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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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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. 

Since 2001, The Rough Notes Company has contributed over $600,000 to the various agent 
charities around the country.

Community Service Award
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experience of serving with her family 
at a food pantry, she knew about food. 
In addition, because sharing faith is 
in the Shaw family DNA, what better 
way to feed spiritually hungry children 
than through soccer balls and food? 

A bit of serendipity occurred when 
a local attorney, himself a Texas A&M 
alum, offered to help set up a 501(c)(3), 
and GFB was off and running officially. 
For every soccer ball bought and used 
personally or given to someone locally, 
the Foundation buys and provides a 
ball and a meal to needy children dur-
ing a GFB mission trip overseas, the 
first of which was to Ghana. 

Why Ghana? That’s another bit of 
serendipity. During a summer soccer 
camp, Sarah had met a group of play-
ers from Ghana who had traveled to 
the States under the auspices of a pro-
gram called Right To Dream. Part of 
the players’ experience was to live in a 
boarding school and play soccer. Some 
later played professionally after finish-
ing their education. Sarah learned how 
soccer had changed their lives and, 
possibly unknowingly, she had tucked 
that away.

A true nonprofit    
Expenses? All of the soccer balls 

are stored in an extra office at Susan’s 
workplace, thus no overhead. Because 
Susan and Sarah take no salary and 
pay their own travel expenses, 100% 

course, a speech brings in donations. 
An SEC network interview with 
Sarah brought to light the work of 
GFB. And Susan recently participated 
in a 4x4x48 walk organized by and 
for agents. Every four hours over a 
48-hour span she walked four miles, 
showing her progress on Facebook 
and hoping to garner $1,500 in dona-
tions for GFB. She realized more than 
double that amount. 

Local charitable organizations 
also have joined in the campaign. For 

By Alice Ashby Roettger

“It    is [all] for the children! Kids 
 are kids all over the world. 

They want love. They need food. … 
Sometimes love looks like a soccer 
ball,” says Susan Shaw of the Shaw 
Insurance Agency in Hurst, Texas. 

And it is the Shaws’ “marriage” of 
family, faith, soccer and food that has 
resulted in an international effort, the 
scope of which neither Susan nor her 
daughter/partner Sarah could have 
envisioned. Nor did they ever envision 
that they’d become the recipient of the 
Rough Notes Company’s Community 
Service Award for their creation of the 
Goals for Bowls Foundation.

In Susan’s case, it all goes back to 
family—as so often is the case with 
successful people. A Texan born and 
reared, she pays verbal tribute to 
the values that her parents instilled 
in her through the years, and which 
she and her husband, Howard, have 
worked to instill in their own son and 
daughter. 

Two cases in point: Susan’s physi-
cist father made a conscious decision 
to control his own destiny workwise 
and started a real estate company. 
That entrepreneurial spirit prevailed 
throughout Susan’s childhood, as did a 
deep faith demonstrated by an exam-
ple of annual tithing and participating 
in the Children’s Christian Fund. 
Giving back was expected, because 
“to whom much is given, much will be 
required.” Susan and her sisters were 
encouraged to participate in the choos-
ing of what child to support as part of 
that giving-back philosophy. 

Enter insurance. Germania, the 
company with which Susan’s parents 
had their insurance, approached them 
to open an agency in 1981. “Daddy’s” 
love was still real estate, to the point 
where he had written 13 books in 
addition to teaching real estate prin-
ciples. So, after her husband became 
ill, “Mama” took on the venture with 
the proviso that she would handle only 
home personal lines. That went well 
until Germania wanted her to take on 
all lines and go electronic.

Susan and her husband moved 
back to Texas from Virginia Beach and 
purchased and renamed the agency, 
basing its philosophy on the Golden 

Rule. The fact that third-generation 
clients are an integral part of the 
Shaw Agency proves the efficacy of the 
firm’s relationship focus, rather than a 
transactional thrust. (Shaw Insurance 
Agency was the Rough Notes Agency of 
the Month in February 2022.  

Sarah’s dream
So how did soccer and Goals for 

Bowls (GFB) enter the picture? Part 
of the Golden Rule approach was 
for Shaw Insurance to give back to 
the community—evidenced by a list 
of activities so long that it takes up 
more than a page. In 2016, having 
graduated from Texas A&M, daughter 
Sarah was beginning to search for her 
own way to serve, possibly through a 
nonprofit. 

As a 7-year-old child, she had been 
asked by her pastor the usual “what 
do you want to do when you grow 
up” question. Her reply as a fledgling 
soccer player was, “I want to teach 
others about Jesus around the world 
through soccer.” The realization of that 
ambition had lain fallow until inju-
ries that occurred during her college 
years made it apparent that her soccer 
career was over.

At the same time, while searching 
for ideas, Sarah read Blake Mycoskie’s 
book, Start Something That Matters, 
in which he introduced the one-for-one 
concept—buy a pair of TOMS shoes 
and another free pair will be given to a 
needy child via various humanitarian 
organizations.

“I know what I want to do,” Sarah 
declared. After all, she certainly knew 
about soccer; and because of her 

SOCCER,  
FOOD AND 

FAITH
Mother-daughter team goes  

international to win the  
2022 Rough Notes  

Community Service Award

“We purchase  
nutritious foods from the 
area we are working in so 
we know what their diet 

is and what their physical needs are. 
We are paying into their local economy, 

which is relationship building for our  
organization and the local missionary 

we are there working with.” 
 

——Susan Shaw 
Owner

Shaw Insurance Agency

of the money specifically donated for 
food goes directly to the children. And 
by the way, Susan points out, “We pur-
chase nutritious foods from the area 
we are working in, so we know what 
their diet is and what their physical 
needs are. We are paying into their 
local economy, which is relationship 
building for our organization and the 
local missionary we are there working 
with. We stick to grocery staples, so it 
stretches every dollar we spend.” 

How does GFB raise funds? Of 

The Rough Notes Company’s Chief Operating Officer and Executive 
Vice President Sam Berman presents Susan with a $5,000 check for 

Goals for Bowls in her agency’s name. 

Susan Shaw holds the 2022  
Rough Notes Community Service Award. 



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 agencies and brokerages. Rough Notes editors recognize and  
select our featured agencies 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 monthly winners. 
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By Dennis H. Pillsbury

B 
ack in 2016, David R. Carothers, 
CIC, CRM, wasn’t even dream-

ing of having his agency appear on the 
cover of Rough Notes magazine. That’s 
because he was thinking about leaving 
the industry. He’d had an unhappy ex- 
perience and had started, with great 
success, to find a position in another 
industry. Several Fortune 500 compa-
nies had made him offers. 

However, the person who knows 
him best recognized that this was 
the wrong thing to do. “My beautiful 
wife Andrea reminded me how much 
I loved this industry,” he recalls, “and 
encouraged me to not let one bad 
experience chase me out of it. She 
strongly suggested that I remove my 
head from … (delete that). She said 
that I should start my own agency, so I 
could stay in the business that I love.

“Needless to say, I got right on 
that, and by July 1 had established 

Florida Risk Partners 
lives up to its name  

by establishing a  
true partnership  
with each client

ACHIEVING 
COLLABORATION 

 

AGENCY OF THE MONTH

Members of the Florida Risk Partners team. From left: Grayson Carothers, Andrea 
Carothers, David Carothers, Kyle Houck, Nicole Medina, and Jeramie Van Acker.

Florida Risk Partners, with an office 
in our dining room at our home in 
Valrico,” David recalls. “I was able to 
get several appointments and started 
writing business. However, there were 
a number of insurance companies that 
told me I needed a physical location 
other than our dining room, so I 
moved into our current location on 
Bloomingdale Avenue. 

“I started out primarily focusing 
on middle market commercial and 
emphasizing the concept that remains 

where we hang our hat: We seek to 
become risk management partners 
with every client. A big part of that 
starts with workers comp, where we 
use Mod Advisor to run an experience 
mod analysis for every client that has 
a mod higher than one.”

People and tech
David realized that there were 

two key ingredients he needed if he 
wanted his agency to sustain the kind 
of partnerships with clients that he 
felt was the right way to do business: 
great people and great tech. With both 
of those in place, he believed, Florida 
Risk Partners would be able to achieve 
the 100/100 partnership that the 
agency sought to achieve—one where 
the agency and the client were both 
committed to good risk management 
100% of the time. 

So, he set out to build a team of 
employees committed to this concept. 
And he started creating a tech stack 
that would essentially allow the agency 
and the client to build an individual-
ized website in the cloud, one that 
would provide tools clients could use 
to continuously track their progress 
in cost-effectively mitigating and 
eliminating risk. 

One of David’s early hires was 
Kyle Houck, who had a strong 
background in business-to-business 
marketing. David had met Kyle earlier 

by reading people and gaining their 
trust,” he adds. “Well, the first thing 
David asked me to do was trust him. 
He offered support and a path to 
equity. Both of those were missing 
where I was employed, so I did exactly 
what he asked me to do. I trusted him 
and took the job.

“I felt a level of peace after my 
conversation with him,” Kyle recalls, 
and today that level of peace is as 
strong as or stronger than ever. 

What Kyle did was essentially join 
a start-up and help it grow—all while 
learning the business of insurance. 
“I was relatively green in that area,” 
he explains. “However, the promised 
support was there, along with a 
growing tech stack that supported my 
efforts to quickly learn the business. 

“What was amazing to me was the 
fact that, particularly in workers comp, 
all the information is public domain; 
we have the software to use that infor-
mation to show prospects ways we can 
help them reduce their cost of risk and 
to help current clients do the same.”

Focusing on risk management
Kyle continues, “Because of this, 

before I approach a business, I can 
learn a great deal about their risk—
sometimes more than they know. That 
kind of knowledge can quickly turn a 
cold call into a new client. 

“Our technology has allowed us 

and admired his ability to reach 
out to businesses cold and almost 
immediately establish a trusted 
relationship. “When I started the 
agency, he was on my list of people 
to approach to come work with me,” 
David says.

The admiration was mutual. “I was 
impressed with David when I first met 
him,” Kyle says, “and even more so 
when he approached me to offer me a 
position. 

“I’ve pretty much made my living 

to be a player at all levels,” he adds. 
“We can compete for large commercial 
businesses and we can handle small 
businesses efficiently and profitably. 
Clients all get a level of service that 
is best-in-class. This has helped us to 
expand out from our middle market 
commercial specialty and to spread the 
risk for the agency. 

“We were leveraged when we 
were just in the middle market; the 
loss of one client could really hurt,” 
Kyle admits. “Now, we’re at that 

Team members gather in the agency’s conference room 
 for a sales and operations meeting.
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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 since the 1800s. 

Unlike industry publications that serve multiple audiences, Rough Notes 
focuses on growth-oriented independent agents and brokers who are  
constantly searching for new and smarter ways to do business. If  these are 
the agents and brokers 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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Skillfully presented 
feature stories help 
growth-oriented indepen-
dent agents and brokers 
succeed in today’s chal-
lenging market
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And though many agency principals 
are eager to get their employees back 
in the office, an analysis by McKinsey 
& Company concluded that insurance 
is one of a handful of industries that 
stands to benefit the most from remote 
work. McKinsey looked at 800 occupa- 
tions and 2,000 activities and determined 
that insurance would reap the biggest 
rewards from teleworking. It noted that 
many insurance functions can be per-
formed remotely without any loss in 
productivity.

