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COMPETITIVE COMMISSIONS.
AFFORDABLE POLICIES.
FLEXIBLE COVERAGE.
RELIABLE SERVICE.

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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Clint Gulett,
Shreveport

President, PIA of Louisiana

Making a living in the insurance business can be
hard when everything is perfect and can be almost
impossible when times are tough. We all suffer the
same growing pains and questions about how to best
market your business or find quality employees along
with many other issues. New years bring new is-
sues and in a lot of ways this is just a normal year.
We are dealing with what seems like an endless
state of emergency. Whether its pandemic -related
hardships or storms developing in the gulf, we are
accustomed to dealing with all the issues gulf state
living has to throw at us. We are unique in that way
because it seems like no matter what comes around
the corner, we take it and continue to thrive. We
know that no matter what happens there are people
just like us that are going through the same issues
and navigating the same storms.

With the PIA celebrating 90 years of service to in-
dependent Insurance agents this year, | wanted to
share some of my favorite benefits as well as encour-
age our members to champion our organization and
talk about what their favorite benefits are.

Information — | find that | get a lot of information
from the PIA newsletters and also email blasts from
the state staff. You can get the latest news on
storm-related emergency rules or any new develop-
ments in the ever-changing flood market. The PIA
Connection, PIA's award-winning magazine will also
keep you up-to-date on how changes in the industry
affect independent agencies. The magazine is load-
ed with articles that can teach you how to increase
your commissions and market your agency effective-
ly as well as information about the programs and
products PIA membership entitles you to.

Education - | take advantage of a variety of the ed-
ucational opportunities for me and my staff to further
our professional education. The classes offered not
only help to maintain state licensing requirements
but also give an opportunity to pursue more advanced
certificates such as the CISR and CPIA designations.

Advocacy - Being a member of the PIA ensures the
members’ voices are heard by lawmakers and regu-
lators alike. 1don’t follow every single issue because
| may or may not work in that market but the PIA is
always on top of issues that affect the industry as a
whole and for that | am grateful.

Protection - To me protection is taking advantage of
the products and services specifically designed for us
to protect and grow our business. | find that PIA fills
that need through E & O insurance as well as market
access. The PIA has a program that provides access
to over 50 national and specialty carriers and allows
you to rate them online. | don't think the program is
for everyone but it can be invaluable for new agents.

Networking - One of the last benefits that | enjoy is
just being able to gather with my fellow agents (and
friends) from all over the state and share ideas and
discussions. At the end of the day, we are all in this
together and the people are the most important part
of any organization. We share the joys when times
are good and commiserate when things are not so
good. | am a firm believer that “high tides raise all
ships” so surrounding yourself with like-minded and
successful individuals will have nothing but a posi-
tive effect on your outcome. PIK

www.piaoflouisiana.com



PREMIUM FINANCE MEETS INDUSTRY-LEADING TECHNOLOGY

IPFS TOTALPAY"

IPFS TotalPay" allows you to collect premium payments and set up premium financing,
all in one portal available to your client online.

| One Portal: Two Ways to Pay |

$
293
INSURANCE PREMIUM FINANCING PAYMENT IN FULL

* Paying in installments frees " Eliminate time spent on premium
up capital to help you ensure payment collections
gg\ll);(r)g riate level of insurance " Provides opportunity for reduced
ge .
accounting expenses

= Provides credit at competitive = . :
industry rates Expedites the premium payment
process

= Enables paperless premium . ; yi
payment process ACH or credit card payment

- CONTACT:

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

Copyright 2020 © IPFS Corporation. All rights reserved.
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COMMISSIONERS

COLUMN

Last month, | intended to acknowledge Sep-
tember as Life Insurance Awareness Month
in this column, but Hurricane Ida and the
devastation that storm caused took prec-
edence. I'd like to take this opportunity to
talk about life insurance and recognize this
vital piece of the industry. In regular times,
it can be difficult to draw consumers” atten-
tion away from health or property insurance
to safeguard their families’ futures through
the purchase of a life insurance policy. As
anyone can attest though, these arent
regular times. Between major hurricanes,
questions about Covid and wondering if life
will ever get back to “normal,” making fi-
nancial plans for the future is important for
our families and our own peace of mind.

