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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
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Bryan Duplantier,
Gretna

President, PIA of Louisiana

Throughout your career in the insurance indus-
try, | am sure you have traveled to many places.
| just visited Scottsdale, Arizona for an Agent
Advisory Council meeting. This very dry location
was the host town of the flood insurance-relat-
ed meeting, which was very interesting and suc-
cessful for all parties. However, the entertain-
ment provided after the meeting was fantastic.
We were provided an excursion with nice amen-
ities to the Phoenix Open PGA Golf Tournament.
The Waste Management Phoenix Open profes-
sional golf tournament is held in late January/
garly February at the Phoenix Country Club (TPC)
of Scottsdale, Arizona. It is nicknamed “The
Greatest Show on Grass” and is one of the most
popular events on the PGA tour. Attendance is
typically in excess of 500,000.

The most impressive and unique feature of the
event is the 16th hole. There is a 20,000 seat
grandstand that encloses the par 3,150-yard
16th hole, known as the Coliseum. Caddies race
from the tee box to the green. Players are booed
when they miss the green. Players have even
given the finger to the crowd after making a bad
show! Though the Ryder Cup has the team spirit
and cheering occurring on the course, this is at a
whole different level.

This is an event that is perhaps the beginning of
a newly accepted viewing of what is considered
a conservative, old school gentleman’s game
that has now been growing in popularity recent-
ly. For me to write about it means it made a
real impression. The experience of being in the
rambunctious crowd creates a different feeling
when watching a golf game.

This change in the viewing of a golf tournament
presents an interesting marketing and philo-
sophical change to the traditional game of golf.
So, instead of trying to prevent a divergence
from the norm, the Phoenix Open has embraced
the playfulness of the 16th hole and turned it
into an iconic symbol of their tournament. They
have been marketing the alternate format and
have turned their tournament into one with the
largest attendance on the PGA tour.

Check out this hole and imagine it full of peo-
ple hanging out, drinking, eating and having a
party while professional golfers are playing for
millions of dollars.

Continued on Page 9
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Premium Finance Corporation

= local
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Servin
PROFESSIONAL | Main Street
INSURANCE America™
AGENTS

OF LOUISIANA

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
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COMMISSIONER'S

COLUMN

Soon the 2020 Legislative Session will
begin in Baton Rouge. Due to term limits,
this incoming class of legislators includes
dozens of new or repositioned faces amid
the returning members. Having traveled
the state during the election cycle, | can
tell you that no issue is more of a focus for
these newly-elected Representatives and
Senators than the cost of auto insurance in
Louisiana. It is my firm belief that this ef-
fort will lower auto insurance rates here in
Louisiana while opponents to these reforms
have debated their impact and are offering
no real alternative. Louisiana voters have
made it loud and clear that our tort system
needs fixing and my staff and | stand ready
to work with legislators to bring meaningful
reforms in our state.

Representative Ray Garofalo has pre-filed
the Omnibus Premium Reduction Act of
2020, or House Bill 9. This hill closely mir-
rors last year's package and focuses on
reforming elements of our laws that make

Louisiana an outlier from the majority of
other states. Garofalo’s bill calls for a re-
duction of the jury trial threshold from the
highest in the nation $50,000 to $5,000 and
it would also increase the time to file a law-
suit from one year to two years, more close-
ly aligning us with other states in these
two areas. Further, the bill would allow for
reduced damages from collateral sources
of which we are one of only fifteen states
and removes a provision that allows claims
to be filed against an insurance company
as opposed to a named defendant. This
principle, known as direct action, is only
applicable in two other states. Lastly, this
legislation seeks to unmask the fact that a
plaintiff was not wearing their seatbelt at
the time of their accident. Most important-
ly, it would mandate insurance companies
to make annual rate filings to measure the
impact of these reforms on their profits and
premiums.