At my own agency, we’ve continued 
to let our staff work from home. The 
results we’ve seen include higher pro-
ductivity, happier employees, reduced 
turnover and a younger, more digitally 
proficient workforce. 

Based on our experience, agencies 
that are willing to embrace the new 
realities of post-pandemic work are the 
most likely to find success in these new 
arrangements. For agencies still grap-
pling with remote work, here are a few 
key starting points:

Why it’s time for agency principals to  
give remote work a second look

By Dana Coates 

As 
 insurance agencies continue  
 to assess the viability of  

work-from-home arrangements, it’s 
important to keep in mind that 
remote work isn’t going away. As the 
Pew Research Center pointed out, 
the majority of workers with jobs 
that could be done from home were 
teleworking last year, even as offices 
reopened.  

TECHNOLOGY

MAKING  
WORK-FROM-HOME  
WORK

• Develop a telework plan for your 
agency, one that addresses your per- 
ceived shortcomings with working 
remotely. Some of these may simply 
be fears you have as a manager, and 
some may be legitimate concerns. 
All can be dealt with if you approach 
them positively and have a plan.

• Get the right technology to meet your 
telework goals and make sure your 
employees are using that technology 
to its fullest.

• Address specific telecommunication 

challenges, such as how to conduct 
face-to-face meetings, training, on- 
boarding and collaboration.

• Be proactive and creative in 
maintaining your agency’s culture. 
There are some very good ways to 
build teamwork using technology.

• Set expectations for work-from-home 
arrangements, including space and 
equipment requirements, internet 
connectivity, login security and 
periodic check-ins.

• Communicate often, but have a pur- 
pose and allow for feedback.

The technology tools you need
What are the tools that agencies are 

using to implement remote work? In a 
survey conducted last year, NetVU found 
that most agencies combine several soft- 
ware solutions to facilitate communica-
tion, team building and collaboration. 

To begin with, nearly every agency 
uses an agency management system 
(AMS) that can be accessed remotely. 
As you might expect, NetVU members 
are primarily using AMS360, Vertafore’s 
AMS solution.

Most agencies are on a Microsoft 
Windows platform, and 85% said they 
use Microsoft 365. Nearly eight in 10 
(78%) said they use Microsoft Teams or 
Slack for instant messaging and team 
collaboration. 

Of course, the first challenge is  
getting agencies to adopt these new 
technologies. The second is implement-
ing all of the features that come with a 
solution. Many agencies haven’t deploy- 
ed the technology they already have. 
Full adoption of technology is key to 
gaining both financial ROI and the 
intangible ROI derived from elevated 
client care.

Small changes in behavior, magni-
fied by technology improvements, can 
greatly increase agency productivity. 
For example, we’ve instituted a single, 
secure password system for the daily 
login to our management system. The 
system generates all of the passwords 
our employees need to log into other 
websites and systems. It saves our staff 
valuable time that can be devoted to 
servicing clients.

A lot of agencies are missing out on 
this timesaving aspect of technology. 
A minute here, a minute there—pretty 
soon it adds up to an hour saved each day. 

Cultivating culture in a remote 
environment

Prior to the pandemic, our employees 
had many opportunities for a face-to-
face interaction. When the pandemic 
hit, we had a real challenge in main-
taining our organizational culture. 

With competition for good talent 
keener than ever, remote work gives agencies 

the flexibility to hire the brightest employees … .

Interestingly, 81% said they use 
voice-over-internet-protocol (VoIP) tele- 
phones, but only 31% have eliminated 
traditional phone sets and only 29% are 
using their soft phone’s capability to 
text and fax. About half (49%) allow 
employees to have a VoIP app on their 
cell phone.

At our agency, each employee has a 
dedicated laptop that we provide for 
access to our cloud-based systems. Em- 
ployees can work remotely in our AMS, 
and we use Microsoft 365, Teams and VoIP.

Using technology to its fullest
If one good thing has come out of 

the pandemic, it’s that technology has 
dramatically improved in just a few 
short years. Many of the promises we’ve 
heard about—ease of use, simplicity, 
connectivity and integration—are 
finally coming true.

Indeed, as agencies scrambled to acquire 
the technology to work remotely, their 
teams began to suffer.

Before the pandemic, we began ex- 
perimenting with a culture-building 
tool called TINYpulse. The service 
allows us to take anonymous “pulse” 
surveys of our team. When COVID-19 
hit, we began “pulsing” employees 
weekly to make sure they were okay 
and to identify any potential morale 
problems. We found it tremendously 
helpful, and we continue to use it. In 
fact, all of the agencies I’ve talked to 
that do something similar have report- 
ed greater employee satisfaction, lower 
turnover and a healthier culture.

It may seem counterintuitive, but 
agencies that gave their employees the 
freedom to be independent in their 
remote work excelled during the pan-
demic. Those that viewed remote work 
with distrust and installed software to 
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brokerage, won’t characterize the 
commercial auto market as unstable, 
but she says it “has not turned around 
and is maybe less stable than other 
lines.

“Rate increases have moderated, 
and many of our better renewals are 
coming in mostly flat,” she says, “but 
carriers continue to exit, and there 
aren’t many new carriers entering the 
space. More competition and better 
success defending multi-million-dollar 
claims would help turn things around.”

Elusive equilibrium 
Jeff Morris, vice president 

of marketing and operations for 
Berkshire Hathaway Homestate 

Companies, shares the view that 
commercial auto insurance has quite 
a way to go before it achieves a new 
equilibrium.

“The commercial auto market is 
still experiencing serious difficulties,” 
he says. “Inflation is affecting claim 
severities and loss development, 
leading to increased uncertainty 
regarding necessary rate levels.

“I don’t think the commercial auto 
insurance market will stabilize until 
claims inflation and loss development 
patterns reach more firmly fixed and 
predictable levels.”

Given the legal and economic 
challenges outside the control of 
insurers and insureds, “stability will 
only come by focusing on what we can 

influence and improve,” says Beth 
Hannon, vice president of excess and 
surplus lines commercial auto for 
Nationwide Insurance.

“Our efforts focus on partnering 
with insureds to address what’s within 
their control, their driver training and 
safety practices,” she adds. “Telematics 
technology continues to evolve and 
improve results. These efforts combine 
to promote stability for individual 
risks and for the overall book.”

Drivers and telematics
Commercial auto insurers may also 

benefit from a relaxation in demand 
for experienced drivers, according to 
Hannon.

A “firm” market challenges agencies pressed to take on added risk

By Joseph S. Harrington, CPCU

O 
ver a decade of relatively 
benign conditions in property/

casualty insurance, commercial 
auto—buffeted by rising severities 
of both personal injury and physi-
cal damage losses—stood out as a 
uniquely distressed line struggling to 
achieve stable profitability.

Then, after several years of steep 
rate hikes, expanded implementation 
of vehicle telematics, and rigorous loss 
control efforts, commercial auto insur-
ance finally produced a combined ratio 
below 100 in 2021. The ratio rose to 
slightly above 100 in 2022, and some 
experts predict it will hover around 
there through 2024.

For a line featuring many short-
tail claims, predictions of a sustained 
period of underwriting losses is not 
good news. But with severe long-tail 
bodily injury claims having a profound 
impact on operating results, and with 
interest rates rising, a combined ratio 
around 100 may be sustainable.

So, will the better times last? Or do 
the immediate post-pandemic results 
mask unresolved imbalances in the line?

“There was a period of stabiliza-
tion, but then results took a turn for 
the worse in 2022,” says Nick Saeger,  
assistant vice president of transport-
ation products and pricing for Sentry 
Insurance. “The stabilization in 2021 
may have been a bit of a mirage aided 

by a decrease in accident frequency 
due to the pandemic. 

“In 2022, crashes started increas-
ing again, though perhaps still not back 
to a pre-pandemic level,” he adds. “At 
the same time, severity continues to 
increase. 

“The forces that have driven social 
inflation—attorney involvement in 
claims and litigation financing, to name 
two—have not abated. In addition, 
physical damage results have been 
eroded as the costs of parts, labor, and 
used vehicles have skyrocketed.”

Jennifer Ridgill, underwriting 
manager for commercial transport-
ation and trucking at Johnson & 
Johnson Insurance, a wholesale 

COMMERCIAL  AUTO

SPECIALTY LINES MARKETS

 Has the line  
turned a corner,  

or are there  
miles yet to go?
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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 56 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 January, 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 on 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 mar-
ket 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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By Joseph S. Harrington, CPCU

If 
 the market for professional  
 liability or “errors and omissions” 

(E&O) insurance seems to be “out of 
the woods,” it’s because it never got into 
them, or at least not too deeply.

For our purposes, “the woods” would 
indicate highly distressed market con- 
ditions—think commercial auto and  
excess liability. The market for pro- 
fessional liability coverage has certainly 
hardened in the wake of soaring jury 
verdicts, but adequate capacity support- 
ed by disciplined underwriting and 
pricing has served to avoid any serious 
market disruption.

“The E&O market continues to be 
strong, as professionals recognize the 
importance of the coverage, particularly 
for cyber,” says Sarah Medina, president, 
professional liability, at The Hanover 
Insurance Group, Inc. “While there are 

always new entrants and less stringent 
standards, pricing continues to increase 
in response to inflation and loss trends.”

“Trends differ somewhat based on 
the type of profession, but for most of 
the firms, capacity remains readily 
accessible,” says Andrea Potetz, head 
of professional liability product devel-
opment for The Hartford. “Rates have  
tempered for some classes, but profes-
sions in which inflationary costs trend 
higher are less likely to see that shift.”

Nick Kohlhof, a client executive for 
independent brokerage Holmes Murphy, 
observes that “professional liability 
coverage has tracked with the hard 
market in terms of pressure on rates, 
capacity, and underwriting scrutiny.

“It seems as though there are fewer 
insurance carriers coming to the table, 
and I’ve noticed a more involved and 
detailed underwriting process,” Kohlhof 
says. “In some cases, this has had more 
impact than the pricing itself, especial- 

ly in manufacturing, where there is 
increased attention to the potential 
impact of a design flaw or production 
error.” (Kohlhof specializes in covering 
professional liability of manufacturing, 
construction, and distribution firms, 
and his comments reflect conditions in 
those sectors.)

Monica Minkel, Holmes Murphy’s 
vice president and executive risk enter- 
prise leader, says that “underwriters 
are asking more questions and requir- 
ing greater detail, but pricing is largely 
stable, with increases for growth in 
client revenues and exposure. Rate 
adjustments have stabilized and are 
largely single digit.”

Minkel finds that capacity remains 
strong for lawyers, accountants, tech-
nology firms, financial services, and 
other professions, with some carriers 
expanding capacity they allocate for 
technology E&O coverage. “Individual 
carrier limits are generally capped at 

IS PROFESSIONAL LIABILITY    “OUT OF THE WOODS”?
 Capacity proves to be resilient for a line previously under stress
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$5 million,” she says, “but markets that 
maxed out at $3 million a year ago are 
back to $5 million. Few carriers are 
offering $10 million or more.”

