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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

Sacramento agency under her leadership builds on  
a decades-long track record of “giving back” 

BENDER-JOHNSON RECEIVES 
2023 ROUGH NOTES 

Community Service 
Award

By Alice Ashby Roettger

30 ROUGH NOTES

The 2023 Rough Notes Community Service Award was given at the 
company’s Agency of the Year banquet this past March. From left:  
Sam Berman, Executive Vice President and Chief Operating Officer,  
The Rough Notes Company; Shawna Weaver, Director of People 
Operations, Bender Insurance Solutions; and Maggie Bender-Johnson, 
President and Chief Executive Officer, Bender Insurance Solutions.
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S
 

ome years ago—nearly 25, as a matter of fact, Robert 

  Kretzmer shared with his friend Walt Gdowski, presi-

dent and CEO of the Rough Notes Company, that he wished 

there was some way that independent agents, brokers, or 

agencies could receive special recognition for their philan-

thropic contributions to the cities or areas that they service. 

It would be a kind of “giving back,” as Kretzmer described, to 

the people who helped make them a success.  

The outcome of that conversation 
was the creation of The Rough Notes 
Company Community Service Award, 
of which Kretzmer is executive direc-
tor. The award is sponsored by The 
Rough Notes Company, long-time pub-
lisher of Rough Notes magazine.

This year’s winner of the coveted 
award is Maggie Bender-Johnson, 
president and CEO of Bender 
Insurance Solutions of Roseville, 
California. Let’s take a look at the 
Bender Insurance Solutions story, 
which is an extraordinary example 
of careful perpetuation, breaking 
the glass ceiling, and the honoring of 
employee loyalty.

Founded by Warren G. Bender in 
1938, Bender Insurance Solutions 
has served the Sacramento area for 
85 years—70 years from offices in 
Sacramento itself and since 2008 from 
its current headquarters location in 
nearby Roseville. Over the years, the 
family-led agency has experienced 
considerable growth. During those 
growing years, Warren’s son Stephen 
joined the firm, eventually taking over 
the helm from his father. Another son, 
James, brought his expertise in con-
struction management.

Just prior to the turn of the 21st 
century, grandson Christopher became 
the third generation of Benders to 
take his place in the firm; and not long 
after that, one of Stephen’s daughters, 
Maggie Bender-Johnson, broke the 
ancient glass ceiling, along with her 
sister, Jillian Bender-Cormier.

Over the past half-century, the 
firm has grown from three employ-
ees to more than 50 and has seen 
an increase in annual revenue from 
$725,000 to more than $10 million. 

Hidden among all these statis-
tics is the fact that Bender is now 
known as the Sacramento area’s 

only employee-owned and family–led 
insurance brokerage, and it is headed 
by—yes—President and CEO Mag-
gie Bender-Johnson. Well, the firm’s 
story and Maggie’s leadership role 
aren’t entirely hidden; the agency was 
the Rough Notes Agency of the Month 
in September 2019.

Giving back

Among the many plaudits that 
members of the Bender Insurance 
Solutions team received through the 
years, The Rough Notes Community 
Service Award is unique in that it 
recognizes the firm’s “thank-you 

The work of the Leukemia & Lymphoma Society  
is of particular personal interest to the Bender  

family, whose patriarch and company founder died 
of a form of one of those blood diseases.

services” to the community that 
helped make it successful. 

Through the years, the Bender 
crew has been as inventive in the 
way it has selected and managed its 
charitable activities as it has been 
in its approach to perpetuation, risk 
management, and employee/client 
satisfaction. For example, accord-
ing to its 2022-2023 Community 
Outreach Annual Report, “Bender 
Insurance Solutions streamlined its 
giving strategies by establishing the 
Community Outreach Committee  
in 2017.” 

Since those initial beginnings, 
“the Committee has developed a 
donation/sponsorship selection strat-
egy for nonprofits that reach out to 
Bender Insurance Solutions, estab-
lished more nonprofit relationships in 
the greater Sacramento Region, and 
hosted several fundraisers/volunteer 
events supporting our partners.” 

The Committee “gives back” to 
the community in four different ways: 

Maggie Bender-Johnson addresses 
the attendees after receiving the 
Community Service Award.
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Rough Notes Agency of the Month

Our ongoing commitment to the independent agency system keeps readers engaged 

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

Rough Notes’ involvement with and reputation among agents and brokers are evidenced by  
the fact that our Agency of the Month and Agency of the Year have become coveted awards 
among the nation’s top 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. 

Unique approach 
allows Cincinnati agency  

to fill its C-suite with 
world-class talent

By Dennis H. Pillsbury

In    January of 2019, a new, more- 

 than-60-year-old agency opened 

its doors in downtown Cincinnati, Ohio. 

Camargo Insurance, which originally 

served clients from a house on the subur-

ban street from which it got its name, first 

started in 1956. It was being rebooted as 

“Camargo Version 2.0” by the third gen-

eration of ownership represented by Jay 

Mueller as chief executive officer.  

Jay says he moved the agency “out 
of the suburbs and to the downtown 
area, where it would be near univer-
sities and where it could create the 
energy needed to attract and retain 
the great people we needed to take 
the agency to the next level.”

The agency was founded by Jay’s 
grandfather, Guenther, who sold 
insurance out of his house along-
side his wife, Jean, who ran her real 
estate business there. Jay’s father, 

Steve, took the reins in the 1980s and 
Jay got involved in 2007 in the pro-
duction side of the business. “We were 
running a great business that served 
our community, but like many insur-
ance agencies, we were not keeping 
up with technology,” Jay explains. 

