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From 1989 to the present, Rough Notes has  
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the Rough Notes agent editorial advisory board
Our editorial strength starts with our foundation. No other publication has an  
editorial board composed solely of independent insurance agents. 

As the exclusive sponsor of the prestigious Rough Notes Agency of the Year award, Rough Notes 
has the opportunity to connect powerfully with leading agency principals from around the country. 
The winners of this coveted award are invited to share their experiences, insights, and strategies as 
members of the Rough Notes Agent Editorial Advisory Board. 

Each year, the editorial board meets with the magazine’s editors to talk about their top-of-mind  
concerns, challenges, and goals. The informal setting promotes frank discussion and generates a 
wealth of fresh ideas and keen perspectives that inspire the creation of vibrant features for future 
issues of Rough Notes. 

From eager new faces to seasoned veterans, these top-performing agents drive a dynamic exchange 
that energizes the readers of Rough Notes all year long. 
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Rough Notes agency of the month
Our ongoing commitment to the independent agency system keeps readers engaged 

From inspiring stories of entrepreneurship to growth opportunities in the marketplace,  
Rough Notes gives the nation’s leading—as well as up-and-coming—agents and brokers an  
unbiased look at the ideas, trends, and products and services that are shaping the independent 
insurance agency arena. 

Rough Notes’ involvement with and reputation among agents and brokers are evidenced by  
the fact that our Agency of the Month and Agency of the Year have become coveted awards 
among the nation’s top agents and brokers. Each month, Rough Notes editors recognize an  
Agency of the Month—selected from thousands of top-notch firms throughout the country.  
At the end of the year, an Agency of the Year is selected from the previous eleven Agencies of  
the Month. 



Our commitment to agents and brokers goes beyond the day-to-day business of insurance. 
Rough Notes was the first national insurance publication to recognize the vital role our readers 
play in the communities in which they live and work. Our annual Community Service Award 
honors independent agents for the extraordinary philanthropic initiatives they support and create. 
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Since 2001, The Rough Notes Company has contributed over $300,000 to the various agent 
charities around the country.

Community Service Award
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features

First-hand knowledge of, and a strong relationship with, the
influential agents and brokers you want to reach 

Rough Notes was the first national insurance publication to target  
independent agents. We know agents and brokers because we’re actively 
involved with them—and have been for more than a century. 

Unlike industry publications that serve multiple audiences, Rough Notes 
focuses on growth-oriented independent agents who are constantly  
searching for new and smarter ways to do business. If these are the  
agents you want to reach, there’s no better value for your advertising  
dollar than Rough Notes. 

Each month, thousands of agents and brokers avidly read Rough Notes, 
searching for innovative ideas and information on new products and services. 

Your message in Rough Notes is a powerful draw for the top producers 
you’re targeting.
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features

Skillfully presented 
feature stories help 
growth-oriented 
independent agents 
succeed in today’s 
challenging market
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“Zappos Tour Experience,” a 90-minute 
glimpse into the Zappos culture. The 
site says the tour gives “an inside look 
into our everyday work life on campus 
… offer[ing] a glimpse into the Zappos 
culture and a walk in a Zapponian’s 

shoes. Say hello to some of our amaz-
ing culture-filled departments, such as 
HR and our Customer Loyalty Team 
(customer service).”

A look at culture
Kachulis and another Gilbert’s 

manager took that tour on the tail end 
of a business trip to Southern California. 
“We drove from Los Angeles to Las Vegas 
specifically to tour Zappos,” he recalls. 
“It was interesting to go through and 
see some of the workstations and how 
some of the people dressed; they’re 
looking for a very eclectic group, and 
they tend to be a little bit weird.” 

His use of the term “weird” actually 
proves that Kachulis paid attention to 
what company leaders shared during 
the tour. One of Zappos’ 10 core values 
is “Create Fun and a Little Weirdness.” 
That plays out in a number of ways, 
including on its website. For example, 
to learn more about Hsieh and his 
senior staff, you won’t get very far 

looking for a link titled, “Corporate 
Officers” or “About our Team.” Nope, 
corporate exec bios are found under 
the “Meet Our Monkeys” tab.

One of Kachulis’s early tour obser-
vations was the fact that the Zappos 
office set-up reinforces the firm’s core 
values—in particular, those focused 
on relationships, communication and 
positive team spirit. “Tony Hsieh 
doesn’t occupy some big corner office,” 
Kachulis explains. “His workstation 
is right there in a big open room filled 
with all kinds of people working.

And by cubicles, Kachulis doesn’t 
mean ones with six-foot walls. “No, these 
are very low—maybe a foot or two above 
desk height,” he notes. “And his manage-
ment team is around him; the CFO is, 
maybe, a couple of stations over. This 
set-up really fosters communication with 
the management team, and they want 
management to be very accessible.”

Customer service focus also was 
apparent in the tour. “They encourage 
their customer service staff to spend 
as much time on a conversation as the 
customer wants,” Kachulis explains. 
“They monitor it, and even brag about 
a call that was hours long. You can test 
their customer focus by calling in and 
asking for recommendations on where 
to get a good pizza. The rep will ask 
where you live, then search online for 
the best pizza shops, and even offer to 
call your order in, if you want. They’re 
a little quirky, and it works for them.”

Service focus also is apparent in 
how the company addressed possible 
threats. “At a brainstorming session, 
management looked at what could 
cause Zappos to fail. They concluded 
that sending people the wrong shoes 
would generate bad online reviews 
that could ruin the company.” To 
address that, the company did some-
thing that, not surprisingly, was a little 
weird: they purposely sent people the 
wrong pair of shoes.

“The reason they did that—and 
their customer service reps were 
prepared and anxiously waiting for 
that call from customers who got 
them—was to turn the experience into 
a positive,” Kachulis explains. “They 
would apologize and then tell the 
customer they’d send out four pairs 
of shoes in different sizes and styles 
for the customer to try on. Then, the 
customer could keep two, and they 
wouldn’t be charged for the extra pair.”

Positive online reviews spiked. 
“People thought, ‘I can’t believe this 
company and how customer friendly 
and how wonderful they are,’ and they 
started posting online about their 
great experience with Zappos,” he 
notes. “That actually helped them grow 
their business—taking a negative and 
making it a positive.”

As part of its orientation process, 

every employee is required to spend 
time working the phones. “Every single 
person, even legal counsel, is required 
to sit on the customer service desk 
and answer questions,” Kachulis says. 
“It sounds simple, but it’s brilliant. It 
reinforces the culture and customer 
focus to everyone, regardless of title.”

The company also publishes a 
culture book. “Every employee is 
encouraged to write something about 
the company, and then these employee 
contributions are compiled and pub-
lished,” Kachulis says. “And they 
publish everything—good, bad, or 
indifferent. That’s part of their culture, 
too: open dialogue.”

When they went to Zappos, 
Kachulis and his tour mate upgraded 
their experience and paid for some 
one-on-one time with a team member. 
“One of the things that came up in 
that conversation was the cultural 
interview that Zappos does when 
hiring new employees,” he explains. 
“Given the fact that Hsieh believes the 
company’s success is built on culture,  
the interview is, perhaps, the most 
important part of the hiring and 
onboarding process.”

The Zappos manager who took part 
in the one-on-one session shared with 
the Gilbert’s leaders a copy of the form 
the company uses to drive its cultural 
interviews. “The cultural interview 
discussion and material was my great-
est takeaway from the visit,” Kachulis 
notes. “That’s because it was a pain 
point. We were experiencing the chal-
lenge of trying to hire really quality 
people who were technically proficient 
and who also were a good cultural fit 
for the organization.”

Agency changes
As a result of the trip, Gilbert’s 

incorporated a cultural interview into 
its hiring process. “We took our values 
and established a set of questions for 
each,” he explains. “The cultural inter-
view typically comes towards the end 
of the hiring process, when we’re near-
ing a final decision. At that point, 

By Dave Willis, CPIA

L 
 eadership is multifaceted. But at   
 its core is responsibility for  

organizational culture—designing, 
developing, and nurturing the shared 
values that drive how organizations 
operate. Author and former MIT Sloan 
School of Management Professor 
Edgar Schein put it this way: “[T]he 
unique function of leadership that 
distinguishes it from management 
and administration is … concern for 
culture. Leadership begins the cul-
ture creation process and … must 
also manage and sometimes change 
culture.”

