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Summer is finally here! This season is always so exciting to me. Most people 
are looking forward to vacations or at least a little time off work from the 
summer holidays. I also love the new life summer brings. I love watching the 
new fawns with their cute spots play with the young wild turkeys in the fields 
near my house. I love the freshly planted fields and crops starting to grow. It’s 
such a promise of new life. 

At this time of year, I also attempt to reinvigorate my agency with sales so we 
don’t fall behind at the end of the year. There can be no crop harvest in the 
fall and winter if we don’t plant the seeds in spring and summer. Growing 
crops requires a ton of prework, from diagramming the fields to planning 
to ordering seeds to hoping for amicable weather. Similarly, it takes a lot of 
preplanning to make our sales grow. When it all comes together toward the 
end of the year, my team and I can share the feelings of satisfaction, joy and 
gratitude for all of our hard work. 

NASFA has been hard at work too to create a more vibrant and engaging 
experience for our members. I’m proud to report that we recently hosted an 
exciting and successful annual conference in New Orleans. Members came 
together from across the country to gather insights from not only our lineup 
of speakers but their fellow agents. You can read more about our annual 
conference on page 20. 

A labor of love

Something that I love about NASFA is that our members and board members 
are so dedicated to caring for each other and helping the organization grow. 

I am so fortunate to work with a group of dedicated volunteers to lead 
NASFA. In belated honor of National Volunteer Month, which took place in 
April, I’d like to take this opportunity to thank all of the wonderful volunteers 
on our board of directors and recognize them for their hard work:

 • Charmaine Barnes, our immediate past president, still is a tireless 
advocate for NASFA. Even as a retired agent, she works to network 
on behalf of NASFA to show agents that our organization is not anti-
company but pro-agent and that we are all here to help our fellow 
agents. She also works to connect with younger agents on the 
AA05 contract to encourage them to participate more with NASFA, 
particularly on the board of directors. After all, these members are the 
future of NASFA. (See her article on page 20.)

 • Bob Grunenwald, our vice president of publications, works tirelessly 
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with our editor to bring this magazine to life each 
quarter. He comes up with the issue themes, proposes 
article topics, and keeps the rest of us on track in writing 
and turning in our articles. Without him, we would 
not have this valuable, informative resource for our 
members. (See his article on page 28.)

 • Bill Herridge, our vice president of retired member 
issues, fields phone calls and emails about retirement 
questions from members. He uses his own experience 
and the experiences of others he has talked to to guide 
our members through this relatively unknown and 
sometimes scary step, as State Farm does not offer many 
resources for agents otherwise. 

 • Bo Shantz, our vice president of legal issues; Paul 
Gillern, NASFA vice president of surveys and reports; 
and Steve White, vice president of marketing, do a lot 
of work behind the scenes to plan meetings and our 
annual conference, host webinars, support current 
member benefits, and secure even more benefits for our 
membership. (See Paul Gillern’s article on page 10, and 
Steve White’s article on page 8.)

As president, I happily answer calls almost every day from 
members who have concerns about agency, relationships with 
the company, interactions with other agents and their team 
members, and more. If the questions are legally challenging, 
I refer them to our legal counsel, Robert E. O’Connor. (See 
his article on page 5.) I also talk to prospective members 
and answer their questions about joining NASFA and the 
organization’s benefits. Just like I do in my business, I also 
always ask members and prospective members to provide 
referrals to help our membership grow. 

I’d also like to thank John Manobianco and Scott Grates (see 
page 18) who have generously volunteered their time to 
contribute articles to this magazine throughout the past year. 
We appreciate their insights and interesting content to not 
only fill our pages but our minds with food for thought. 
Our board works hard to serve you, our members, and I 
appreciate each and every one of them. We also are looking for 
new board members to join our ranks. If you are interested in 
becoming more involved with NASFA, please do not hesitate 
to reach out to me or any other board member.
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You might remember the 1981 movie “Raiders of the 
Lost Ark,” the first in the Indiana Jones film series. In 
the movie, the archaeologist, adventurer and college 
professor Indiana Jones — played by Harrison Ford — 
races to save the Ark of the Covenant from the hands 
of the Nazis. The Nazis believe the Ark of the Covenant 
and its contents, the two stone tablets that were given 
to Moses by God and that bear the 10 Commandments, 
would make the army invincible. 
But — spoiler alert — that doesn’t 
quite work out for the Nazis, and the 
raiders are punished. 

Raiding has been one of the biggest 
ethics problems at State Farm this 
year. In this case, raiding means 
taking another agent’s customer. 
There are ways to ethically obtain 
another agent’s client, but raiding 
involves actively doing something 
to move the customer from another 
agent’s book of business to yours. It’s unethical and 
unfair to your fellow agents, and it’s an activity all agents 
should strive to control. 

There are many ways an agent can raid another agent’s 
clients. It can be as seemingly innocuous as chatting 
with other parents at your kids’ football game. There is 
nothing wrong with talking to folks and telling others 
what you do. It is wrong, however, to ask for their 
business when you know that they have another State 
Farm agent. 

Another more crafty strategy has 
been to hire staff members of 
retiring agents, hoping they will 
bring not only their State Farm 
office experience but also their 
former agent’s book of business 
with them. This is a problem 

because State Farm determines what should happen 
to the retiring agent’s book of business. If your team 
member’s friends, family or any other policyholders with 
whom the staffer has a closer relationship suddenly 
transition to your office, you as the agent will be the 
one who has to answer to State Farm. In fact, State Farm 
keeps a close eye on these situations and will come 
down hard on anyone who hinders their business plans. 