“In my opinion, we were not meet-
ing the next generation of customers 
where they wanted to be,” he points 
out. “The business model consisted of 
a few experienced partners managing 

the business and attending to clients. 
It was a successful operation, but the 
growth potential of that model had 
reached its limit. I really felt that we 
needed to move to the next level if we 
wanted the business to be sustainable 
in the long term. 

“But I readily admit that, at the 
time, I didn’t really know what that 
meant,” he adds. “I was in my early 
20s and didn’t have a ton of busi-
ness experience that would help me 

FRACTIONAL
AGENCY OF THE MONTH

LEADERSHIP
WORKS

18 ROUGH NOTES OCTOBER 2024 19
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The Camargo Insurance team. 
Front row: Chris Owens, Insurance Advisor; Allison Watkins, Insurance Advisor; Jay 
Mueller, Chief Executive Officer; Janet Jansen, Chief Operating Officer; David Branch, 
Insurance Advisor. 
Back row: Victoria McAlpin, Insurance Advisor; Tara O’Banion, Commercial Account 
Manager; Ashlee Gindele, Commercial Account Manager; Julie Roberts, Director of 
Administration; Dave Setter, Director of Insurance Operations and Insurance Advisor.
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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.

6

SPECIALTY LINES: CYBER INSURANCE
AGENCY PARTNERS: A HUMAN-OPTIMIZED BUSINESS

PERSONAL LINES FOCUS: THE RISK-REDUCTION REVOLUTION
YOUNG PRO-FILES: CREATIVE AT HEART, GROUNDED IN TAKING ACTION 

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

ALSO: IMCA TRAILBLAZER AWARD WINNERS DISCUSS MARKETING TRENDS

AGENCY OF THE MONTH:

CINCINNATI AGENCY SUCCEEDS  
USING FRACTIONAL LEADERSHIP

OCTOBER 2024
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Features

Skillfully presented 
feature stories help 
growth-oriented 
independent agents 
and brokers succeed 
in today’s challenging 
market

JUNE 2024 25

PROFESSIONAL 
DEVELOPMENT 
PARALLELS
Leveraging military training principles in building insurance agency expertise

BY ROB BOWEN

Drawing inspiration from mili-
tary training principles, attending 
insurance industry events and 
masterminds can be likened to pro-
gressing from boot camp to flight 
school—a strategic investment in edu-
cation that prepares individuals for 
the challenges and opportunities that 
lie ahead. 

Boot camp: building a strong 
foundation 

In the military, boot camp serves 
as the foundational stage where 
recruits undergo intensive training to 
build essential skills, discipline, and 
resilience. Similarly, for insurance 
professionals, attending industry 
events and masterminds lays the 
groundwork for their career journey. 
These gatherings offer a comprehen-
sive educational experience, providing 
insights into industry fundamentals, 

regulatory frameworks, and best 
practices. 

Much as boot camp instills core 
military values such as teamwork 
and adaptability, insurance events 
cultivate essential attributes like 
strategic thinking and problem 
solving. Workshops on insurance fun-
damentals, regulatory compliance, 
and risk management serve as the 
building blocks upon which profes-
sionals can construct their expertise. 

Advanced training: transitioning 
to flight school 

As military recruits progress in 
their careers, many undergo special-
ized training programs such as flight 
school to hone their skills for more 
complex roles. By the same token, 
insurance professionals advance their 
education by attending specialized 
events and masterminds tailored to 
their areas of expertise. 

In    the realm of professional development, the journey from novice 
 to seasoned expert shares remarkable parallels across diverse 

fields. Just as military recruits undergo rigorous training programs to 
become, say, skilled sailors, insurance professionals embark on a continuous 
learning journey to navigate the complexities of their industry.   

Much as boot camp instills core military  
values such as teamwork and adaptability,  

insurance events cultivate essential attributes like 
strategic thinking and problem solving.

24 ROUGH NOTES
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How will coverages be affected, if at all, by the use of AI?

BY PAUL BROUSSARD

A
 

rtificial  intelligence (AI)  

    will without a doubt 

reshape industries. As AI  

integration becomes more 

widely accepted and adopted  

in various industries, the 

insurance industry will adapt 

in response. 

Different industries are already 
using AI tools like ChatGPT and 
Google’s Gemini to help them become 
more efficient with manual tasks, but 
will there be unintended consequences 
for using such AI for professional 
purposes? And how soon will the 
insurance industry react, positively or 
negatively, to this change? 

Implications involving professional 
liability, media liability/personal 
injury, and management liability are 
presumed to be the most affected cov-
erages. Let’s dive in …

1. Professional liability. Com-
monly referred to as errors and 
omissions (E&O), professional liabil-
ity intends to cover professionals for 
their negligence in providing a pro-
fessional service (usually requiring 

a license) or for their consultation. 
Insurance agents, attorneys, and 
other consultants are starting to 
utilize AI tools to perform legal 
research, use written language as a 
part of their professional work, and 
to write articles to promote their 
services. 

I have to admit that when decid-
ing to do a topic on this subject, I 
asked ChatGPT to write this article 
first to see what it generated; while 
it was structured well and written 
eloquently, it lacked a professional 
standard to pass for a valuable article 
to my clients and industry colleagues. 
Having said that, using AI in profes-
sional written works could fail to 
uphold a professional’s standard of 
care, leading to claims of negligence.