Today’s business leaders recognize 
this. And many are doing something 
about it. Among these is Lew Kachulis, 
CPCU, CIC, CWCA, president of 
Gilbert’s Risk Solutions, a Sharon, 
Pennsylvania-based agency that was 

named Rough Notes December 2002 
Agency of the Month. “Focusing on 
culture has allowed us to bring on 
and develop star performers who are 
passionate about serving customers,” 
Kachulis says.

But it wasn’t always this way. “We 
found several years ago that, although 
we were hiring people who were very 
qualified from a technical standpoint, 
a few didn’t work out,” he says. “The 
reason was there wasn’t a good culture 
fit. Their values were not in alignment 
with Gilbert’s’ values, and, conse-
quently, we had to part company.”

At about that time—probably five 
or six years ago—Kachulis, an avid 
reader, learned about Zappos.com, an 
online retailer created in 1999 to sell 
shoes. “Even today, we think of Zappos 
as an online shoe store,” he explains. 
“But the CEO of the company, Tony 
Hsieh, defines his company very dif-
ferently—much like how we in the 

insurance business would, or should, 
define ours: It’s all about customer 
service and it’s all about the customer 
experience.”

Hsieh (pronounced Shay) has a 
rather remarkable business track 
record. In 1996, a year after graduating 
from Harvard, he launched an online 
advertising network that he sold to 
Microsoft less than three years later 
for $265 million. Next, he formed a 
venture capital firm and then, in early 
2000, he joined Zappos as CEO. In 
less than a decade, Zappos revenues 
reached a billion dollars and, in July 
2009, Amazon.com announced it 
bought the firm in a deal valued at 
$1.2 billion or so. 

Zappos, based in downtown Las 
Vegas, is widely recognized for its cul-
ture, which it selflessly discusses with 
just about anyone who is interested. 
The company actually conducts on-
site tours, including what it calls the 

LEADERSHIP

FOCUS ON CULTURE: CORE VALUES DRIVE 

SUCCESS

Tour of Las Vegas’s Zappos office
helps inspire agency culture focus

 “People 
thought,  

‘I can’t believe 
this company 
and how customer 
friendly and how  

wonderful they are,’  
and they started posting 
online about their great  

experience with Zappos. 
That actually helped 

them grow their 
business.”

—Lew Kachulis
 President
 Gilbert’s Risk Solutions 

Photos supplied by Zappos
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differently about their future. I’m pas-
sionate about that organization. When 
I was a member growing up, I loved 
the camaraderie and having a group of 
girls who weren’t only in my troop, but 
also at my school and in my grade.”

Another organization she vol-
unteers with is Dress for Success, 
which helps women get back into 
the work force. “There’s a boutique 
where women can get donated suits, 
shoes, jewelry, and accessories,” says 
Learned-Fenty. “The look is not the 
most important thing; there are also 
volunteers who offer career coach-
ing, resume reviews, mock interviews, 
anything that will help support these 
women. 

“Many are coming back into soci-
ety from homelessness or troubled 
life situations, or they may be single 
mothers who want to get back into a 
career field. They may have been out 
of work or were stay-at-home moms 
for a decade or so. Dress for Success 
really helps women prepare for career 
success.”

Learned-Fenty also volunteers 
with Habitat for Humanity. “I used to 
just be a donor, giving money when 
I was in college,” she explains. “This 
year I joined a women’s build team 
in the greater Indianapolis area, and 
I’ve been fundraising since November. 
There were 12 women on my build 
team, and collectively the Women 
Build Indianapolis teams raised over 
$121,000 for a new home.”

On May 19, the build team got down 
and dirty, assisting with the construc-
tion of a new home for a local single 
mother with two small children. “We 
were responsible for completing the 
siding and roofing support,” Learned-
Fenty says. “I had never helped build a 
house before, so it was empowering to 
do something out of my comfort zone. 
It was great to see right away how our 
efforts were helping someone reach her 
goal of owning a home. 

“The best part of the experience 
was working with the Tiger Team 
members, who work with Habitat 
for Humanity year-round and help 
coach others about construction and 
safety on the build sites. Most of these 
individuals are retirees who have 
volunteered with the organization for 
decades. I enjoyed learning from them 
and listening to their testimonies on 
how Habitat has made a difference in 
the community over the years.” 

NAAIA
In 2016 Victoria earned the 

National African American 
Insurance Association (NAAIA) 
Young Professional Award for the 
Indianapolis chapter. “I started my 
insurance career in 2012, and had 

connected with the NAAIA through 
the Indiana Big ‘I’ chapter,” Learned-
Fenty says. “It wasn’t until 2015 that 
I became heavily involved, getting 
hands on and learning more about the 
organization.

“That year I became—and still 
serve as—the secretary chair for the 
local NAAIA chapter. NAAIA is a non-
profit organization whose mission is  
to help bring diversity to and support  

minority communities within the 
insurance industry. In doing so, our 
biggest footprint is scholarship endow-
ment. Each of our chapters has its own 
scholarship fund, and all year we do 
fundraising to give money to someone 
currently enrolled in an undergradu-
ate program for risk management, 
accounting, or finance.

“As a board member, I help with 
organization and correspondence, in 
addition to fundraising and finding 
scholarship opportunities. The national 
NAAIA organization also has a seat on 

the national InVEST program, which 
goes into high schools and attends 
career fairs to help students under-
stand the insurance industry. I’m an 
advocate for getting young people into 
our industry.”

On top of her duties for the NAAIA, 
Learned-Fenty also is a member of the 
young professionals’ organizations of 
the Big “I” Indiana chapter and the 
Professional Insurance Agents (PIA)  
of Indiana.  

In conclusion
While volunteering with insurance-

related and community organizations 
is a great way to give back, having the 
opportunity to volunteer with one’s 
company is a great way to improve 
company culture. “Our office at Burns 
& Wilcox does quarterly philanthropic 
activities,” says Learned-Fenty. “We 
vote on a local nonprofit organization 
to support, and our managing director 
sets up a time when we can all go dur-
ing lunch, or go as a group at the end 
of the day or in the morning.”

During the past two holiday 
seasons, the company was busy pro-
viding meals for the less fortunate 
in the area, while having friendly 
in-office competitions in the process. 
In 2015 the office participated in the 
annual “Canstruction” project for 
Gleaners Food Bank of Indianapolis. 
Departments competed to see which 
could construct the most creative 
structure using canned and dry goods, 
which were donated to the food bank 
at the competition’s conclusion. A 
pasta drive in 2016 saw over 1,200 
pounds of pasta donated to Second 
Helpings, an Indianapolis nonprofit 
that “transforms lives through the 
power of food.”

Learned-Fenty points out that 
Jodie Kaufman Davis, corporate vice 
president and managing director of 
Burns & Wilcox Canada, recently 
established internal policies for a “time 
off to volunteer” program. 

At the end of the day, it’s all about 
helping others and the positive impact 
it has on them and oneself.

“We have a young office, and it’s 
cool seeing other young professionals 
as passionate as I am about giving 
back,” Learned-Fenty says. “I think 
seeing beyond yourself is important for 
young individuals, and volunteering 
helps with this.  

“In addition to volunteering with 
the organizations your company sup-
ports, do something that’s important 
to you, not just what your manager 
tells you to do, or something that will 
make you money or give you referrals. 
Do something you’re passionate about; 
otherwise it’s just another item on the 
to-do list.” n

By Christopher W. Cook

As 
 we wrap up our series on   
 “giving back,” we conclude 

with a young lady whose passion 
for volunteering benefits many indi-
viduals and organizations in her 
community. When her “to-do” list 
increases, the opportunity to do things 
for others keeps her balanced.

“Anybody can get caught up in 
the day-to-day—the transactions, the 
goals, and the numbers,” says Victoria 
Learned-Fenty, AINS, AIS, AU, a 
professional liability broker at the 
Indianapolis office of Burns & Wilcox. 
“Volunteering helps keep me more 
grounded and see the bigger purpose. 
Helping other people keeps me moti-
vated and gives me that ‘feel good’ 
feeling. I’m always wanting to pay it 
forward.” 

Learned-Fenty graduated from 
Indiana University’s Bloomington 
campus in 2010 with a degree in 
Spanish and a certificate in business 
from IU Kelley School of Business. 
Like many young professionals in the 
insurance industry, this was not her 

original plan.
“My sister graduated with a 

degree in risk management from Ball 
State, but oddly enough she didn’t get 
involved with insurance and I did; 
it’s kind of a joke we share,” Learned-
Fenty laughs. “The job market wasn’t 
awesome when I graduated, but I 
attended a few career fairs and found 
some good opportunities in the insur-
ance industry. 