Verdict inflation
It’s not surprising that some carriers 

might balk at providing higher limits, 
given the recent increases in liability 
claim severity. “Cases that go to jury are 
returning verdicts much higher than 
two years ago,” Minkel says. “Verdict 
inflation is real and here to stay.”

While liability claims frequency seems  
to be fairly consistent with premium, 
Medina sees claims inflation taking 
on a momentum of its own. “Increased 
verdicts are raising plaintiffs’ expect-
ations, slowing down resolution time, 
and leading to higher costs to defend 
and resolve matters,” she says.

According to Kohlhof, challenges in 
the external business environment, in- 

cluding inflation, difficulties in hiring 
and retention, and supply chain bottle- 
necks, have impacted both the frequency 
and severity of professional liability 
claims in the sectors he serves.

“Third-party financial damages 
caused by an inability to operate are 
much higher than they were three years 
ago,” he explains. “If a machine or part 
fails, there is a much longer turnaround 
time for replacement parts and labor. 
The indirect costs, such as payroll and 
overtime, missed deadlines, and loss  
of income, are likely to be greater as a 
result.

“This situation has prompted more 
suits against manufacturers and result- 
ed in greater claim costs,” Kohlhof says. 
“In the past, businesses might accept 
these losses as the cost of doing business, 
but when downtime increases and losses 
start to stack up, there’s a greater like-
lihood they’ll seek reimbursement from 
a third party.”

Kohlhof adds that professional lia- 
bility coverage is increasingly required, 
explicitly or by implication, under con- 
tracts or purchase orders. He finds that 
contracts now commonly assign liabil- 
ity to following manufacturers of 
components, with or without insurance 
requirements. “This can be dangerous,” 
he says. “Many firms are simply ‘check- 
ing the box’ of an indemnity agreement 
without realizing they are accepting 
additional liability that may not be 
insured.”

Labor and supplies
As noted, claim costs are compounded 

by the tight labor market and supply 
chain troubles.

“In any environment in which em- 
ployee turnover exceeds expectations, 
professional firms face increased expo- 
sure to errors or omissions,” says Potetz. 
“New employees handling long-term 

28 ROUGH NOTES JULY 2023 29

have shifted, placing more responsibil-
ity on contractors and subcontractors.”

In construction risk management, 
“safety is king,” says Wydeven, “but 
right behind that is contractual risk 
transfer. 

“Now more than ever, contractors 
need to develop well-written agree-
ments with their subcontractors,” she 
explains. “Most important, contractors 
need to have well-organized project files 
that include signed contracts, current 
certificates of insurance, and change 
orders.”

In some regions, general contractors 
are seeking higher limits than before 
on their subcontractors’ commercial 
general liability policies, according to 
Sarah Shine, senior vice president of 
commercial products for Erie Insur-
ance. Shine says she’s also seeing more 
requests for older versions of standard 
additional insured endorsements, some 
of which grant broader coverage than 
their more recent equivalents.

Property coverage
As for construction property 

coverage, particularly builders risk 
insurance, Shine finds that there has 
been little change in the design of 
products or rating plans as insureds 

and insurers adapt to rising costs. 
“Rate levels and limits utilized have 
increased due to the rising cost of labor 
and materials,” she says. “Many of our 
clients have increased their deduct-
ibles and retentions to help offset the 
increasing cost of coverage.”

Shine also detects a reduction in 
reinsurance capacity for larger risks, 
especially for wood frame construction 
projects, the area of construction most 
acutely affected by increased losses 
and soaring costs.

For wood frame construction, “large 
fire losses, water damage claims, 
and hurricane events have caused a 
meteoric shift in rates, terms and condi-
tions,” says Nicholas Cavaness, senior 
property broker for RPS. “The cost of 
coverage has more than doubled.

“While much of the increase is 
driven by loss experience on tradi-
tional construction, new methods such 
as modular construction, which can be 
prone to water damage, have put addi-
tional stress on loss ratios,” he says. 
“As a result, underwriting guidelines 
are being updated and new loss mitiga-
tion measures are being developed.”

In response to the increase in water 
damage claim frequency and severity 
in wood frame construction, Wydeven 
says that more insurers are adding 

separate water damage deductibles, 
requiring electronic monitoring of 
water leaks and humidity, and requir-
ing a defined emergency response as 
a component of water loss mitigation 
measures.

Buyers respond
Coping with the increased cost of 

coverage goes beyond the insurance 
transaction to project planning and 
design, according to Cavaness.

“Contractors are forced to keep a 
closer eye on the insurance market 
while developing budgets and design-
ing projects,” he says. “The large 
shift in rates and security costs have 
caused pain in project development. 
Buyers have also likely found that the 
informational needs have increased 
substantially as underwriters perform 
more due diligence than they have in 
the past.”

Danielle Stewart, national head 
of wholesale distribution for Everest 
Insurance, sees a growing number 

A “firm” market challenges agencies pressed to take on added risk

“Contractors who deliver quality 
work with strong quality controls 
and who execute on their safety programs will 

be in the best position to succeed.”
 

—Clare Wydeven 
Regional Vice President, Middle Market Construction

Nationwide

By Joseph S. Harrington 

O 
ver the past 15 years, the 
world’s economy has been bat-

tered by a global recession and a global 
pandemic, the latter coming just as the 
effects of the former finally receded.

No sector was more affected by 
those events than the construction sec-
tor in the United States, which nearly 
collapsed in the wake of rapidly falling 
real estate values after 2007, leading 
many experienced artisans and con-
tractors to leave the business, never to 
return.

Then, as the sector slowly recov-
ered, it was severely disrupted again by 
the COVID-19 pandemic, which inter-
rupted many projects and complicated 
work on those that proceeded. Labor 
shortages and supply chain disruptions 
drove up costs and aggravated delays.

Experts described the pandemic-
era construction insurance market as 

being in “a state of transition” from 
a decade-long softening of prices and 
underwriting criteria to a period of ris-
ing rates and intensified underwriting 
scrutiny.

Conditions have been little if at all 
better for construction insurers over 
the past several years. As they struggle 
to help their clients adapt, carriers 
have been reeling from soaring claims 
costs due to eye-popping jury verdicts 
and escalating costs of repair and 
reconstruction.

Liability coverage
Despite claims inflation and volatil-

ity in the construction sector, conditions 
were generally favorable for insur-
ers prior to the COVID-19 pandemic, 
according to Clare Wydeven, regional 
vice president of middle market con-
struction at Nationwide.

“Before COVID-19, we saw improv-
ing results for all lines,” she says. 

“COVID-19 drove the change in profit-
ability and availability. The pandemic 
contributed significantly to supply 
shortages, inflation in the cost of mate-
rials, and worker shortages.”

In response to rising claims costs, 
Sarah Wirtz, a senior vice president for 
RPS, finds that “our liability insurers 
are reducing capacity, restricting their 
terms, and putting sub-limits on cover-
ages that were previously offered at full 
policy limits.” Wirtz serves as RPS’s 
casualty manager and environmental 
practice leader.

Wirtz’s colleague Michael Scha-
fer, also an SVP and casualty broker 
for RPS, adds that the cumulative 
stresses over the past 15 years have 
led to increased costs and reduced 
availability of liability coverage. 
“Carriers have adapted by adjusting 
underwriting practices and offer-
ing specialized coverage solutions to 
address unique construction risks,” 
he says. “Risk transfer and allocation 

     CONSTRUCTION   
     INSURANCE
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The market is stressed but stable after 15 tumultuous years

“Carriers have adapted by  
adjusting underwriting practices and 
offering specialized coverage solutions to address 

unique construction risks.” 
 

—Michael Schafer
Senior Vice President and Casualty Broker

RPS
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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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“FatGPT” large language model 
technology to the table to leverage 
data assembled by the IntellAgents 
ecosystem.

According to Das, FatBrain applica-
tions eliminate time-consuming and 
error-prone work of insurance profes-
sionals by accessing extensive amounts 
of data to prefill application forms and 
underwriting reports with current 
information. Agents and brokers, for 
instance, can concentrate on “moving 
the knobs,” in Das’s words, by assess-
ing coverage selections (and rejections), 
limits, deductibles, and other factors to 
demonstrate their impact on price.

The firm’s differentiation capability 
is what Das calls “peer intelligence.” 
Even with limited information avail-
able, FatBrain applications can look 
across silos of data to detect similari-
ties in loss exposures and coverage 
requirements among different clients 
and accounts in different classes of 
business. 

This ability to recognize and act 
upon what Das calls “adjacent” types 
of business means that agents, bro-
kers, and carriers can extend their 
mastery to new classes of business for 
assessing market appetite, refining 
risk selection and pricing, and win-
ning new accounts.

Doubling down on agency  
effectiveness

This summer, the firm expanded 
the value it brings insurance agents 
and brokers—and their prospects and 
clients—with its introduction of Intell-
Agent Advisor. This agency-focused 
offering connects with existing agency 
systems or can function as an embed-
ded application programming interface 
(API) to support strategic partner-
ships. The result, says Stender, is an 
unmatched “ecosystem” of capabilities 
that he says can supercharge analysis 
and decision-making across the entire 
value chain of insurance. 

The new software-as-a-service 
(SaaS) platform allows the individual 
agents or brokers to become conversant 

“For decades, insurance sales and underwriting have 
been constrained by tedious efforts to gather infor-
mation on risks. [Now], producers can see the day 

when they spend all of their time working with their 
clients to ensure they are properly protected.”

 
—Mark Stender

President and CEO
IntellAgents

quickly about 
an account’s 
history, character-
istics, and coverage needs. According to 
Stender, IntellAgent Advisor will rap-
idly report the specific exposures facing 
a prospective client, along with indus-
try profiles of similar risks, simply by 
inputting a company name, address, or 
an image of an existing policy. 

Among other things, IntellAgent 
Advisor incorporates information 
provided through the Rough Notes 
Commercial Lines Risk Evaluation 
System, also referred to as the Rough 
Notes “commercial surveys.” 

The Commercial Lines Risk 
Evaluation System provides three 
categories of information for more 
than 700 classes of business risk: nar-
rative descriptions of common loss 
exposures for a class, sample ques-
tionnaires identifying policies and 
coverages likely to be of interest to 
an account, and a form for suggesting 
coverages and limits and verifying the 
buyer’s acceptance or rejection of the 
recommendations.

Stender points out that the Rough 
Notes knowledgebase lets Intell-
Agent Advisor provide information 
on minimum coverages, optional 

coverages, potential causes 
of loss and mitigating factors. 
For renewals, IntellAgent Advi-
sor looks for material changes in a 
client’s operation or growth and to 
reassess coverage needs. 

“With a few simple clicks, IntellA-
gent Advisor allows agents to analyze 
thousands of variables in minutes,” 
says Walt Gdowski, CEO and owner 
of The Rough Notes Company. “Using 
our survey information, IntellAgent 
Advisor allows agents to immediately 
contrast the coverage an account or 
prospect has with the coverage it 
should have, benchmarked against the 
coverage comparable companies have.”