As of now, we haven’t seen any 
questions on insurance applications 
asking about a business’s use of AI or 
AI-related exclusionary language being 
implemented, but we can only assume 
it is coming. For example, a lawyer 
using AI to write a brief that inadver-
tently cited fake case law is probably 
something that a professional liability 
insurance carrier doesn’t wish to cover, 
because it may not uphold an attorney’s 
professional standard of care. 

On the other hand, technology 
E&O insurance carriers are already 
affirmatively providing coverage for 
tech companies that are selling AI 
software as a service. That said, the 
jury is still out on which way the insur-
ance industry leans regarding AI use 
in professional industries, but if AI is 

THE  LOOMING  INSURANCE  IMPLICATIONS 

OF ARTIFICIAL 
INTELLIGENCE

24 ROUGH NOTES
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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 61 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 market 
professionals who interact with the Rough Notes audience of top retail producers.

3. Reliable data from trusted industry sources—Vital information to help Rough Notes 
readers understand the scope of the market and identify opportunities in specific niches.
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Specialty Lines 

“To help reduce turnover, we’re seeing more in-
depth analysis of employee benefit programs focused on 
employee needs,” she says. 

“These include features such as short-term disabil-
ity coverage, interest-free loans, and lower healthcare 
costs,” she adds. “But the analysis extends to greater 
employee recognition and tiering of roles to offer oppor-
tunities for advancement.” 

Maintenance matters
When it comes to helping nonprofits manage their 

operations, don’t overlook volunteers, says Robin Stolle, 
area vice president for Risk Placement Services (RPS). 

“Volunteers are commonly overlooked,” she says. “Vol-
unteers are valuable resources as long as they have been 
properly vetted with background checks, completed appli-
cations, and interviews.”

Peter Kim, assistant vice president of risk manage-
ment services at Philadelphia Insurance Companies, also 
emphasizes attention to organizational fundamentals as a 
means to reduce risk.

“Stay on top of your maintenance schedule,” he advises 
organizations. “Schedule self-inspections regularly and 
engage third parties in inspections, whether it’s your 
insurance company, the fire department, or the health 
department. Establish a capital budget to go toward repair 
or replacement of property.”

According to Kim, for all the unique exposures 
faced by nonprofits and social services, the “number 

SPECIALTY LINES MARKETS

Clients can look within themselves to curb risk  
and cut cost of coverage

INSURING NONPROFITS 
AND SOCIAL SERVICES

50 ROUGH NOTES

By Joseph S. Harrington, CPCU It’s   no mystery that not-for- 
 profit organizations  

and social service agencies face 
substantial loss exposures serving 
vulnerable people with special needs. 
The risk is even greater for those 
organizations and agencies that  
provide transportation or residential 
services. 

In light of such daunting risks, it’s 
a bit surprising, and perhaps a relief, 
to hear that there’s a lot more that 
nonprofits and service agencies can 
be doing within their own operations 
to reduce risk and manage a chal-
lenging market for insurance.

According to Kristina Talkowski, senior vice president 
and leader of middle market commercial lines at Nation-
wide, “Comprehensive business continuity planning is an 
approach to risk mitigation that is often overlooked” by 
nonprofit clients her organization supports.

She says that, while groups dealing with the most 
vulnerable or populations are often required to have such 
plans, “those with less of a clinical exposure might not 
have such policies in place or the business income limits 
in place to protect them in the event of a catastrophe.

“Employee turnover is another big issue,” she says. 
“It’s a difficult problem to solve, as limits on revenue are a 
restriction on hiring and retaining staff. Employee turn-
over can lead to higher frequency and severity of losses.”

To help address these organizational challenges, 
Nationwide’s loss control services team goes beyond 
traditional loss control to help nonprofits with busi-
ness continuity planning and employee training and 
development.

“We are seeing less capacity,  
higher pricing, tighter underwriting  

guidelines and fewer policy  
extensions being approved  

by the carriers.” 
 

—Robin Stolle
Area Vice President 

Risk Placement Services 

MAY 2024 51

SPECIALTY LINES MARKETS

CANNABIS
INSURANCE

50 ROUGH NOTES

T 
he march to legalize recreational   
 use of cannabis continues, with 

14 states acting to do so over the past 
four years, mostly by voter referendum. 
Today, 24 states and the District of 
Columbia allow some form of cannabis 
consumption without medical authori-
zation; 38 states and D.C. allow the use 
of cannabis for medicinal purposes.

As that progression continues, how-
ever, another reality is becoming more 
apparent: a prolonged and perhaps 
permanent division between states that 
allow recreational use of cannabis and 
those that don’t. In itself, that’s not 
unusual, as there are other commodi-
ties, such as fireworks, that are legal in 
some states but not in others.

With cannabis, however, there is 
the lingering complication of having 
the substance listed by the federal 
government as a Schedule 1 controlled 
substance prohibited from private pos-
session. For cannabis enterprises and 
those seeking to insure them, this legal 
cloud effectively prevents the establish-
ment of an interstate market with clear 
rules and regulations.

The federal government appears 
to be in no hurry to clarify the matter. 
While marijuana legalization draws 
widespread support in opinion polling, 
a vote in Congress to legalize would 
still carry some risk among some 
constituencies. 

Even short of “de-listing” cannabis, 
Congress has moved at a snail’s pace 
to create legal “safe harbors” for banks 
and insurance companies to serve can-
nabis enterprises without risking legal 
jeopardy. After several years of consid-
eration, a bill to allow banks to serve 
cannabis firms has passed the U.S. 
Senate Banking Committee and awaits 
action by the full Senate. A bill to allow 
insurers to underwrite the sector has 
been introduced in the Senate, but no 
action has yet been taken.