“I never saw myself going into 
insurance because my background 
was more focused on nonprofit orga-
nizations and supporting the Latino 
community. I eventually found Burns 
& Wilcox, and I’ve been here the past 
five years.”

With the Baby Boomer generation 
reaching retirement age, now more 
than ever is a good time for young 
professionals to pursue careers in 
insurance. “I think it’s important that 
we have new talent and resources 
available; there’s a lot of opportunity 
within the insurance industry, espe-
cially with so many people retiring,” 
explains Learned-Fenty. 

“I started out as an assistant 
underwriter in our commercial lines 

division and after two years was pro-
moted to commercial underwriter, 
where I was responsible for my own 
book of business. Last May, I was 
provided the opportunity to apply 
for a broker position that was avail-
able in our office. Professional lines is 
one of our fastest growing segments, 
and our vision for our company is to 
have someone who is specialized in 
professional lines in each of our branch 
offices. I was promoted to become our 
professional lines broker to help grow 
that segment in our Indianapolis office.”

Helping the community
A former Girl Scout and a Brownie 

before that, Learned-Fenty spends 
time volunteering with the organiza-
tion. “I’m a registered mentor for the 
Girl Scouts,” she says. “With their 
mentorship program, I’m a guest 
speaker for troops. I speak to these 
girls about self-esteem, why education 
is important and how it leads to hav-
ing a successful career. 

“You never know when you’re going 
to influence someone or change their 
experience and get them thinking 

VOLUNTEERING:  
 MORE THAN JUST AN ITEM 
 ON YOUR TO-DO LIST

VOLUNTEERING:  
 MORE THAN JUST AN ITEM 
 ON YOUR TO-DO LIST

Indianapolis chapter NAAIA Young Professional 
Award winner is always looking for opportunities 
to pay it forward

YOUNG PROFESSIONALS

“You never 
know when you’re 

going to influence 
someone or change  
their experience and  
get them thinking  
differently about  

their future.”
—Victoria Learned-Fenty

Professional Liability Broker
Burns & Wilcox
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specialty lines 

Keen insights … consistent focus 

Diverse, dynamic, and disciplined, the specialty marketplace thrives on building  
relationships with successful retail agents and brokers.

Since The Rough Notes Company began publishing the annual specialty lines directory 
The Insurance Marketplace® more than 54 years ago, agents have come to depend on 
Rough Notes to keep its finger on the pulse of the excess-surplus and specialty market. 

The Insurance Marketplace serves as a “13th issue of Rough Notes” when it comes out 
each December, giving agents instant access to specialty and E&S insurers, MGAs and 
MGUs, wholesale brokers, and program administrators. 

What’s more, The Insurance Marketplace is updated continuously at the Rough Notes 
website. 

Rough Notes highlights the fast-growing specialty market in three powerful ways: 

1. An insightful overview of an individual specialty market niche. Hot new products 
… emerging trends … market outlook … and more. 

2. Interviews with carrier executives, MGAs, and program managers—Niche market 
professionals who interact with the Rough Notes audience of top retail producers.

3. Reliable data from trusted industry sources—Vital information to help Rough Notes 
readers understand the scope of the market and identify opportunities in specific niches.
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starts recording short segments of 
video at a time and automatically 
erases segments where nothing hap-
pened. A side benefit of the cradle is 
that it improves safety simply by tak-
ing the phone out of a driver’s hand. 

Greenlight also features a telemat-
ics functionality that records driving 
behavior. If an incident occurs—a 
sudden impact, for instance—the app 
immediately stores the video, which 
can be uploaded to the cloud. “The 
video can be used to help drivers learn 
from mistakes, or it could potentially 
exonerate them in the case of wrongful 
claims or fraud,” Green notes. 

If data show that a fleet driver is 
exhibiting risky behavior—perhaps 
braking too heavily too often—the 
driver gets a training video sent to his 
or her inbox with messaging about 
the driving issue. A report also can be 
sent to the company fleet manager or 
risk manager. “The driver takes the 
training, and it gets noted in his or 
her account,” Green says. “Monitoring 
continues, to show improvement or the 
need for further training.”

Fleet management
Another technology-based tool, 

Gorilla Safety, helps fleet operators 
with safety, government compliance, 
vehicle maintenance and more. “Gorilla 
Safety was started a few years ago 
with the idea of keeping trucks safer 
on the roads,” says co-founder Mark 
Walton, whose vision for the solution 
grew out of needs expressed by truck-
ing concerns his insurance agency 
serves. “Some of the issues we found 
when we’d go out to a risk and dis-
cuss their insurance was that they 
had a really hard time keeping up 
with Federal Motor Carrier Safety 
Administration (FMCSA) Compliance, 
Safety & Accountability (CSA) scores 
and paperwork.”

That led Walton and his partner 
and co-founder, Tommy Johnson, to 
develop a software-as-a-service-based 
management solution for fleet man-
agers. Key components include an 
automated vehicle inspection process, 
an accident feature, document support, 
trip logging, and more. 

The patented automated inspec-
tion process grew out of the drivers’ 
need to inspect their vehicles every 
day, pre-trip and post-trip. “If there’s 
a safety issue, they need to complete 
an inspection report that’s then given 
to a mechanic,” Walton explains. “The 
mechanic fixes the vehicle, and the 
driver signs off on the repair. We’ve 
automated this entire process and 
incorporated accountability to make 
trucks safer as they go down the road.” 

The accident feature helps drivers 

capture information quickly if an 
incident occurs. “We talked to defense 
attorneys as we built this functionality, 
so we could guide drivers through the 
process of capturing the right informa-
tion and pictures,” explains Johnson, 
who comes from the claims side of 
the insurance business. “We can get 
recorded statements from the other 
driver, if they’re willing, as well as 
from witnesses and passengers, along 
with basic policy information.” 

A claims summary is uploaded 
from the scene and can be sent 
immediately to the fleet manager, 
carrier claim department, and agent. 
“Reporting claims quickly tends to 
reduce overall claim costs,” Walton 
adds. 

Gorilla Safety also helps keep 
track of documents for the driver, the 
truck, and the company. “As agents, 
we’d frequently run into clients who 
didn’t keep up with things like run-
ning MVRs when they should,” Walton 
recalls. “We’ve automated the process, 
incorporating calendar reminders and 
accountability into the process.”

The firm also provides electronic 
 logging devices. 

“The federal government is 
mandating that motor carriers 
maintain an electronic log of how 
many hours drivers drive and 

how many they’re off duty,” Johnson 
explains. “We were the second com-
pany that was able to certify that it 
has a device that’s compliant with 
FMCSA requirements.” 

Business platform
Vantage Agora has created a busi-

ness operating system that helps 
logistics companies monitor, under-
stand, and use information about their 
operations—everything from sales and 
payment cycles to customer service 
and freight operations. The system, 
dubbed OX ZION, is used not only by 
office staff but also by drivers. “It’s a 
cloud-based product that’s available 
24/7,” explains Carlos Fuentes, senior 
vice president for corporate and gov-
ernment affairs. “Drivers can get into 
it using their smartphones or tablets, 
in their cabs or wherever they happen 
to be working.”

One app the product includes helps 
trucking companies purchase insur-
ance in partnership with Paul Hanson 
Partners International. “We work 
with program administrators that 
serve freight or logistics companies 
that use independent contractors for 

some of their deliveries,” Fuentes 
says. “These freight or logistics 
firms require that independent 
contractors that work with them 
carry certain types of insurance 
and maintain certain limits. The 
system can monitor that and let the 
contractor buy insurance through 
the program annually, semian-
nually, quarterly—even daily, if 
needed. Our goal is to build a mar-
ketplace that caters to all of their 
needs.” 

The platform also lets truckers 
who are part of the program purchase 
health insurance and a range of vol-

untary health benefits.  

By Dave Willis, CPIA

N 
ow more than ever, technology 
is playing a role in the trucking 

arena. From driver and fleet safety to 
compliance, logistics management and 
underwriting, a number of tools have 
come to market recently. Here’s a look 
at four of them.

Driver app
One of the newest products on the 

market is an app called Greenlight, 
which combines smartphone-based 
video capture and telematics to 
improve driver safety and document 
incidents if they do occur. 

