's urge
residents to review their insurance cover-
age, consider purchasing flood insurance,
create a home inventory list, and make an
evacuation plan.

This year, | am focusing on educating pol-
icyholders about how the claims process
works before they have to go through it. Pol-
icyholders should be encouraged to contact
their insurance company or agent first to file
a claim. | am optimistic about our plans to
simplify the claims process, and you may
be aware of the recent signing of several

Commissioner of Insurance
Louisiana Department of
Insurace

public@Idi.state.la.us

insurance reform bills including Senate Bill
323. It establishes a simple, clear timeling
for the claims process that makes it easi-
er for policyholders and insurers to under-
stand what their responsibilities are during
the claim. The measure aims to reduce un-
necessary litigation and simplify the legal
process when litigation is needed. It also
creates a cure period to give parties more
time to resolve disputes before turning to
litigation.

The Department of Insurance will consist-
ently update our regulatory framework to
improve the insurance market in our state. |
understand the importance of working with
industry professionals to help consumers
get the most out of their insurance benefits.
Please keep us in mind as a resource for
you and those you serve. miK

PY’S Q0TH 4NNUAL CONVENTION
Tl 43 - 45, 2024
THE GRAND HOTEL - POINT GLEAR. 4.

www.piaoflouisiana.com
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Make sure
It's not you.

There are no insurance MVP trophies, no best powerpoint awards,
no fantasy broker leagues. You show up first with the best option for
your client, or you lose. We never take this for granted. That’s why we
leverage all of our people, data and relationships to reach one goal:




| can't write another article about this
year's Legislative Session or markets (or
lack thereof), or even convention. As | sat
to write this issue’s article, | looked to our
national organization to find a topic that
might be a little different. Well, it's the old,
new news, | guess. Some would probably
laugh at me writing an article on this topic,
because shortly after joining PIA, which is
coming on 30 years now, we dedicated an
entire NEW conference to this topic...yes,
it was called our Technology Conference.

Do you still feel lost when it comes to
technology? Are you looking to your
children/grandchildren to help you?
Well, give those babies a break, and
look no further than your professional
association to assist with these chal-
lenges with technology. PIA has brought
together a council of technology leaders
and solution providers who will provide
ideas, input, and insights on technology

PASSING IT ON!

By Jody M. Boudreaux, CAE, CIC, CISR

and agents to PIA and PIA leadership.

Their mission is to advance agents’ access
to, adoption and integration of technolo-
gy, enabling them to better service clients
while growing revenue, profits, and market
share.

Their goal is to encourage new ideas that
strengthen agents” ability to use technolo-
gy to better serve clients, engage technol-
ogy leaders to help advance agent access
to and adoption of technology & increase
agent awareness of specific technology
solutions to communicate with and help cli-
ents. Which they are hoping will generate
excitement for the power of technology to
improve agency results!

Their objectives include the following:

e Stimulate new ideas that strengthen
agents’ ability to use technology to better
serve clients.

e Engage technology leaders to help ad-
vance agent access to and adoption of
technology.

The PIA Tech Council

Home > Protect > The PIA Tech Council

What is The PIA Tech Council?

A council of technology leaders and solution providers who will provide ideas, input, and
insights on technology and agents to PIA and PIA leadership. In turn, solution providers
will have opportunities--both in person and online—to drive awareness and use of their

solutions among agents.

e |ncrease agent awareness of specific
technology solutions to communicate with
and help clients.

e (Generate excitement for the power of
technology to improve agency results

e Provide agents with clear information to
become automated.

Sounds like something you could use
in your agency? For more information
about the PIA Tech Council and to see par-
ticipating companies visit pianational.org/
protect/pia-tech-council i

In This Section

Agency Insurance
Sales and Marketing
Agency Operations
The PIA Partnership
The PIA Tech Council

www.piaoflouisiana.com
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PROPERTY RESTORATION

BRINGING MORE VALUE TO YOUR
CLIENTS COULD SAVE YOU MONEY

Our pre-loss services can better prepare your clients for unexpected property
damage events and improve overall readiness before disaster strikes.