According to the American Council of Life
Insurers, the life insurance industry gener-
ates more than 25,000 jobs in Louisiana,
with 459 life insurers licensed to do busi-
ness in the state and 24 domiciled here.
Each day, life insurers pay out $19.6 million
in life insurance and annuities to Louisiana
families and businesses. Life insurance
companies invest about $69 billion in Loui-
siana’s economy.

Industrywide we've seen an uptick in the
number of Millennials who are interest-
ed in life insurance policies. According to
research by the Life Insurance Marketing
and Research Association (LIMRA), Millen-
nials are the generation most likely to be
influenced by the pandemic to purchase life
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insurance. Forty-five percent of Millennials
(ages 22-40) said they are more likely to
buy life insurance due to Covid-19. That's
in comparison to 31 percent of consumer of
all ages who say that Covid-19 has made it
more likely they will purchase life insurance
in the next 12 months. Millennials” interest
in life insurance represents an important
business opportunity for agents.

LIMRA also found that 42 percent of Amer-
icans would face financial hardship within
six months if the primary wage-earner in
the household were to die unexpectedly.
Despite these figures and the news that
many consumers have interest in purchas-
ing life insurance in the near future, life
insurance ownership has fallen slightly in
2021. Fifty-two percent of American adults
reported having life insurance coverage,
which is down 2 percentage points from
2020. This could be because some policy-
holders may have lost employer-provided
coverage when losing or leaving a job and
have not yet replaced the coverage.

Even though life insurance has a long his-
tory, this year LDI has had to correct some
misconceptions that policyholders hold. We
launched a campaign to urge the public to
beware of misinformation circulating on
social media sites claiming that receiving
a COVID-19 vaccination would result in the
death benefit not being paid on existing life
insurance policies or would result in an in-
dividual not being able to obtain new life

Commissioner of Insurance
Louisiana Department of
Insurnace

public@ldi state.la.us

insurance. Other rumors suggest that life
insurance policies do not cover death due
to COVID-19. This information was, and is,
false.

On the paperwork side of life insurance, if
you have a client that is looking for life in-
surance policies after the death of a loved
one, there were changes made in the 2021
legislative session to the life policy search.
Act 28, effective July 1, 2021, repealed the
requirement for Louisiana to maintain its
own policy search on life insurance policies.
Louisiana consumers are now directed to a
national policy search vehicle maintained
by the National Association of Insurance
Commissioners (NAIC).

We will continue to work to bring consumer
attention to life insurance products that can
help them sustain their homes and families
through tough times. The peace of mind
these products can bring are important
blocks for Louisiana to build upon now and
in the future. PIK

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

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

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

We want to hear from ALL of you,

especially if your agency isn’t earning

at least 1% of the amount financed.

Contact us for a portfolio evaluation and to

discuss your revenue opportunity, ASAP!

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

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

Contact:
Allison Salter
Assistant Vice President

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

©2020 AFCO Credit Corporation
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Happy 90th Birthday, PIA!

Join us in celebrating PIA's 90th Anniver-
sary. In this month'’s article from our pres-
ident, Clint Gulett, shares with you some
of his favorite member benefits. Be sure to
check those out and reach out to us if you
have any questions about any of those. I'm
also highlighting our newest member bene-
fit below, but before | do that, let’s talk Risk
Rating 2.0...

Risk Rating 2.0

This month our members were able to
share their experiences with the new
Risk Rating 2.0 program with members of
GNO, Inc., which they also have provided
a spreadsheet for members to provide ex-
amples of rates they are seeing so they
can pass those onto our elected officials.
And following that meeting, we also par-
ticipated in a call with Senator Cassidy's
office so we could express our concerns
about this new rating system. We're not
sure what impact this will have, but we
need your help in building the case, so if

PASSING IT ON!