Many Legislators have expressed inter-

" Commissioner of Insurance |
Louisiana Department of

Insurnace
public@di.state.la.us

est in supporting the Omnibus Premium
Reduction Act of 2020 and we have been
sharing our knowledge and expertise with
all interested parties ahead of the session.
We are proud to do our part in attempting
to find affordable relief for consumers and
businesses to the challenges in our private
passenger and commercial auto markets.

The 2020 Regular Legislative Session will
open on March 9, 2020. Pk

504-736-0472

Our priority is to understand

in order to best serve your customers.

our business,

www.piaoflouisiana.com



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
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There is power in numbers! We know
this to be true, and so we are asking you
to help PIA grow its numbers so your or-
ganization can be more beneficial to you!
We know that face-to-face conversations
are the most impactful interactions when
attempting to communicate a value (i.e. in
this case recruit/sell membership). We also
know that personal testimony is one of the
most powerful tools of persuasion. Chap-
ters, and the members who comprise them,
are in the industry and brushing shoulders
with potential members on a day-to-day
basis. Therefore, it is sensible that the
association draw on our volunteers and
other active members at-large to reach po-
tential members to help grow and sustain
a healthy membership. So, we urge you to
help PIA grow!

In January, we held a Leadership Orien-
tation, which included chapter and YIPs
Board members. We kicked off a Member
Campaign that will run through May 31,
2020. We want all our members to help
grow PIA, so we're providing you the de-
tails below. Together, let’s grow PIA!

PIA Member Recruitment
Campaign

Objective:

To employ the volunteers and active mem-
bers to grow the association by communi-
cating the member value proposition and
drawing potential agency members to join.

Incentives:

Chapters AND Individual Members
who recruit new PIA Members will be rec-
ognized and rewarded for their successful
efforts:

PASSING IT ON!

For Chapters:

e Current chapter level scoreboard pub-
lished in current publications.

e Fach Chapter that meets their individual
chapter goals during the campaign period
will be recognized at convention and in
publications.

e Top Chapter Recruiter will win Chapter
Challenge and be awarded during PIA's
Awards Ceremony during the PIA 2020
Convention.

For Individuals:

e |ndividuals will be recognized in The
Agent’s Voice and The Agent's Link each
time he/she recruits a new member.

By Jody M. Boudreaux, CAE, CIC, CISR

e Fach individual who recruits 3 new mem-
bers in the campaign period will be award-
ed one of the following of their choice:

- One PIA of Louisiana Spouse/Guest
Registration for the 2020 Convention OR

- A $100 VISA gift card
e The TOP RECRUITER for the campaign
period will also be recognized during PIA's
Award Ceremony during the 2020 Conven-
tion.
e Fach time a new member is recruited,
the individual sponsor will be entered into
a drawing for a $25 Visa gift card.

- 2 drawings will be held: 3/31 (for the
period 1/1-3/31) and 6/30 (for the period
4/1-6/30).

Continued On Pae 9

Wednesday. April, 22, 2020

8$:00 pm -

11:00 pm

warehouse

FIVE %k THREE % FIVE

333 Garfield St. Lafayette. LA 70301

(same location as the Acadiana Crawifish Boil)

Y

Q¢

www.piaoflouisiana.com




Presidents Message Continued from Page 4

It is enjoyable to see a transformation in
the mundane three-day golf tournaments
held all over the world. Golf will and should
always retain its formalities, but when a
new twist brings interest and improves the
sports in many ways, the industry must no-
tice and adapt. Will it affect other tourna-
ments and will others duplicate parts of the
Phoenix Open? Well, time will tell.

Our insurance industry is seeing a radical
change due to the onset of big data. There
are Insurtech companies being created and
a whole new way of marketing that is an-
ything but traditional. The change is here,
and it is affecting the industry in many
ways very positively. It will be difficult for
many to adapt, some will go all in and have
great success; some will fail.

