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restaurant owners can focus on their bread and butter — customers. Trust in Tomorrow.® Contact us today.
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PRESIDENT'S REPORT

LUKE HORAK
PRESIDENT

en years ago, I said YES to

Bob Skow and former Big “I”

President Paul Pohlson, and

the opportunity to join the
Independent Insurance Agents of Iowa
Board of Directors. A decision that I
weighed heavily against an already
busy work schedule and raising a tribe
of five young kids at home. In the end,
the decision was straight forward. It was
time to give back and dedicate effort to
an association that has given me much
direction and motivation. I'm no different
than many of you. The association can be
a launching pad for a young, new agent,
or seasoned agent looking for direction,
education, fellow peers, or role models
within the insurance industry.

The past decade has gone by quickly—a
blink of an eye. And much has changed
during these 10 years: self-driving cars,
derechos (Was that even aword?), aggre-
gators, usage-based insurance, wind/
hail deductibles, acquisitions, Artificial
Intelligence (A.1.), and remote employees.

Ten years ago, these words were rarely
used in our industry. Today, we can’t go
24 hours without one of these items being
mentioned. There has been an amazing
amount of change within our industry
in the past decade. And with that change
comes the obligation that our association
must react and embrace new approaches
to engage with our members.

As we march into this 118th year we’ll
have much on our plate to navigate and
envision. We’ll need your help. Engage
with the Big “I” and look for opportunities
to voice your opinions and lend your tal-
entsto our Big “I” committees. If youare a
young agent or have ayoung agent in your
agency, investin them to become involved
with the highly successful Young Agents
group. They are the future of your agency,
your industry, and our association.

As I conclude my first article, it’s a
must to thank our outgoing President,
Scott Wirtz. Thank you, Scott, for your
dedication to the Big “I” and being a great
mentor to each of us. You’ve had alot on

BIG @ | 1owa

FROM THE PRESIDENT’S DESK

his plate with four active boys at home
and in college. You navigated your many
responsibilities very well. Thank you
to our committee chairs and our com-
mittee members. Your continued com-
mitment is much appreciated. Finally, a
big thank you and heartfelt goodbye to
past President Dave Rowley. Thirteen
years on the board is something to be
proud of. Dave is one of those eternally
optimistic individuals that every board
or committee needs. He’s an idea guy,
think-tank type of individual. Dave will
be missed. We look forward to your lead-
ership within the Iowa Senate.

I say it again, I ask that you contrib-
ute and participate with your asso-
ciation. Let us know how we can be a
resource and advocate to you. The great
staff at the Big “I” is here for you.
Contact Big “I” staff members at
800-272-9312. My contactis 319-653-2116,
email luke@horakinsurance.com. Ilook
forward to your involvement and seeing

each of you at our association events. ¢

The association can be a launching pad for a young, new agent,
or seasoned agent looking for direction, education, fellow peers,
or role models within the insurance industry.

www.iiaiowa.org | VIEWPOINT 7
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PREVIEWING THE FALL

A LEADERSHIP CONFERENCE

STEVE MADSEN
NATIONAL DIRECTOR

hope everyone has had a chance to

enjoy the summer activities with

family and friends. As you read this,

T am getting ready to attend my third
meeting as National Director. I will travel
to Grand Rapids, Michigan for meetings
September 8-10.

There, we will elect a new Executive
Committee member. Robert Salmon
from North Carolinais currently running
unopposed. He is very talented and will
do a wonderful job. There are six agents
from across the United States that make
up the Executive Committee. We will hear
a Finance report, Government Affairs
report and a Trusted Choice report. In
addition, we will hear about progress on
the National strategic plan, initiatives,
and activities from State Associations
across the country. We get to hear ideas
that might work for our Towa associa-
tion. Round table discussions started
by current Chairman John Costello
will continue. These sessions combine

Executive Board members, Board mem-
bers, National Association Staff, and
State Executives together. Here, we can
brainstorm and get ideas from all lev-
els within the association to move the
association forward. These round tables
have proven very positive for improving
communications.

We will celebrate the New Big “I” chair-
man, Mike McBride, from Michigan as he
starts his new year. He will travel through
as many as 40 states promoting our
Association and meeting with the Big “T”
membership. We also congratulate John
Costello from New York for a great job of
representing our industry this past year
as the outgoing National Big “I” chairman.

There are other activities that will
happen along with the National Board
meeting.

1. The Education Convocation: It is
an annual meeting for Big “I” state
education professionals, instructors,
and marketers. It offers a unique

opportunityto learn from their peers.
Our staff participates and has brought
home many good ideas for Iowa.