By Jody M. Boudreaux, CAE, CIC, CISR

you haven't sent in your examples, please
do so. Also, PIA National has developed a
Risk Rating 2.0 FAQ section on the Advoca-
cy page of their website at www.pianation-
al.org. (Or specifically https://piaadvocacy.
com/2021/10/01/risk-rating-2-0-frequent-
ly-asked-questions/). Be sure to check that
out if you're looking for more information. If
you're asking the question, more than likely
someone else has as well and you'll find
the answer there.

PIA’s Newest Member Benefit

As an insurance agent, relationships are at
the core of what you do. PIA's newest pro-
gram, The Agent Experience, was cre-
ated to expand your views about building
relationships in a virtual world. Take the
Agency Experience self-assessment to see
where you stand in terms of opportunity
and how you operate.

79% of agents said they do not think the
online environment is conducive to estab-
lishing trust with clients, according to a
recent PIA survey. Many agencies have de-
veloped relationships with clients in person
over time. But what happens when those
tried-and-true tactics aren't all available to
you—Ilike in a pandemic?

The Agent Experience - Building relation-
ships in a digital world, is a tool designed
to help you use digital technologies to
strengthen and grow your customer rela-
tionships. The toolkit contains videos of
agents’ real-life experiences, tip sheets,
and a resource hub to help you build and
grow relationships online. Learn more
about transforming your agency to compete
in a digital world on PIA National's web-
site at www.pianational.org and take the
Agency Experience self-assessment to see
where you stand in terms of opportunity
and how you operate. PIK
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ACCESS

HoME INSURANCE

INTRODUCING

EVERGREEN °

Our most competitive and comprehensive HO3 products ever!

We’re celebrating our 10th Anniversary with the introduction
of our dramatically expanded HO3 offerings:

_@C Expanded risk eligibility <(. Convenient “Quick Quote” features

. 0] .
2 ]| New coverage options ,ILE:QI, In-house customer service,

) and endorsements underwriting and claims handling

C oo
@ New discounts available C$D: A variety of flexible payment options

@\‘ Improved ratings discounts For more information contact us at 1-888-671-AHIC (2442)
/\'/ and mitig ation credits or visit us as www.accesshomeinsurance.com/evergreen.

EVERGREEN, only from Access Home Insurance Company.

AT THE THRESHOLD OF ourR FUTURE

ACCESS

www.accesshomeinsurance.com
1-888-671-AHIC (2442) (D @

- -
CELEBRATING 10 YEARS
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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”

www.piaoflouisiana.com




Eilky

FOREST INSURANCE FACILITIES

Local Family Owned Surplus 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

SHull

/ & 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

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

JV Franks Dave LeBlanc Chad Harrington Blaine LeBlanc Rob Jones
jfranks@hullco.com dleblanc@hullco.com charrington@hullco.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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Five Self-Deceptions That Hold Us Back

By John Chapin

Without closing nothing happens, products
aren't manufactured, trucks don't move,
people don't work, and money doesn’t change
hands. If there is no closing there will be no
business. So, arguably closing is the most
important part of the sale however, if you
have a great presentation and you give it to a
prospect who is not qualified, the best closing
skills in the universe won't bail you out. In
this article I'm going to assume you've done
everything else right, in other words, you have
a properly qualified prospect, you have a good
presentation, you've sufficiently matched your
solution with their needs and desires, and the
only thing left to do is close the sale. In that
case, here are some ideas that will help you.

Closing Rules
1) Do it.