There is little if any action on 
the matter in the U.S. House, where 
partisan gridlock is stalling action 
on matters far more important than 
marijuana.

Pushed aside
The topic of cannabis often gets 

“pushed to the wayside” in Congress, 
according to Erich Schutz, vice presi-
dent of Jencap Specialty Insurance 
Services. “With so much taking place 
[in the world], we need to have the 
right setting. I’m not surprised we are 
where we are.”

So far, “federal inaction [on can-
nabis] has not impacted our business 
much at all,” says Nick Smith, assis-
tant vice president of life sciences for 
James River Insurance Company. “Our 
book of business has grown as more 

Producers  
and carriers  
adapt to  
prolonged  
legal limbo

By Joseph S. Harrington, CPCU

JANUARY 2024 51
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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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AGENCY PARTNERS

“We are here to help people become professionals. 
It’s not just through the knowledge or skill set. It’s the community 
that you’re involved in. It’s the learning experience and process.”

—William J. Hold, MBA, CRM, CISR
President and CEO

Risk & Insurance Education Alliance

28 ROUGH NOTES

The nonprofit’s rebranding captures  
forward-thinking momentum and respect for the past

By Maura C. Ciccarelli

N 
 

  ames matter, embodying in just a few words how people should think about an 
    organization. Choosing a new name becomes an exercise in how to reflect the  

firm’s evolution and expanded services while harkening back to the reputation for quality  
that made it so long lived.  

In June, the nonprofit The 
National Alliance for Insurance Edu-
cation & Research changed its name 
to the Risk & Insurance Education 
Alliance—or simply, “The Alliance.”

“The changes honor the proud 
partnerships we’ve built for decades—
serving 3 million participants since 
our founding in 1969,” says Eduard J. 
Pulkstenis, CIC, CPCU, FCAS, MAAA, 
chair of The Alliance Research Acad-
emy Board of Directors and senior vice 
president and chief underwriting offi-
cer of EMC Insurance. 

“We’ve also modernized our look,” 
he adds, “and our new name better 
reflects the growing importance of 
risk management in the lives of busi-
nesses and families, as well as in the 
careers of emerging industry talent.”

The name choice, says The Alli-
ance President and CEO William J. 
Hold, MBA, CRM, CISR, was a result 

of multi-year in-depth discussions 
with the organization’s senior leaders 
and staff, educational partners, fac-
ulty, the volunteer board, and other 
key stakeholders.

“‘Alliance’ was retained in the non-
profit organization’s name to embody 
its many industry partnerships,” 
explains Hold, who became president 
and CEO three years ago, following 
his father, William T. Hold, Ph.D., one 
of The Alliance’s original founders. 

“The new name was solidified once 
the word ‘risk’ was added,” he adds. 
“Anyone who has talked with college 
students or professionals considering 
a career change knows that the word 
‘insurance’ by itself does not attract 
much interest, but add the word ‘risk,’ 
and you’ve captured their attention. 

“In sum,” Hold notes, “our name 
now represents the breadth of learn-
ing opportunities we offer and the 

RISK & INSURANCE

     
       

 EDUCATION ALLIANCE    
    

     
       

      BECOMES THE

   
   

   
    

THE NATIONAL ALLIANCE

William J. Hold

AUGUST 2024 29

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 professionals, 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

110 ROUGH NOTES

[A] reverse mentorship program 
is not just about guidance; 

it’s about creating a dynamic exchange of  
knowledge that benefits everyone involved.

FLIP THE SCRIPT: UNLOCKING THE POWER  
OF REVERSE MENTORSHIP
Harness the diverse strengths that each generation brings to the table

D 
uring a recent Beyond Insurance Trusted 
 Risk Advisor program, new producers asked 

more seasoned agents for advice, and received solid 
recommendations about handling accounts they were 
struggling with. In return, many of the older agents, 
who were afraid of or lacking knowledge about the 
complexities of LinkedIn, were guided to greater 
success by the more social media-savvy younger 
producers. 

It was a win for everyone and a perfect example of 
how reverse mentoring can work. Ashley, an experi-
enced producer in New Hampshire, said, “Collabo-
rating and getting fresh perspectives from others 
in the group is refreshing. In this business, having 
clear eyes from someone new is invaluable.” Stacey, 
a young agent from Louisiana, added, “Seeing how 
others handle situations I haven’t encountered yet, or 
how they might manage them differently, is incred-
ibly helpful.”

Imagine this kind of interconnectivity in your 
agency—where seasoned professionals and young, 
new employees come together, learning from each 
other in a dynamic dance of wisdom and innovation. 
That’s the magic of reverse mentoring. It’s not just 
about age or experience—it’s about harnessing the 
diverse strengths each generation brings to the table.

Reverse mentorship and intergenerational collabo-
ration aren’t just buzzwords; they are game-chang-
ers—catalysts for agility, leading to cross-functional 
teams that are more resilient and innovative. When 
you break down silos and build bridges between dif-
ferent age groups, you ignite a spark of continuous 
learning and creative problem-solving.

Why should you make reverse mentoring a 
cornerstone of your organizational culture? Think 
about it: By encouraging seasoned employees to both 
teach and learn from younger colleagues, you create 

Beyond Insurance
By Carolyn Smith, APR, TRA

a culture where everyone feels valued and heard. This 
kind of environment promotes physical and emotional 
health, nurturing a sense of belonging and purpose.