Our vision theme for 2020 salutes the 16th
Hole as it provides us with a moniker for
change. Be progressive and have a path to
follow while you adapt to what you can see

and where the future may bring you.
May the force be with you! Bk
Passing it on Continued from Page 8

Additional Tools & Support:

PIA of Louisiana will provide:

e A pipeline of member leads, plus any hot
leads that come in during the campaign

e Electronic copies of member benefits
brochures, applications, and other recruit-
ment tools (contact the PIA office for these
mateials)

® Phone/email support for member benefit
questions

e Follow up to potential members when
requested and contact information is pro-
vided

Guidelines:

e To be eligible for monetary rewards and
recognition a member must be a current
member in good standing of PIA of Louisi-
ana by May 31, 2020.

e New Members must be recruited for the

following membership category: Agency

Terms and Conditions:

e A new member is someone who never
had a membership with PIA or who has not
renewed their membership for at least 2
years.

e A new member must join PIA by June 30,
2020 to be counted in this campaign’s re-
cruitment count.

e |n the event that two members are re-
cruiting the same individual, credit will be
given to the member who is noted as the
Sponsor's Name on the new member's PIA
Membership Application.

e |n the event of a tie for the Top Recruiter
prize, the winner will be the Member who
first recruited the most new members. The
Membership Committee will verify the date
of joining for new members as recorded by
the PIA state office.

e The campaign period runs from January
1, 2020 to June 30, 2020. MIx

"‘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

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@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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NS Chapter Recognizes
Peter Klebba's Retirement
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Contrarian Thinking Can Put Us On The Right Track

By John Graham

It makes business more interesting when there
are a few contrarians around. A Jeff Bezos,
a Steve Jobs, or an Elon Musk, those who
challenge commonly accepted assumptions.
They stir our placid mental waters to get the
creative juices flowing.

As it turns out, the start of a new decade is
a good time for a little contrarian thought—
for looking at things differently. In fact, it may
be helpful since we're entering a period that
will present us with far-reaching changes and
daunting challenges. In other words, a time
when we can benefit from getting tougher
with ourselves.

Here are four contrarian thoughts about taken-
for-granted ideas that may be tried but, as it
turns out, not necessarily true:

1.Keep your head down and go with the
flow

Never raise your hand. Don't do anything to
call attention to yourself. Keep a low profile.
Go along to get along. Whatever else may
be said about the need for new ideas, these
remain the mantras for success. Those who
dare to wander off the path do so at their own
peril.

All of it may have worked when the goal was
having managers lead organizations. Their
mission was to make sure things ran like well-
oiled machines. It's no surprise that surveys
indicate that a high percentage of employees
(one puts it as high as 83%) are bored, want
new challenges, and are actively looking for
new jobs.

Today, the term manager is fading and
being replaced by a leader, someone who is
charged with the responsibility of assuring an
enterprise meets challenges by helping people
succeed.

2.Everything's going down the drain

In spite of an abundance of bad news and
unspeakable horrors, nothing seems to stop
us from hitching our wagons to a star, as

14

the saying goes. Even though we're faced
with mountainous problems, nothing seems
to curtail optimism, that tomorrow will be a
better day.

To be sure, there are good reasons why
the idea of progress holds sway over us.
Indicators over the last two centuries paint a
bright picture of the future—improved health,
longer lives, technological advancements, a
better educated citizenry, income growth, and
dozens more.

All this is wonderful, except it's not always the
way it plays out in our individual lives: loved
ones die, promises are broken, jobs are lost,
and dreams don't come true even when we
work hard. As someone has said, “Bad things
happen to good people.” They do, so It's easy
to be bitter, angry, and just plain negative.

Not long ago, | spoke with a man receiving
palliative care after surgery for stage 4
pancreatic cancer, which was discovered
weeks after his long-anticipated retirement.
To keep busy following surgery, he took a part-
time job. After a few minutes on the phone,
he told me he needed to get ready for work,
and added, “I love it!” That's when | came to
understand the awesomeness of resilience
and optimism.