AI, automation drive producer 
shift 

Das points out that FatBrain’s 
“machine learning is able to ‘tabu-
larize’ the text-formatted data 
(provided in the Rough Notes Com-
mercial Lines Risk Evaluation 
System) so it “aligns with how our 

T 
here are at least 900 insurtech 
vendors providing some sort of 

service to the property/casualty busi-
ness. That’s according to Mark Stender, 
president and CEO of IntellAgents, 
a subsidiary of FatBrain AI that is 
working to remove the costly friction of 
integrating old and new solutions that 
help agents and others in the indepen-
dent agency arena. 

“Each of these is great on its own,” 
Stender observes, “but the real value 
is to combine them into day-to-day 
operations,” he says. “It’s all about the 
network effect of connecting ‘best of 
breed’ capabilities.” 

Driving that value for independent 
agents and brokers is what Stender, 
who founded IntellAgents in 2019, and 
his team are working to accomplish 
with the firm’s launch this year of 
IntellAgent Advisor™, a cloud-based 
service designed to drive growth and 
increase productivity in agency sales 
and risk placement. 

AGENCY PARTNERS

Incorporating insurtech  
offerings with existing systems 
and “145 years of insurance data.”

DRIVING AGENT 
SALES AND 
PRODUCTIVITY  
WITH AI 
AND MORE 

“Coverage 
Comparison” lets 
agents compare 
existing coverages 
to those that are 
recommended to 
similar companies.

This property exposures 
“drill down” helps 

agents better understand 
potential loss causes and 

mitigating factors for  
700-plus classes  

of business.

By Joseph S. Harrington, CPCU

Building a one-stop shop
Founded in 2018, IntellAgents 

works to transform insurance opera-
tions by helping agencies, brokerages, 
carriers, and intermediaries utilize the 
best applications for their needs among 
the hundreds developed by “insurtechs” 
over the past 10 to 15 years.

In essence, IntellAgents incorporates 
insurtech applications into its platform 
and, when combined with existing sys-
tems, creates a “fast lane” to innovation. 
In a recent podcast, Stender explained 
that “we see ourselves as the insurtech 
to expedite the adoption of insurtechs. 
We’re fundamentally underwriting the 
insurtech.

“We are essentially a ‘one stop shop’ 
to discover, acquire, and connect all 
your insurance applications,” Stender 
says. “We curate these services, so to 
speak, so our users can get access to 
them. We’re like an octopus that grabs 
data from multiple sources and, of 

generations of technology, pulls it into a 
common format.”

IntellAgents’ ‘ecosystem’ provides 
connections to all parties of the insur-
ance ecosystem, giving access to a 
wide variety of data from a variety of 
sources.

Bringing AI to the mix
The comprehensive nature of the 

firm’s offering drew the interest of Fat-
Brain AI, which acquired the company 
in September 2022. As its name indi-
cates, FatBrain AI provides capabilities 
based on artificial intelligence and 
machine learning. Its focus is on small- 
and medium-sized businesses. 

“Big companies and big govern-
ment have the resources to leverage 
artificial intelligence,” says Rajarshi 
Das, FatBrain AI’s co-founder and chief 
scientific officer. “We are making AI 
available to all companies.” FatBrain 
AI brings proprietary patent-pending 

vendor/consultant profiles
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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, Mary Belka, Cheryl 
Koch, 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 profes-
sionals, from legal trends and risk management to human resources issues, 
customer service and public policy analysis.

Your message in Rough Notes reaches 35,000 growth-oriented independent 
agents and brokers who are eager to discover how your products and ser-
vices 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
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A worthwhile sales meeting will give 
producers something extra to put into 

practice … . With each meeting, they should be better 
equipped and more empowered to make sales.

OVERCOMING OBJECTIONS TO SALES MEETINGS
While most producers loathe them, it’s critical to have consistent, intentional meetings 

T 
he problem with sales meetings is that most 
agencies have them and, generally, most 

producers loathe them. Why? First and foremost, 
producers tend to view them as a waste of time. 
To them, meetings disrupt what they really want 
to do, which is work on sales rather than listen 
to someone talk about issues they don’t see as 
relevant. 

Other reasons producers dislike meetings:
• Lack of focus. If there’s no real purpose, what’s 

the point?
• Meetings don’t help them write more business 

or earn more money.
• Leaders appear to be more concerned with what 

they have to say, rather than what the producers 
need or want to hear.
Another reason salespeople dislike sales meet-

ings is that most are based around sharing 
numbers and data, with lengthy discussions about 
“good” numbers and “bad” numbers. The problem 
is that you can’t manage numbers! You can know 
the numbers, but you can only manage behaviors. 
That’s why the best sales meetings aren’t meetings 
about sales figures. They are sales improvement 
meetings. There is a big difference, and unlike the 
average sales manager who focuses on topics that 
could be shared in an email, the best sales leaders 
focus on the skills, the processes, and the attitudes 
that help producers become better at their craft. 

Why have meetings? 
If you ask most sales leaders what their number- 

one job is, they’ll usually say things like “improve 
sales,” “increase revenue,” or “grow the agency.” 
While that makes perfect sense, those are the results 
of a job well done, not the job itself. Do your producers 
leave meetings better than when they arrived? If 
not, it may be time you examined your effectiveness 
as a leader.

Your role as a sales leader is to improve your sales- 
people in order for them to improve their numbers.  

 
A worthwhile sales meeting will give producers 
something extra to put into practice on the street. 
With each meeting, they should be better equipped 
and more empowered to make sales.

Sales meetings also show a commitment to a 
sales culture. So many agencies say they have great 
service, which may mean they’re primarily a service 
organization that happens to do sales. The best 
agencies have a dynamic sales culture that also pro-
vides great service. 

Structuring your meetings
When scheduling sales meetings, it’s critical to 

be consistent or intentional. This conveys the mes-
sage that they’re important. Naturally, things will 
come up from time to time to derail your meeting 
schedule, such as holidays and other circumstances 
beyond your control. If it’s not a frequent occurrence, 
an occasional missed meeting isn’t going to cause 
irreparable harm to your sales department. However, 
when meetings become infrequent or inconsistent, 
it’s easy for them to fall by the wayside until they’re 
non-existent. This sends the wrong message about 
your sales organization. It also suggests indifference 
toward helping your producers improve. 

Keep in mind the following when scheduling 
your sales meetings:

• Frequency. Weekly meetings are recommended. 
You’ll notice that’s spelled “weekly,” not “weakly.” 
It’s not an obligatory get-together to muddle 
through. The goal is to learn and improve in a 
supportive environment. 

• Purpose. Meetings should have a purpose and 
an agenda that outlines topics of discussion. Know- 
ing why you’re meeting and what you want to 
say saves time and helps eliminate distractions. 

• Duration. One hour should be sufficient, assum- 
ing it is spent purposefully. That’s one-half of one 
percent of your 168-hour week to make you better 
at your craft. Remember, the point of a meeting 
is not to fill time, but to make the most of it. 

Winning Strategies
 By Brent Kelly
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Defining “disinterested”
Jon Parrish was insured under a 

policy issued by State Farm Florida  
Insurance Company when, in September 
2017, Hurricane Irma damaged his 
home. Parrish filed a claim and hired 
Keys Claims Consultants, Inc. (KCC) 
to provide public adjusting services—
that is, to assess the damage and the 
cost of repairs. Parrish agreed to pay 
KCC a contingency fee equal to 10% 
of whatever amount they eventually 
recovered from State Farm. 

In December 2017, representatives 
from State Farm and KCC inspected 
and evaluated the damage to Parrish’s 
home. KCC presented its estimate of the 
losses to State Farm, but State Farm 
could not reconcile KCC’s estimate 
with its own. On January 8, 2018, State 
Farm attempted to schedule a second 
inspection with KCC. 

That same day, Bobby Sims of KCC 
wrote a letter to State Farm demanding 
that the appraisal process set forth in 
Parrish’s policy be initiated. In his letter, 
Sims specified that George Keys, the 
president of KCC, would serve as 
Parrish’s appraiser. The appraisal 
provision in Parrish’s policy stated: 

If you and we fail to agree on 
the amount of loss, either party can 
demand that the amount of the loss 
be set by appraisal. A demand for 
appraisal must be in writing. You 
must comply with Your Duties After 
Loss before making a demand.

Each party will select a qualified, 
disinterested appraiser (emphasis 
added) and notify the other of the 
appraiser’s identity within 20 days 
of receipt of the written demand. 
Each party shall be responsible for 
the compensation of their selected 
appraiser. The two appraisers shall 
then select a qualified, disinterested 
umpire. If the two appraisers are 
unable to agree upon an umpire within 
15 days, you or we can ask a judge of 
a court of record in the state where 
the residence premises is located to 
select an umpire. Reasonable expenses 

of the appraisal and the reasonable 
compensation of the umpire shall be 
paid equally by you and us.

State Farm responded on January 15 
that it would be premature to enter  
appraisal before it finished investigating 
Parrish’s claim. State Farm also request- 
ed that KCC appoint an appraiser other 
than Keys. According to State Farm, Keys 
could not be considered a “disinterested” 
appraiser because his firm was already 
serving as Parrish’s public adjuster. 

On February 10, having completed 
its investigation of the claim, State Farm 
sent a letter to KCC with its own signif-
icantly lower damages estimate. After 
unsuccessful efforts to reconcile the 
estimates, State Farm issued its own 
demand for appraisal. Parrish again 
named Keys as his appraiser. State 
Farm then petitioned a trial court to 
compel Parrish to enter appraisal with 
a disinterested appraiser. 

The trial court denied State Farm’s 
petition, finding that Keys could serve 
as Parrish’s disinterested appraiser 
because the two had disclosed their 
arrangement to State Farm. The trial 
court also found that Parrish and KCC 
had no confidential attorney-client 
relationship that would disqualify Keys. 

The Second District reversed. 
It found that, within the context of 
the policy, “disinterested” was not 
ambiguous, and the requirement that 
appraisers be “disinterested” plainly 
excluded any appraiser who held an 
interest in the outcome of the appraisal 
process. Therefore Keys could not serve 
as Parrish’s disinterested appraiser. 

The Second District found that Keys 
had an interest for two reasons: First, 
KCC’s 10% stake in Parrish’s insurance 
payout necessarily gave Keys, the firm’s 
president, a pecuniary interest in the 
outcome of appraisal. Second, Keys 
could not be disinterested because KCC 
represented Parrish as his public 
adjuster. 

First, Parrish argued that the con-
text in which “disinterested” appeared 
in his insurance provision required the 
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To get traction on LinkedIn and 
take your personal branding efforts to a 
new level, you must find a balance with your target 
audience between personal and professional posts.

MASTER SOCIAL SELLING ON LINKEDIN FOR 
SUSTAINABLE GROWTH AND LONG-TERM SUCCESS
Building a strong community

As    we mentioned in last month’s column   
 about LinkedIn, today’s online consum-

ers have high expectations and demands. They 
want more relevant, personalized content; better 
service; quicker response; and a successful cus-
tomer experience. And they want it right now!