2. The Young Agents Leadership
Institute: It starts with an opening
event, continues with a full day of
speakers and classes, and finishes
with awards and sharing of ideas.
Our own Erin Dop, with Fullenkamp
Insurance, will represent Iowa at this
event. Thank you, Erin, for taking the
time to participate.

There will be many committee meet-
ings happening throughout the week that
are attended by a variety of participants.
All of whom are helping our industry go
forward in some very challenging times.

It is an honor to serve as your
National Director. If you have any ques-
tions or concerns, you can reach me
at smadsen@shomo-madsen.com or
641-753-6691.

Thank you,

Steve Madsen <{

We will hear about progress on the National strategic plan, initiatives,
and activities from State Associations across the country.
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Is the biggest risk an insurance agency faces not taking enough risk? I have been

pondering this question for the last several years.

Afewyearsago, I co-chaired the Changing Nature of Risk
workgroup with the Big “I” Agents Council for Technology
(ACT). The workgroup’s goal was to help insurance agencies
understand emerging technologies and leverage them to
provide abetter experience to their prospects and clients.

Agencies Aren’t Tech Companies

The insurance industry is not known for eagerly
adopting external trends. It is often portrayed as
Luddites, falling behind other sectors. Moreover, con-
sumer expectations of good service have changed over
the last several years, and the pandemic only continued
to accelerate the trends.

Online transactions are increasing exponentially.
Electronic signatures are anecessity. The desire for elec-
tronic payment options is growing. A rich interactive
website is essential. And text messaging is becoming a
primary way to communicate for a growing segment of
consumers. These are just a few trends that picked up
speed during the last 18 months. More are coming, and
they’re coming fast. Here are just a few:

Streamlining small commercial transactions: New
startups and existing solution providers are making sig-
nificant progressin streamlining the quoting and carrier
submission process for small and midmarket commercial
business.

Increased demand for video: 2020 taught us that
a Zoom meeting could work in many more situations
than we assumed. Using video emails instead of text-only
emails builds better relationships, as do video proposals.

Open platforms: More solution providers—new and
old—are recognizing the advantage of creating open
platforms.

Application programming interfaces: (APIs) allow
different services to create a machine-to-machine com-
munication channel that supports sending data and
information to where it’s needed. This openness helps
reduce or eliminate manual processing steps, increasing
productivity.

Hawksoft and EZLynx are examples of two tradi-
tional AMS vendors building APIs that their users and
third-party providers can access. Applied Systems
recently announced that they are speeding up develop-
ing APIs for their Epic platform using the Google Apigee
API Management service. Vertafore has enhanced its
Orange Partner Program.

This technology opens anew world of options allowing
the invention of custom workflows for the agency willing
to eagerly embrace external trends.

Entertaining the Insurtechs

There’s tension in the InsurTech realm that contin-
ues today. Some direct-to-consumer InsurTechs were
founded toreplace the agent (you) with technology. Other

InsurTechs were founded to help the agent. And though
some people said agents were irrelevant and no longer
needed, the independent agency channel has remained
remarkably resilient.

What is the market saying? It seems consumers have
voted with their wallets that most prefer working with
an agent. Metromile, Root, Lemonade, and Next are
direct-to-consumer InsurTechs that have recently changed
their tune and are now embracing independent agents as a
distribution channel to help reduce their acquisition costs.

Tomaintain this connection with consumers, indepen-
dent agents must continue to adopt consumer-friendly
technology solutions eagerly.

How Can Agencies Keep Up?

Agency owners know how frustrating it can be to stay
on top of the latest technology. It’s hard enough to keep
an agency running efficiently and smoothly, grow abook
of business, support your employees, and provide out-
standing customer service. Again, your agency is not a
tech company. But it’s not impossible to keep up. And if
you do, it will give you a competitive advantage.

Here are four steps agencies can use to help keep up
with technology changes:

1) Discover. A discovery process will help you better
understand what’s out there and, more importantly,
what’s suitable for you.

2) Evaluate. Just because new technology is available
doesn’t mean you should use it. Evaluate the
technology to determine if it will help meet your
clients’ needs.

3) Select. The selection process helps narrow multiple
options to one specific solution that best meets
your needs.

4) Implement. I have seldom seen technology fail.
However, I have seen technology implementation
within an organization fail when not enough attention
is paid to getting your employees on board.

Picking the right technology for your organization is
the first step. The next is to create an implementation
plan to get the maximum benefits from the new solution.

Agencies have been frustrated with technology for over
40 years. However, one thing is clear: eager adoption of
external trends can help an agency continue to be a thriv-
ing business.