Pre-Loss Planning * Disaster Recovery * Restoration * Reconstruction

800.622.6433 - FIRSTONSITE.COM

..o

Py WSS,

DRIVEN BY INNOVATI

[T Ed ol

~

Agile Premium Finance is a leader in the insurance
premium finance industry. As an innovative and
progressive organization, we are committed to
providing you with convenient and efficient premium
finance solutions to improve cash flow, preserve
working capital and retain funds for projects, expenses
and investments. We are proud to offer long-term
premium finance and direct billing solutions so you can
focus on your clients and your company.
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There's a reason why we're recognized as a
leader in the premium finance industry. Work
with us and find out for yourself.

For more information, contact:
Andrew Strohm
225-229-3035
astrohm@agile-pf.com

AGILE

A Division of Valley National Bank®
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LATEST FROM THE PIA ADVOCACY BLOG

PIA, along with a diverse group of business
stakeholders sent a letter to the Depart-
ment of Labor (DOL) urging it to delay the
first increase to the minimum salary thresh-
old under the Department’s new overtime
final rule until at least September 1st,
2024. Delaying implementation of the rule
will give employers the necessary time to
adjust to the new regulation.

MAY 2023

Phase 1 is currently scheduled to begin on
July 1, 2024; Phase 2 is planned for Janu-
ary 1, 2025. The final rule also establishes
a new system by which future threshold up-
dates will be made automatically.

PIA supports the Overtime Pay Flexi-
bility Act (H.R.7367), introduced by Rep.
Eric Burlison (R-MQ), which would protect
workers, employers, and the economy from
this ill-advised regulation while preserving
DOL's authority to make future adjustments
to the overtime rules as appropriate.




Putting
the
/.. Accent on

ACCENTUS. . You!

| N S RANCE GROUP

At Accentus Insurance Group, we
focus on making things easier for our
producers by offering top notch policy
and claims service and a wide range of
highly rated products:

Homeowners
Dwelling Fire
Mobile Homeowners
Mobile Home Dwelling Fire
Flood

www.Accentusins.com | #AccentOnYou
Marketing@Accentusins.com | 888-796-6571
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Insurers seek to keep pace with explosive use of Al

The meteoric rise of artificial intelligence
across numerous industries has led insur-
ers, brokers, lawyers and others to pause
and consider what new risks and exposures
the developing uses of the technology may
create.

While generative Al and its use in “deep-
fakes” are grabhing attention, commercial
insurance claims for losses related to the
emerging technology have yet to reach the
critical mass necessary to spur insurers to
adjust policy language or issue widespread
exclusions.

Change has nonetheless begun, as govern-
ments move to develop parameters for the
new technology (see related story), and at
least one company has introduced an af-
firmative Al coverage endorsement.

“It will take time for the market to ma-
ture on these points for the exposures to
be identified,” said Julian Miller, Lon-
don-based partner at DAC Beachcroft LLP,
who has worked on policy wordings for in-
surers. So far, he has been asked only once
to add an Al exclusion to a policy wording.

“From a technological perspective, I'm see-
ing new nuances to existing categories of
risks. I'm not seeing any completely new
categories of insurable risks that have sur-
faced because of generative Al as a tech-
nology, at least not so far,” said Jaymin
Kim, Toronto-based senior vice president,
cyber risk practice, for Marsh LLC.

Ms. Kim leads emerging technologies work
within the global cyber practice at Marsh in
a role “to assess whether there's any net
new categories and insurable risks that are
surfacing with emerging technologies ...
not limited to artificial intelligence,” she
said.

Over the past 15 months or so, during
which high-profile Al technologies have
been introduced, “companies across virtu-
ally every industry have been reaching out
to talk about Al,” the vast majority of which
has to do with generative Al, computation-
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al systems that run on deep learning tech-
niques intended to create original content,
she said.

Al has become a topic of discussion among
brokers and policyholders.

“We make sure it is front and center in all
of our conversations, particularly if there is
a current cyber renewal,” said Nadia Hoy-
te, New York-based national cyber practice
leader for USI Insurance Services LLC.

Exposures

Organizations are evaluating how Al may
affect coverages or trigger claims.

Bob Wice, West Hartford, Connecti-
cut-based head of underwriting manage-
ment, cyber and tech, at Beazley PLC, said
his group writes standalone cyber insur-
ance policies that cover privacy, liability,
breach response costs, business interrup-
tion and security events, as well as tech-
nology errors and omissions policies and
media liability policies.