Rather than fighting this trend, listen to and 
follow your target audience. Connect with them and 
learn what they are engaging with. In other words, 
make yourself part of the conversations they are 
having. 

To get traction on LinkedIn and take your 
personal branding efforts to a new level, you must 
find a balance with your target audience between 
personal and professional posts. Strive to create 
likability and credibility. It’s important to share 
your stories and images so people feel that they 
know you; however, it is equally important to post 
relevant industry content so your prospects, clients, 
and underwriters view you as credible.

How? Start by creating testimonials and case 
studies that show you deliver value to your cus-
tomers. Try to make sure your personal stories 
are relevant to your industry and prospects, and 
always develop content that builds trust with your 
audience, not just sympathy. Share personal stories 
that are relevant to you but have a valuable mes-
sage for others.

Making proactive connections
LinkedIn users are tired of being spammed. 

Every day, our inbox is cluttered with invites and 
canned messages from aggressive transactional 
salespeople. After a while, nothing stands out or 
appears differentiated.

Making proactive connections breaks through 
the spam and sets you apart. Remember, you only  

 
have one job: connect with people you could do busi-
ness with. That starts by changing how you view 
your time on LinkedIn.

View your connections—whether you have 50 or 
500—as your community, and you are the mayor of 
that community. As mayor, you have two jobs:
1. Invite new residents to live in your community, 

but only if they are the right residents, aka 
people you can do business with.

2. Make these residents feel good about living in 
your community. How? Post valuable content 
weekly.
To make people feel good about doing business 

with you, spend time each week searching for people 
who could be good prospects.

Go to the search bar and define your target loca-
tion (city). It may be Denver, Colorado; Baltimore, 
Maryland; or Dallas, Texas. Then add the filters for 
CFOs, HR directors, CEOs, or presidents of compa-
nies that are in a specific industry and are a certain 
size in your targeted demographic area. 

Start by sending out connection requests and 
add a note. Say something simple, such as:

This is Andy. I’d love to connect with you here on 
LinkedIn if you’re open to it.

This is a good, passive way to send a connection 
request. You do not want the prospect to think you 
want to schedule a meeting with them because that 
makes them unlikely to accept your invite. Make 
it very clear that you are just trying to connect on 
LinkedIn, and the odds are that they will accept.

Ninja move: Send new connections a voice 
message. Here is where you take the connection 
to the next level. To do this, you’ll need to download 
the mobile version of LinkedIn. With the mobile app 
you’ll be able to send your first connections a voice 
message. It is one of the best tools you have to 
stand out on LinkedIn.

Beyond Insurance
 By Andy Neary and Carolyn Smith

and much more
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special sections

During the year, Rough Notes  magazine publishes a “Special Section” that focuses on  
industry groups, allowing their members to take advantage of  a discounted advertising rate 
and increased visibility to our agent audience.
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S 
uccess feeds on itself, but it doesn’t 
 necessarily make things easier. 

Program administrators find they have 
to work harder and smarter to com-
pete in the rapidly growing business 
segment.

“Program administration has 
grown tremendously over the last 
decade,” recounted Tom Gillingham, 
managing director of NFP, in a panel 
discussion on “Leveraging Actuarial 
Analysis for Competitive Advantage” 
during the 2023 Target Markets Mid-
Year Meeting. 

“With that growth come increasing 
responsibilities and expectations,” he 
continued. These expectations are mak-
ing actuarial analysis, once a luxury in 
a business renowned for improvisation, 
an imperative for launching and sus-
taining successful programs.

“Understanding and analyzing the 
data is a cornerstone to our success,” 
Gillingham added. “Unlike the old 
days when you could come to a Target 
Markets meeting and leave with a 
handshake deal, getting a deal done 
today is nearly impossible without actu-
arial sign off.”

Although some program admin-
istrators may balk at the cost and 
demands actuaries may bring to the 
process, they will have to bow to the 

“For the average lifespan of one 
of our programs, we stay with a car-
rier sometimes 10, 15, 20 years,” 
Skantharaja said. “That makes for 
a great partnership, but you want to 
see continuous evolution of the pric-
ing model. You want actuaries to 
evolve with you as a program develops 
instead of just hunkering down in 
their black boxes, as we know some 
carriers do.

“Last but not least, it is critical 
that we as a program administrator 
have a seat at the table; that these 
folks don’t just go away behind the 
curtain, come up with some magic 
numbers, and spit them out.”

Filling gaps

Since programs are often novel by 
their very nature, it follows that often 
there is little or no direct premium and 
loss experience to support ratemaking. 
Actuaries provide essential expertise 
in developing credible loss costs from 
data derived from comparable risks and 
exposures.

“Obviously, loss experience data 
is extremely valuable, along with any 
exposure information,” said Jonathan 
Abbott, senior vice president of NFP’s 
actuarial services. “But, for a startup, 
that isn’t always available. So, an abil-
ity to benchmark prospective rating 
plans with those from known entities, 
such as ISO, is very valuable.”

Abbott advised audience members 
to be well-prepared to engage with 
their actuaries, and not simply expect 
them to produce results on their own.

“Actuaries need more than data 
to accurately forecast how a busi-
ness is going to perform,” he said. “If 
you just provide them data and say, 
‘Go put it in your black box and come 
back with a number,’ they can do that, 
but the results will probably be very 
conservative.

“Those results won’t reflect a lot 
of the variables that program admin-
istrators can bring to the discussion,” 
he added. “These include changes in 
underwriting and claims handling, or 
changes in a portfolio mix as you grow 
your business in certain segments. 
There’s a lot that needs to be consid-
ered beyond premium and losses.

“Monitoring is extremely valuable,” 
Abbott continued. “Not only must you 
be aware of how claims are developing, 
but you want to be ahead of any trends 
in frequency or severity. Loss fre-
quency trends can show up early, even 
in longtail liability lines, so you should 
know ahead of time if claims volume is 
growing relative to your exposure.

inevitable. “Make no mistake, this 
is a good thing for the sustainability 
and profitability of our industry,” said 
Gillingham.

For those who still have doubts, 
Arden Insurance Services CEO Brian 
Cohen offers a cautionary tale: “When 
we first started, we couldn’t afford 
to hire an actuarial consultant. The 
lesson I learned is that you’re really 
walking in blind.

“The best analogy I can use is driv-
ing a car in the rain,” Cohen added 
later. “Actuarial information is your 
windshield wiper, allowing you to get a 
clearer view of how your book of busi-
ness is performing.

“Looking back, I think it hurt that 
we didn’t invest in an actuarial con-
sultant early on. I found later that our 
actuarial consultants have been able 
to provide input from their experience 
with related kinds of business and the 
issues we need to watch.”

Mutual vetting

Third-party administrators are 
long accustomed to proposing program 
ideas and relying on carriers and rein-
surers to provide any needed actuarial 
resources.

That’s changing, according to the 
panelists, as each program partner 

Third-party actuarial resources 
and data provide essential support 
for several of Tangram’s smaller pro-
grams “where the data we can provide 
wouldn’t be statistically significant on 
its own,” according to Skantharaja.

Intermediary role

As important as actuarial support 
has become for program success, it is 
equally important that intermediaries 
and program administrators not lose 
sight of the critical role they play in sup-
porting actuarial functions.

“Beyond profitability analysis, we 
all share an ongoing concern regard-
ing the exchange of data to maintain a 
program,” said Sharis. “We want data in 
its purest, unparsed form as early and 
as often as possible. We make actionable 
decisions based on information provided 
through our partnership. The more 
accurate that information is, the better 
our long-term partnership will be.”

benefits from having access to its own 
actuarial experts during negotia-
tions over targets for premium, loss 
ratios, and compensation, and while 
developing the product features and 
underwriting guidelines to achieve 
those objectives.

Speaking from a carrier perspec-
tive, Tracey Sharis, president of Liberty 
Mutual’s Global Risk Solutions North 
America Programs Group, said her firm 
uses actuaries to help “vet” MGA and 
MGU counterparts and develop rates 
and underwriting guidelines.

“We use actuaries to be as prepared 
as possible to control as many variables 
as we can,” she said, “and to get an accu-
rate outlook on what may come with a 
specific partnership.”

Speaking as a program administra-
tor, Rekha Skantharaja, president and 
CEO of Tangram Insurance Services, 
said, “We have the same ability to vet 
carriers as they have to vet us. 

“When we’re dealing with carriers 
and looking at their actuarial capabili-
ties, we consider several things,” she 
continued. “These include the depth 
and the breadth of the data they’re 
willing to provide and their ability to 
explain the assumptions they’ve made, 
the variables they’ve accounted for, and 
their logic for weighing the impact of 
different data points.

ACTUARIAL ANALYSIS NOW 
KEY TO PROGRAM BUSINESS 

Skantharaja counseled attendees 
that, “as intermediaries, we have to 
make our value in this food chain 
undeniable, especially given that mar-
gins are razor-thin for carriers. 

“We’ve used actuarial analysis to 
negotiate better profit shares and to 
get carriers to invest more resources 
into our programs, because we believe 
we are making more money than they 
usually think we’re making.” n

(Note: Some of the comments 
quoted in this article have been 
edited for context and brevity. For 
a recording of the Target Markets 
panel discussion, go to https://bit.
ly/2023TMActuarial.)

The author

Joseph S. Harrington, CPCU, is an inde-
pendent business writer.

Panel discusses the rising expectations of having access to own actuarial experts

“The best analogy I can use is  
driving a car in the rain. Actuarial information is 

your windshield wiper, allowing you to get a clearer 
view of how your book of business is performing.”

—Brian Cohen
Chief Executive Officer

Arden Insurance Services

“We want data in its purest, 
unparsed form as early and as often as possible. We 

make actionable decisions based on information  
provided through our partnership.” 

—Tracey Sharis
President, Global Risk Solutions North America Programs Group 

Liberty Mutual
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By Christopher W. Cook

I 
nsurance agency networks began emerging in the 1970s,   
 but in the past decade the number has greatly increased. 

The concept of bonding together for the betterment of all 
the agencies participating seemed ideal; however, there 
hadn’t been many studies done to determine specific ben-
efits of joining one. 

“There was 
some literature 
from a couple 
of companies 
out there: 
a survey of 
the largest 
networks and 
one on the 
best networks 
to work with, 
but no one 
had done a 
comprehensive, 
deep dive to 
provide quanti-
fiable facts  

 
about how active networks are in the insurance distribution 
space,” says Mike Strakhov, senior vice president, head 
of insurance lending at Live Oak Bank. Strakhov also 
presented the results of the 2022 Insurance Networks Study 
at the Insurance Networks Alliance (INA) Annual Meeting 
this past January in Fort Worth, Texas. (Live Oak Bank 
was one of seven sponsors of the study, alongside Chubb, 
Keystone, SmartChoice, Travelers, United Valley Insurance 

Services and Utica 
National Insurance 
Group.)