3. Don 't sweat the small stuff

This is good advice since our lives seem to be
plagued with endless amounts of irritating,
time-consuming, and inexcusable stuff that
drives us crazy. This is why it's helpful to take
a "water off a duck’s back” approach as a way
to keep our sanity.

But (and here it comes), not about everything.
In a client memo, an attorney used “onerous”
(it means burdensome) instead of “onus” (it
means responsibility or duty), Small stuff? Just
a mistake. Perhaps, but when you're preparing
a legal document that impacts someone’s life,
it can be a big deal.

This is why a “Don’t worry about it” attitude
simply won't cut it in a business environment,

one that requires (and rewards) accuracy,
clarity, and focus. Vocabulary may not save
the world, but it may save your next sale, deal,
or even your job.

4.1'm a good judge of people

Most of us take pride in being good at figuring
out others. If asked, we would probably
say, “I sure like to think I'm a good judge of
character.” But, if you're like me, it's easy to
forget about the times you were wrong about
someone when it came to telling the truth.
Then, we wonder why we missed it. But it still
doesn’t stop us from thinking we're a pretty
good judge of people.

This is more than a personal issue, since it has
implications in business for hiring, selecting
people for promotions, and evaluating written
communications and presentations, as well
as working with consultants, vendors, and co-
workers.

Yet, | struggled with why it's so hard to know
when someone is lying. | found the answer
when reading Malcolm Gladwell's book,
Talking to Strangers. He discussed the “Theory
of Truth Default,” a concept developed by
communications researcher Timothy R. Levine,
Ph.D. We've all criticized others for failing to
spot a liar, even though there were plenty of
reasons or “red flags” to alert us to a problem.
But, as Gladwell says, we should be asking
something else “The right question is: were
there enough red flags to push you over the
threshold of belief? If there weren't, then
by defaulting to truth, you were only being
human.”

Here's an example. A Board of Realtors hired a
marketing consultant to help with announcing
the hiring of a new president, who was to
arrive shortly from another state. Even though
at the last minute, several executive board
members expressed concerns about the
individual's qualifications at a meeting.

Continued On Page 19
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Sales by the Obvious, and Not-so-Obvious, Numbers

By John Chapin

There really is no debate that sales is in fact
a numbers game. Here are some of the sales
numbers you know about along with some
others you may not.

The obvious numbers

The more people you talk to, the more business
you will do. Even a blind pig finds corn. If you
talk to enough people, you will eventually
bump into someone who says, “l need what
you have” or, “l know someone who needs
what you have.”

99.9% of the time when someone fails in
sales it's due to a lack of activity. They didn't
make enough calls to contact enough people,
to get enough qualified leads, to make enough
sales. The other .1% of the time, they got hit
by a bus.

You have to know your numbers and do the
math. What is your annual sales goal? How
much is your average sale? Based upon that
information, how many sales do you have
to make? Based upon your closing rate,
conversion rate, and contact rate, how many
calls do you have to make to get the necessary
prospects and sales? Next, break your numbers
down into monthly and weekly goals, and daily
activity.

Increase your daily-activity numbers above
by 10 to 20% because most salespeople over
estimate their success rate.

If you want to increase sales, simply increase
your prospecting by that amount. For example,
if you want to increase sales by 20%, increase
prospecting by 20%.

Ifyouwanttoincrease your sales exponentially,
increase your number of calls and get better at
selling. When you get better at each aspect of
prospecting, presenting, closing, and building
relationships, and thus are more effective with
your calls, a 20% increase in calls will lead to
an increase in sales far greater than 20%.

JANUARY-FEBRUARY 2020

The larger your network is, the more business
you will do. Your higgest issue is that not
enough people know who you are and
what you do. If everyone in your town and
surrounding towns, knew who you were and
what you did, you'd have plenty of business.
Assuming of course, that once they contacted
you, you were pleasant, trustworthy, and easy
to do business with.