As tempting as it is to use your new 
team member’s ideas to attract the 
retiring agent’s policyholders, don’t 
do it. It will not be worth the hassle in 
the long run. 

Aiding and abetting

State Farm will probably never 
admit it, but the company also 
contributes to the raiding issue by 
reassigning the books of business 
of retired and dismissed agents. 

Many times, the customers are transferred, either 
temporarily or permanently, to an agent who is not 
geographically nearby. Yes, this is the 21st Century, and 
there are all sorts of communication methods available 
to customers. But, still, it seems that customers by 
and large want to have some geographic proximity 
to their agents. Even if the customers never see the 
agent, they want that agent close by. Older customers 
in particular want to be able to meet with their agents 
face to face. Being the Good Neighbor right there in 
the neighborhood really still does mean something in 
many communities. Saying that State Farm has turned 

a blind eye to the problem is an 
understatement. Not only does 
State Farm refuse to acknowledge 
this problem, but it also addresses 
the issue with force: force on 
the agent, force on the staff, and 
ultimately force on the customer. 

Raiders of the not-so-lost 
book of business
By Robert E. O’Connor, NASFA Legal Counsel

As tempting as it is to 
use your new team 
member’s ideas to 
attract the retiring 

agent’s policyholders, 
don’t do it. It will not 

be worth the hassle in 
the long run.
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State Farm says that the customer dictates the 
company’ s responses. That may be true some of 
the time, but it is almost never true when it comes 
to reassigning customers from a book of business. 
Customer preferences are just as often ignored as they 
are followed. From my perspective as your lawyer, I can 
see that these transfers are going badly because the 
company is no longer answering the phone number 
they gave to customers in the letters announcing their 
transfers. How is that good customer service?

When discussing raiding, we also need to talk about the 
problem of the Temporary Assigned Service Program 
(TASP) agency. In the deal signed by the TASP agent, the 
agent promises not to raid. That is a tough promise to 
keep, if the agent really does his or her job. The agent 
should be making the TASP customers feel good, feel at 
home and feel comfortable with State Farm. If you do 
your job properly, the customer is going to love you and 
want to stay with you. But, oops, you promised State 
Farm not to take the customers you have just made so 
very happy. If they start insisting on following you, or if 
they do it online on their own, you have a trust problem 
with State Farm. State Farm has very little tolerance 
for this issue. The whole TASP problem has gotten 
worse lately. There do not seem to be enough agents 
in the pipeline to take over all of the agencies that are 
becoming available. This results in more customers 
being transferred to TASP agents in the interim and then 
falling in love with their new agent while they await 
transfer. An agent should not get in trouble for doing a 
good job, and the needs of the customer should always 
be put first, but unfortunately that’s not how State Farm 
sees it right now.

Conquering raiding through camaraderie

Apparently, State Farm continues to be of the opinion 
that meetings of agents are neither necessary nor 
desired. However, if agents met from time to time — 
whether in large groups or small — local agents would 
have more opportunities to get to know each other. This 
would undoubtedly cut down the on the raiding. 

Also, agents need to remember the Golden Rule: Treat 
others the way you want to be treated. To be fair, all of 
the agents I know are good people and very, very good 

salespeople, so I imagine this is not a problem for most 
of you. But, if the opportunity or temptation to raid 
presents itself, don’t do it. You would not someone else 
to raid your book of business. You also do not want to 
incur the wrath of State Farm. 

If you suspect that another agent has raided your 
book of business, you can report the situation to State 
Farm’s ethics hotline. The hotline is supposed to be 
confidential, so making a claim should not have any 
repercussions for you or your business. However, be sure 
to familiarize yourself with the ethics guidelines in ABS 
to make sure your claim is valid. 

Everyone I talk to wants a more ethical work 
environment. This does not mean that the environment 
is unethical now, but agents want something better. So, 
let’s make it better. Let’s have agents use the tools given 
by State Farm to make sure that everything is done on 
a level playing field, with everyone’s best intentions in 
mind. 

If you run into problems or questions about this or 
anything else, do not hesitate to email or call me. I am 
here to get you through the issues of being a State Farm 
agent.

402-330-5906
office@nasfa.com

Image by Igor Rodrigues via Unsplash
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In 2021, State Farm received more than 119,000 
claims from hurricanes in nine states, which totaled 
approximately $1.2 billion in claims paid to help 
customers repair and rebuild. The storms included in the 
2021 claims data include Henri, Nicholas and Ida. The 
below chart ranks the states affected by these storms. 

Top States Claims Paid Claims
1. Louisiana $866 million 75,400
2. New York $135 million 14,800
3. New Jersey $112 million 14,400
4. Pennsylvania $61 million 7,700
5. Maryland $11 million 1,100
6. Mississippi $10 million 1,900
7. Connecticut $9 million 1,200
8. Texas $6 million 2,300
9. Alabama $4 million 800

All data is approximate as of April 17, 2022. 

If you have policyholders in the affected states or any 
other states likely to experience a hurricane, consider 
helping them prepare for hurricane season with these 
tips. 

Preparing your home

Home damage is all too common during hurricanes. 
Here are some tips to prepare yourself and your family 
for the inevitable:

 • Review your insurance coverage. Make sure you 
have the right amount and type of insurance for 
your property and to protect your loved ones. It 
is important to note that inflation and increasing 
economic pressures are making it more costly to 
repair homes. Therefore it is important to ensure 
that you have ample coverage.

 • Create a home inventory. Make a list of your 
possessions and their estimated value.

 • Protect your property. Stock plywood and 
materials you may need to board up windows. 
Move garbage cans and other large objects inside 

the house or garage when inclement weather is 
on the way. Also secure boats and cars.