The genesis of reverse engineering 
Where did this concept start? 
Jack Welch, the former CEO of General Electric, 

is the mastermind behind reverse mentoring. Back 
in 1999, he had a revolutionary idea: What if the top 
brass at GE could learn about the internet and other 
emerging technologies from their younger, more tech-
savvy colleagues? This wasn’t just a quirky experi-
ment—it was a revolutionary disruptor. Welch saw 
that the internet was the future, and he wanted his 
team to be ahead of the curve.

So, what did he do? He flipped the traditional 
mentoring model on its head. Instead of seasoned 
executives mentoring the younger employees, it was 
the emerging leaders teaching the veteran ones. This 
approach not only helped senior leaders grasp new 
technologies but also built a culture of continuous 
learning and mutual respect.

So, how does this apply to today’s firms? Ten years 
ago, Patrick O’Neill of O’Neill Insurance in Wad-
sworth, Ohio, brought his son, Pat, into the agency 
to offer a fresh perspective and help the firm stay on 
the cutting edge of digital and cultural trends in the 
insurance and risk management industry. This wasn’t 
just about learning how to use social media—it was 
about understanding the strategies that drive signifi-
cant business results.

Today, senior leaders at O’Neill Insurance are flu-
ent in the latest technologies, thanks to their younger 
mentors. They understand the power of social media to 
connect with customers and the importance of digital 
tools in streamlining operations. This knowledge isn’t 

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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In   a Target Markets Profes-  
 sional Administrators 

Association presentation titled 
“Elevate Your Workforce: Accessing 
Student Talent,” Tandeka Nomvete, 
director of external engagement at the 
Spencer Educational Foundation, led 
a lively discussion about recruiting 
talent at the high school and college 
levels.

Panelists were Whitnee Dillard, 
executive director of the Big “I”’s 
National Invest Program; Tony 
Chimera, chief talent officer at 
Westfield Specialty; and Vionie 
Beaunissant, client service specialist 
at the Baldwin Group and MBA stu-
dent at South Florida University.

“Let’s start our discussion at 
the high school level with Whitnee 
Dillard,” said Nomvete.

“The Invest program helps young 
people learn about insurance careers, 
and it also provides a first step into 
their overall understanding of insur-
ance,” said Dillard. “Something that 
we are privileged with now that we 
weren’t when Invest started in 1970 
is that a lot of states are including 
insurance education as a part of 
their financial literacy requirements. 

in business fields are applying for 
jobs in industries other than insur-
ance, like accounting, economics, or 
finance instead of insurance and risk 
management?” 

“I think it’s a question of lack of 
exposure,” Beaunissant replied. “As 
an accounting student, I learned 
about organizations that encourage 
students to pursue careers in other 
fields, but not in risk management 
and insurance.”

Nomvete offered practical advice 
on connecting with colleges and uni-
versities that have insurance and 

“We encourage insurance pro-
fessionals to visit our website 
(investprogram.org/careerstogo) 
and access a wealth of resources 
that you can download and present 
during school career days,” Dillard 
explained. “One presentation high-
lights the 49 different careers across 
insurance. All of these resources can 
also be customized as you see fit.” 

Nomvete then shifted focus to 
creating awareness about career 
opportunities, especially in the pro-
gram space. “Take the opportunity 
to visit the Invest site, which has 
numerous letters you can custom-
ize to fit your needs,” she advised. 
“You can send them to high schools 
in your area and follow up with a 
phone call to the principal to offer 
additional information and request 
an appointment. 

“You’ll likely be given the oppor-
tunity to present your information 
directly to students; and if you have 
children in the school, ask them to 
help you promote your message to 
their peers,” Nomvete added. “Maybe 
you’ll get five minutes, or even 30 
minutes, to present your informa-
tion to middle school or high school 

risk management programs. “Reach 
out to Spencer!” she said. “We have 
connections with professors and 
students in all schools with RMI 
programs. 

“For the schools that don’t yet 
have RMI programs, we can help 
them build risk management and/or 
insurance 101 courses,” she added. 
“We’d be happy to facilitate intro-
ductions for you to go on campus 
and talk about your careers in the 
program business. We also provide 
funding for professors so students 
can learn outside of the classroom. 

students, just to plant that seed in 
their minds,” she asserted.

Nomvete asked how industry 
professionals can effectively engage 
students and teachers and develop a 
long-term partnership with the high 
school. Beaunissant responded with 
some simple advice: “Make a commit-
ment to show up and be consistent.

“When I was in high school,” she 
added, “my teacher invited account-
ing professionals to visit our class 
and share information with us. That 
sparked my interest in accounting 
and enabled me to pursue a career in 
that industry.”

Providing students a meaningful 
connection is so important, Dillard 
said. “Invest has been around for 
so long because of its emphasis on 
humanizing our industry as opposed 
to its just being an insurance 
curriculum.”

College level

The conversation shifted to post-
secondary students, “and we’ll start 
with Vionie because she’s currently 
in college,” Nomvete said. “Why do 
you think that most of the students 

ELEVATE YOUR WORKFORCE

This way students can interact with 
working professionals and learn 
about internship opportunities in our 
industry.”

Nomvete asked fellow panelists 
for ideas on engaging faculty and 
students to create a long-term part-
nership. Chimera responded: “We 
need to view this as an investment. 
Within our companies, we need to 
provide students with a true picture 
of the industry and create an intern-
ship program. 

“We have a talent and an attrac-
tion problem, and we need to present 

Program administrators can engage students to build organizational strength

“You can send (career  
information) to high schools  

in your area and follow up with a 
phone call to the principal … . You’ll likely be 

given the opportunity to present your information 
directly to students … .”