“That mix ... needs to be discussed in the
context of what additional exposure should
we be thinking about affirmatively cover-
ing. Should we be thinking about whether
there’s additional exposure that we're fac-
ing that we hadn't faced before, and how
artificial intelligence and generative Al re-
ally plays into all of that?” he said.

“From a coverage point of view, at this
point, when you think of generative Al, it's
a tool, not a new form of entity or exist-
ence,” said Elisabeth Case, Chicago-based
global product manager, cyber, for Liberty
Mutual Insurance Co.

Al-related claims may fall under property/
casualty or specialty lines, sources said.

“The types of claims that are likely to come
out of the use of Al tools are claims that
are covered under existing policies,” said
Marshall Gilinsky, a shareholder in Boston

and New York for policyholder law firm An-
derson Kill P.C., who practices in the firm’s
insurance recovery and commercial litiga-
tion departments.

“It goes back to the exposures and the risks.
They're already there; it's just a matter of
whether the use of Al is going to make
them more prevalent and more efficient,
and more numerous,” said insurer attorney
Meghan Dalton, a Chicago-based partner
at Clyde & Co.

“It is important to note that Al may not
introduce new risks, but it changes the
frequency and severity of risks that are
already in place in ways that we don't
yet understand,” said Matt Harrison, Lon-
don-based executive director, casualty, for
Gallagher Re, the reinsurance unit of Arthur
J. Gallagher & Co.

For example, a doctor using Al may be bet-
ter at diagnosing 95% of diseases, but due
to potential biases in training data may
chronically under-diagnose or not recognize
5% of diseases. “Misdiagnosis was always
a risk. Al just changed it,” Mr. Harrison
said.

Michelle Fesi, technical director of special
lines at Schaumburg, lllinois-based Zurich
North America, said Al training bias can
lead to potential exposures.

“Bias is a concern. Language models
trained on bhiased datasets can perpet-
uate prejudices related to gender, race,
religion and other social factors. This can
have significant impacts on decision-mak-
ing processes and customer experiences,
potentially leading to legal or reputational
consequences,” she said.

Seeking clarity
The industry appears to have started efforts
to add contract clarity, according to sourc-

€s.

Continued on Page 18



Six Success Traits of Top Agents

By John Chapin

There are six important success factors that
top salespeople possess. Although some of
these factors are arguably more important
than others, they are all critical to a sales-
person’s Success.

When | talk about top salespeople, I'm
referring to people who are great sales-
people and great human beings. Over the
years there have been salespeople who are
good at pushing product with little regard
for customers. This kind of success doesn't
last; moreover, the other areas of their lives
are often plagued by neglect and misman-
agement. | hope you'll use these tips to get
great at selling while also helping custom-
ers.

Six Sales Success Factors

1) Positive attitude: enthusiasm, drive,
competitiveness, and confidence

Top salespeople have a positive, can-do,
winning attitude. Specifically, they are
enthusiastic, driven, competitive, and con-
fident. Top salespeople have dynamic ener-
gy and are highly motivated to succeed. A
top salesperson is easy to spot the second
they walk into a room. Their clothing, the
way they walk, their overall demeanor—
everything about them exudes an air of
confidence. This self-belief is borderline
cocky, yet doesn't cross the line into arro-
gance. They see selling as a competition,
and they love competition.

Top salespeople do whatever it takes to
win—ethically, and they do not quit. They
are extremely persistent, yet they are not
pests. They are always moving ahead,
changing, growing, and pushing through
the bad times until they make it.

Top salespeople have a win-win attitude.
They believe that both they and the per-
son getting involved in their product or
service win as a result of the transaction.
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They truly like and care about other people.
Top salespeople thoroughly enjoy selling.
They view victories and defeats in proper
context. They don't allow a victory to make
them comfortable or a defeat to ruin their
day. They have an expectant attitude that
something good will happen every day.

2) Being action oriented

Top salespeople take purposeful, focused,
well-thought-out action. They are not fro-
zen by fear or paralyzed by indecision. Like
others, they may occasionally feel fear, yet
they act in spite of it.