 • Have an evacuation plan. Before the hurricane, 
decide what you will do. Find out the location of 
evacuation shelters. Determine if you will ride out 
the storm in your home (if local authorities permit 
you to stay) or establish a safe place inland. Plan 
an escape route, and tell relatives where you will 
be.

 • Put together an emergency kit. The kit should 
include basics such as water, food, first aid 
supplies, clothing, blankets and important 
documents. Store your kit in airtight plastic bags 
or a plastic storage container with a lid. 

Protecting your vehicle 

One in four claims from the 2021 hurricanes was an 
auto claim. Here are some tips for preparing vehicles for 
hurricanes: 

 • Store vehicles in a garage or other place that can 
protect them from flying debris.  

 • Remove all externally-mounted electronics on 
vehicles that might be damaged. 

 • Place garbage cans, patio furniture, grills and 
other potentially windborne objects inside your 
home or garage to reduce flying debris from 
damaging your vehicle. 

 • Prune branches that might break off during the 
storm and cause damage to your vehicles.

 • Ensure you have adequate auto coverage. 
Comprehensive Coverage kicks in to repair or 
replace a covered vehicle that is damaged by 
something other than collision or rolling over. For 
example, damage to a vehicle caused by wind 
or flooding during a hurricane is covered under 
Comprehensive Coverage. 

Now is a good time to check in with your policyholders 
to ensure they have adequate home and auto coverage 
for this hurricane season. Stay safe.

Brace for hurricane season
By The Mirror Staff
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Turning over a new leaf is very difficult and 
oftentimes painful. Imagine looking up one day to 
realize everything you originally signed up to do has 
completely changed or the reality that an entire industry 
has evolved out from under you. At some point, every 
agent has felt this way and been forced to ask, “What do 
I do from here?”

I believe every agent began their career 
excited about building a successful 
agency to care for their family and 
employees and watching the company 
grow. I don’t think this part has changed 
at all. Products change. Company 
philosophy changes — and then 
sometimes changes back. Customers 
also change, or so we are told. 

Here is our timeless reality: People need insurance, 
and we are a good option for it much of the time. 
Throughout the past few years, the company 
has increased efforts to connect directly with the 
consumers, possibly in an effort to lower the costs 
of acquiring new customers, onboarding them and 
assigning them to approved agents. Tenured agents 
struggle with this approach, but newer-generation 
agents see this as a good thing and as business they 

would not have written otherwise. Another reality is that 
most, if not all, companies are doing the same thing. 

Interestingly there is a competitor that has been 
almost an exclusive direct-to-consumer company for 

its entire history but now has been 
quietly opening local offices. To better 
understand the thought process, I 
called one of their local agents in a 
major city in Texas. He explained that 
the company had reached a significant 
market share of internet and call center-
based business, and management felt 
like the future growth would come 
from offices with a local presence. 
I think we know who currently has 

the highest market penetration using local agents in 
communities across the country. (Hint: It’s State Farm.) 
While this agent did not state his company was coming 
after our market share in so many words, it was obvious. 
Apparently, every company is evolving into a future 
version of themselves.

Control your timeline

As we move into the next 100 years of everything State 
Farm, we all have choices to make. We can jump on 
board with the new methods of attracting business 
and embrace each new product from State Farm and 
its affiliates or quickly fade away into obscurity. Post-
convention, many long-tenured agents may elect 
retirement and begin a new life away from the office. For 
those who take this direction, please know many of us 
thank you for your service in laying the foundation for 
those who remain. 

Others may be deciding where, or if, they fit as the 
company evolves at an even faster pace. At some 
point, I believe the state of “just riding it out until I 
can retire” will no longer be afforded to us agents. As 

Pondering your future
By Steve White, NASFA Vice President of Marketing

Here is our timeless 
reality: People 

need insurance, 
and we are a good 
option for it much 

of the time.

Image by Drew Beamer via Unsplash

The Mirror Summer 2022www.NASFA.com8



one reads the posts on the agent Facebook pages, it 
doesn’t take much reading to hear how the changes are 
affecting agents across the country. There appear to be 
common frustrations that never seem to be addressed 
by executives except through common cliches and 
generic talking points. I sincerely encourage each 
person reading this article to determine the best path 
for them in the coming months. While I have no more 
specific knowledge of things to come than any of you, 
it certainly appears there are major changes headed 
our way. Making decisions on your terms is better than 
having them forced upon you, as was the case for our 
former Canadian agents. 

I have heard from some who believe the company 
will eventually realize the errors of their ways and 
return to our core products and focus fully on the 
policyholder. I don’t see this happening in any form. To 
the contrary, I anticipate our core products becoming 
more automated, which means agents’ future income 
will diminish, and more emphasis will be placed on 
everything that falls into financial services. I expect 
agents will start seeing new trends before the end of 
2022, so keep this article around to see if my hunches 
are correct. 

Steer toward success

I have wondered: If I were in charge of this company, 
would I be steering the company in the same direction 
and manner? Simply put, I do not know. 
I only know my market area (at times 
not very well, it seems), so I cannot 
fathom how to manage every market 
area around the country. I am resigned 
to watch the changes and participate 
where and as I can.

So, as we look at the post-convention 
landscape, I would recommend three things. First, I 
encourage you to decide how long you will remain at 
your post as an agent. If the answer is not for much 
longer, then stop stressing about the state of things. If 
you are planning another 10 years or more, it is time to 
embrace the current realities and get to work steering 
your own ship alongside that of the company.

Second, start learning how to market in this fast-
paced world. (See page 14 for some generation-based 
marketing advice from contributor Stevie Ray.) Reach 
out to your support people who understand how to 
transition your agency. Ask them to come to your office 
in person, or make the call to the Agency Field Services 
(AFS) helpline. These AFS folks are normally very willing 
to assist an agent asking for help. 