“We wanted to develop something 
less complicated, something that 
would use the computer that’s already 
in everyone’s pocket—their smart-
phone—or another mobile device, 
like a tablet,” says Jason Green, co-
founder and CEO of the company that 

developed the product. “We wanted to 
leverage that to make better tools for 
drivers.”

Designed first for the consumer 
marketplace, the product generated 

immediate and significant interest from 
people interested in improving fleet 
safety. “With professional drivers, there’s 
high risk, a high need for safety, and 
often high insurance costs,” Green says. 
“If fleet owners can reduce claim costs 
and risk by a certain percentage, 
savings could be in the hundreds of 
thousands or millions of dollars.”

Green and his team connected with 
fleet insurance professionals who, he 
says, “had meaningful market part-
nerships and a really strong vision of 
where the technology could go. They 
helped guide us to where we are now—
launching with insurance discounts 
available for fleet vehicles from the 
at-launch date.” The first insurance 
partnership is with program adminis-
trator Paul Hanson Partners.

The complete Greenlight System 
includes the iOS or Android Greenlight 
app, a smart cradle that supports 
both iOS and Android, and a cigarette 
lighter adapter. After being placed in 
the cradle, the smartphone camera 

TRUCKING  
TOOLS

Automation solutions boost safety, efficiency and underwriting 
in the transportation sector

“Now agents 
can address issues 

immediately with their 
motor carriers, build-
ing relationships that 
involve helping them 
better manage risks.”

—Lyn Simon
   President

   TDS Reports
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environment, rising food costs, and 
evolving consumer preferences have 
had a tightening impact on profit,” 
says Brian White, technical under-
writing director for Nationwide’s 
businessowners policies. “For insur-
ance carriers,” he adds, “lower sales 
and payrolls place downward pres-
sure on premiums. As establishments 
evolve with their product and services 
offering, such as extended hours, food 
delivery, and alcoholic menu items, so 
do the risks facing each business.”

“The restaurant recession appears 
to be highly variable by region,” says 
Tony March, commercial product 
development manager for Farmers 
Insurance. “Where it has hit the hard-
est has been strongly influenced by 
lackluster consumer demand coupled 
with growing labor and regulatory 
costs.

“Over the past year, independent 
full-service restaurants seem to have 
suffered the most,” he adds. “That sec-
tor does not appear to be growing in 
terms of unit counts and may actually 
be shrinking a bit.”

Perhaps as a function of industry 
consolidation, March says average 
annual sales per location appear to be 
growing, especially among chains and 
franchised restaurants that special-
ize in “quick service” and “fast casual” 
operations.

Similar conditions are evident 
in the bar and nightclub business. 
Business in that sector has grown 
1% annually on average since 2012, 
according to the January 2017 Bars & 
Nightclubs Market Research Report 
by IBISWorld. There are today over 
68,000 such establishments.

If anyone needed a reminder of 
the tremendous risks inherent in bar 
ownership, it came in April 2015 when 
a Florida court awarded $60 million to 
a woman who was severely and per-
manently injured in an auto accident 
involving alcohol.

Significantly, the company that 
owned the restaurant was found neg-
ligent for serving her alcohol (she was 
underage at the time), even though her 
drinking did not cause the accident. 
She was a passenger in a car driven 
by another patron, who was not as 
seriously injured, but she prevailed in 
court on the grounds that her drink-
ing that night impeded her judgment 
about riding in the car.

Brew pubs stand out as an excep-
tion to the generally sluggish growth 
in eating and drinking establishments. 
Although still small in number com-
pared to their traditional counterparts, 
establishments that serve alcohol they 
brew, distill, or ferment on their own 
have grown substantially over the past 
decade.

According to the Brewers 

Association, the number of breweries 
in the United States more than  
doubled between 2012 and 2016, from 
2,475 to 5,301, with most of the 
increase attributed to a rapidly 
expanding number of microbreweries. 
Over the same period, the number of 
brew pubs increased from 1,180 to 1,916.

Margins and markets
Restaurants and bars typically 

operate on small margins amid intense 
competition, with significant expo-
sures for fire, employee injury, general 
liability (both premises and products), 
liquor liability, and employment prac-
tices liability.

A substantial number of establish-
ments have exposures for auto liability 
(for deliveries) and garage-keepers 
liability (for valet parking), services 
that can be essential to success.

Those looking to capitalize on the 
growth of brew pubs to compensate 
for reduced opportunities among other 
establishments need to be prepared to 
provide products liability coverage for 
beverages developed and distributed 
by the insured, sometimes on an almost 
experimental basis. 

Also, while brew pubs are gener-
ally designed to attract a discerning 
clientele that is unlikely to binge and 
become intoxicated, patrons often 
sample brews they are unfamiliar 
with, some with high alcohol content. 
The potential exists for a high-severity 
alcohol-related injury, even if no one 

needs to be “cut off.”
Competition among carriers for 

restaurant and bar business is intense. 
“We continue to see carriers targeting 
restaurants, which in turn is driving 
a competitive market,” says March. 
“As for businesses selling alcohol for 
consumption on premises, the more 
bar-like the risk, the more likely it is 
that general and liquor liability cover-
age are placed with an E&S carrier 
that offers scaled-back coverage.”

“Lower-hazard restaurants without 
bar or pub exposures are generally 
earning more competitive pricing,” 
says White.

To that mix of traditional expo-
sures, we can add the one that keeps 
popping up everywhere: cyber liability. 

In today’s networked world, it’s not 
only the value of one’s data that makes 
one a target for hackers, but also the 
link one offers to bigger targets, such 
as one’s bank. Fast-moving food estab-
lishments accept almost every form 
of in-person payment, often without 
checking identification or even requir-
ing a signature.

“A growing share of restaurant 
operations are investing in advanced 
technology that lets them accept mobile 
payments and online ordering,” says 
March. “We see rapidly growing aware-
ness of risks related to cyber crime.”

Although that exposure is rela-
tively new, the response from insurers 
builds on past performance. “For the 
most part, it is business as usual with 
coverages and pricing,” says March. 
“We continue to see demand for prod-
uct options and price points that can 
be tailored to meet the unique needs of 
operators whether big or small.”

At Nationwide, White says: “We 
provide a variety of solutions in both 
standard and E&S markets for our 
members in the food service industry. 
We strive to understand the unique 
risks and challenges for each individ-
ual operation and deliver coverage to 
protect each member.” n 

For more information:
Farmers Insurance
www.farmers.com
Nationwide
www.nationwide.com

The author
Joseph S. Harrington, CPCU, is an 
independent business writer specializ-
ing in property and casualty insurance 
coverages and operations. For 21 years, 
Joe was the communications direc-
tor for the American Association of 
Insurance Services (AAIS), a P-C advi-
sory organization. Prior to that, Joe 
worked in journalism and as a reporter 
and editor in financial services.

WRITING RISKS 
IN 
THE “RESTAURANT 

RECESSI N”
Restaurants face tough competition, but carriers are eager to insure them

By Joseph S. Harrington, CPCU

C 
onditions are not so hospitable
for sectors of the hospitality 

industry these days.
Some commentators are calling 

current conditions the “restaurant 
recession,” although that may over-
state matters, as overall volume 
appears flat, not in steep decline. 
There are signs of a significant decline 
in lunchtime patronage, however; a 

function, perhaps, of the growing num-
ber of people working from home at 
least part of each week.

There were about 624,000 res-
taurants in the United States in the 
spring of 2016, according to research 
firm NPD Group, down from a peak 
of more than 637,000 in 2014. The 
decline has come in independent, full-
service sit-down restaurants, as the 
number of chain locations and fast-
service outlets has grown slightly.

With contraction or slow growth 

in the market for basic meals, res-
taurants and bars must innovate to 
attract clientele and stay relevant in 
a market where being “trendy” is an 
imperative for survival. 

The resulting experimentation in 
menus and client experiences further 
complicates the already challenging 
task of insuring operations with a high 
rate of failure plus complex and poten-
tially severe risk exposures.

“For restaurants, increased 
competition, a competitive labor 

“We continue 
to see carriers 

targeting restaurants, 
which in turn is driving 
 a competitive market.”

 
—Tony March 

Commercial Product  
Development Manager 

Farmers Insurance
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benefits is big business
What makes Rough Notes a great partner for P/C advertisers,  
makes Rough Notes a great fit for benefits advertisers

Rough Notes is read by owners of independent insurance agencies and brokerages. Your  
message goes to a higher-level, more influential reader, giving you a higher impact. Our  
readers are predominantly owners of independent insurance brokerages and agencies selling  
to and managing an average of 1,027 clients in a given year. In the past 12 months, they aver-
aged over $28 million in health benefits sales and over $964,000 in voluntary benefits. They 
are the most difficult to reach yet the most lucrative sales channel in the insurance industry.