Top salespeople are clear about what they
are doing and why they are doing it. They
don't procrastinate. They are protective of
their time and use it wisely. Top salespeo-
ple have a plan and they work their plan
every day. They know what actions lead to
their success and that's where they spend
their time. They follow the 80/20 rule, real-
izing that 80 percent of their results come
from 20 percent of their effort. They do not
waste time on menial tasks. They effec-
tively delegate these tasks and focus their
efforts on the crucial 20 percent.

3) Preparation.

Top salespeople are prepared for anything
and they over-prepare for everything. They
never wing it. They have prepared scripts,
presentations, answers to objections, and
closes. They practice, drill, and rehearse.
They never rest on their laurels and are al-
ways looking for ways to improve.

They are familiar with all the details of
their job. They make sure they have all the
tools of their trade with them, and they
know how to use each one. They are ready
for anything and expect the best, yet they
have a plan if the worst or anything else in
between shows up.

4) Being businesslike and busi-
ness-savvy

Today's consumers are smarter, compe-
tition has increased, and consumers are
focused more than ever on getting the
most for their money. Companies have a
goal of running more efficiently and being
more cost effective than the competition.
Consequently, top salespeople partner
with customers and build a compelling
business case based upon what's best for
the customer. They know their customers’
business and problems intimately. They ask
intelligent questions that both set them
apart from other salespeople and, more
important, let the customer know they thor-
oughly understand the business.

5) Ability to stand out from the crowd.

Top salespeople have the ability to differ-
entiate themselves from other salespeople.
They don't sound or act like other salespeo-
ple. They don't say the same things that
other salespeople say—they are original.

A top salesperson doesn't come across as
someone trying to sell; he or she comes
across as an interested and informed par-
ty—someone there to help.

Top salespeople have an aura of respect
around them. The way they walk and talk
demonstrates to others that they are pro-
fessionals and in turn, they are treated
professionally. Top salespeople are real,
human, and down to earth, and people like
them for this reason. Their caring, sincerity,
and helpful dispositions stand out. They are
memorable.

Continued on Page 21
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NATIONAL
GENERAL.

an Allstate'company

Solutions for all types
of policyholders

National General, an Allstate company is proud to offer a wide range
of products that allow you to tailor coverage to your customers’ needs.
You will enjoy the flexibility of our products, the ability to add optional
coverages and our money-saving discounts.

In Louisiana, we offer a variety of solutions including auto, recreational
vehicle, as well as home and package products.

For more information or to get appointed, contact:

Greg Thompson Ramsey Vaughn

Market Sales Consultant Territory Sales Manager
(601) 946-8683 (504) 312-3220
greg.thompson@allstate.com ramsey.vaughn@ngic.com

Samantha Bloodworth Matt Hebert

Market Sales Consultant Territory Sales Manager
(318) 316-1482 (337) 207-4401
samantha.bloodworth@allstate.com matt.hebert@ngic.com

Don’t forget to visit our booth at the PIA of LA annual convention in July!

© 2024 National General, an Allstate company. All Rights Reserved.
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Forest » " RISK
Insurance PLACEMENT
Facilities A SERVICES

Our shared values are
becoming one vision.

To serve you better, Forest Insurance Facilities is
joining RPS, an industry-leading wholesale and
specialist insurance broker with strong values and

a passion for excellence. As part of RPS, we will
continue to provide you with the local expertise
you've come to trust, but now we’ll have the
enhanced strength and resources to offer you even

more comprehensive risk placement solutions.

To learn more about our expanded offerings, visit:

rpsins.com
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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
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Insurers seek to keep pace with ex-
plosive us of Al continued from page
13

“Policies do need to clearly articulate
whether this type of risk is included or not,”
said Michelle Chia, New York-based chief
underwriting officer, cyber, Americas, for
Axa XL, a unit of Axa SA. Axa XL is review-
ing its insurance policy language with an
eye toward Al, she said.

One early mover is cyber managing general
agent Coalition Inc., which in March intro-
duced an artificial intelligence affirmative
endorsement to clarify what is covered by
its U.S. surplus lines and Canadian cyber
insurance policies.

The endorsement has seen substantial up-
take, said Tiago Henriques, Zurich-based
vice president of research for Coalition,
with one agency that places coverage with
the MGA requesting it be added to all its
Coalition policyholders’ policies.