Third — and most importantly — start 
having fun again. Yes, I am saying this 
for my own benefit as well. There are 
plenty of things that are not perfect, 
which gives us too many reasons to 
frown. But it is time to smile more — our 
office teams deserve it, and our families 
do too. We as agents need to have 
some enjoyment as we wait for our turn 

to chat with a company computer or, if we are lucky 
enough, to get a knowledgeable person on the phone.

This train is moving forward with or without each of us. 
The first 100 years have been a good run. Now, it’s time 
to let it go and embrace our individual futures on our 
own terms.

It is time to smile 
more — our office 
teams deserve it, 
and our families 

do too.

Image by Pixabay via Pexels
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During a recent team meeting, this question came 
up: How do we spend our time? We decided to track 
how our time was being used. This turned out to be a 
relatively easy task because my team is so small. 

First, we listed many of the things known to consume 
our time. These include:

 • New sales.
 • Claims (reporting, handling and follow-up).
 • Service (changes and questions).
 • Billing issues (including migration to the new 

State Farm Billing).
 • Training (continuing education and compliance).
 • Time spent coordinating with our corporate 

partners.
 • Underwriting requests.
 • Administrative duties (premium fund handling 

and other activities).

Our list probably could have gone on, but we felt most 
items could be attributed to one of these areas. We 
also discovered that each day and each individual’s 
experience varied. To provide the best representation, 
we set a monthly timeframe for this exercise and each 
tracked our time.

The results were as follows:
 • My front lobby service person spent: 
 o 2% of her time on new sales.
 o 2% on training and compliance requirements.
 o 2% on intracompany communication 

(complex questions were transferred to myself 
or the office manager).

 o  3% on initial loss reporting.
 o 16% on routine service requests. 
 o 75% on billing questions and correcting errors.

 • The office manager spent:
 o 15% of her time on new sales.
 o 5% on initial claim reporting. 

 o 10% on training and compliance 
requirements.

 o 10% on intracompany communications.
 o 30% on routine service requests. 
 o 30% on billing issues (primarily due to billing 

migration).

 • I, the agent, spent:
 o 5% of my time on new sales.
 o 5% on billing issues (usually trying to preserve 

business, as policyholders got frustrated). 
 o 10% on routine service requests. 
 o 10% on intracompany coordination.
 o 20% on administrative, training and 

compliance requirements. 
 o 50% on claim handling and follow-up.

There are some things to note about our office practices. 
First, because we encounter excessive on-hold times 
while trying to communicate with our corporate 
partners, we have an office policy for using chat early in 
the morning and email as much as possible, rather than 
spending time on hold on the phone. Secondly, I handle 
as many small fire and auto claims as I am able and 
permitted. On all claims, I follow up with policyholders 
to make sure the process is going as well as possible and 
to facilitate action when necessary. 

How does your office team 
spend its time?
By Paul Gillern, NASFA Vice President of Surveys and Reports

Image by freestocks via Unsplash
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Also, it was no surprise that new corporate initiatives, 
such as billing migration, PolicyCenter, property and 
casualty modernization, and the multi-auto policy — to 
name only a few — consume a lot of time. Not only is 
there training and preparation for these new processes, 
but there is the overwhelming number of policyholder 
calls concerning questions and errors.

Tracking our priorities

We realized that, as a team, we 
spend only 7.3% of our combined 
time on new sales. Conversely, 
nearly 75% of our time is spent 
in one area or another servicing 
our current policyholders. 
The remaining time is spent 
on training, compliance, 
administrative support and 
coordination with our corporate 
partners.

This should translate to how I pay my team and how 
the company pays the agency. Looking at my 2021 
compensation, 6.5% of our total compensation was 
based on new sales, and 93.5% was for servicing 
existing policies. The amount of time we spend doing 
miscellaneous work for State Farm is not appropriately 
factored in. 

My assumption is that my office is not so 
different from most. As our agencies grow 
older, it stands to reason we are selling less 
and servicing more. This exercise confirmed 
that our time is being spent to the best 
interest of our policyholders, the company 
and our agency for now. Perhaps sometime 
soon, my office team will be able to find and 
hire one or two additional team members 
and increase our new sales. Until then, we 
will make taking care of those who have 
been with us our first priority.

This exercise 
confirmed that our 
time is being spent 
to the best interest 

of our policyholders, 
the company and 

our agency for now.

NASFA is growing!

Our membership is flourishing!
We need more volunteers to
continue to help us grow and
serve members like YOU!

Contact office@nasfa.com for more information or to volunteer.



So much has changed in the last 100 years of State Farm. 
I started in June of 1981. Back then, my manager took 
me to visit every agent in my area at that time. 

I remember an elderly agent’s office with outdated 
furniture and a table with a lamp that still had the plastic 
on it. It seemed dreary, particularly with brochures 
everywhere and stacks of papers on every surface. The 
agent wore an out-of-style suit and tie that didn’t fit all 
that well. 

I wondered: If I needed insurance, would I do business 
with him? I decided then and there that I would be 
well dressed and keep a well-lit, neat and clean office 
with papers out of sight. After all, I wanted to look like 
someone a customer would want to do business with. 

Business in today’s world

Well, the next 40 years went by fast. Everything 
changed, including business relationships. Our longtime 
customers have adult children who go online to buy 
insurance and are not as concerned with a personal 
relationship. If younger customers need advice, they 
Google the information first before calling me. 

Finances have changed too. For starters, financial 
information is more readily available. 
People can easily go online to check rates 
and research competitors. We still tell our 
customers that we are the best, but it is 
harder to be absolutely sure, knowing 
that potential customers can read reviews 
about State Farm and our competitors 
online. 