Asindependent agents, the choice is yours. ¢

Steve Anderson is a technology and risk expert and one
of the original influencers on LinkedIn. In 2021, Anderson
co-founded Catalyit in cooperation with 18 Big “I” state
associations and currently serves as CEO. He is also the
author of “The Bezos Letters: 14 Principles to Grow Your
Business Like Amazon,” a Wall Street Journal, USA Today,
and international bestseller.
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WITH THE
118™ IIAlI PRESIDENT

LUKE HORAK

We are in Washington, lowa meeting with the 118th Big “I”
President, Luke Horak, for an in-depth look at his life growing
up and the road that led to the ITABA.

Viewpoint: What is it about Washington
that made you want to raise your family

and establish your career?
Though I had moved away from
Washington, for about 7 years, it was nice

12 VIEWPOINT | FALL 2023

to be back in my hometown. With that
said, it was an adjustment moving from
Des Moines. Honestly, for several years
Suzanne and I missed the restaurants,
bars, etc. that a larger city offered. ITowa

City, just 30 miles up the road, became
our urban escape. But, as we had kids, we
quicklyrealized the advantages of a small
town. Washington’s been a great place to
raise our family.

Viewpoint: In high school/college what
activities were you involved in?

I played basketball, football and ran
track. In college I was very involved with




my fraternity, ISU Greek Government and
Student Alumni Association. I tell my kids
one of the most memorable and life chang-
ing organizations I was involved in was
the Washington County Rescue Squad
where I served as a 3-year volunteer
during high school. I was given a pager,
flashing lights on my personal car, and
permission toleave school when there was
an emergency call. Who wouldn’t want
that excitement as a teenager? The life
lessons came as I worked closely with so
many automobile accidents and fatalities.
The fragility of life became a hard real-
ity. I became a witness to how many of
these horrible accidents could have been
avoided. My kids and their friends, who
are all new drivers, hear about my experi-
ences often. Drive carefully and stay alert
asalife-changing accident could happen
at any time.

Viewpoint: How didyou get into the insur-
ance business?

Iwaslivingin Des Moines working at
the Principal Financial Group recruit-
ing for their investment department.
I really enjoyed the company but was
ready for a career change—a move into a
sales position. My dad and older brother
caught wind of my situation, and said,
“You know, ifyou are looking to get into
sales, there’s no better opportunity then
sellinginsurance back in Washington.”
Moving back home was the last thing
on my life agenda. Well, here I am,
26 years later. It’s been a good ride. I'd
say my dad and brother gave me pretty
good advice.

Viewpoint: Tell us about the agency today.

Our agency was started by my grandpa
in 1928. Grandpa had been paralyzed by
polio, and he started the agency selling
insurance to farmers from the seat of
his car. He couldn’t get out of the car, so
he would just lay on the horn until the
farmer came out of his house. Today my
grandpawould roll overin his grave to see
the progression of the agency he founded.
We have 14 employees and three locations
in Washington, Sigourney, and Columbus
Junction. Like most small-town agencies,
we are generalist. Our staff divides their
time handling commercial and personal
lines. We also have afair amount of group
health business.

Viewpoint: What companies do you
represent?

We represent West Bend Mutual,
IMT Insurance, Auto-Owners, EMC,
United Fire Group, Westfield, Grinnell,
Nationwide, Encova, Progressive,
Wellmark, and a few mutuals.

Viewpoint: In your opinion, what is the key
to success as an independent agent?

Have avision for your agency or where
you’d like to be as an agent. Make sure
you have multiple channels of distri-
bution. Relationships are critical, but
don’t put all your eggs in one basket.
Communicate with customers. They
need and want to understand what is
happening in the insurance market.
Create a culture in your agency that
promotes family, employee input, and
has an incentive to grow your book(s)
of business.

Viewpoint: How about your philosophy
for dealing with clients?

Well, it’s really pretty simple. How
do each of us want to be treated?
Professionally and timely, right? I
mean, be honest with your clients
when it comes to expectations, pricing,
follow-ups. As independent agents, we
are fortunate to have multiple carriers
toindividualize our customers’ pricing
and coverage needs. We need to keep
this practice sharp—our customers
deserve it. And we need to make sure
our customers are aware of our multiple
carrier options.

Viewpoint: How did you meet your wife,
Suzanne?

We met while working at the Principal
Financial Group. She worked in another
department and a couple of co-workers
introduced us. The rest is history. She’s
been the best thing that has happened to
me. She’s an ITowa grad, I'm an ISU Grad.
One of those divided families. Suzanne
reminds me often that with five kids, I
couldn’t afford a divorce at this point.(Z)

Viewpoint: Tell us about your family.
We have five children; Brennan, 23,
is in Chicago with KPMG, Evan, 21, is a
senior engineering major at Iowa State,
Drew, 19, is a freshman at Creighton
University, Lauren, 16, a junior in high

school, and Emma, 14, a freshman in
high school. My wife, Suzanne, has been
astay-at-home mom with a sprinkling of
substitute teaching. Come to our home
and you will quickly understand con-
trolled chaos.