Coalition introduced the endorsement be-
cause it saw a rising influence of Al in some
of its claims reviews of cyber incidents, Mr.
Henriques said. “We were starting to see
those phishing emails increase in quality,
and we were starting to see even in some
situations deepfakes being used as well,”
he said.

The endorsement was initially drafted in
mid-2022 and Coalition then consulted with
insurers, cybersecurity providers and others
to hone the language, he said.

As the commercial insurance sector moves
to accommodate artificial intelligence, the
new technology appears to be growing in
acceptance and penetration among the
public.

A recent study by data analytics company
Insurity LLC showed that 35% of consum-
ers favor the use of Al in fraud detection
in the commercial property/casualty insur-
ance sector, with 32% in favor of Al use

to support delivering personalized products
and promotions, and 24% in favor of Al in
customer service.

The report also showed some reluctance,
however, as 50% of consumers said they
were against the use of Al in claims man-
agement, and 45% opposed Al's use in
underwriting policies. COPYRIGHT © 2024
BUSINESS INSURANCE HOLDINGS

““Hull

/ & 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
jfranks@hullco.com
504-613-5367

Dave LeBlanc
dleblanc@hullco.com
504-613-5365

Chad Harrington

504-613-5368

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!

charrington@hullco.com  rjones@hullco.com

Rob Jones

504-830-7344

www.piaoflouisiana.com



Main Street
Property Business

SafePoint

| ;i‘ '

- ol
s'peklai for'h'\ prcMer'tS} coverage i cI dlngi
‘ 'busmess classes | N :

=

PROPERTY LIMITS ELIGIBILITY CRIME DEDUCTIBLE
Wind available including No distance to coast Employee Theft AOP Options: $1,000,
all coastal counties requirement. ............................................... $2,500, $5,000' $-| 0’000
Limits 0 . 31 0’000’000 ............ l.l .................. .............. Money and Securities and $25’000
er Iocatlon i hlgher A Constructlon 44444444444444444444444444444444444444 . .............. o o
ber : : classes eligible with Forgery and Alteration Wind & Hail Options:
limits available with o ; 0 no o o )
Underwriting approval wind mcludmg coastal 1%, 2%, 3%, 5%, and 10%
.............................................. properties Robbery and Safe
Business InCome Burglary
.......... Older properties with
Equipment Breakdown .
............................................... renovations or updates to
Outdoor Property the roof, HVAC systems,
et e O PEACE
Property Coverage Protection OF MIND
Extension Endorsement Class 1-8 eligible STARTS
Earthquake 9410 refsr 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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\

HOW RELIABLE IS
YOUR WORKERS’
COMPENSATION
CARRIER? |

i

e

Some companies complicate workers’

compensation with fancy gimmicks ®
and unclear incentives. Stonetrust S T 0 N E T R U s T
offers accurate, up-front pricing /

to get you from point A to point B

with no drops or delays. Experience >
exceptional and personalized service .@ RATED A

: ; EXCELLENT
with Stonetrust every time.

RELIABILITY.

SIRORVERRY STEINSURANCE.COM | '800.311.0997

www.piaoflouisiana.com



Six Success Traits of Top Agents
Continued from page 14

6) Likeability, trustworthiness, and the
ahility to build relationships

Sales has always been about building sol-
id, loyal, long-term relationships. This is
true even in businesses such as real es-
tate and car sales, where the frequency of
sales can be years apart. Top salespeople
develop and nurture customer relationships
and consider most of their customers to
be friends. They get many referrals and
do business with their customers” friends,
family, and associates.

Sales success hinges on the ability to cul-
tivate trust and likability. This, along with
nurturing long-term relationships, sets
top salespeople apart. Liked and trusted
salespeople often make sales even if their
product isn't top-tier. Conversely, if people
don’t like or trust them, they'll almost never
make the sale.

Top salespeople easily establish connec-
tions and rapport, exuding trustworthiness
and warmth. Their ability to make friends
and convey genuine care and interest
leaves a lasting impression. They prioritize
making others feel valued and understood,
forging personal connections that resonate
with others.