How people budget their money has changed too. 
While previous generations seemed more concerned 
about budgeting, more people of the younger 
generation often have to live paycheck to paycheck, 

spending money as fast as it comes in. This is just a 
reality of the modern world. But this also means they 
might be less likely to afford better coverage or to invest 
in various types of insurance. They might only want the 
basics. 

The way people work has changed too. Since the start 
of the pandemic, people are accustomed to having 
meetings on Zoom and working remotely, and workers 
are not afraid to change jobs frequently. 

This translates to how people interact with services too. 
For example, patients are accustomed to Googling their 
health symptoms, sending an email to a doctor with a 
quick question or to request a prescription refill, and 
participating in video appointments. 

People expect their service providers to be willing 
to meet via Zoom — for both health reasons and 
convenience, as they don’t have to spend time and 
gas commuting to and from meetings — and handle 
business remotely, down to e-signing documents. 
Similarly, they are more willing to hop around from 
service provider to service provider, always seeking the 
best deal. 

Staying relevant

As the world changes, I keep thinking, 
would I do business with me? In today’s 
environment, being someone a customer 
would want to do business with entails 
having a strong online presence so that 
customers and potential customers can 
find quick answers to questions 24/7. I 
also make sure my contact information is 

easy to find, so that policyholders can reach me to ask 
more complex questions. I have to be willing to handle 
meetings via Zoom, over the phone and through email. 
At the same time, I still have to be able to do business 

Would you do business with 
you?
By Nancy Zacherl, NASFA President

As the world 
changes, I keep 
thinking, would 

I do business 
with me?
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with the older generations who prefer to 
build a relationship with me. So, I make 
sure I still keep my office neat and tidy 
for my visitors. 

However, after 40 years, I realized that 
my office looks a bit outdated and 
— admittedly — cluttered. I hadn’t 
shopped for clothes in a long time, 
and some of my nicest outfits didn’t 
fit as nicely as they used to. Plus, 
while dealing with the frenzy of daily emergencies 
and interruptions, I hadn’t referenced my product or 
sales resources in a while. I wasn’t quite as efficient or 
successful in sales as I used to be.

But, I am determined to stay relevant. I updated my 
office, got some new clothes and added new team 
members. I gathered my educational resources and 
even attended some sales conferences to keep learning. 
I gained new momentum, and my enthusiasm was 
contagious among my staff. We are on track to reach our 
2022 sales goals. 

Of course, visual impressions only do so much. My team 
still has to deliver outstanding service. In fact, we try to 
overcompensate on our service by calling on renewals 
and having responses prepared for when customers 
call with questions or grievances. State Farm might not 
be the easiest company to do business with, but I try 
to make sure doing business with my office is easy by 
being prepared for whatever my policyholders need. 
This sometimes means boiling down our answers to 
simple solutions so that our customers do not have to 

get bogged down in the details. Most 
people really appreciate my friendly 
team and our quick responses.

This helps us keep the customers we 
already have, but we always need 
more policyholders too. We are getting 
involved with local events to maximize 
our exposure. We also are trying to 
expand our online presence by pushing 
for 100 reviews for State Farm’s 100th 

anniversary. Whenever we have a positive conversation 
with a happy customer — whether face-to-face or 
online — we ask them to write a Google review and 
refer us to friends and family.

Referrals can be worth their weight in gold. It seems 
that most people don’t want to be sold to, even though 
they often are buying goods and services every day. 
They don’t want to listen to a sales pitch or feel like they 
have to negotiate. They want to do their shopping on 
their own time and just reach out to quickly make the 
final transaction. Plus, when it comes to insurance, there 
are a lot of details, and people don’t want to listen to a 
litany of coverage details and costs. So, in these times 
when cold-calling isn’t as effective, referrals truly are 
the best way to bring in new customers. Plus, it’s always 
a nice pat on the back for us to hear that our current 
policyholders are happy enough with our service to 
spread the word. 

For even more growth, we’re analyzing our current 
market to find any gaps and new niches to go after. We 
currently insure more than 300 businesses, including 
contractors, trades and specialized professions, but 
we’re always looking to add new target audiences and 
more business. We’re also working on new ways to 
attract more commercial business in general.

Some days at State Farm feel like utter chaos, but I try 
to keep things in perspective and work on serving my 
customers. And as I keep learning and exploring new 
sales and expansion strategies, I am reinvigorated to 
keep working and keep growing. I have high hopes for 
my team, our organization and all of you in the years 
ahead.

We also are trying 
to expand our 

online presence 
by pushing for 
100 reviews for 

State Farm’s 100th 
anniversary.

Image by Amy Hirschi via Unsplash
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If you don’t know the story of Rip Van Winkle, shame on 
your parents. Written by Washington Irving in 1819, the 
story tells of an American colonist who meets a group 
of Dutchmen in the Catskill Mountains; drinks what 
he thinks is their liquor; falls asleep; and wakes up 20 
years later, having missed some pretty big goings-on in 
America in the meantime. During the centennial of State 
Farm, this seems like a fitting time for agents to make 
sure they haven’t been snoozing like Rip.

A great many business practices have changed over 
the last century, but since my expertise is in influence 
and human interaction, let’s focus on the changing 
nature of winning and keeping clients. When it comes 
to influencing others, we typically default to the 
style of influence that was used on us when we were 
children as well as the style we have become personally 
comfortable with. The danger with this approach is 
obvious. What if that style doesn’t jive with the person 
you are speaking to? With Americans living longer — 
and in turn being insured longer — State Farm agents 
must use methods of influence that change based on 
the age of the client. After all, the generation in which 
you mature greatly affects who and what you trust.
In honor of State Farm’s centennial, let’s start with the 

oldest form of influence. Most professionals in fields like 
insurance revert to this method: authority. Authority 
is certainly a powerful tool of influence because the 
tendency to follow leaders is hardwired into the brains 
of mammals. However, while authoritative approaches 
work in the short term, the practice limits relationship 
building. 