Viewpoint: What community activities
are you involved in?

I’'m involved in Kiwanis, YMCA, and
also serve on alocal Telecom board.

Viewpoint: What keeps you busy when you
are not at work?

Oh my, keeping busy is not a problem
with a large family. Many, many school
and sports activities. I'm up jogging by
5:30 a.m. most mornings. Love the out-
doors, hunting, fishing, cycling. Lots of
time together as a family traveling to
enjoy outdoor destinations. We spend a
lot of our time at our cabin on Table Rock
Lake in southeast Missouri.

www iiaiowa.org | VIEWPOINT 13
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Viewpoint: What value do you think a
trade association like the Big “I” brings
to its members?

Comradery, Relationships, Resources—
allthree are underlying within our asso-
ciation. We speak in a common voice. A
lot of trust and lifelong business rela-
tionships have been founded within the
association.

Viewpoint: What keeps you awake at
night as an agent?

This on-going hard marketis abigcon-
cern. There are many variables in play
that are out of our control. I think about
what carriers will be doing in the next
1 to 3 years. Rate increases, deductible
changes, moratoriums, carriers leav-
ing the state, government intervention,
Difficult times lay ahead with no clar-
ity or control of what may be around
the next turn. With all that going on
within the industry, how do we com-
municate this to our customers and the
general public?

14 VIEWPOINT | FALL 2023

Viewpoint: What makes you happiest about
being in the insurance business?

I thoroughly enjoy the deep individual
relationships developed with our cus-
tomers. It’s an honor to have their trust.
Secondly, our staff is incredible. They
are like family members to my brother
(partner) and I. We have overcome many
obstacles and challenges. Through each,
it’s been great to look back and see what
we’ve accomplished and what we learned.
My co-workers are the real difference. I
can truly say that they make coming to
work enjoyable.

Viewpoint: You became very active with the
Big “I’, tell us how that evolved.

Like many, my involvement began
through the Young Agents committee.
I started attending the state conven-
tions and Rural Agents conferences. I
then became involved in Big “I” commit-
tee meetings, first chairing a commit-
tee, and then finally launching onto the
Big “I” Board.

Viewpoint: As you look back on your
career, what advice would you give read-
ers about being in the insurance business?

Be persistent, learn insurance prod-
ucts, and continue to prospect. Ask for
referrals. Don’t be so aggressive that you
turn your friends and neighbors away.
Develop deep relationships with others
in the business. Get involved in your
industry. Finally, be patient. It really
takes 3 to 5 years to see the results of
your efforts.

Viewpoint: Does your agency have mul-
tiple locations?

Yes, Washington, Sigourney, and
Columbus Junction

Viewpoint: Given the pandemic and a
hard insurance market, 2023 has been a
challenging year for all of us. What do you
envision for us in 2024?

This is the longest and toughest hard
market most seasoned industry veterans
have seen in their careers. It appears it




will stick around for awhile. I remember
some tough times during the early 2000’s,
but that seemed relatively short lived
compared to our current state of insur-
ance affairs. We need calmer weather
for the next couple of years, a reduction
in construction and repair costs, and
relaxation within the reinsurance mar-
ket. Then we can talk about a less than
hardening market. Fingers crossed.

Viewpoint: Do you find value in things
like Rural Agents, the Convention and
engaging young people in the Young Agents
Conference?

Absolutely! The Zoom meeting and
online classes are convenient. But we all
need some interaction with other peers.
Each of these conferences have been
critical to my “mental insurance health.”
Again,it’saninvestment of time to attend
association events, but so important to
your professional growth.

Viewpoint: Over the years your town/
city has changed and how has your agency
adapted to those challenges?

There’s more pressure on small town
service businesses to increase their

customer service and product offerings.
The slogan “Buy Local” just doesn’t cut
it. As a matter of fact, if a business relies
on Buy Local, they’re dead in the water.
A business must earn it. You gotta toe
up to the competition. The walls around
small towns came down a long time ago.
As a small-town agency, we had better
pick up customer service and/or offer
high-quality product scope or we’ll be
out of business.

Viewpoint: If a member wants to
contact you over the next year, what is the
best way possible?

Send me an email: luke@horakinsur-

ance.com.

Viewpoint: Congratulations on being the
118th ITAI President. Do you have a mes-
sage for the membership?

2024.... A time to re-engage. Get
involved in the association. Let the Big
“I” know what we can do for your agency,
what the Big “I” can do for the Towa
agents and agencies. Do we need more
in-person classes, seminars, social out-
ings, etc.? Let us know what the Big “I”
can do for you! ¢
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Whenever agency principals get
together, the topic of agency valuations is

sure to come up. Someone will start talking
about an agency that sold at an unbelievably
high multiple. Pretty soon, everyone’s
nodding their head and saying there’s a
killing to be made selling your agency.