—Tandeka Nomvete
Director, External Engagement 

Spencer Educational Foundation 

By Elisabeth Boone, CPCU

“Look at these students as future 
leaders and not as kids. They can even 
serve as your research and development arm for 

certain tasks. Also, if you’re not in a position to do 
an internship, mentorship goes just as far.”

—Whitnee Dillard
Executive Director 

National Invest Program

I  nsurance agency merger and acquisition (M&A) activ- 
  ity hit the ground running in 2021 and continued 

through 2022. A MarshBerry report shows that M&A 
activity qualified as the second-highest year on record, 
second only to 2021, where the number of deals closed 
skyrocketed in the fourth quarter, presumably by sellers 
concerned about a federal capital gains tax increase  
in 2022.

Likewise, private equity has been very active in the 
insurance distribution space for almost a decade. The 
deal volume has surged in the last couple of years. Most 
recently, private equity has focused on insurance net-
works making a series of acquisitions in 2022. 

That activity has impacted the network circuit. 
Networks, often hard-pressed to help their constitu-
ents navigate the M&A process, are reporting a loss of 

members and uncertainty about how to best serve their 
member agencies in a changing landscape. As agencies 
consolidate, their needs change. Product offerings also 
change. And an agency’s current network affiliation may 
not be addressing those changes.

As the independent agent community ages, such M&A 
activity will only increase. A 2022 Agency Universe Study 
conducted by Future One and the Independent Insurance 
Agents and Brokers of America (The Big “I”) shows that 
the average age of agency principals with 20% or more 
agency ownership control is 54 years; 17% of those are aged 
66 or older. The need for guidance, education, and resources 
on consolidation will only increase.

These aging agency principals are looking to transfer the 
business. In 2021, private equity flooded the market, fueled 
in part by investors keen to find profitable, stable business 

THE NETWORK 
EVOLUTION

Market dynamics and M&A activity 
have challenged the insurance 
network sector to redefine their 
purpose and offerings

INSURANCE NETWORKS
SPECIAL SECTION

By Lori Widmer

74 ROUGH NOTES NOVEMBER 2023 75

Target Markets Program 
Administrators Association

Insurance Networks Alliance



16      ROUGH NOTES MAGAZINE—SINCE 1878

Multimedia

Delivering your message in Rough Notes heightens your credibility and 
allows you to capitalize on our powerful brand, built over 146 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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2025  Magazine Editorial Calendar

january ad closing: 12.03.24
ad materials: 12.06.24 julyad closing: 06.03.25

ad materials: 06.06.25

february ad closing: 01.03.25
ad materials: 01.06.25

augustad closing: 07.03.25
ad materials: 07.07.25

march ad closing: 02.03.25
ad materials: 02.06.25 septemberad closing: 08.04.25

ad materials: 08.05.25

april ad closing: 03.03.25
ad materials: 03.06.25 octoberad closing: 09.03.25

ad materials: 09.05.25

june ad closing: 05.02.25
ad materials: 05.06.25 decemberad closing: 11.03.25

ad materials: 11.06.25

Editorial Highlights:	
Specialty Lines:	
• Agents E&O
 
Focus on Premium Finance 

Editorial Highlights:	
Specialty Lines:
• Construction

Focus on Agency Operations                          

Editorial Highlights:	
Specialty Lines:	  
• Cyber Insurance	  
 
Focus on Artificial Intelligence

Benefits Products & Services: 
• Life Insurance	

Bonus Circulation:
•  �WSIA

Editorial Highlights: 
Focus on Customer Experience 

Bonus Circulation:
• �Target Markets  

Program Administrators          
Association Summit

• Applied Net

Editorial Highlights:	
Specialty Lines:
• �Professional Liability

Focus on Personal Lines 
 

Benefits Products & Services: 
• Hospital Insurance

Editorial Highlights:	
Specialty Lines:	
• Cannabis	  
 
Focus on Agency Perpetuation 
	

Benefits Products & Services: 
• Stop Loss 

Editorial Highlights:	  
Specialty Lines:	
• �Social Services & Nonprofits 
	
Focus on Leadership

Bonus Circulation:
•  �PIA of NJ & NY Annual  

Conference

Editorial Highlights: 
Specialty Lines: 
• �Social Services & Nonprofits

Bonus Circulation:
• �Insurance Networks Alliance  

Annual Meeting

Editorial Highlights:	
Specialty Lines:	
• Workers Comp	  

Focus on Emerging Risks

Editorial Highlights:	
Specialty Lines:	
• Commercial Auto/Trucking

Focus on Risk Management

Benefits Products & Services: 
• �Dental

Bonus Circulation:
• �Target Markets Program  

Administrators Association 
Mid-Year Meeting

• �NetVU

Editorial Highlights:	  
Specialty Lines:	
• Municipalities

Focus on Professional  
   Development 	
	
 

Benefits Products & Services: 
• Disability 
 
Bonus Circulation:
• FAIA Annual Convention
• �LAAIA (Latin American  

Association of Insurance  
Agencies) Convention

Editorial Highlights:	  
Specialty Lines:	
• Aviation

Focus on Insurtech 
 

Benefits Products & Services: 
• Emerging Trends 
 

novembermay ad closing: 04.04.25
ad materials: 04.07.25

ad closing: 10.03.25
ad materials: 10.06.25

ALSO: Target Markets Program Administrators  
Association special section

ALSO: Insurance Networks Alliance special section

ALSO: Florida Special Report

Focus on Agency Management Systems
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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 AAM.