The generation that was raised to respect authority 
was the traditionalist generation, people currently in 
their mid-70s and older. This generation was taught 
to do what the doctor, teacher or boss tells you to do. 
However, each generation since — including baby 
boomers, Generation X (Gen X), Generation Y (Gen Y) 
and Generation Z (Gen Z) — has moved slowly away 
from trusting authority figures to trusting transparency 
(baby boomers), autonomy (Gen X), technology (Gen Y) 
and media influencers (Gen Z). 

This is not to say that agents should base how they 
interact with a client entirely on the age of the client. 
People are, of course, far more complicated than their 
age range. This broad description of generation versus 
source of trust is simply a reminder that influencing the 
decision- and purchase-making of clients is by no means 
a one size fits all. And, in another nod to State Farm’s 
100-year mark, quite often, the older you are, the easier 
it is to think, “I’ve been at the insurance game long 
enough to know what works.”

Earn their trust by trusting their lead

The process for adopting the method of influence that 
works best for each client is two-fold:
 1. Let the client talk. 
 2. Trust what they say. 

It is a quirk of human nature for each generation to look 
down on what other generations value. My 18-year-old 
stepdaughter simply cannot understand how anyone 

How to influence 
generations of customers
By Stevie Ray, Contributor

Image by Andrea Piacquadio via Pexels
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could live without having 357 apps on their phone. I, 
on the other hand, can get by with about 32 apps, 20 
of which I never use. My 88-year-old mother has a cell 
phone that can call, text and e-mail. After a week of 
trying to convince her to add a banking 
app so she could skip driving to the 
bank, I realized I would have better luck 
convincing my dog to stop barking 
at the rabbit that dares to invade the 
front yard at 3:00 a.m. My stepdaughter 
thinks watching TV is a waste of time 
but will spend seven hours and 46 
minutes at a time watching TikTok 
videos. (Yes, I clocked it.)

Should State Farm agents market 
themselves by posting 30-second videos of their 
parakeet singing to their cat? Twenty years ago, I would 
have laughed at the notion. Today, who knows? Building 
relationships with clients is about trust, and we don’t 
trust those who don’t respect our choices. After all, is 
there really any difference between watching TV for 
seven hours or flipping through online videos. Both 
options keep us from getting up and exercising.

But we cannot respect the forces that influence others 
until we first know what or who those influencers are, 
and that takes keeping quiet and letting the client talk. 
It takes being willing to do more than just listen for the 
details of someone’s life solely in terms 
of how you can protect them through 
insurance. It takes listening to what the 
client values. 

Older generations were raised to value 
security. Later generations were told to rely 
on themselves to get ahead in life. Gen Z 
(or people about 25 years old and younger 
now) places a premium on the social 
responsibility of companies they choose to 
buy from. They want their money to go to 
companies that support equality in race, 
gender, class and sexual orientation and 
also pursue climate activism.

Of course, agents cannot — and should 
not — jump on every bandwagon that 

comes down the road. But a savvy agent knows to do a 
lot of listening before diving into products and plans. In 
the end, clients all buy pretty much the same products, 
but we buy them for immeasurably different reasons. 

In a modern take on Rip Van Winkle, a 
man awoke from a coma who had lost 
twenty years’ worth of memory. He 
thought he was still 19 years old, and 
he did not recognize the woman who 
sat next to his hospital bed as his wife. 
What did his 19-year-old brain want? 
To see his mom and dad. His wife tried 
to force her way back into his life, with 
disastrous results.

Listen to your clients. Respect the generational forces 
that shape their worldviews. And don’t be caught 
snoozing like Rip Van Winkle.

Stevie Ray is an internationally recognized expert on 
the art of influence. His program, The Roadmap to 
Influence, has been used by more than 1,000 corporate 
clients to improve outcomes for staff and clients. He is 
the author of 11 books and is a national columnist for 
the Business Journal Newspapers. He can be reached at 
www.stevierayspeaks.org.

Building 
relationships with 

clients is about 
trust, and we don’t 

trust those who 
don’t respect our 

choices.

NASFA has a legal fund to
support members’ interests.

You can contribute at any time or 
do so when you renew your membership.

Contact office@nasfa.com
if you need more information.
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with a Safe Harbor agency

AS YOU PLAN YOUR RETIREMENT,
YOU DESERVE TO TRANSITION
YOUR NFIP FLOOD BOOK TO 
AN AGENCY THAT WILL MAKE 
IT EASY FOR YOU. 

MAXIMIZE THE VALUE OF YOUR FLOOD BOOK

We offer State Farm Agents
Up to 4X the commissions
on your book
A simple transition process
Experience successfully
working with hundreds of
State Farm agents
A Safe Harbor commitment
of non-solicitation of 

      your clients

Scan to watch a short video from Tom Freridge
www.ChoiceIns.com/safe-harbor-commitment

CALL 757-416-5107 OR EMAIL
TOM.FRERIDGE@CHOICEINS.COM

How to Get Maximum Value 
for Your NFIP Flood Book
Contact Tom Freridge, Vice President
of Strategic Relations to discuss 
your book

Have confidence that we value our
reputation with State Farm agents 

Get up to 4x commission on your
NFIP Flood Book
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100 years seems like a long time, doesn’t it? I suppose 
when you view 100 years through the lens of human 
mortality, it is a long time. In fact, it’s longer than the 
longest thing we’ll ever know because most of us won’t 
live that long.