These types of discussions tend to be long on conjecture and
short on facts. They remind me of the stories fishermen tell
about the big one that got away. Rarely does anyone know the

actual price that was paid for an agency. And even if they do, that
doesn’t mean yours will sell for the same amount.

16 VIEWPOINT | FALL 2023

AGENCY
MULTIPLIERS

This article originally appear in
Kentucky AI magazine, Summer 2021

Let’s all resolve to more fully appreciate what creates agency
value and how markets determine price. Mergers and acquisi-
tions may still be going strong, but the steady increase in interest
rates is likely to act as a governor on prices going forward. So,
if you really want top dollar for your agency when it’s time to
sell, youneed to realistically take stock of your firm and not let
those dollar signs go to your head.

There are different ways to look at value. Some buyers pay
attention to revenue multiples, essentially commission income.
Otherslook at EBITDA (earnings before interest, tax, deprecia-
tion and amortization), or cash flow.

I've always felt the revenue approach is flawed because it
doesn’t take into account the cost of generating income. If
you’re spending a dollar to make a dollar, that’s not a very
efficient operation. The cash-flow model is a better indica-
tor of the quality of an agency’s earning power. That is, your


http://ISTOCK.COM

agency’s value comes from your ability to drive sustained cash
flow over time.

Regardless of how you measure value, higher-performing
agencies will always sell for a premium. It’s no different than
when the best-maintained house in the neighborhood goes on
the market. You know it’s going to sell for top dollar.

Which brings me to another point: The market is the
price at which a buyer is willing to pay a seller. You may
think your fixer-upper agency is worth a lot more, but if no
one wants it at that price—well, it’s not really worth that,
is it? Those high prices you keep hearing about are usu-
ally when a large strategic buyer has purchased an agency
because it folds nicely into its portfolio. They may not apply
to your situation.

Sohow do youincrease value so you will get the highest price
possible? Here are six tips:

1 Find out what your agency is really worth. Hire a
professional to help you assess your firm’s value. This
will give you an objective starting point for improving
your agency.

2 Build value in your agency. Invest in new office systems
and improved servicing. Hire top talent; add producers.
This is called organic growth, or sweat equity, and it’s the
best way to increase the value of your firm.

WWW.GUARD.COM/APPLY/

3 Buy something. You can also grow inorganically by
acquiring abook of business or merging with a smaller

agency. Look for opportunities that make strategic sense and
that you can afford.

4 Become more efficient. Not every revenue dollar is
equal. Look for income streams that don’t cost as
much to support. Consider ways to automate processes and
streamline marketing and servicing. Reduce unneeded
expenses. With each business decision, ask yourself: “How
does this affect my cash flow?”

5 Groom your successor. Have a plan for how you will
transfer ownership.

6 Don’t wait. Time is a big factor in creating value. The
more time you have, the more value you can create. Ten
years is a good window. Don’t wait until you’re ready to retire.

Country-club multiples, as I like to call them, are fun to talk
about—but they should never form the basis for determining
the value of your agency. Resolve to get real about the worth of
your agency in 2017. Don’t let opportunity slip away because
you failed to build value in your firm. <

2
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CELEBRATING 40 YEARS

The security you need.
The name you trust.

OUR PRODUCTS

> Businessowner’s

Commercial Auto

Professional Liability/E&O

Workers’ Compensation
Pay-As-You-Go options with hundreds of payroll partners!

>
> Commercial Umbrella
>
>

Not all Berkshire Hathaway GUARD Insurance Companies provide the products described herein nor are they available in all states.
Visit www.guard.com/states/ to see our current product suite and operating area.
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COMMITMENT to COMMUNITY

Marketing Reimbursement Program

This reimbursement program is centered around member’s community participation. Members promote their agency
alongside Trusted Choice®, which aids to reinforce the independent agent delivery system.

Advertising reimbursement available on first come/first serve basis. [IAl will reimburse member agents up to 50% OF
COST FOR COMMUNITY ACTIVITY UP TO A $1,000 MAXIMUM! Events must occur between SEPTEMBER 1, 2023
THROUGH AUGUST 15, 2024. Maximum total campaign budget is $25,000. NOTE: regardless number of additional
names or locations, the maximum reimbursement amount remains at $1,000.

Mandatory Requirements Must be Met on All Submissions

* ALL event promotion must use Trusted Choice® logo or mention Trusted Choice if
doing a radio/television/podcast

* Trusted Choice® logo must be present on agency websites and Facebook pages

Steps to Participate:

Monetary Donations do NOT Qualify
Q Submit Promotional Layout Requests
to Nicole Peffers at the IlAl office (515/402-4038 or
email her at nicole@iiaiowa.org) that can then be

submitted to your advertising vendor. TRUSTED

CHOICE LOGO MUST BE USED IN PROMOTION
MATERIALS & EVENT; OR YOUR APPLICATION WILL
BE REJECTED.