The not-so-obvious numbers

Years ago, you had to contact someone at
least seven times before you started to get
mindshare and they began to have an idea
of who you were. The new number is 9 to 13
times. This is due to all the extra noise in the
world these days: the internet, cell phone,
e-mail, etc. On that subject. ..

81% appointments are set after the fourth
contact.

80% of salespeople never make four contacts.
44% of salespeople never follow up at all.

28% of salespeople never make a second
contact.

47% of sales go to the first company that
follows up on a lead.

To maximize your odds of making a sale,
follow up with a lead within an hour of them
hitting your website, or otherwise reaching
out to you.

Contact your top accounts 18 — 26 times per
year because the average person starts to
forget about you after 21 days.

6:00 a.m. or before = the time that most of the
top salespeople wake up in the morning.

80 hours+ = the amount of time the most
successful salespeople put into their business
per week, the first three to five years in
business.

There are 28 items you want to get on each
one of your top clients. E-mail me if you need
the list.

The 80/20 Rule applies to many aspects
of selling. In general, the top 20% of your
accounts will generate 80% of your sales.
80% of your prime-time should be spent on
sales activities: prospecting, presenting, and
closing. The top 20% of salespeople make
80% of the sales. Though, in my experience,
I've found the numbers to be more like the top
5 to 10% make 90 to 95% of the sales.

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
31 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. Ik

Congratulations to the
New CISR Designees!

New CISR Designees

Mrs. Karen K. Scioneaux, CISR,
AssuredPartners

Ms. Angela M. Bibbins, CISR,
HUB International

New CISR Elite Designee

Ms. Nicole St. Andre, CISR Elite,
Liggio Insurance Agency, Inc.




PARTNER NEWS

LWCC announces 2.9%
reduction for 2020

overall rate

LWCC has completed its annual actuarial
review and analysisand is pleased to announce
an overall rate reduction of 2.9%, effective
May 1, 2020. Since inception in 1992, LWCC
has reduced rates by 60.5% in support of our
mission of providing competitive workers'
compensation insurance to our policyholders
and to fulfill our purpose of helping Louisiana
businesses thrive.

We are accepting submissions for May 1,
2020, beginning today, January 2, 2020. You
may begin submitting business by emailing
applications  to  Application@lwcc.com.
Once the information has been uploaded,
you will receive a confirmation email, and
you can then proceed to CompZone to
complete the submission and receive a final
quote. Alternatively, you may also enter the
submission within CompZone.

Additionally, LWCC has adopted the National
Council on Compensation Insurance (NCCI)
miscellaneous values and the officerand owner
payroll limitations for all new and renewal
business bound on or after the effective date
of May 1, 2020. (Click here to view the NCCI
Miscellaneous Values 2020. Click here to view
the Officer and Owner Payroll Limitations.)

As a reminder, LWCC revised the commission
schedule increasing commissions for all
agents. Click here to view the commission
schedule that will become effective May 1,
2020.

We greatly appreciate your continued support
and business. If you have any questions,
please feel free to contact your underwriter or
agency relations representative.

LUBA Workers” Comp rated “A-
Excellent” by A.M. Best Company for the
sixteenth consecutive year

Baton Rouge, La. (January 7, 2020) — LUBA
Workers' Comp, a regional casualty insurance
company insuring businesses in Louisiana,
Mississippi, Arkansas, Texas, and Oklahoma
recently received an “A- Excellent” rating with
a stable outlook from A.M. Best Company for
the sixteenth consecutive year.