However, in the big scheme of things, 100 years doesn’t 
even register on a timeline. Scientists believe the planet 
Earth was formed more than 4.5 billion years ago. Even 
if we only look at what’s considered to be modern times, 

that brings us back nearly 600 years ago to the early 
1400s. 100 years is just a fraction of that. 

Doing anything consistently well for 100 years is no 
small feat. And while 100 years may seem like forever, it 
isn’t. Every day things change. Some days it seems like 
everything changes. 

Do you know what the secret to 100 years of long-term 
success is? Outlast the temporary. 

First, you need to remember that almost everything in 
your life is temporary. Many of us have a recency bias, 
meaning that we put more importance on events that 
happened recently than in the long-term past. When it 
comes to investing, recency bias encourages investors 
to keep investing during a bubble because they think 
the growth will last forever. In reality, the market goes 
up and down, and nothing lasts forever. 

But when we’re struggling with a problem at work or in 
our personal life, it can feel like it lasts forever. In fact, I’m 
sure it seems to most of us that this pandemic will last 
forever. 

But in reality, everything is temporary. Relationships, 
finances, careers, health, world events and even your 
own life are all temporary. 

So, how has State Farm lasted for 100 years? It has 
outlasted the temporary. Wars, inflation, deflation, 
presidents, laws, storms, crises, fires, consumer behavior, 
an evolving agency force, high rates, low rates and 
everything in between have not stopped State Farm yet. 

The mindset for long-term success

How do you get from day one to year 100? As corny and 
cliché as it sounds, we do it one day at a time. On the 
good days, we can be happy and rejoice. On the tough 
days, we need to remember that our problems are 

Outlast the temporary
By Scott Grates, Contributor

Image b y Tom Podmore via Unsplash
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temporary. Tomorrow will bring with 
it new opportunities to persevere and 
outlast our competition, the naysayers 
and the non-believers. 

The lesson I’ve learned as I study the 
State Farm story is the company and 
its agency force have always found 
a way to outlast the temporary. In 
the future, our teams will change, 
products and services will change, 
underwriting guidelines will change, 
claims service will change, rates will 
change, our customers will change, and we will change. 
Those who embrace change and outlast the temporary 
long enough will wake up one morning and realize 
they’ve built a long-term successful career.

Here is what I want you to take 
away from State Farm’s 100-year 
success story: Stop telling yourself 
lies. Whatever struggles you are 
facing today won’t last forever. Start 
understanding that you have the ability 
to change everything in your life.

Step one is to believe that whatever 
you are experiencing — good or bad — 
at this very moment is only temporary. 
In light of that, chase what excites and 
inspires you. Eliminate the thoughts 

and beliefs that don’t serve you. 

Cheers to a new beginning each morning, my friends. 
And cheers to all of the amazing things that lie ahead 
these next 100 years — one temporary day at a time.

Those who embrace 
change and outlast 
the temporary long 

enough will wake 
up one morning 

and realize they’ve 
built a long-term 
successful career.

UNLOCK THE BEST IN YOUR BUSINESS.
UP TO 100% FINANCING ON COMMERCIAL REAL ESTATE.

Work with a lender who has proven experience with State Farm Agents. We’ll help position your  
agency for expansion and accelerated growth.

$606,000
100% Financing
Building Purchase
Pennsylvania

$760,000
100% Financing
Building Purchase  
& Renovation
Arizona

$410,000 
100% Financing
Refinance of Commercial 
Real Estate Debt
Texas

$847,500
100% Financing
Building Purchase
Colorado

LET’S CONNECT
Heather Rinkol | Account Manager
hrinkol@pacwest.com  | 402.993.9980

RECENT TRANSACTIONS

Pacific Western Bank is an equal opportunity lender. This is not a commitment to lend.  
All offers of credit are subject to credit approval. 
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A few weeks ago, I returned from New Orleans after 
attending the 2022 NASFA Annual Conference. It 
has been too long since we have been able to come 
together for a conference, so we board members were 
especially excited to plan this year’s event. 

NASFA members convened at the Hyatt Centric French 
Quarter, right off of the famous Bourbon Street. The 
rooms at the hotel were very nice, and I felt like the 
friendly staff members went out of their way to make 
our stays exceptional. There were some renovations 
happening at the hotel, but they did not disrupt our 
conference at all. 

The day before the conference, we board members 
met face-to-face for the first time in two years. Our 
meeting took place over dinner at Red Fish Grill in New 
Orleans and included several board members plus 
three potential board members, our spouses and a few 
honored guests. It was a casual setting, and the food 
was fabulous. It was an evening of catching up with old 

friends and meeting new friends. We were all so happy 
to be back together in person. Our Zoom meetings have 
kept us connected during the past two years, but it just 
wasn’t the same. 

Day 1

Day 1 of the conference started early at 7:30 a.m. 
for registration. Once signed in, each attendee was 
given a gift pack and treated to a wonderful breakfast 
before the sessions began. I was happy to see some 
familiar faces as well as first-time attendees. It is always 
a pleasure to sit and talk to agents from around the 
country. The group of agents at this year’s conference 
was quite diverse. All were total strangers, and all were 
there for individual reasons.

After breakfast, everyone moved into the conference 
room to begin a day of guest speakers. Nancy Zacherl 
opened the program with a welcome, introduction of 
board members and a program overview. 