The most important part of closing is to do
it. Closing doesn’t always mean getting a
sale, it may mean closing on the follow-up
appointment, or whatever the next step in the
process may be. Either way, you must close on
every call. It's amazing how many salespeople
do not actually close. Many sales situations
go something like this: The salesperson goes
through the entire presentation, arrives at the
end, and says something like, “So, what do
you think?” which of course is not a closing
question. The prospect responds, “Well, it
looks pretty good. Why don't you call me in
about a week.” The salesperson says, “Okay,”
packs up his materials, says goodbye, and
leaves. In this case, the prospect was the only
one who closed. He closed the salesperson on
buying his excuse for not moving forward. If
you don't close, most prospects will be happy
to simply exchange pleasantries with you and
not buy today, even though they may have
been perfectly willing to.

2) Work hard on your closing techniques.

Script, practice, drill, and rehearse your closes
and your closing techniques. Know them in
your sleep. Most important, practice and
perfect your closing out in the field.

12

3) Always be prepared to close.

Make sure you're mentally prepared, have all
materials with you, and that your materials
are presentable, operational, and ready to
go. Have calculators, pens, contracts, and
everything else necessary to consummate the
sale. Add the numbers before you show up.
Know how far you can go with your discount
and other concessions. Know what all the
terms and conditions of your contract are and
what they mean.

4) Once a decision has been made, close
the sale as soon as possible.

When a prospect is ready to buy, close the
sale. If you are on the phone setting up an in-
person appointment with a prospect who has
Just decided to buy, get over there as soon as
possible. Let as little time as possible pass
between the point when a decision is made
and when the signature goes on the contract.

5) After you close, remain silent.

After you close, keep your mouth shut. The first
one to talk buys. Either the prospect buys your
product or service, or you buy the prospect’s
excuse for not moving ahead.

6) Make the closing process as smooth,
relaxed, and as simple as possible.

Try to limit paperwork, the time it takes, and
the level of work that goes into it. Do as much
of the paperwork as you can before you get
there, such as filling in the prospect’s basic
information. One of the worst things you
can do is close the prospect then spend ten
minutes filling out paperwork before getting
the contract signed.

7) Keep yourself busy, avert your eyes,
and stay quiet while the prospect is
signing.

You don't want the prospect to feel as if he or
she is under a spotlight. Look at your calendar,
phone, or anything else you have with you.

8) Smile and thank the customer for his or
her husiness.

Make sure you cover all necessary details
including what will happen next in the process.

9) Follow up after you close.

Follow up promptly after the close and make
sure the sale is solid. You want to prevent
buyer's remorse and anything else that could
“unclose” the sale after it's been closed.

Some other ideas to keep in mind:

 You must be convinced that your product is
a great product before you close the prospect
on it being a great product. The first sale is
to you!

e Close different people and personality types
differently.

e | ook and listen for indications that it's time
to close.

e (et in front of the prospect to put the odds
in your favor.

e Bring as many senses as possible into the
close.

e Be prepared to hear “no” and to handle
objections and close several times afterward.

e Know how far you can go to get the deal
done.

Continued on Page 16

www.piaoflouisiana.com



Working with
Sagesure is
pretty sweet.

LEARN MORE ABOUT OUR TIPS AND TRICKS TO TREAT YOUR OFFICE

SageSure is constantly looking for new ways to serve our producers to help you win and earn
more. We make it easier for you to do business by offering better products, enhanced technology
and improved quoting.

Here are a few of the ways SageSure serves our producers:
» Compare View helps you assemble the best options for your customers
+ Self-service policy management for optimal convenience

+ Fast premium estimates mean quicker quoting
We put producers first!

For more information on how SageSure can be number one in your office, visit SageSure.com.

CI SageSure
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PARTNER NEWS

Lifestyle Changes THIS WAY! Some PR Stories Provided by LUBA Workers' Comp

Hectic and busy lives often lead to neglected
health and wellness. As recent reports across
rural America tell us, many are now opting for
a slower pace, more rural environment, and
in-turn, better wellness overall. The current
pandemic has likely expedited this trend as
individuals realize that a work from home
office environment, family time and smaller
communities may offer them less stress and
improved overall health and wellness. This is
exciting as mental health and awareness has
been brought to the forefront as a major goal
that is attainable.