Pre-Approve by Submitting Application &

e Host free swim at local pool Promo Vendor Mock-up or Scripts

e Lunch&learn to Brenda Kluger at (brenda@iiaiowa.org). WEBSITE
e |ce cream social & FACEBOOK LOGO REQUIREMENTS MUST BE MET
° Sponsorship of 5K, rodeo, fair, commun]ty festival REGARDLESS OF ACTIVITY OR APPLICATION WILL
 Help repair/replace park/school equipment BE REJECTED. SEE  LOGO OPTIONS AT
« Offer water/snack station at 5K or community event https://cobrand.iiaba.net/logos

e Sponsor a picnic in the park for your community
e Sponsor a community movie night

¢ Blood drive sponsor

e Hostinsurance awareness day

e Host summer concert series

e Sponsor sporting event/game

e Community welcome kits

e Sponsor a school book for classroom

After Event - Email

Copy of your FINAL INVOICES, ADS/PROMOTIONS
USED IN CONJUNCTION WITH EVENT & SIGNED
APPLICATION to Brenda Kluger at the IIAl office no
later than August 15, 2024 in order to be eligible to
receive reimbursement. Email: brenda@iiaiowa.org
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YARD SIGN & POSTER EXAMPLES

Help us celebrate 20 years at our

Monday, June 29
11AM -1 PM

216 Front Ave.
Pocahontas, IA

. 10th Annual Alzheimer's

Sk and Half Marathon/3 Person Team Half : i

p“HanEn n' New Eagle Insurance ™ ssemen G sssciin

¥ our local Trusted Chalce Agent
$.  PewEaghs insursecs
{- o, MinGEs, YWiscorsm
— IEBEEIBEE-EEI4

THIS MOVIE
SPONSORED BY

BEAR "
-hCREEK (Tru;ﬂted [, 77 Lo e ———
Insurance Agency =

PLAYER FOULS dilljlee on us!

INSURANCE SERVICES
cal! 3arb Edmundson
541-919-5556

|' J‘afl‘{'{"-ﬂ"‘_’i’i& ,_-:IFI!:;,?,JL i

INSURANCE AWARENESS DAY
& CUSTOMER APPRECIATION

THANK YOU FOR TRUSTING US TO TAKE
CARE OF YOUR INSURANCE NEEDS!
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COMMITMENT to COMMUNITY

Marketing Reimbursement Program Application

Sponsored by IlAl to offer member agencies the flexibility to promote their agency alongside Trusted
Choice® to reinforce the independent agency delivery system. Monetary Donations do NOT Qualify.

Mandatory Requirements Must be Met on All Submissions

* ALL event promotion must use Trusted Choice® logo or mention Trusted Choice if
doing a radio/television/podcast

* Trusted Choice® logo must be present on agency websites and Facebook pages

PRE-SUBMIT MOCK-UPS AND ANY MEDIA SCRIPTS FOR ALL ADS THAT WILL BE PLACED.
Contact Nicole at nicole@iiaiowa.org for assistance with signage mockup.

Q PRE-SUBMIT FOR APPROVAL. After commitment is completed, all documents and receipts
MUST accompany reimbursement request. Submit to Brenda at brenda@iiaiowa.org or 4000
Westown Parkway, Suite 200, West Des Moines, |1A 50266

Agency Name: _ _ _

Address:

Contact: Phone: Email:

Website:

Event Description:____________ . o,

Agency’s Involvement:

If partnering with an established event/program, whoisit?______________________ ______________

HOW WILL THE EVENT BE PROMOTED? (Submit copy of signage mock-up - Trusted Choice logo must be included)

ESTIMATED NUMBER OF PEOPLE THAT WILL SEE YOUR EVENT & ADVERTISEMENTS: _____________

ESTIMATED COSTS ASSOCIATED WITH THE EVENT AND ADVERTISING: _________________________

Reimbursement on first come/first serve basis. [IAl will reimburse 50% OF COST OF COMMUNITY ACTIVITY UP TO
A $1,000 MAXIMUM! Events must occur between OCCURRING 9/1/23 THROUGH 8/15/24. Maximum total campaign
budget is $25,000. *NOTE: regardless of number of additional names or locations, the maximum reimbursement
amount remains at $1,000.
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®

ufg

INSURANCE

for small business success

Count on UFG Insurance for easy quoting, dependable
service and skilled underwriting expertise from a team
dedicated to your fast-paced BOP needs.