Our competitive advantage comes from our cornerstone editorial approach where we identify 
the leading firms that are innovators and industry leaders in providing solutions to their clients’ 
benefits and insurance needs. We put a microscope on best practices and share them with our  
readers every month.

*2014 Reader Profile Study

1027
Average Number of 

Clients Worked within 
Last 12 Months*

99%
Independent Producers

or Semi-Captive
Broker/Agent*

90%
Sell  

Benefits*

 
Disability Benefits 89%
Life Benefits 88%
Health Benefits 84%
AD&D 74%
Long-term Care 69%
Dental Benefits 68%
Voluntary Benefits 68%

 
 
Accident 68%
Supplemental Health 63%
Employee Wellness 63%
Cancer Insurance 62%
Vision Products 61%
Executive/Key Person 58%
Pharmacy Benefits 58%

 
 
Consumer Driven  
  (CDHC) 57%
Individual Insurance 56%
Enrollment Services
  and Tech 53%
Critical Illness 51%

Purchasing Power*

OUR READERS SELL
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multimedia

Delivering your message in Rough Notes heightens your  
credibility and allows you to capitalize on our powerful brand, 
built over 140 years of serving the independent agency system

Our print edition delivers crisp, focused content and compelling images 
each month to a receptive audience of agency decision makers who want 
your products, your services, your tools for growth. No stale news, no 
listings to boost page count, no useless fillers—just fresh ideas, emerging 
trends, and keen insights focused 100% on the independent agent.

Our digital edition brings your online message to life! Rich in vital 
resources for agents, www.roughnotes.com showcases our dynamic digital 
edition, and direct hyperlinks deliver motivated decision makers to your 
website.

Receiving over 50,000 unique page views per month,  
www.roughnotes.com is the information destination for agents.  
Each month the entire contents of Rough Notes magazine is available 
online in a digital version—free of charge.

What’s more, readers enjoy speedy, on-demand access to a complete  
electronic archive of Rough Notes articles going back to 1995.
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vendor/consultant profiles

Connecting you with motivated buyers of technology and services

In addition to being key decision makers when it comes to insurance  
markets, the agents and brokers who read Rough Notes are personally  
involved in purchasing: 

• computer hardware and software

• office equipment

• telecommunication and Internet services 

• educational and training resources 

• back-office processing

• human resource consulting

• third-party loss control and claims adjusting services 

… and much more

Place your message where these decision makers look for resources—in the 
pages of Rough Notes, the industry-leading publication that agents trust 
more than any other.
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You get 

what  y
ou give

 

 
internship program—two are required 
for academic credit—the program also 
features the first student-run captive 
insurance company and has continued 
to see 100% job placement for students. 

Zach Finn, ARM, director of the 
program and clinical professor, under-
stands that driver of job placement. 
“There will be around 400,000 job 
openings in the insurance industry in 
the next two years, and there are 82 
programs putting out approximately 
3,700 graduates a year; that’s absurd, 
and it has to be improved,” Finn says.

Before joining Butler, Finn worked 
as a risk manager for the J.M. Smucker 
Company and opted to leave corporate 
America to focus on its next generation.

“I believe so strongly in what we 
are doing,” says Finn. “I think risk 
management and insurance is one 
of the most underdeveloped areas 
in corporate America. That was one 
of the reasons that I came to Butler 
and helped establish the Davey Risk 

Management program.”
Finn uses his connections, like Jill 

Paris, to help keep students in the 
program engaged and aware of the 
opportunities available in insurance.

“Jill’s awesome; she understands 
the opportunities,” Finn says. “She 
makes sure that there’s a strong young 
agents group with the Big ‘I’ for the new 
folks to have a home for networking. 
It was natural through Jill to have 
the Big ‘I’ come in and work with our 
program. She and Mike Gilbert, then 
president of the Big ‘I’ Indiana chapter, 
created a pilot mentorship program, 
which currently has four of our stu-
dents being mentored by independent 
agents. They can help students navi-
gate the different career options that are 
available to them.”

Along with teaching several of 
the curriculum’s courses, Finn serves 
as the advisor for Butler’s chapter of 
Gamma Iota Sigma, the collegiate 
insurance, risk management and actu-
arial sciences professional fraternity.

“Before coming to Butler, I sat on the 
RIMS (Risk & Insurance Management 
Society) student advisory committee,”  
says Finn. “When I came here I had an 
idea based on what I saw other 
programs doing and not doing. The 
most important component of a risk 
management program is a chapter 
of Gamma Iota Sigma. I see a lot of 
insurance companies trying to recreate 
the wheel and figure out how to recruit 
and train Millennials, and Gamma is 
already doing that. 

“I spend a lot of my time with the 
Gamma chapter. I do risk management 
assessments for our student-run 
business in Butler’s Real Business 
Experience Program, and I provide 
risk management advice for our 
internship program. 

“Insurance and risk managment 
should be a required course in every 
school of business in the United States,” 
Finn asserts, “and it’s barely taught at 
all. I don’t understand how insurance 

companies can sell products when 
people don’t understand them because 
they weren’t taught about them.”

One student who was taught about 
insurance, Allysa Royse, a middle mar-
ket underwriting technician at CNA 
Insurance and a 2015 graduate of 
Butler’s Davey RMI program, credits 
Finn with derailing her from her origi-
nal education plans.

“I wanted to be a financial advisor,” 
says Royse. “I had Zach Finn for a 
basic business course at Butler, and  
he was always talking about insurance 
and trying to get us to go to Gamma 
Iota Sigma meetings, always pushing 
us to try the insurance and risk man-
agement class. I took the class, and his 
passion for the material really struck 
me, so I continued taking insurance 
classes. I saw it as something I could 
really get into.” 

While at Butler, Royse was a member 
of a team that competed at the RIMS 
Risk Manager case competition the 
first year that Butler participated.  
They finished in the top eight, which 
started the team on its journey of 
being competitive there. She was also 
an officer of Gamma Iota Sigma. 

Royse first met Jill Paris at a Big 
“I” conference and says they touch 
base periodically and that Paris was 
like a mentor to her. 

“My advice to Allysa was to get 
involved,” says Paris. “If you’re not 
networking, it’s going to be hard for 
people to remember what you do. I 
enjoy giving young professionals hints 
on things to do, people to network with 
and organizations to be a part of. I’m 
always trying to connect people. People 
call on me to be a resource, and I love 
it because I can help them grow their 
businesses.”

Giving back
Jill Paris finds plenty of ways to 

volunteer with her alma mater, serving 
on the Davey RMI board and repre-
senting Butler on the Central Indiana 

By Christopher W. Cook

T 
he late-90s alternative rock band 
 The New Radicals said it best 

in the title of their debut single: “You 
Get What You Give.” Rough Notes has 
decided to take a look at a few young 
professionals who exemplify this state- 
ment by giving back to the organizations 
that helped them in their careers.

Jill Paris, director of agency opera-
tions at Rupp Insurance in Carmel, 
Indiana, seemed destined to work in 
the insurance industry after her father 
started the agency in their family 
home in 1973; she helped out when 
she was younger with small tasks like 
filing. However, Paris, the Big “I” of 
Indiana Young Agent of the Year in 
2014, had different plans and attended 
Butler University to study telecom-
munications in hopes of working  
at a radio station. 

Telecommunications changed to 

business, and Paris graduated with a 
BS in business marketing in 2000— 
12 years before Butler launched its risk  
management and insurance program. 
To this day, Paris stays active in 
supporting her alma mater and its 
program.

“I’m passionate about my university; 
I had a great education,” Paris says. 
“I felt like when I graduated and was 
applying for jobs, I was ahead of my 
competition. I will never forget my 
first boss and mentor, Gary Fries, 
commenting to me about my resume 
and experience; him being a num-
bers person, I knew how to use Excel 
and had an entire class on Microsoft 
Office. Knowing these things gave me 
a huge advantage over candidates 
when I was interviewing for jobs, and 
it was one of the reasons I got an offer 
to work in Vail, Colorado, in hospitality 
management.” 