Top salespeople are authentic, transparent,
and show genuine interest in others. They
prioritize serving clients, fostering genuine
connections, and demonstrating sincere
care for their needs and interests above
everything else.

MAY 2023

John Chapin is a motivational sales
speaker, coach, and trainer. For his
free eBook: 30 Ideas to Double Sales
and monthly article, or to have him
speak at your next event, go to www.
completeselling.com John has over 36
years of sales and sales management
experience as a number one sales rep
and is the author of the 2010 sales book
of the year: Sales Encyclopedia (Axiom
Book Awards). You can reprint pro-
vided you keep contact information in
place. E-mail: johnchapin@complete-
selling.com.

Subscribe to my YouTube for great
sales tips. Latest video: The Founda-
tional Basics Necessary for Sales Suc-
cess. John Chapin completeselling.
com - YouTube

#1 Sales Rep w 36+ years’ experience,
author of Sales Encyclopedia the 2010
sales book of the year (Axiom Book
Awards), also the largest sales book on
the planet (678 pages).

508-243-7359
www.completeselling.com

<

PROFESSIONAL
INSURANCE

OF LOUISIANA
Northwest Chapter

Proud Rhodium Sponsor

LANE &

ASSOCIATES, INC.

Ensure Your Artisan Contractors
are Spring-Ready

Specialized Coverage
Over 60 trades, from HVAC to Site Clean-Up

Competitive Rates
Premiums start at just $350

Quick Quotes
Rates in under 20 minutes, including
comprehensive benefits
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MEMBER BENEFIT INFOCUS

breeze. +

The #1 Multi-Carrier

Platform for Agents

Disability Insurance Sales

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

PIA
MEMBERS
GET MORE!

INDEX OF
ADVERIISERS

ACCENTUS .o, 12
Agile Premium Finance ... 9
Allied Trust ..o, Inside Front Cover
AMWINS s 7
Capital Premium Financing ..........cccoccovvveervernnnne. 17
FIrSt ONSITE oo 9
Forest Insurance Facilities | RPS ................... 16
Hull & Company, Louisiana .............ccc........ 18
IMperial PES ..o 5
Lane & ASSOCIAtES ..o, 21
LCI Workers COMP ......vvorveereeeeeeeeeeeee 23
LWCC oo, Back Cover
National General .........ccccoovveiinriniincs 15
SafePoint Insurance ..., 19
STONBLTUST oo 20
22

In just 10 minutes or less, Omnia's behav-
ioral assessment tool gives you insight
to take the guesswork out of personnel
decisions. Whether you are hiring a new
employee, deciding on future roles for cur-
rent employees, team building or creating
a succession plan for your agency, Omnia
can help.

To learn more, save your seat here:
https://attendee.gotowebinar.com/regis-
ter/7660163808347068000

Nonmembers register here: https://
attendee.gotowebinar.com/regis-
ter/76601638083470680007source=ps

If you cannot attend, register anyways to
receive an on-demand of the recorded we-
binar. piK

PIA Omnia Hiring & Career Webinar

Tue, Jun 11, 2024 1:00 PM - 2:00 PM CDT

Show in My Time Zone

*Required field

First Name*

Email Address*

Organization

Choose One...

Choose One...

Questions & Comments

event and their other services.

If you're not a member, would you like to learn about joining PIA?

Last Name*

Phone Number

PIA provides registration list including, name, email, phone number and address, to sponsors, vendors, and exhibitors of the hosted
event. Please select 'No' if you wish to be excluded from this list.

a
v

By clicking this button, you submit your information to the webinar organizer, who will use it to communicate with you regarding this

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
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PIA

U.S. Postage
PAID
PROFESSIONAL Baton Rouge, LA
INSURANCE PERMIT 935
AGENTS
OF LOUISIANA

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

Loyal to Louisiana businesses.
Loyal to Louisiana workers.

From taking on the risks of Louisiana businesses
with stable, reliable workers' comp coverage to
offering expert guidance on accident prevention
for safer Louisiana workplaces, at LWCC loyalty
to Louisiana drives everything we do.

Alan Adams

Tower Division Supervisor at

LRC Wireless, an LWCC L\\lc ®
e 2N \ C is loyal to the future of our home state,

because it's more than just our job to make sure Louisiana
thrives. It's our purpose.