When a small business turns to you, turn to us. Think UFG. ufginsurance.com

% b 2 B g 2

LIMITED-COOKING
CONTRACTORS DISTRIBUTORS RESTAURANTS OFFICES RETAILERS SERVICES

© 2023 United Fire & Casualty Company. All rights reserved.
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CEO MESSAGE

TOM O'MEARA
CHIEF EXECUTIVE OFFICER

n our recent summer edition of the

Viewpoint Magazine, you may have

noticed several photos of Independent

Agents from Iowa visiting with our
congressional delegation in Washington
D.C. Most probably thought little to
nothing of it since we have been making
an annual pilgrimage to D.C. for many
years to talk with our Iowa delegation
about issues that matter most to us as
insurance agentsback herein Iowa. Today,
it has become somewhat taboo to even
talk about politics let alone politicians.
However, I feel it is important to point
out how special and unique our state is
compared with many of our counterparts
throughout the country.

Since all states are in D.C. together
as part of the National Legislative
Conference, there is a lot of chatter
about the Capitol Hill visits among the
states. When asked by others how many
of our delegation actually met with us,
I was given several strange looks when
I responded that we met with all six of
ours from Iowa. Several replied to me that
they were not talking about congressional
staff members rather the actual elected
officials themselves. My answer remained
the same, ALL SIX!

Yes, we are fortunate that two of our
members have strong ties with us here at

ALLIES IN D.C.

the Big “I”. Congressman Randy Feenstra
is a former member of our Association
and Congresswoman Ashley Hinson
is married to our current Chairman of
the Government Affairs Committee,
Matt Arenholz. In fact, Matt was able
to arrange a meeting with all four of our
congressional membersin one large con-
ference room. This not only saved us alot
of time but prevented us from having to
bounce around from building to build-
ingin D.C.

Congressman Zach Nunn was supposed
tobeinthe meeting as well but was stuck
at the Capitol on an important commit-
tee vote. Perhaps a half hour after our
meeting with the other three members
of Congress was over, we were all outside
preparing to get taxis back to the hotel.
My cell phone began to ring while waiting
and it was Congressman Nunn calling to
apologize for missing the meeting and
advised he was on his way back from the
Capitol and would love the opportunity
to sit down and visit with us if we were
still available. We made our way back in
through security and were greeted by
Congressman Nunn who took the time
to sit down and visit with us in great
length about the issues important to the
independent agents of Iowa. Stories like
this justdon’thappen in Washington D.C.,

BIG @ |1owa

and when I told my counterpartsin other
states what happened they questioned my
ability to tell the truth.

Another great story about our recent
visit occurred during our scheduled
meeting with Senator Joni Ernst. Senator
Ernstarrived about 15 minutes late at her
office for our meeting. She apologized and
said she had just run back from meetings
atthe Capitol. She explained that she had
additional meetings still to attend, and
not alot of time, but wanted to be sure to
atleast sayhello, hear ourissues, and visit
with us for abit. This was definitely going
above and beyond on her part as the easier
thing for her to do would have been to con-
tact her staff person and have them talk
with usin her place. Once again, another
perfect example of the respect and admi-
ration shown for our association.

This is not a story being told to tout
one side or another of the political fence,
rather it is to share with all of you the
respect and understanding of running a
small business and importance of insur-
ance in the State of Towa by all 6 of our
current elected national delegation.
Tom O’Meara
CEO
Independent Insurance Agents of lTowa
Tom.omeara@iiaiowa.org
515-402-4032

When asked by others how many of our delegation actually met
with us, | was given several strange looks when | responded that
we met with all six of ours from lowa.
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MARK YOUR CALENDARS
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HOLIDAY INN DES MOINES AIRPORT | 6111 Fleur Dr., Des Moines, IA 50321

More Details to Follow
www.iiaiowa.org
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YOU’RE AN

Swiss Re
Corporate Solutions

R =l R

THE BIG “1” PROFESSIOI:IAL LIABII:I_TY PROGRAM

Prevent. Protect. Prosper.

Our exclusive risk management Our superior coverage through When you know you have the best
resources help your agency Swiss Re Corporate Solutions and agency E&O protection, you can
avoid making common our experienced claims teams are in  focus on growing your most
preventable mistakes. your corner in the event of a claim. important asset—your business.

Contact your dedicated BIG o

program manager at www.independentagent.com/EO PROFESSIONAL

to learn more and receive a proposal. LIABILITY.