Conducted 
between September 
and November 2021 
by INA, in tandem 
with Advisen Ltd. (a 
Zywave company), 
the study—with 34 
representatives of 
insurance network 
member agencies 
responding—provided 
some answers to 
questions about 

networks regarding size, growth and 
influence that had long been asked. 

The results
Overall, the INA survey found 

that, “insurance agency networks 
are thriving and are recognized for 
providing a platform of connectivity 
among agencies and carrier partners,” 
Strakhov said.

“Over a three-year period, the 
number of members, as well as the 
premiums that flowed through the 
network, [have] showed significant 
growth year to year. Clearly, networks 
do continue to grow and add value 
to the agency,” added Jim Blinn, 
executive vice president of client 
solutions at Advisen, who joined 
Strakhov in the presentation.

While the survey was about 
“networks,” an early surprising result 
involved what respondents called 
themselves. While 71% said they were 
part of a network, 18% identified as 
aggregators, 15% as clusters, 3% as 
wholesalers, and 9% as something else. 
Doing the math, yes, that equals 116%, 
because respondents were allowed to 
check off more than one box. “What 
is a network? What is an aggregator? 
What is a cluster?,” asked Strakhov. 
“We could have a nice debate on what 
everyone thinks these mean and the 
differences amongst each.”

Rene Swan, regional executive vice 
president at United Valley Insurance 
Services, concurs. “The responses were 
interesting, something as basic as what 
do you call yourself,” she says. “Our 
organization’s been around for almost 
40 years, and we called ourselves a 
cluster for 32 of those.

“I think there’s still a lack of clarity 

around what [groups are] individually. 
As for the definitions, probably every 
one of these is a subset of the term 
aggregator. I personally would avoid 
simply ‘aggregator,’ and we might 
seek clarification around the 9% who 
selected ‘other;’ I’d love to see a list. 
Maybe we provide some additional 
options with definitions [going 
forward].” 

Another result that has drawn 
questions is the number of agency 
networks currently in the United 
States. While the study estimated 
150, Swan believes that number’s 
low. “I think there are far more,” she 
says. “There are many ways of putting 
together a network or a cluster, and 
a large percentage of them, I think, 
are still co-ops that just share market 
and maximize their profit sharing 
but don’t truly have a professional 
business management structure. I 
think [the study] missed a segment of 
the marketplace that isn’t sticking up 
and saying, ‘hey, I’m a network.’” 

“I’ve been trying to figure out 
[how many networks there are] for 
years, and it’s extremely difficult to 
do because every once in a while you 
make a phone call and you find out 
there’s another,” Strakhov said. 

With this 150 estimated networks, 
the study reported that 22,000 agencies 
are members of one. Total network-
controlled premium was reported at 
$66 billion, accounting for 5% of the 
United States’ total of $1.28 trillion, as 
reported by the Insurance Information 
Institute for 2020.

As for how networks are managed 
and structured, “it is a tremendously 
diverse group,” Swan says. “I would 
love to see greater differentiation for 
when we face our carriers—for the 
carriers to understand that they’re 

dealing with a professionally managed 
network that’s giving them quality 
and vetted member agencies bringing 
quality business.” 

“Some of the organizations might 
work as member-owned, some might 
not necessarily have any defined 
management, or they might have 
management that passes from member 
to member,” Strakhov said.

Most respondents (85%) are 
professionally managed, compared 
to 15% that are member managed. 
Regarding structure, 49% were 
independently owned, 37% member 
owned, 6% private equity owned, while 
8% responded “other.”

As for the number of licensed 
agency members in a network, 29% 
have between one and 50, 58% have 
between 50 and 500, and 13% have 
over 500.

Another key finding was the number 
of performance standards needed for 
new agency members to join a network. 
Swan finds it intriguing to be able to 
see what other networks are doing when 
it comes to inviting new members. 

Strakhov said: “[Agencies] just 
don’t join a network by showing up 
and asking for a membership; there’s 
a qualification process, and it’s about 
quality, profitability, and future 
growth. Those aspects are important 
not only for the network, but certainly 
for the carrier partners.”

Blinn found it interesting to compare 
and contrast between the responding 
networks what was considered more 
or less important and/or relevant for 
new members to join. When it comes to 
network membership requirements:

• 66% require references
• 63% will consider start-ups with a 

book of business
• 53% require a minimum number of 

years in business

INSURANCE NETWORKS: SURVEY SAYS …
   Inaugural Insurance Networks Alliance study provides a variety of statistics 
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“[Agencies] just don’t join a  
network by showing up and asking for 
a membership; there’s a qualification process, and it’s 

about quality, profitability, and future growth.”
 

—Mike Strakhov
Senior Vice President, Head of Insurance Lending

Live Oak Bank

Target Markets Program 
Administrators Association

Insurance Networks Alliance
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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 144 years of  serving the 
independent agency system

Our print edition delivers crisp, focused content and compelling im-
ages 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 and brokers, 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, 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.
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• �Target Markets Pro-

gram Administrators 
Association Summit

Editorial Highlights:	
Specialty Lines:
• �Commercial Auto/ 

Trucking

Focus on Customer Service 

 
Benefits Products & 
Services: 
• Emerging Trends 

 

Editorial Highlights:	
Specialty Lines:
• �Cyber Insurance

Focus on Personal Lines 
 

 
Benefits Products & 
Services: 
• Disability Insurance

ALSO: TARGET MARKETS PROGRAM  
ADMINISTRATORS ASSOCIATION  

SPECIAL SECTION

ALSO: INSURANCE NETWORKS ALLIANCE  
SPECIAL SECTION

2024  Magazine Editorial Calendar



	 www.roughnotes.com      20

Covers & Guaranteed Positions
(Earned Space Rate)
Second Cover.........................................+15%
Third Cover............................................+10%
Fourth Cover.........................................+15%
Other Guaranteeds...............................+10%

Color
Metallic/Fluorescent................................$835
No Additional Charge For Bleed

Circulation
Audited by BPA.

Publication & Closing Date
Rough Notes is published on the first day of   
every month. 

Inserts
Inserts and postcards are available. Please contact 
your advertising representative for details.

Commission
15% of  gross billing allowed to recognized 
advertising agencies on space, color and position 
if  paid within 30 days of  invoice. 
No cash discounts.

Rough Notes is edited for growth-oriented 
property/casualty insurance agents and brokers. 
Published monthly, Rough Notes’ audience-driv-
en editorial focuses on agency marketing, 
new products and insurance markets and pro-
vides readers with ideas and information that 
can help them grow their businesses. Imagine 

an article written about your specialty niche. 
While independent agents across the country 
are learning about the topic, what if  they see 
an ad for your business, offering services that 
they’ve been reading about, embedded with  
the article? Talk about exposure! But how much  
will this cost?

Effective January 2024

National Advertising Rates
Rates include advertiser’s national ads at Rough Notes’ 
website with a hyperlink to the advertiser’s home page.

Black/White 1x 6x 12x

Full Page $6,240 $5,340 $4,845

2/3 Page 4,975 4,260 3,880

1/2 Page 3,740 3,190 2,920

1/3 Page 2,630 2,330 2,110

1/4 Page 2,080 1,780 1,615

1/6 Page 1,415 1,290 1,130

2-Color 1x 6x 12x

Full Page $6,885 $5,985 $5,490

2/3 Page 5,620 4,905 4,525

1/2 Page 4,385 3,835 3,565

1/3 Page 3,275 2,975 2,755

1/4 Page 2,725 2,425 2,260

1/6 Page 2,060 1,935 1,775

4-Color 1x 6x 12x

Full Page $7,895 $6,995 $6,500

2/3 Page 6,630 5,915 5,535

1/2 Page 5,395 4,845 4,575

1/3 Page 4,285 3,985 3,765

1/4 Page 3,735 3,435 3,270

1/6 Page 3,070 2,945 2,785

2024  Magazine Rates



21      ROUGH NOTES MAGAZINE—SINCE 1878

5
3

1

2
4

5

Full Page 1x 3x 6x 9x 12x

1 Region $2,890 $2,750 $2,480 $2,395 $2,280

2 Regions 3,810 3,675 3,130 3,090 2,985

3 Regions 4,700 4,575 4,020 3,880 3,675

4 Regions 5,575 5,375 4,775 4,575 4,370

2/3 Page 1x 3x 6x 9x 12x

1 Region $2,340 $2,245 $1,985 $1,925 $1,880

2 Regions 3,080 2,975 2,595 2,510 2,380

3 Regions 3,790 3,635 3,255 3,105 2,975

4 Regions 4,465 4,300 3,810 3,670 3,485

1/2 Page 1x 3x 6x 9x 12x

1 Region $1,765 $1,690 $1,510 $1,445 $1,375

2 Regions 2,300 2,220 1,955 1,880 1,780

3 Regions 2,825 2,750 2,400 2,340 2,210

4 Regions 3,310 3,215 2,845 2,750 2,480

1/3 Page 1x 3x 6x 9x 12x

1 Region $1,195 $1,180 $1,120 $1,025 $970

2 Regions 1,635 1,600 1,425 1,350 1,275

3 Regions 2,025 1,965 1,745 1,665 1,600

4 Regions 2,420 2,310 2,060 1,965 1,810

Region 1 Region 2 Region 3 Region 4 Region 5
Connecticut Alabama Illinois Arkansas Alaska

Maine Delaware Indiana Colorado Arizona

Massachusetts D. C. Michigan Iowa California

New Hampshire Florida Minnesota Kansas Hawaii

New Jersey Georgia Ohio Louisiana Idaho

New York Kentucky Wisconsin Missouri Montana

Pennsylvania Maryland Nebraska Nevada

Rhode Island Mississippi New Mexico North Dakota

Vermont North Carolina Oklahoma South Dakota

Canada South Carolina Texas Oregon

Tennessee Utah

Virginia Washington

West Virginia Wyoming

Regional Advertising Rates Regional Black & White  
Advertising Rates

Color
Four-Color Process, extra per page...............$1,655
Metallic/Fluorescent...........................................$835
No Additional Charge For Bleed

2024  Magazine Rates



	 www.roughnotes.com      22

Required Material
Electronic files are preferred when submitting 
materials, if  possible. Acceptable program formats 
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finished file must be included. (Laser copy is 
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• �Digital color proofs must be sent with four-
color files (e.g., Rainbow or Fuji).
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1/2 Horizontal  7 x 4-7/8 1/3 Square  4-5/8 x 4-7/8 1/3 Horizontal  7 x 3-1/4

1/3 Vertical  2-1/4 x 10 1/4 Vertical  2-1/4 x 7-3/8 1/4 Square  4-5/8 x 3-5/8

1/4 Horizontal  7 x 2-3/8 1/6 Horizontal 4-5/8 x 2-3/8 1/6 Vertical  2-1/4 x 4-7/8

Trim Size
Final trim size is 8-1/8” x 10-7/8” 

Dimensions for submitted files
Full-page bleed size for perfect binding 

Document size must be 8-3/8” x 11-1/8” 
(8.375 x 11.125). (NOTE: The trim is 1/8” top 
and bottom and approx. 1/16” left and right). 
The bleed is included in the document size. Do 
not include crop and/or registration marks in the 
submitted file. Live area for type falls 1/4” from 
document edges on all sides. (Please do not set 
bleeds beyond the document page.)