Major shifts show us that Employers and
Insurers really do care. Employers are
now creating mental health education and
programs to help their workforce maintain
a safe and healthy work environment and
culture. Behavioral change is difficult. It takes
repetition in order to make impactful changes
stick and become part of our everyday lives.
With companies leading the charge in
improving the lives of their employees, they
know that overall wellness can lead to many
benefits such as fewer workers’ comp claims,
and long term savings. Here's a look at what
this means for you and the industry as a whole.

e(etting a Clear Headspace. Depression
alone is associated with higher rates of
disability. Depression can interfere with a
person's ability to complete physical job tasks
about 20% of the time and reduces cognitive
performance about 35% of the time. Improving
these numbers leads to less injury, fewer
claims, and happier employers and employees.

eResources for All. Some companies are
creating employee assistance programs
to provide employees resources such as
in-house chaplains and additional mental
health educational avenues. Going beyond
this, individuals now have access to online
counselors and self-help apps at their
fingertips, ready at a moment's notice.

eHome Offices. For some, a home office offers
flexibility and a less stressful environment
overall. Setting up your home office the right

14

way is key for optimum productivity. Eyestrain
and musculoskeletal injuries such as neck or
back pain are common with remote workers.
Checking desk height, proper adjustments to
chairs, along with taking frequent breaks can
keep you feeling great.

¢ Comp Claims for Mental Health. Acceptance
of mental health components incomp claims
is changing because insurers, using data
analytics and injured worker questionnaires,
can more quickly identify such issues.
Realizing that physicalinjuries do have
psychological impacts can help identify proper
treatment. Being depressed, stressed, or

E:s4:E Quickly quote and

anxious can be normal reactions to various
injuries. Acknowledging these challenges
allows for quicker response, proper diagnoses,
and tailored solutions to get workers feeling
better both mentally and physically.

eSweet Dreams. Believe it or not, better
sleep is a major pathway to improving health
and wellness. The Centers for Disease Control
(CDC) reports that almost 35% of Americans
do not get the required seven hours of sleep
they need each night. A well-rested employee
is often less likely to create or be involved in a
workplace accident. mIK

LANE &

ASSOCIATES, INC.

) =

NEED

ARTISAN
CONTRACTOR’'S
LIABILITY?

-~ /

3 ¥ bind accounts with LARS,
(=] our Online Rating Portal!

www.piaoflouisiana.com



storms-and you’re still there.

Home insurance isn’t just for the house. It’s for putting down

roots stronger than any wind. It’s.for getting back on your
feet. And étéﬁc;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.

© Lighthouse Excalibur Insurance Company.2021

—

Learn more at lexcalins.com ﬂ Li ghthouse EXC a].ibur

Homeowners | Dwelling Fire | Flood | Renters | Condo INSURANCE COMPANY

SR
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Ideas to Keep in Mind When Closing
Sales Continued from page 12

¢ Do what you can to get the deal done now.

e Trust your gut. If the deal doesn't seem
like a good one for some reason, let it go.
Sometimes it's better not to close business.

e Keep track of your closing success rate.

e Take advantage of holidays and Fridays
when closing. Both tend to find people in

e And last but not least, you will be most
effective when closing, and selling in general,
if you are enthusiastic, motivated, ethical, and
completely believe in your product or service.
If you are motivated and have a strong belief
in your product, you'll ask people to buy and
you'll fully believe they are better off with
your product than without it. You'll also have
conviction when selling.