12/2020 Insurance products underwritten by Westport Insurance Corporation, Overland Park, Kansas, a member of Swiss Re Corporate Solutions.
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YEARS OF YES

ror THE nessy

EST
AGENTS IN IOWA

Celebrating Our Past. Accelerating into Our Future.

merchantsbonding.com

MERCHANTS S\ keer

T r——
BONDING COMPANY “A" excellent or better since 1958
COMMON SENSE SURETY SINCE 1933® (AM Best Rating Services June 2023)

Merchants Bonding Com
& affiliated companies | 6

Mutual), Merchants National Bonding, Inc
own Parkway, West Des Moines, I1A 50266

PREMIUM FINANCING:

Protection for your insureds.
Income for you.

Working with NCMIC Finance Corporation is always
a win-win. We make it easy to do business with your
customers - and they'll love the convenience and
reliability you can provide. We'll take the time to
learn the needs of your agency and your customers
to customize a premium finance program that
works for everyone.

Let’s talk about what
we can do for you and
your customers.

CONTACT LISA TODAY
800-600-9250
llogan@ncmic.com

NCMIC

FOR YOU

« Customized programs for
niche markets

Flexible plans

Cancellation requested at 30
days, not 10

Immediate funding
of premiums

<« < <K

Income opportunity for your
agency, where permitted

FOR YOUR CUSTOMERS
+ Monthly installments and no
lump-sum payment

Low monthly payments to
help preserve cash flow

v

¥ Payment consolidation for
multiple policies

v

Online account access to track
balances and make payments

Member of the National Premium Finance Association. In California,
premium financing is offered by NCMIC Finance Corporation of
California. California License #2181. © 2023 NCMIC 10926
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Local relationships mean quick and easy access to a live human being when
you have a question, a need, or a claim. Insurance is all about service, which
is provided by people, not advertising gimmicks. People do business with
people and the relationship we have with our customers differentiates our
programs from all of the other agent E&O options in the market.

WHY |[IAl FOR YOUR AGENCY E&QO?

PROGRAMS “BY AND FOR THE AGENTS”

Our E&O programs are created with the input of independent insurance
agents. We continually gather feedback from agents, making improvements
based on emerging issues and needs.

CARRIER BRAND & FINANCIAL STRENGTH

Our top carriers have A- to A+ A.M. Best ratings. They have been in the E&O
insurance business for over 100 years combined and remain solid in their
credentials as providers, offering some of the broadest coverage available.

UNDERWRITER ACCESSIBILITY & EXPERTISE
Our underwriters are always available for conference calls with our member
clients or prospective clients. They are committed to providing you timely

and knowledgeable information, making your EQO experience a pleasant one.

CLAIMS EXPERTISE

Our carriers have experienced teams exclusively focused on E&O claims.
Because of the long history in the E&O business, our carriers have
relationships with expert law firms that specialize in E&O cases. You will
never have to worry about being assigned an inexperienced panel lawyer to
handle your claim. And, you continue to have the support and resources of
[IAl behind you.

Meet our team

Our insurance department is ready and willing to
help you with your professional liability for your
agency.

Start doing

Get a quote today by contacting our insurance
department, or find out more on our website at
iiaiowa.com/Products/Pages/default.aspx

Brenda Kluger Megan Kincy

4000 Westown Parkway, Suite 200 . Q
West Des Moines, 1A 50266 * www.llaiowa.org 515.223.6060
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Nationwide’
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PROGRESSIVE
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MUTUAL

SILVER

Continental Western Group
Farmers Mutual Hail Ins. Company
Imperial PFS

BRONZE

Accident Fund Ins. Co. of America
Acuity

Amerisafe

Auto-Owners Insurance

Branch Insurance

Columbia Insurance Group

Encova Insurance

Great American Insurance Companies
Hastings Mutual Insurance Company
Keystone Insurers Group

Midwest Insurance Agency Alliance
Pekin Insurance
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INSURANCE COMPANIES

Merchants Bonding Company

NAU Country Insurance

North Star Mutual Insurance Company
West Bend Mutual Insurance Company

Philadelphia Insurance Companies
Pie Insurance

Platinum Supplemental Insurance
Previsor Insurance

ProAg

Rain and Hail

Rural Commmunity Insurance Companies
SFM Mutual

Society Insurance

Stonetrust Commmercial Insurance Co.
Western National Insurance
Westfield Insurance




WEST BEND

West Bend has a long history of writing workers’ compensation insurance. Our underwriters are
knowledgeable and experienced. Our loss control reps have the expertise and tools to help keep
employees safe. And our claims practices are the best in class.

From Main Street-type businesses to specialty businesses like food trucks, West Bend has the
experience and expertise to protect businesses of many kinds and many sizes. We want to write
all of your workers’ compensation business, small to large!

When you select West Bend for your valued customers, you can
rest assured you made the right choice. After all, we are the
best remedy for workers’ compensation.

WEST BEND

To find an agent near you, visit thesilverlining.com. A MUTUAL INSURANCE COMPANY®
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