Paris eventually returned to 
Indiana with her family after moving 

around a bit—her husband’s a chef—
and she settled into the family 
agency. “I run all the daily operations, 
everything but accounting,” Paris 
says. On top of running the agency, 
she spends time volunteering at her 
former university. “I’m on the newly 
formed University Task Force, a new 
Big ‘I’ committee,” Paris explains. 
“It’s a liaison program with the three 
Indiana universities with insurance 
programs—Ball State, Indiana State 
and Butler.”

Butler connections
The Davey Risk Management and 

Insurance program at Butler 
University is just one of 82 such pro-
grams in the United States—compared 
to 799 institutions offering finance/
banking and 1,935 offering accounting. 
Ranked number one in the nation by 
Bloomberg Business Week for its  

YOUNG PROFESSIONALSYOUNG PROFESSIONALS

“I have people 
come up to me 

and say, ‘I feel like  
you’re everywhere,’  

and that’s good.”
 

—Jill Paris
Director of Agency Operations

Rupp Insurance

Butler University alumnae and director of RMI program share benefits of giving back
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By Elisabeth Boone, CPCU

B 
ig data and artificial intelligence 
are creating buzz today, with 

their promise to help insurers and 
other sales organizations leverage the 
numbers to increase market share, 
customer retention, and profits.

As an independent agent or broker, 
you’re facing intense competition from 
some powerful aggregators of big data 
such as GEICO, Progressive, eSur-
ance, newcomer Lemonade, and other 
players that are aiming squarely at 
your personal lines and small com-
mercial clients.

Perhaps you think big data and 
artificial intelligence are the province 
of these giants and the carriers you 
represent, and as an independent 
agent you can’t access or use these 
technologies to improve your own bot-
tom line.

Wrong, says Tony Cid, global 
head of commercial insurance at 
Intellect SEEC, which develops soft-
ware solutions for commercial lines 
underwriting, as well as for distribu-
tion, service, and claims handling for 
life insurance and annuities. (SEEC 
stands for Software Engineering 
Enhancement Center.)

Cid has over 30 years’ experience 
in the insurance business, with an 
emphasis on underwriting and agent 
engagement. After working for several 
major insurers, about three years ago 
he decided to do something different 
and joined Intellect SEEC, where he is 
responsible for Xponent, an artificial 
intelligence-powered underwriting 
workstation for commercial lines. He 
also is involved with Intellect Risk 
Analyst, a component of Xponent that 
is data-driven artificial intelligence 
software for commercial lines risk dis-
covery and assessment. 

“Our goal is to reduce the amount 
of work that both the agent and the 
company underwriter do to prepare a 
submission and develop a quote,” Cid 
explains. “With Xponent, our aim is 
to have as much information as pos-
sible prefilled on the application, with 
the data being drawn from a variety 
of sources on the Internet. If a client 
asks an agent to arrange, say, commer-
cial auto coverage, the agent should be 
able to input the name of the client’s 
business and have a good part of the 
app prefilled. The idea is to make the 
submission and risk analysis process 
as easy and painless as possible.”

Traditionally, Cid observes, most 
of the investment in streamlining 
processes has been made by insurers, 
with agents tending to take a more 
passive role. “I think agents need to 
play a more active role in managing 
that end-user experience,” he asserts. 

“Once development is complete, 
Xponent will allow them to do that.”

Lessons from Lemonade
Agents and insurers both would do 

well to take a page from the book of 
Lemonade, the “new kid on the block” 
that Cid says is revolutionizing the 
insurance distribution system. “If you 
visit their website and go through the 
application process, you’ll see that it’s 
seamless, easy, and intuitive,” he com-
ments. “This goes a long way toward 
minimizing the apprehension and dis-
trust that I think most consumers feel 
when buying insurance online. Their 
website has a lot of good content that 
explains what the consumer is buying. 

“What’s more,” he adds, “Lemonade 
deals with people and information 
in a very open and transparent way. 
They say: ‘Of course we want to 
make money. But when we feel we’ve 
reached the profit we deserve, we’re 
going to give money to charities.’ No 
other insurance company does this. 
People appreciate the ease of applying 
for a policy, the open communication 
and honesty, and the commitment to 
giving back to the community.”

Big data and artificial intelligence 
are not the exclusive domain of insur-
ers, Cid emphasizes. Agents also have 
access to these resources and, in fact, 
should do a better job of leveraging 
them to create what he calls “hyper-
customized” products.

“Most insurance products today 
are very regimented,” he observes. “A 
homeowners policy from Company A 
is essentially the same as one from 
Company B, C, or Z. A BOP is a BOP. 
Agents should take the lead by using 
big data to better understand their 
clients and position products in such a 
way that they’re more encompassing. 
Say I have auto, homeowners, and life 
policies. Each product is separate and 
distinct from the others. The agent 
can obtain data about me from the 
Internet, say from my Facebook page 
and other sources, to create a single 
product with a single premium that 
encompasses all three policies. Never 
before have we had the ability to 
bring vast amounts of data together 
to create products based on under-
writing the specific client rather than 
the mass of consumers. It’s all about 
improving the user experience.

“Insurers are not competing 
against insurers anymore, and agents 
are not competing against agents,” Cid 
continues. “We’re competing against 
Amazon, Google, and Facebook. Our 
prospects are accustomed to that kind 
of interaction with providers. People 
are being conditioned to expect quick, 
accurate, pleasant service. They’re 
not willing to wait two weeks to get a 
policy.”

How agents can leverage  
big data and artificial intelligence  

to meet client expectations

BIG  
DATA  
IS A  

BIG 
DEAL

TECHNOLOGY
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columns & departments

Experts share concepts and strategies that power agency growth

Each month, Rough Notes readers turn to our columns and departments 
for expert advice on how to motivate producers, build quality business, and 
manage people and work flows.

Rough Notes is privileged to present exclusive commentary from top  
agency management consultants such as Roger Sitkins and Scott Addis, 
as well as front-line agency leaders, like Chris Paradiso, Randy Boss and 
Marc McNulty. Other respected contributors cover a host of topics that 
resonate with a wide range of agency professionals, from legal trends and 
risk management to human resources issues, customer service and public 
policy analysis.

Your message in Rough Notes reaches 38,500 growth-oriented independent 
agents who are eager to discover how your products and services can help 
them achieve their goals.
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columns & departments

Editorial columns and departments deliver timely, 
practical information on need-to-know topics: 

• Agency Financial Management
• Employee Benefits
• Digital Marketing and Engagement
• Human Resource Management
• Leadership and Coaching
• Customer Service

• Mergers and Acquisitions
• Perpetuation Planning
• Court Decisions
• Public Policy Analysis and Opinion
• Alternative Risk Transfer
• Risk Management

and much more
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standout services for our valued partners

As a Rough Notes advertiser, you enjoy exclusive access to a wide array 
of services designed to deliver maximum impact for your ad dollar 

Inserts and Custom Options—Rough Notes offers a wide range of inserts and 
ad formats—from ride-alongs, tip-ins, coupons, and posters to gate and barrel 
folds. Take advantage of packaging options like customized polybagging and 
belly bands to get your message in front of your target audience the moment 
Rough Notes arrives on their desks. 

Free Online Exposure—The Rough Notes Company publishes an online  
digital version of Rough Notes magazine every month. As a Rough Notes  
advertiser you will receive bonus online exposure for free!

Database Marketing—Advertisers who want to reinforce their ad campaign 
with a direct mail program have access to Rough Notes’ exclusive subscriber list 
at substantially reduced rates. For details, call Tricia Cutter at 1-800-428-4384. 

Reader Service—Rough Notes makes it easy for agents and brokers to learn 
more about your products and services—and easy for you to fulfill requests for 
information and track responses. A postage-paid Reader Service Card is bound 
into each issue. Inquiries can be forwarded to you via fax, mail, or email. 
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standout services for our valued partners

Regional Advertising—Whether you’re doing business in a certain  
geographic area or want to test a new product or service in a specific market,  
let Rough Notes help you do it efficiently and cost-effectively. From our five 
regional editions, choose the areas you want to target.

Bonus Distribution—In addition to Rough Notes’ regular circulation, you get 
bonus distribution at key industry meetings and conventions. For a complete 
list of bonus circulation opportunities, see the Editorial Calendar in the back 
pocket of the folder. 

Complimentary Copies of Rough Notes—To launch your campaign, we’ll 
send a copy of the magazine along with a cover letter to your key customers  
or prospects. Prepare your own letter, or we’ll create it for you. Give us your  
list and we’ll handle the mailing. This service is free to 3X national and  
6X regional advertisers. 