You can find previous articles at: http://www.
completeselling.com/blog/

John Chapin is a motivational sales
speaker, coach, and trainer. For his
free eBook: 30 Ildeas to Double Sales
and monthly article, or to have him
speak at your next event, go to www.
completeselling.com John has over 33
years of sales experience as a number
one sales rep and is the author of the
2010 sales book of the year: Sales
Encyclopedia (Axiom Book Awards). You
can reprint provided you keep contact
information in place. E-mail: johnchapin@

better moods and with their defenses down. completeselling. commix

'
CIST

CERTIFIED INSURANCE SERVICE REPRESENTATIVE

CISR DESIGNATION

PROFESSIONAL EDUCATION FOR A THRIVING CAREER

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

Agency Benefits
® Reduce errors & omissions
® INncrease return on investment

Improve Efficiency and Customer Satisfaction.

CISR courses improve technical expertise, productivity,
responsibilities, and client relationships. Challenge
yourself to provide a superior level of client experience
for your organization. Start earning the CISR desgnation
today and maintain through annual continuing
education requirements.

Client Benefits
® Builds Credibility
® Exhibit Technical Expertise

Participant Benefits
® Career Advancement
(sOO ®Builds Confidence
< i in

Courses Include:

® Live, instructor-led Webinars

@ Seasoned practitioners teaching practitioners

CISR Course Topics:

Agency Operations

Commercial Casualty |

Commercial Casualty Il

Elements of Risk Management
Insuring Commmercial Property
Insuring Personal Auto Exposures
Insuring Personal Residential Property
Life & Health Essentials

Personal Lines Miscellaneous

& Optional 1-hour final exam to earn
designation credit

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

To Register Visit

www.PlAoflLouisiana.com

THE NATIONAL ALLIANCE

www.piaoflouisiana.com



National General 2)

Auto, Home & Health Insurance

We're ready to be your top
ﬁ “ ™ choice multi-line carrier.

ook to us for your personal auto, RV,
homeowners and flood insurance needs.

aa

www.NatGenAgency.com

©2021 National General Insurance, an Allstate company. All Rights Reserved.
Eligibility, coverages and discounts may vary by state. Underwritten by member companies of National General Insurance.
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AMERICAS

INSURANCE COMPANY

Americas is committed to providing the
highest level of customer service. We challenge
ourselves daily and emphasize focus on
Loyalty, Stability and Reliability.

Specializing in Louisiana
Homeowners and Dwelling
Insurance

www.piaoflouisiana.com




504-736-0472

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

AT
P

-
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DRIVEN BY INNOVATION, CONVENIENCE AND SERVICE

T

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

o I L

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.

OCTOBER 2021

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®







Sankers

INSURANCE GROUP

hello

We're here for all your
INsurance needs!

HOMEOWNERS « COMMERCIAL « FLOOD

BANKERSINSURANCE.COM
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MEMBER BENEFIT INFOCUS

Liten Up!
By B.D Hicks

Actually, your smart car arranged
this meeting. She's worried
about your developing some

poor driving
habits.

Connected
Casualty

’e
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Evolve Your Sales & Service with
Winning@Virtual, a PIA Partnership

Program

Technology can establish and strengthen
your agency's customer relationships — if
you have the right people and processes in
place.

PIA’s 3-part toolkit will help you make
the most of today’s digital solutions. You
can use it to: assess your virtual readiness;
decide which technologies are right for you;
calculate ROl on the solutions you choose;
select vendors; apply best practices for
maximum results; and learn from other
agencies.

There’s a big shift taking place in

insurance. Visit www.winningatvirtual.
com and discover how you can not only

get prepared, but win.

Thank you to The PIA Partnership

for making all of this possible! PIA
Partnership companies include: Encompass
Insurance, Erie Insurance, Liberty Mutual,
MetLife Auto & Home, National General
Insurance, Progressive Insurance, Selective
Insurance Group, State Auto Insurance
Companies, The Hanover Insurance Group,
Travelers, and West Bend Mutual Insurance
Company. Bix

www.piaoflouisiana.com



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

OCTOBER 2021
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4021 W. E. Heck Ct., Building K
Baton Rouge, LA 70816

Together, we are

LOUISIANA
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’ I ‘ l‘ <

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

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