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 provides 
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 2025

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

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

2025  Magazine Rates
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Required Material
Electronic files are preferred when submitting ma-
terials, if possible. Acceptable program formats for 
sending material for ads in Rough Notes magazine 
are as follows in order of preference: 

PDF files set to print-quality specifications 
are the preferred format for ads  

submitted to Rough Notes.

Acrobat 5.0 (PDF 1.4) or higher, minimum 
resolution 300 dpi, fonts embedded. Convert all 
images to CMYK in their original format before 
creating the PDF file. PMS spot colors will be con-
verted to CMYK unless otherwise specified.

Please note: Full page ads are to be created to the  
document size of 8.375” x 11.125.” (See chart op-
posite page or specifications for a two-page spread 
and live area.) No crop or registration marks are to 
be included in the final PDF file. 

Photoshop 300 dpi or higher TIFF file with a final 
size equal to ad size or document size for full page 
(see above). Do not submit layered .psd or .tiff files.

Quark or InDesign document for Mac or PC
• ALL art/graphics files must be included. 
• ALL screen and printer fonts must be included. 
• �High-resolution transparency flattening must be 

applied to drop shadows and layered items.
• �If any .eps files are used, fonts embedded in the 

file must also be included unless they have previ-
ously been converted to paths. 

• �Convert PMS and spot colors to CMYK.  
(See below for ads using true spot colors.) 

• �A full-size proof that is created from the 
finished file must be included. (Laser copy is 
accepted only for black and white ads.) 

• �Digital color proofs must be sent with four-color 
files (e.g., Rainbow or Fuji). 

Illustrator .eps files for Mac or PC
• �Save Illustrator file as an .eps file with raster  

setting at high resolution.
• �All graphics used in the original file must be 

included (tiffs, embedded .eps, logos, etc.). 
• �Fonts (embedded in .eps files and/or used in 

the document) must be converted to paths 
before the .eps file is created. This is especially 
important when sending a PC file. Watch for 
“hidden” text when converting. 

• �Convert PMS colors to CMYK (process color) 
and uncheck the “spot color box.” (See next 
section for ads using true spot colors.) 

• �A full-size proof that is created from the 
finished file must be included. (Laser copy is 
accepted only for black and white ads.) 

• �Digital color proofs must be sent with four-color 
files (e.g., Rainbow or Fuji).

2025  Magazine Mechanical Requirements
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Mechanical Requirements  
Standard Unit Sizes (in inches)

Full Page  7x10 2/3 Page  4-5/8 x 10 1/2 Vertical  4-5/8 x 7-3/8

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 includ-
ed 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 document page.) 
Do not include crop and/or registration 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

2025  Magazine Mechanical Requirements
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PLEASE SEND AD MATERIALS TO:

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 Company 
to change a client’s digital ad in any way. All ads 
should be submitted as per the specifications 
described in the reproduction requirements sec-
tion 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 payment of the adver-
tising space.

Rough Notes reserves the right to decline or 
discontinue advertising at any time and for any 
reason, 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 ex-
pense, 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 accord-
ing 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. 

2025  Magazine Mechanical Requirements

Tricia Cutter
Production/Advertising Coordinator

Ph   (800) 428-4384, ext. 1019
       (317) 582-1600 
Fax	(317) 816-1000
triciac@roughnotes.com
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Standout Services for our Valued Partners

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. 

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 ser-
vices 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 146 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	 (561) 676-2086 
Fax	 (561) 740-8101
mbasis@roughnotes.com

Eric Hall
President of Strategic Partnerships
Ph	 (317) 514-1047 
Fax	(317) 816-1000
ehall@roughnotes.com
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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

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
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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
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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
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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

  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  

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS              
JUNE 2020
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AGencY oF tHe montH

 tIendIenAm vIvASt 
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fentem Abentum  
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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

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

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

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

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  
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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

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

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

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: 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

SPECIALTY LINES: CYDGDHGDNCE
YOUNG PROFESSIONALS: SIHDGHFGHNICHE

PERSONAL LINES: HOFHFHFDHDFHFDRS RISK
BENEFITS FOCUS: DISFHFHFHFHDFANCE

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS               
                                                                                                                                                                                  NOVEMBER 2023   

ALSO: CGFRCAGOLFSF PRO BUILDS, MSFINS STROFSFATIDFS DSS

AGENCY OF THE MONTH:

FIOM RELIOUYCE DRZP 
BOASTS SEV ZERO TOLLION, 

CAIIODA’S EN COPERVS 
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6

SPECIALTY LINES MARKETS: COMMERCIAL AUTO INSURANCE
BENEFITS FOCUS: EMERGING TRENDS IN EMPLOYEE BENEFITS

PERSONAL LINES: A GUIDE TO WATER SHUT-OFF DEVICES
YOUNG PROFESSIONALS: TEN RULES OF BUSINESS

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS               
                                                                                                                                                                               DECEMBER 2023    

ALSO: USING WEATHER AND CLIMATE DATA TO PREDICT WILDFIRE RISK

AGENCY OF THE MONTH:

NORTH CAROLINA AGENCY DRIVES 
COMMERCIAL GROWTH BY HELPING CLIENTS 

MANAGE RISK AND PROSPER 

0991_Cover_December 2023.indd   9910991_Cover_December 2023.indd   991 11/14/2023   2:24:08 PM11/14/2023   2:24:08 PM