Ad Reprints—Rough Notes offers black and white or color reprints to all  
advertisers at cost. They can be designed as a single page or as a 4-page with  
a customized sales message. Just supply the artwork for your sales message—
we’ll do the rest. 

When agency leaders are looking for new insights, strategies,  
 products, and technologies to drive growth in their businesses,  
they turn to Rough Notes

Count on Rough Notes to put you in front of “The Deciders”!
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Rough Notes: the #1 agent partner, advocate, and resource

Here’s why independent agents consistently say Rough Notes is #1:

• Exclusively focused on the independent agent community for 140 years

• Presenting keen insights and bold concepts that drive agency growth    

• Connected to agents … carriers … specialty markets … trade associations … 
  consultants … vendors … and more

• Consistently delivering top results for our advertising partners

Rough Notes: The independent agent’s most trusted resource since 1878
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Rough Notes Advertising Sales Representatives

Eric Hall
Executive Vice President - Advertising
National Sales Director
Ph    (800) 428-4384, ext. 1022
        (317) 816-1022 
Fax   (317) 816-1000
ehall@roughnotes.com

Dick Schoeninger
Vice President - Advertising - East Coast
Ph    (866) 918-2900
        (610) 640-2985 
Fax   (610) 640-2849 
dick@roughnotes.com

Marc Basis
Vice President
National Sales Director - Benefits Advertising
Ph    (866) 461-3045
        (561) 740-8110 
Fax   (561) 740-8101
marcb@roughnotes.com
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TECHNOLOGY: NOT YOUR AVERAGE RATING VENDOR
SPECIALTY LINES: THE MANY ASPECTS OF WEATHER INSURANCE

 AGENCY OF THE MONTH: 
UNIQUE M&A APPROACH 

FUELS RAPID GROWTH  
AT THIS JERSEY AGENCY

ALSO: COVERING UBER AND OTHER RIDESHARING BUSINESSES

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
AUGUST 2015

ALTERNATIVE RISK: TAX ISSUES FACING CAPTIVES
BENEFITS AGENCY: MIDDLE-MARKET FOCUS FUELS RAPID GROWTH

MARKETING: RPGs OFFER OPPORTUNITIES FOR AGENTS

 AGENCY OF THE MONTH: 
PERFORMANCE- 
BASED AGENCY

BRINGS THAT LESSON  
TO ITS CLIENTS

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
SEPTEMBER 2015

SPECIAL  

SECTION  

SPONSORED BY

YOUNG PROFESSIONALS: WORKING FROM HOME
BENEFITS PARTNERS: TEAMING UP WITH BENEFITS PROVIDER

SPECIALTY LINES MARKETS: PROFESSIONAL LIABILITY
TECHNOLOGY: STRATEGIES FOR ONLINE AGENCY SUCCESS

AGENCY PARTNERS: BACK-OFFICE OUTSOURCING

 AGENCY OF THE MONTH: 
CONNECTICUT  

AGENCY EVOLVES
INTO HIGH NET  

WORTH POWERHOUSE

ALSO: KEYSTONE HELPS MEMBERS WITH PERPETUATION PLANS

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
OCTOBER 2015

SPECIALTY LINES MARKETS: SECURITY GUARD INDUSTRY
TECHNOLOGY: XDTI PROVIDES “A NEW EMPLOYEE” TO AGENCIES

YOUNG PROFESSIONALS: RECRUITING NEW TALENT
MARKETING: DEMAND FOR CYBER COVERAGE GROWS

 AGENCY OF THE MONTH: 
WABASH, INDIANA, FIRM

FOCUSES ON REDUCING OR
ELIMINATING RISKS

ALSO: CAYMAN CAPTIVE SPECIAL SECTION

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
NOVEMBER 2015

MARKETING: ZYWAVE BUNDLES ONLINE TOOLS FOR AGENTS
SPECIALTY LINES MARKETS: 2016 PREVIEW

TECHNOLOGY: WEB-BASED RETENTION AND REFERRAL PLATFORM
BENEFITS AGENCY: EDUCATING CLIENTS ABOUT ACA FUELS GROWTH

 AGENCY OF THE MONTH: 
BECOMING PURPLE  

LETS THIS IOWA AGENCY 
STAY MANY STEPS 

AHEAD OF ITS COMPETITION

ALSO: SUBSTANCE ABUSE IN THE WORKFORCE

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
DECEMBER 2015

YOUNG PROFESSIONALS: CREATING AN EMPLOYEE REFERRAL PROGRAM
TECHNOLOGY: ELECTRONIC DOCUMENT DELIVERY SAVES TIME AND TREES

SPECIALTY LINES MARKETS: CONSTRUCTION
BENEFITS COMPANY: AFLAC’S WINGMAN PROGRAM

MARKETING: SMART CHOICE OPENS INDEPENDENCE TO CAPTIVE AGENTS

 AGENCY OF THE MONTH: 
CONSUMER ADVOCACY 
COMES NATURALLY TO 
THIS FLORIDA AGENCY

ALSO: VOLUNTARY BENEFITS SPECIAL REPORT

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
FEBRUARY 2016

CICA

Special Section

BENEFITS AGENCY: N.J. AGENCY HELPS KEEP COSTS DOWN
TECHNOLOGY: EZLYNX PLATFORM SEEKS TO DO EVERYTHING FOR AGENTS

SPECIALTY LINES: WORKERS COMP TPAs CAN HELP AGENTS DO MORE
YOUNG PROFESSIONALS: DEVELOPING NEW HIRES INTO LONG-TERM EMPLOYEES

 AGENCY OF THE MONTH: 
ARKANSAS AGENCY EXPANDS

THROUGH AGGRESSIVE ACQUISITIONS  
OF LIKE-MINDED AGENCIES

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
MARCH 2016

SPECIALTY LINES: AMATEUR ATHLETICS
BENEFITS AGENCY: GEORGIA AGENCY GOES NATIONAL

YOUNG PROFESSIONALS: MENTORSHIPS AND DESIGNATION CREATION

 AGENCY OF THE MONTH: 
CALIFORNIA AGENCY  
PUTS PEOPLE FIRST,

PROCESS AND  
PROMOTION FOLLOW

ALSO: INSURANCE FOR ADULT COMMUNITIES

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
APRIL 2016

SPECIALTY LINES: SOCIAL SERVICE AGENCIES AND OTHER NONPROFITS 
YOUNG PROFESSIONALS: BROKER SMACKDOWN ACCELERATES LEARNING CURVE

BENEFITS FEATURE: OPPORTUNITIES OUTSIDE THE P-C BOX
TECHNOLOGY: IVANS MARKET TOOL BENEFITS AGENCIES AND CARRIERS

 AGENCY OF THE MONTH: 
TRUST, KNOWLEDGE 

AND INNOVATION DRIVE 
GROWTH AND RETENTION 

AT EMPLOYEE-OWNED 
PENNSYLVANIA AGENCY 

ALSO: GLOBAL RISKS REPORT RECOMMENDATIONS

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
MAY 2016

SPECIALTY LINES: THE HOSPITALITY MARKET

TECHNOLOGY: ACT’s “SECURITY ISSUES POCKET GUIDE”

BENEFITS PARTNER: TPA HELPS EMPLOYERS STABILIZE HEALTHCARE COSTS

ALSO: BERMUDA CAPTIVE SPECIAL SECTION

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
             JUNE 2016

 AGENCY OF THE MONTH: 
CALIFORNIA AGENCY 
TURNS FRUSTRATION 

INTO SUCCESS 

SPECIALTY LINES: BUILDING  CONSTRUCTION MARKET SUCCESS
YOUNG PROFESSIONALS: USING INTERNSHIPS TO DEVELOP FUTURE TALENT

BENEFITS AGENCY: CULTIVATING THE HIGH-TECH START UP NICHE
TECHNOLOGY: AGENCY MOBILE APPS SOLIDIFY CLIENT RELATIONSHIPS

 AGENCY OF THE MONTH: 
FLORIDA AGENCY  

QUINTUPLES REVENUE  
IN SIX YEARS

ALSO: VCIA SPECIAL SECTION

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
JULY 2016

TECHNOLOGY: STRATEGIZING FOR A STRONGER FUTURE
SPECIALTY LINES: ADDRESSING CATASTROPHE RESPONSE 

YOUNG PROFESSIONALS: MENTORSHIPS PAIR MILLENNIALS WITH BOOMERS

 AGENCY OF THE MONTH: 
AGENCY MAKES  
EXTRAORDINARY  
THE ORDINARY 

ALSO: THE TOTAL STORY ON TOTAL LOSS

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
AUGUST 2016 

BENEFITS: WORKSITE SALES CONTINUE TO GROW
TECHNOLOGY: THE INSURANCE DIGITAL REVOLUTION

YOUNG INSURANCE PRO OF THE YEAR HONORED

 AGENCY OF THE MONTH: 
GOOD CITIZENSHIP HELPS 
DRIVE ILLINOIS AGENCY’S 

ORGANIC GROWTH

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
SEPTEMBER 2016

SPECIAL  

SECTION  

SPONSORED BY

SPECIALTY LINES: PROFESSIONAL LIABILITIES
TECHNOLOGY: INVESTMENT IN TECHNOLOGY INCREASES AGENCY’S CURRENT, FUTURE VALUE

YOUNG PROFESSIONALS: EMPLOYEE RETENTION/ SHOULD I STAY OR SHOULD I GO?