LUBA's A- Excellent rating demonstrates
its financial strength, strong operating
performance, sound claims handling practices
and long-term stability. The company has been
rated “A- Excellent” since 2003, proving its
long-standing position as a trusted insurance
carrier in the marketplace. LUBA is the second
largest writer of workers” comp in Louisiana,
the fourth largest in Mississippi, and continues
to expand its footprint across the region.
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FOREST INSURANCE FACILITIES

vned Surplus Lines Broker

131 Airline Drive, Suite 300, Metairie, LA 70001-6266
P.O. Box 7635, Metairie, LA 70010-7635

PHONE: (504) 831-8040

www.forestinsurance.com

FAX: (504) 831-4499

www.piaoflouisiana.com
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Learn more at www.lexcalins.com

Homeowners | Dwelling Fire
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home-cooked meals before
the mortgage is paid off:

Home insurance isn’t just for the house.
It’s for every moment around the table. It’s
for grandma’s recipes. And stories of good
days and bad. It’s for great food and better
company. It’s for the most important things.
Which is why we’ll be there through it all to

help guide the way forward.

Lighthouse Excalibur

INSURANCE COMPANY




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.
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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
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Contrarian Thinking can put us on the right Track Continued
from Page 14

Sensing the situation, the consultant asked
if he could be of help. They agreed. Within
36 hours, he turned up sufficient negative
information to push the executive committee
over the edge of belief. The employment
offer was withdrawn, avoiding a potentially
disruptive situation.

Dr. Levine holds that defaulting to truth is
human, which can be the easy way out. So,
when we have doubts, it's not time to remain
silent but to dig deeper.

While some contrarian thinking can be
damaging, it can also be helpful in clarifying
thinking and making better decisions.

John Graham of GrahamComm is a
marketing and sales strategy consultant
and business writer. He is the creator of

“Magnet Marketing,” and publishes a free
monthly eBulletin, “No Nonsense Marketing
& Sales Ideas.” Contact him at jgraham@
grahamcomm.com or johnrgraham.com. BIK

Partner News Continued From Page 16

“We are proud to have carried our strong
rating for 16 years despite difficult market
conditions,” said Mike DePaul, COO of LUBA
Workers” Comp. “This reinforces LUBA's
dedication to genuine dependability, sound
business practices, and superior customer
service.”

As the world's oldest and most authoritative
rating agency, A.M. Best's Credit Ratings
are benchmarks for assessing an insurer's
financial strength, as well as the credit quality
of its obligations. Ratings are based on four
primary factors: balance sheet strength,
operating performance, business profile, and
enterprise risk management (ERM). PA
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Welcome New Members!

ServiceMaster Elite Cleaning Services

Chele Services Inc. dba l\/IcKinne{
Insurance Services — Mandeville, LA

M J Kelly — Shreveport, LA
RapidSpect, LLC — Casselberry, FL

And, thanks to these members for
recruiting these new members:

Keith Hinson

Janice Hopkins

Metairie, LA Mike Gulley
Sunflower Insurance Agency ,
Metairie, LA Eric Vocke

Tallyho Insurance Services, LLC
Lafayette, LA

{ LANE &

ASSOCIATES, INC.

Growth & Delivered™

Growing Relationships Together.

We're a Louisiana small business that seeks to
exceed expectations and grow with our Louisiana
agents and insurance markets we
proudly represent.

Z (504)467-3123

M4 questions@gotolone.com

@ gotolone.com

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

(1)

Visit gotolane.com to learn more about fwin

#GoTolLane

our products and packages!
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At Bankers, We Know Louisiana.

In business for more than 40 years, we are the coastal experts in
Flood, Homeowners and Commercial. Offering the best products with exceptional
customer service and claims expertise. Get to know the Bankers difference today!

Don’t forget to ask us about our incentive and profit sharing programs for our agents.

We look forward to hearing from you, Louisiana.

BANKERS 800.627.0000 x 4900

| °
INSURANCE GROUP bankersmsurance.com

NATIONAL

www.piaoflouisiana.com



WORKERS’.

\YOU NEED
FOR THE INJURIES'
| YOU DON’T.j

STONETRUST Injuries happen. We'll take care of it when they do.