6

SPECIALTY LINES: AGENTS AND BROKERS E&O INSURANCE
TECHNOLOGY: TRENDS FOR 2024

FOCUS ON: AGENCY PERPETUATION
YOUNG PRO-FILES: OUTWORKING EVERYONE ELSE

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS               
                                                                                                                                                                                FEBRUARY 2024    

ALSO: ROUGH NOTES 2023 AGENCY OF THE YEAR SELECTED

AGENCY OF THE MONTH:

WITH A VISION BUILT AROUND  
“WORKING AS ONE,” THIS ILLINOIS AGENCY  
IS EXPERIENCING EXPONENTIAL GROWTH

6

SPECIALTY LINES: MUNICIPALITIES
BENEFITS FOCUS: DISABILITY INSURANCE
YOUNG PRO-FILES: ADVOCATE FOR YOUTH

YOUNG PROFESSIONALS: NAVIGATING THE TECH EVOLUTION

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS               
                                                                                                                                                                                         March 2024    

ALSO: FOCUS ON EMERGING RISKS

AGENCY OF THE MONTH:

THE FRIENDS AND FAMILY PLAN 
HELPS DRIVE INNOVATION AT GEORGIA-BASED AGENCY
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6

SPECIALTY LINES: PROFESSIONAL LIABILITY
RISK MANAGEMENT: EMERGENCY PREPAREDNESS TIE-IN

YOUNG PROFESSIONALS: HANDLING CLAIMS
BENEFITS FOCUS: WELLNESS PROGRAMS

  INSURANCE AGENTS & BROKERS                       MARKETING • PRODUCTS • MANAGEMENT • COVERAGES • MARKETS               
                                                                                                                                                                                         APRIL 2024    

ALSO: THE STATE OF PROGRAM BUSINESS

AGENCY OF THE MONTH:

WASHINGTON PRINCIPAL BUILDS SUCCESSFUL AGENCY  
THAT ALLOWS FOR FAMILY TIME

6

SPECIALTY LINES: NONPROFITS AND SOCIAL SERVICES
LEADERSHIP: YOUR JOB TITLE DOESN’T MATTER 

BENEFITS FOCUS: STOP LOSS INSURANCE 
SALUTE TO SERVICE: TWO ARMY VETERANS SHARE INSIGHTS
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                                                                                                                                                                                           MAY 2024    

ALSO: DETROIT TEENS LEARN RISK MANAGEMENT BASICS

AGENCY OF THE MONTH:

TWO-YEAR OLD KANSAS AGENCY  
HAS 80-PLUS-YEAR HISTORY
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SPECIALTY LINES: COMMERCIAL AUTO
YOUNG PRO-FILES: A MEMBER FIRST

BENEFITS FOCUS: DENTAL AND VISION
PROFESSIONAL DEVELOPMENT: CATALYST FOR INDUSTRY EVOLUTION
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                                                                                                                                                                                         JUNE 2024    

ALSO: TRENDS IN AGENCY AND BROKERAGE COMPENSATION

AGENCY OF THE MONTH:

IDAHO AGENCY EXPANDS BEYOND LOGGING  
AND FOREST PRODUCTS SPECIALTY

6

SPECIALTY LINES: CONSTRUCTION INSURANCE
YOUNG PROFESSIONALS: NICHE PODCASTING

AGENCY OPERATIONS: INNOVATIVE WAYS TO REDEFINE YOUR TEAM
YOUNG PRO-FILES: HELPING OTHERS (BUT NO BLOOD, PLEASE)
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                                                                                                                                                                                          JULY 2024

ALSO: CULTIVATING A CULTURE OF GROWTH

AGENCY OF THE MONTH:

NORTH CAROLINA AGENCY  
USES WEBSITE MARKETING  

TO BRING IN FANS
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SPECIALTY LINES: WORKERS COMPENSATION
BENEFITS FOCUS: LIFE INSURANCE

FOCUS ON: ARTIFICIAL INTELLIGENCE 
YOUNG PROFESSIONALS: SURETY BONDS 101
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                                                                                                                                                                                    AUGUST 2024

ALSO: EDUCATION GROUP REBRANDS WITH NEW NAME

AGENCY OF THE MONTH:

RHODE ISLAND AGENCY SEES OPPORTUNITY 
FROM EVERY CHANGE
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FOCUS ON: CUSTOMER EXPERIENCE 
TECHNOLOGY: YOUR MOST PRODUCTIVE EMPLOYEE

YOUNG PROFESSIONALS: TIME MANAGEMENT BEST PRACTICES
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ALSO: AFRICAN AMERICAN INSURANCE GROUP EMPOWERS MEMBERS

AGENCY OF THE MONTH:

ENTERPRISE RISK MANAGEMENT FOCUS 
DRIVES EXTRAORDINARY GROWTH 

FOR TEXAS AGENCY

SEPTEMBER 2024

SPECIAL  

SECTION  

SPONSORED BY

6

SPECIALTY LINES: CYBER INSURANCE
AGENCY PARTNERS: A HUMAN-OPTIMIZED BUSINESS

PERSONAL LINES FOCUS: THE RISK-REDUCTION REVOLUTION
YOUNG PRO-FILES: CREATIVE AT HEART, GROUNDED IN TAKING ACTION 
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ALSO: IMCA TRAILBLAZER AWARD WINNERS DISCUSS MARKETING TRENDS

AGENCY OF THE MONTH:

CINCINNATI AGENCY SUCCEEDS  
USING FRACTIONAL LEADERSHIP

OCTOBER 2024