 AGENCY OF THE MONTH:

FAMILY ENVIRONMENT 
REMAINS, MORE THAN 100 

YEARS LATER

 AGENCY OF THE MONTH:

FAMILY ENVIRONMENT 
REMAINS, MORE THAN 100 

YEARS LATER

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
OCTOBER 2016

ALSO: A GUIDE TO B CORPORATIONS

 0991.indd   2 9/19/16   11:55 AM

SPECIALTY LINES: SECURITY INDUSTRY
YOUNG PROFESSIONALS: FUN AT WORK WORKS

TECHNOLOGY: AGENCIES WEIGH IN ON CONNECTIVITY

ALSO: CYBER INSURANCE PRODUCTS AND 
MOBILE RANSOMWARE

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
  NOVEMBER 2016

 AGENCY OF THE MONTH: 
COVERAGES EXPERTISE DRIVES 

ROCHESTER, MICHIGAN,  
AGENCY SUCCESS

YOUNG PROFESSIONALS: OFFERING OPPORTUNITIES TO RETAIN MILLENNIALS
TECHNOLOGY: SECURITY TIPS FOR INTERNET OF THINGS DEVICES

SPECIALTY LINES: 2017 PREVIEW

 AGENCY OF THE MONTH: 
CAROLINAS AGENCY 
HONORS THE PAST,

 LOOKS AHEAD

ALSO: NEW AND EMERGING  
INSURANCE PRODUCTS FOR 2017

 PROPERTY & CASUALTY AGENTS              AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
DECEMBER 2016

ALSO: CICA SPECIAL SECTION

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
   FEBRUARY 2017

 AGENCY OF THE MONTH: 
TENNESSEE AGENCY’S 

THIRD GENERATION 
LEARNS BY DOING

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
   FEBRUARY 2017

SPECIALTY LINES: THE CONSTRUCTION MARKET
BENEFITS AGENCY: GEORGIA’S HUTCHINSON TRAYLOR INSURANCE

LEADERSHIP: PERSONALIZE MOTIVATION, CARE AND UNDERSTANDING
YOUNG PROFESSIONALS: PSYCHOLOGY OF SALES

SPECIALTY LINES: THE CONSTRUCTION MARKET
BENEFITS AGENCY: GEORGIA’S HUTCHINSON TRAYLOR INSURANCE

LEADERSHIP: PERSONALIZE MOTIVATION, CARE AND UNDERSTANDING
YOUNG PROFESSIONALS: PSYCHOLOGY OF SALES

 0991.indd   1 1/20/17   3:35 PM

SPECIALTY LINES: RECREATIONAL BOATING MARKET
LEADERSHIP: ZAPPOS VISIT INSPIRES AGENCY CULTURE FOCUS

BROKEN GLASS: FROM PART TIME TO PRESIDENT
YOUNG PROFESSIONALS: 7 PRACTICAL TIME MANAGEMENT TIPS

ALSO: THE BUY BUTTON—ONCE-AND-DONE POLICY BINDING

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
         MARCH 2017

 AGENCY OF THE MONTH: 
TEXAS AGENCY 

ACHIEVES SUCCESS 
WITH A SPIRIT OF 

GRATITUDE

 AGENCY OF THE MONTH: 
TEXAS AGENCY 

ACHIEVES SUCCESS 
WITH A SPIRIT OF 

GRATITUDE

 0991.indd   1 2/20/17   11:26 AM

SPECIALTY LINES: FITNESS AND AMATEUR ATHLETICS 
TECHNOLOGY: TOOLS FOR MANAGING WORK COMP RISKS
BENEFITS AGENCY: INDIANA’S MEYERS GLAROS GROUP

 AGENCY OF THE MONTH: 
FLORIDA AGENCY  

BECOMES NATIONAL  
POWERHOUSE 

ALSO: RIMS SPECIAL SECTION

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
APRIL 2017

SPECIALTY LINES: SOCIAL SERVICES AGENCIES AND NONPROFITS
YOUNG PROFESSIONALS: YOU GET WHAT YOU GIVE

LEADERSHIP: THE POWER OF PURPOSE
BROKEN GLASS: COMPETENCE AND CONFIDENCE WIN THE DAY

 AGENCY OF THE MONTH: 
UTAH FIRM’S RISK FOCUS 

TAKES CUSTOMERS  
BEYOND INSURANCE

ALSO: LOGISTICS FOCUS HELPS DRIVE 
 TRUCKING PROGRAM GROWTH

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
MAY 2017

 0991.indd   1 4/19/17   11:48 AM

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
JUNE 2017

SPECIALTY LINES: HOTELS, RESORTS AND OTHER LODGING
PERSONAL LINES FOCUS: HIGH NET WORTH 
BROKEN GLASS: BUILDING ON STRENGTH

TECHNOLOGY: CLAIMS DOWNLOAD MATURES

 AGENCY OF THE MONTH: 
GROWING DENVER AGENCY 

FOCUSES ON CULTURE, 
SMALL-TOWN FEEL

 AGENCY OF THE MONTH: 
GROWING DENVER AGENCY 

FOCUSES ON CULTURE, 
SMALL-TOWN FEEL

ALSO: A LOOK AT DENTAL & VISION INSURANCE BENEFITSALSO: A LOOK AT DENTAL & VISION INSURANCE BENEFITS

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
JUNE 2017

 0991.indd   1 5/23/17   11:01 AM

SPECIALTY LINES: CONSTRUCTION INSURANCE REPORT
BENEFITS AGENCY: SMALL AGENCY IS BIG ON BENEFITS

BROKEN GLASS: A PATHWAY TO PHILANTHROPY 
AGENCY PARTNERS: “EMPLOYEE-FIRST” APPROACH TO COMP SUCCESS

 AGENCY OF THE MONTH:

 
RELATIONSHIPS AND 

EXPERTISE DRIVE  
EXTRAORDINARY 

GROWTH AT  
LAS VEGAS AGENCY

 AGENCY OF THE MONTH:

 
RELATIONSHIPS AND 

EXPERTISE DRIVE  
EXTRAORDINARY 

GROWTH AT  
LAS VEGAS AGENCY

ALSO: WORKERS COMP

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
JULY 2017

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
JULY 2017

 0991.indd   1 6/21/17   1:07 PM

SPECIALTY LINES: A LOOK AT FLOOD INSURANCE CHANGES
LEADERSHIP: CONTINUING EDUCATION FOR THE BOSS
BROKEN GLASS: SAVVY AND SMARTS DRIVE SUCCESS

BENEFITS: HELPING EMPLOYEES WITH HOSPITAL INDEMNITY

AGENCY OF THE MONTH:

EXPANDED SENSE OF PURPOSE 
HELPS OHIO AGENCY TAKE 

CHANCES AND GROW 

ALSO: CONNECTICUT YOUNG INSURANCE PRO 
NABS NATIONAL HONOR

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
AUGUST 2017

 0991   1 7/19/17   10:58 AM

LEADERSHIP: TRUST BOOSTS PERFORMANCE AND MORE
BENEFITS: AGENCY’S DISCIPLINED STRATEGY-BUILDING APPROACH 

PERSONAL LINES FOCUS: SELLING UMBRELLAS

 AGENCY OF THE MONTH: 
BEING DIFFERENT  

MAKES A DIFFERENCE  
FOR THIS INDIANA AND  

COLORADO FIRM

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
SEPTEMBER 2017

SPECIAL  

SECTION  

SPONSORED BY

 0991.indd   1 8/22/17   3:33 PM