Two-page spread with bleed  
for perfect binding 
Create full-page document (8-1/4” x 11-1/8”) 
as above and set up as a two-page spread (final 
size will measure 16-1/2” x 11-1/8” with trim 
included in gutter and outer edges). Live area 
for type is 1/4” on each side of  the center line 
of  gutter and 1/4” inside document edges on all 
sides. (Please do not set bleeds beyond the docu-
ment page.) Do not include crop and/or registra-
tion marks unless needed for gatefold or other 
specialty ads. 

Screen
150-line screen 

Printing And Binding
Printed: Web Offset, CTP (computer to plate) 
Binding: Perfect

2024  Magazine Mechanical Requirements
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SHIPPING INFORMATION:
Send orders and

materials to:
Tricia Cutter
Production/Advertising Coordinator

The Rough Notes Company, Inc.
11690 Technology Drive 
Carmel, IN 46032
Ph	 (800) 428-4384, ext. 1019
	 (317) 582-1600 
Fax	(317) 816-1000
triciac@roughnotes.com

Cancellation and automatic repeats— 
We will not accept cancellations after the closing 
date. Without materials or instructions,  
we reserve the right to repeat the advertiser’s  
latest advertisement of  the same size. 

Ad change policy 
It is not the policy of  The Rough Notes Com-
pany to change a client’s digital ad in any way. 
All ads should be submitted as per the specifi-
cations described in the reproduction require-
ments section above. However, upon written 
request, and in order to facilitate the production 
of  Rough Notes magazine, The Rough Notes 
Company will at no charge make minor changes 
to digital ads submitted by our clients. The 
Rough Notes Company will not guarantee or 
warrant these changes and will be held harmless 
in the event that these changes are not printed 
correctly. The client is responsible for full pay-
ment of  the advertising space.

Rough Notes reserves the right to decline or dis-
continue advertising at any time and for any rea-
son, including, but not limited to, any that would, 
in our judgment, tend to draw readers from the 
insurance industry into another or that is, in our 
judgment, inconsistent with the best interests 
of  the insuring public, the insurance industry or 
its agents or salespeople. Advertisers and their 
agencies will indemnify and hold Rough Notes 
harmless against any claim, suit, loss or expense, 
regardless of  nature or basis that might arise from 
advertisements published. We reserve the right to 
hold the advertiser and advertising agency jointly 
and severally liable for monies due us.

Additional Ad Specs
Two- or three-color ads [black plus spot color(s)] 
and other ads must meet the following guidelines: 
• �Ads containing non-buildable PMS inks  

(i.e., PMS colors with transparent white): Send 
original file. All graphics and fonts must be 
included and/or converted to paths according 
to the above directions.

• �Always convert spot colors to CMYK in  
4-color ads. Additional spot color plates in 
4-color ads will be billed accordingly, or  
converted to CMYK in prepress. 

• �Ads submitted on disk must follow above 
formatting specifications. 

• �Ads under 11MB may be submitted by email. 
Contact the advertising coordinator before 
sending.

We will not make changes to any files without 
notifying you. Ads that do not open or do not 
fit the specifications above will need to be cor-
rected and resubmitted. If  no proof  is sent with 
the file, one will be generated and invoiced.

Copy and Rate Policies
Rate protection—We will protect advertisers 
against rate increases for 11 months following 
their first insertion. Any advertisement within 
that period may be combined for frequency 
discount.
Earned rate credits for increased frequency 
are deducted from the first billing after the 
change.
Short rate charges for cancellation or decreased 
frequency are added to the first billing after  
the change. 

2024  Magazine Mechanical Requirements
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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 re-
gional 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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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!

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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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 and broker community  
  for more than 144 years

• Presenting keen insights and bold concepts that drive agency growth    

• Connected to agents and brokers … 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
Marc Basis
Executive Vice President—Advertising
Ph	 (866) 461-3045
	 (561) 740-8110 
Fax	(561) 740-8101
marcb@roughnotes.com

Eric Hall
President of  Strategic Partnerships
Ph	 (800) 428-4384, ext. 1022
	 (317) 514-1047 
Fax	(317) 816-1000
ehall@roughnotes.com

YOUNG PROFESSIONALS: REVERSE PERFORMANCE MANAGEMENT
AGENCY PARTNERS: FINDING THE RIGHT WHOLESALER

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

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: 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

 0991.indd   1 10/21/16   11:23 AM

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

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: FOCUS ON CONSTRUCTION
AGENCY PARTNERS: CARRIER TECH AND SMALL BUSINESS 

BROKEN GLASS: FROM MAILROOM TO MANAGEMENT
BENEFITS PRODUCT: HOSPITAL INDEMNITY 

 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
OCTOBER 2020

AGENCY OF THE MONTH:

WISCONSIN AGENCY  
BECOMES RISK MANAGEMENT  

POWERHOUSE 

ALSO: MANAGING SOCIAL MEDIA POLICIES

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
MAY 2020

SPECIALTY LINES: SOCIAL SERVICES & NONPROFITS
YOUNG PROFESSIONALS: PET INSURANCE

SALUTING SERVICE: VETERANS SHARE PATHS TO INSURANCE
LEADERSHIP: REMOTE WORK, EXTREME EDITION

ALSO: COMMUNITY SERVICE AWARD WINNER HELPS MAINE’S YOUTH

MGA FOCUS:

STRONG PARTNERS,  
FAMILY FOCUS  

DRIVE SUCCESS  

2nd

SPECIALTY LINES MARKETS: PROFESSIONAL LIABILITY INSURANCE
YOUNG PROFESSIONALS: LIFESTYLE CHANGES AND HOMEOWNERS COVERAGE

SALUTE TO SERVICE: EX-MILITARY ACHIEVE AGENCY OWNERSHIP
BENEFITS AGENCY: FROM MEDICARE TO MULTILINES

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
NOVEMBER 2020

AGENCY OF THE MONTH:

HIGHLY EFFECTIVE MISSOURI AGENCY 
SPECIALIZES IN AG ACCOUNTS

AGENCY OF THE MONTH:

HIGHLY EFFECTIVE MISSOURI AGENCY 
SPECIALIZES IN AG ACCOUNTS

ALSO: ROUGH NOTES TO HONOR PANDEMIC HELPERS

INSURANCE 

NETW
ORKS  

SPECIAL SECTION  

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JUNE 2020

Andie teriondAmque nos deA sciAm publiAm 
quonvem  ibunticAm senitem ter licer
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publiAmquonvem dAmque ibunticAm

ALSO: IbuSdA cum vercImpOrum hItISI AbOrpOr SInt

AGencY oF tHe montH

 tIendIenAm vIvASt 
ntere etrIS cOner 
fentem Abentum  

Se O vIrterem

AGencY oF tHe montH

 tIendIenAm vIvASt 
ntere etrIS cOner 
fentem Abentum  

Se O vIrterem

SPECIALTY LINES MARKETS: 2021 MARKET PREVIEW
LOOKING BACK: ROANOKE AGENCY FOUNDER DELIVERED POLICIES ON HORSEBACK

AGENCY PARTNERS: FRANCHISE MODEL PROVIDES CONTINUOUS SUPPORT
BROKEN GLASS: YOUNG PRO TRADES CAPITOL HILL FOR AGENCY ROLE 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
DECEMBER 2020

AGENCY OF THE MONTH:

OHIO AGENCY’S TECH  
COMMITMENT PAYS OFF  

DURING PANDEMIC

ALSO: OUTSANDING CSR SAYS IT’S ALL IN THE ATTITUDE

2nd

SPECIALTY LINES MARKETS: FOCUS ON CONSTRUCTION
YOUNG PROFESSIONALS: WORKING FROM HOME WITH KIDS

PERSONAL LINES FOCUS: LOCKING IN CLIENT LOYALTY
AGENCY PARTNERS: BOLD IN STRATEGY

 

ALSO: INSIGHTS FROM INSURANCE AGENCY NETWORK LEADERSALSO: INSIGHTS FROM INSURANCE AGENCY NETWORK LEADERS

AGENCY OF THE MONTH:

MONTANA AGENCY HELPS 
CUSTOMERS FIND FINANCIAL 

FREEDOM

AGENCY OF THE MONTH:

MONTANA AGENCY HELPS 
CUSTOMERS FIND FINANCIAL 

FREEDOM

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JULY 2020

SPECIALTY LINES MARKETS: FOCUS ON CONSTRUCTION
YOUNG PROFESSIONALS: A BUSINESS SOCIAL PRESENCE
PROFESSIONAL DEVELOPMENT: AWKWARD INSURANCE

TECHNOLOGY: THE DIGITAL AGENCY IN 2021

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
FEBRUARY 2021

ALSO: CRITICAL ILLNESS INSURANCE

AGENCY OF THE MONTH:

ARIZONA FIRM DELIVERS  
FINANCIAL HELP WITH  

WISDOM AND LOVE

2nd

SPECIALTY LINES: WORKERS COMPENSATION
TECHNOLOGY: PARTNERSHIP OFFERS LIFE INSURANCE TOOL

PERSONAL LINES: RISK MANAGEMENT AT HOME 
AGENCY PARTNERS: FIRM OFFERS INTERACTIVE VIRTUAL SALES TRAINING 

 

ALSO: ELIMINATING UNCONSCIOUS BIAS

AGENCY OF THE MONTH:

FLORIDA-BASED AGENCY IS AN  
INTERNATIONAL POWERHOUSE

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
AUGUST 2020

SPECIALTY LINES: FOCUS ON MUNICIPALITIES
BENEFITS PRODUCT: ACCIDENT INSURANCE

BROKEN GLASS: AGENCY OWNER GOES ABOVE AND BEYOND 
LEADERSHIP: THREE PILLARS OF GROWTH

SPECIALTY LINES: FOCUS ON MUNICIPALITIES
BENEFITS PRODUCT: ACCIDENT INSURANCE

BROKEN GLASS: AGENCY OWNER GOES ABOVE AND BEYOND 
LEADERSHIP: THREE PILLARS OF GROWTH

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
MARCH 2021

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
MARCH 2021

ALSO: ONBOARDING BEST PRACTICES

AGENCY OF THE MONTH:

CALIFORNIA AGENCY’S NICHE  
BECOMES ITS MISSION

2nd

AGENCY PARTNERS: NEW VENTURE OFFERS AGENCY OPPORTUNITIES
LOOKING BACK, LOOKING AHEAD: “GENERALIST BY DESIGN” THRIVES

YOUNG PROFESSIONALS: AMID CHALLENGES, IT’S TIME TO MOVE FORWARD
BENEFITS PRODUCT: CANCER INSURANCE

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
SEPTEMBER 2020

SPECIAL  

SECTION  

SPONSORED BY

AGENCY OF THE MONTH:

EVERYDAY PEOPLE DOING 
 EXTRAORDINARY THINGS  

FOR CLIENTS

AGENCY OF THE MONTH:

EVERYDAY PEOPLE DOING 
 EXTRAORDINARY THINGS  

FOR CLIENTS

SPECIALTY LINES: PROFESSIONAL LIABILITY
TECHNOLOGY: RISK MANAGEMENT TECH

LEADERSHIP: ACHIEVING AGENCY GROWTH
AGENCY PARTNERS: COACHING A NEW GENERATION

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
APRIL 2021

ALSO: “THE YOUNG PRO-FILES” FEATURE DEBUT
,

AGENCY OF THE MONTH:

GETTING ORGANIZED HELPS 
 FLORIDA AGENCY GROW 

SPECIALTY LINES: SOCIAL SERVICES AND NONPROFITS
SALUTE TO SERVICE: HELPING MILITARY FAMILIES

PROFESSIONAL DEVELOPMENT: “CLOSING THE GAP” PODCAST
BENEFITS AGENCY: EHD’S INTEGRATED HEALTH MANAGEMENT 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
MAY 2021

ALSO: AGENCY CELEBRATES 200 YEARS SERVING VERMONT COMMUNITIESALSO: AGENCY CELEBRATES 200 YEARS SERVING VERMONT COMMUNITIES

AGENCY OF THE MONTH:

CALIFORNIA AGENCY  
WORKS ITS WAY TO #1 

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

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
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SPECIALTY LINES: CONSTRUCTION INSURANCE
PROFESSIONAL DEVELOPMENT: INSURANCE UNCOVERED PODCAST

BROKEN GLASS: SUCCEEDING WITH TALENTED WOMEN 
LEADERSHIP: TRAINING AND DEVELOPMENT POST-COVID 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
AUGUST 2021

ALSO: FOCUS ON WORKERS COMPENSATIONALSO: FOCUS ON WORKERS COMPENSATION

AGENCY OF THE MONTH:

MICHIGAN AGENCY ELEVATES  
ALL STAKEHOLDERS

AGENCY OF THE MONTH:

MICHIGAN AGENCY ELEVATES  
ALL STAKEHOLDERS

SPECIALTY LINES: CONDO ASSOCIATIONS
TECHNOLOGY: MARKETING AUTOMATION
BENEFITS PRODUCT: DENTAL AND VISION

YOUNG PROFESSIONALS: HOMEOWNERS PART TWO

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JUNE 2021

ALSO: CYBER SPECIAL SECTION

AGENCY OF THE MONTH:

 NORTHERN VIRGINIA AGENCY  
EMBODIES FOUNDERS’ PRINCIPLES

SPECIALTY LINES: CARGO INSURANCE
BROKEN GLASS: DUAL ROLE IN KENTUCKY

BENEFITS PRODUCT: LIFE INSURANCE
LOOKING BACK, LOOKING AHEAD: BORN OF PROHIBITION

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JULY 2021

ALSO: TACKLING TIME THIEVES IN YOUR AGENCY—AND YOUR LIFEALSO: TACKLING TIME THIEVES IN YOUR AGENCY—AND YOUR LIFE

BROKER FOCUS:

GROWING NICHE SPECIALIST  
HELPS AGENCIES SUCCEED

BROKER FOCUS:

GROWING NICHE SPECIALIST  
HELPS AGENCIES SUCCEED

BENEFITS PRODUCT: STOP-LOSS INSURANCE 
YOUNG PRO-FILES: FROM INTERNSHIP TO SPECIALTY LEAD

PROFESSIONAL DEVELOPMENT: WELCOME TO INSURANCE TOWN

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
SEPTEMBER 2021

ALSO: SEVEN RISK MANAGEMENT LESSONS FROM COVID-19

AGENCY OF THE MONTH:

SELF-REFLECTION  
DRIVES SUCCESS FOR 
TENNESSEE AGENCY

SPECIAL  

SECTION  

SPONSORED BY

SPECIALTY LINES MARKETS: PROFESSIONAL LIABILITY INSURANCE
BENEFITS PRODUCT: HOSPITAL INDEMNITY INSURANCE 

THE YOUNG PRO-FILES: COLLEGE JOB FAIR ENCOUNTER 
PERSONAL LINES FOCUS: MORE THAN AUTO AND HOME

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
OCTOBER 2021

ALSO: NAVIGATING A HARDENING CYBER INSURANCE MARKET

AGENCY OF THE MONTH:

WISCONSIN-BASED AGENCY  
EXTENDS FAMILY ENVIRONMENT  

ACROSS 26 OFFICES

SPECIALTY LINES: ENVIRONMENTAL AND POLLUTION INSURANCE
AGENCY PARTNERS: ALL ABOUT THE NICHE

BROKEN GLASS: FROM COO TO CFO MID-PANDEMIC 
YOUNG PROFESSIONALS: CREATING COMPELLING CONTENT 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
DECEMBER 2021

ALSO: AGENT FOR THE FUTURE AWARD WINNER

AGENCY OF THE MONTH:

NORTH CAROLINA AGENCY  
ZEROES IN ON RETENTION  

AND DEVELOPMENT

SPECIALTY LINES: PRIVATE FLOOD MARKET FINDS ITS FOOTING
PERSONAL LINES FOCUS: THE CHANGING TIDE 

TECHNOLOGY: DIGITIZING APPLICATIONS AND RENEWALS
YOUNG PRO-FILES: THE IMPORTANCE OF QUALITY EDUCATION 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JANUARY 2022

ALSO: TEXAS YOUNG PRO NAMED OUTSTANDING CSR OF THE YEAR 

MGA FOCUS:

A RICH HISTORY OF  
SURPLUS SUCCESS, FAMILIAL TIES,  

AND SMART EVOLUTION

 SPECIALTY LINES MARKETS: AGENT E&O 
LOOKING BACK, LOOKING AHEAD: STRONGER EVERY DAY

PROFESSIONAL DEVELOPMENT: THE INSURANCE GUYS
THE YOUNG PRO-FILES: BETTER THAN JAKE

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
FEBRUARY 2022

ALSO: ROUGH NOTES 2021 AGENCY OF THE YEAR ANNOUNCED

AGENCY OF THE MONTH:

TEXAS AGENCY USES  
THE GOLDEN RULE  

AS ITS PHILOSOPHY

SPECIALTY LINES MARKETS: INSURING MUNICIPALITIES 
PROFESSIONAL DEVELOPMENT: AGENCY PODCAST NETWORK

BROKEN GLASS: POWER, PASSION, AND PURPOSE
THE YOUNG PRO-FILES: FROM THE GROUND UP 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
MARCH 2022

ALSO: MENTAL HEALTH SUPPORT IN EVERYDAY INTERACTIONS

AGENCY OF THE MONTH:

MISSOURI-BASED AGENCY  
GROWS WITH BRANSON  

AND THEN BEYOND

 
BENEFITS FOCUS: STOP LOSS INSURANCE 

LEADERSHIP: WELLBEING AND AGENCY CULTURE 
THE YOUNG PRO-FILES: ALIGNING WITH VALUES

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
SEPTEMBER 2022

ALSO: VEGAS AGENCY GROWS WITH ITS COMMUNITY

AGENCY OF THE MONTH:

NASHVILLE AGENCY FOCUSES  
ON HELPING PEOPLE

SPECIAL  

SECTION  

SPONSORED BY

SPECIALTY LINES: CARGO INSURANCE
YOUNG PROFESSIONALS: ARE WORKCATIONS THE NEXT TREND?

TECHNOLOGY: COMMUNICATIONS DURING DISASTERS
BENEFITS FOCUS: LIFE INSURANCE 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JULY 2022

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JULY 2022

ALSO:  TOP MISTAKES THAT LEAD TO CLIENT LAWSUITS

AGENCY OF THE MONTH:

SUCCESS IN THE  
ROCKY MOUNTAIN  

REGION

SPECIALTY LINES MARKETS: CONDO ASSOCIATIONS
BENEFITS FOCUS: DENTAL AND VISION 

BROKEN GLASS: BROKER SUCCEEDS IN MARINE RISKS
AGENCY PARTNERS: SOLUTIONS FOR AGENCY TECH ISSUES 

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JUNE 2022

ALSO: EDUCATION EXPERIENCES DURING THE PANDEMIC

AGENCY OF THE MONTH:

CALIFORNIA AGENCY  
HELPS CLIENTS  

NAVIGATE E&S WORLD

 
SPECIALTY LINES MARKETS: CONSTRUCTION INSURANCE

EMERGING RISKS: CHALLENGE AND CHANGE
BROKEN GLASS: SAN ANTONIO ROSE 

CAPITALIZING ON BENEFITS: DUSTING OFF THE COBWEBS

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JULY 2022

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
AUGUST 2022

ALSO: PIA NATIONAL YOUNG INSURANCE PROFESSIONAL OF THE YEAR 

AGENCY OF THE MONTH:

TWIN CITIES AGENCY FOCUSES  
ON CUSTOMERS, CULTURE,  

CARRIERS AND COMMUNITY

SPECIALTY LINES: PROFESSIONAL LIABILITY INSURANCE
BROKEN GLASS: UNDISCOVERED VOICES

PERSONAL LINES FOCUS: MAKING THE CASE FOR CYBER 
YOUNG PROFESSIONALS: CROSS-SELLING BEST PRACTICES

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
OCTOBER 2022

ALSO: TIPS FOR STARTING AN INSURANCE PODCAST

AGENCY OF THE MONTH:

D.C.-AREA AGENCY PROTECTS FAMILIES  
AND CREATES LEGACIES

SPECIALTY LINES: SOCIAL SERVICE AGENCIES 
TECHNOLOGY: THE JOURNEY OF COMPARATIVE RATERS

SALUTE TO SERVICE: WITH RESPECT, HONOR AND GRATITUDE

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
NOVEMBER 2022

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
NOVEMBER 2022

ALSO: COUNTERING THE GREAT RESIGNATION

NETWORK FOCUS:

 IOWA FIRM’S PLATFORM  
HELPS INDEPENDENT AGENCIES 

 STAY LOCAL 

INSURANCE 

NETWORKS  

SPECIAL SECTION 

SPECIALTY LINES: SOCIAL SERVICES AND NONPROFITS
BROKEN GLASS: BROKER BLENDS SUCCESS AND INVOLVEMENT

SALUTE TO SERVICE: INTEGRITY AND HELPING OTHERS
BENEFITS AGENCY: IT’S ABOUT CONNECTIONS

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
MAY 2022

ALSO: THE ROUGH NOTES 2021 COMMUNITY SERVICE AWARD WINNER

AGENCY OF THE MONTH:

INDIANA AGENCY’S CARING CULTURE  
TAKES CENTER STAGE

SPECIALTY LINES: PROFESSIONAL LIABILITY GROWTH FOCUS
YOUNG PROFESSIONALS: FARM AND RANCH EXPOSURES

AGENCY PARTNERS: FOUNDED BY WORKERS, FOR WORKERS 
LOOKING BACK, LOOKING AHEAD: KENTUCKY AGENCY MARKS 175 YEARS

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
APRIL 2022

ALSO: THE CYBER INSURANCE MARKET IN 2022

AGENCY OF THE MONTH:

FLORIDA AGENCY DREAMS BIG,  
MAKES THINGS HAPPEN