COMMERCIAL INSURANCE COMPANY 800.311.0997 stonetrustinsurance.com

JANUARY-FEBRUARY 2020




PlA of Louisiana’s
77th Annual Convention

Provided by Provided by
Warren Lefleur 55 3 | Baylle Babm

Provided by Ryan Page

22 www.piaoflouisiana.com



If we havent met, let us introduce ourselves

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

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

We finance. Insureds benefit. You profit.

CAPITAL

Contact us today for details.

Lucy Lindsey
832-350-2079

Lindsey@capitalpremium.net www.capitalpremium.net

JANUARY-FEBRUARY 2020 23
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PIA Members: Read them all at PIA AgencyMarketingGuide.com.
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Introducing the PIA
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The PIA Branding Program includes direct mail/digital marketing, print/radio
advertising and our extensive series of 1-pagers for your clients.

PIABrandingProgram.com

Thank you to the 2019 PIA Agency Marketing Guide sponsors:

_Aﬁerican Reliable

Agribusiness and Equine Mortality

direct marketing
vault
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Smart/)

Choice®
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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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MEMBER BENEFIT IN FOCUS

Liten Up!
By B.0. Hicks
| didn't send you the
email to discuss raising
my homeowner limits,
o] it was my
ey / smart home.
—]
—
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Flood Resources for PIA Members

Floods are the most common and costly
natural disaster in the U.S. Flooding events
have occurred in all 50 states and 98% of
counties in the U.S. and there is no sign
of flood devastation slowing down. That's
why educating your clients and prospects
about the importance of flood insurance is
critical, and timing your marketing efforts
to anticipate local flood risk is key.

We've gathered resources that can
help you market flood insurance to your
prospects and clients during March for
Flood Awareness Month.

Flood Insurance to Sell

Hartford Flood Insurance — Looking
for a new flood insurance market? PIA
has endorsed The Hartford as our flood
provider since 2004. The Hartford provides
dedicated local sales directors and book
transfer/rollover team to help move your
flood book. Plus, PIA members receive
special commission rates. Enroll today
or learn more by watching a prerecorded
webinar. Have a question? Contact your
local Hartford sales director.

Flood Sales Marketing Support

Flood Sales Prospect and Client Flood Email
Templates — Educate your prospects and
clients about the need for flood insurance
with these easy email templates.

Floodbroker.com — Make flood insurance
sales easier with an agency-branded flood
quoting microsite. Your microsite contains
Floodbroker's proprietary National Flood
Insurance Program (NFIP) quoting engine.
Insureds and prospects input information
about their property and generate an NFIP

quote. Quotes are then emailed back to
you, allowing you to complete the sale
using your appointed flood carrier of choice.
Learn more by watching a prerecorded
webinar.

Flood Insurance Marketing Support Center
— Access and review monthly newsletters
from The Hartford and Floodbroker.com,
download brochures to share with your
clients, and stay-up-to-date with FEMA/
WYO bulletins.

Additional Flood Support Materials

Floodsmart.gov for Agents — Provides
resources, tools, and downloadable
marketing materials and social media
support for agents that focus on selling,
marketing, and servicing flood insurance.
1Y

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

Find out more details
on advertising in

The Agent's Voice

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

www.piaoflouisiana.com



Cl SageSure

THE STRENGTH
AND STABILITY
YOU NEED

WITH THE COVERAGE YOUR
CUSTOMERS DESERVE

As the experts in Louisiana’s underserved areas, SageSure provides competitively priced
products that won’t let you down. Our commitment to our producers shapes the way we
do business every day.

Insurance in coastal states is our specialty.
We serve markets where the top 15 insurance carriers don’t offer capacity.

We help you do more in less.
We have invested in 60 significant software and feature enhancements in the past year.

No matter what, we’ll be here.
We have never pulled business from any state, for any reason.
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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.