After announcements, it was time to introduce our first 
speaker, Agent Sunny Snoeyenbos. This 10-year agent 
from Knoxville, Tenn., gave a presentation entitled 
“Wife, Mom, Boss: Running Agency & Family Without 
Them Running You.” There is no word to describe 
Snoeyenbos’ journey except amazing. She was born 
into a State Farm family and then became a mother of 
five, a State Farm agent and creator of the Facebook 
group Wife.Mom.Boss. The group offers a platform for 
female agents to connect and applaud each other’s 
successes but also help each other out when possible. 
Her presentation was uplifting, and Snoeyenbos has a 
firecracker personality and gives off nothing but good 
vibes. 

Jon Whited was our second speaker of the day. Whited 
spent 31 years with State Farm, with the majority of his 
time on the agency side. When State Farm rolled into 

What you missed at the 2022 
NASFA Annual Conference
By Charmaine Barnes, NASFA Immediate Past President

Board member dinner at Red Fish Grill. The dinner included current and 
potential board members, spouses, and a few honored guests.
(Photo courtesy of Nancy Zacherl)
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the personal financial planning program, he became 
a Certified Financial Planner (CFP) with State Farm. 
He was very successful in his role as a CFP, and he was 
very disappointed when State Farm left the financial 
planning arena because of fiduciary laws. He felt there 
was a void for supporting agents with their personal 
needs. So, when Edward Jones approached him with 
an opportunity, he took a long, hard look at his career 
and decided it was time for a change. He left State Farm 
and became an advisor at Edward Jones focusing on 
investing and retirement planning. Whited had learned 
that many agents he had worked with in the past still 
needed his help in figuring out a path to financial 
security, and he continues to work with State Farm 
agents to help them with retirement planning. At one 
point in his career, Whited used to teach agency field 
leadership about contracts and compensations and how 
agents are paid. This is what makes him a value, even if 
he doesn’t have a State Farm contract. He wants agents 
to know that in his new role at Edward Jones he is still 
able to work with any agent to help tailor solutions to 
the opportunities inherent in any agent’s particular 
contract.

During the lunch break, agents had time to get to know 
each other. They discussed the speakers and what they 
gained from each presentation. They also talked about 
their day-to-day challenges and the solutions that work 
for them. I also saw agents exchanging business cards 
and making new relationships. It’s amazing to think that 
many of these agents could now be lifelong friends and 
would not have met each other if not for NASFA. And 
that’s our whole goal at NASFA: to be agents helping 
agents. 

I took this opportunity to talk to folks who had never 
been to a NASFA meeting. I was not surprised when 
they said this conference and NASFA in general were 
not what they expected. One attendee told me that her 
sales leader warned her to 
be careful with NASFA. I’m 
glad she took the leap of 
faith and came, and I wish 
more agents could see that 
we are not anti-company 
but pro-agent. We’re here 
to help, not cause trouble. 

The afternoon session was presented by Stevie Ray, our 
resident motivational speaker and motivational article 
contributor. (See his article on page 14.) His presentation 
was called the “The Roadmap to Influence.” Every agent 
owes their success to their ability to influence others. 
Most people rely on ineffective methods of persuasion, 
statistics and information, authority, or pressure. These 
methods may work in the short term but ultimately 
damage relationships. Stevie Ray‘s interactive, hands-
on session taught us the process of influencing others 
to accept our message and act on it. He showed us 
how the neuroscience of decision-making is done. He 
was engaging and, at times, very funny in showing us 
the many methods of how to influence our subjects 
to get the results we want to achieve. The exercises 
he had us do gave us a better understanding of why 
some approaches to influencing others work while 
others cause even more resistance. It was the group 
interaction portion of the presentation that allowed 

us to see the difference. 
After his presentation, it 
was interesting to see a 
few folks having some fun 
practicing his methods on 
others.

Board member dinner at Red Fish Grill. The dinner included current and 
potential board members, spouses, and a few honored guests.
(Photo courtesy of Nancy Zacherl)
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The day ended with time to socialize and gather for 
happy hour, featuring drinks, appetizers and friendly 
conversation in the hotel’s atrium. Again, it was great to 
see agents come together and speak with others about 
what they are doing and how things are going in their 
territories. After the happy hour, groups of new friends 
set out to explore the French Quarter, enjoy local cuisine 
and check out the many jazz clubs nearby.

Day 2 

Day 2 was a half day but probably the more popular 
day. NASFA’s legal counsel Robert E. (Bob) O’Connor led 
some legal talk. During day 1, participants were asked 
to take index cards at the registration desk and write 
down any subjects they wanted O'Connor to talk about 
or any questions they had for him. (You can find some 
of his legal insights on page 5 as well as on the NASFA 
website.) I also had the honor of presenting O’Connor 
with a token of appreciation for his 25 years of service to 
NASFA during the conference. 

Day 2 also was the business reporting day of our 
conference, during which we reported the status of our 
fiscal year to the membership. 

Around noon, our conference drew to a close. Agents 
gathered up their notes and business cards and 
promised to stay engaged with NASFA. Many said they 
are looking forward to next year’s conference and future 

town hall meetings. Most importantly, those who had 
the opportunity to experience NASFA firsthand for the 
first time offered to spread the good word about NASFA 
to other agents. 

We board members look forward to the future, to 
growing our membership, and to finding new ways to 
serve and engage agents. If you have questions or ideas, 
please do not hesitate to reach out to any of our board 
members. You can find our contact information on page 
4.

NASFA Immediate Past President Charmaine Barnes presents NASFA 
Legal Counsel Robert E. O’Connor with a token of appreciation for his 25 
years of service to NASFA. 
(Photo courtesy of Nancy Zacherl)
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Florida’s weather and sunshine facilitate year-round 
outdoor adventures. Getting outdoors for hiking, 
kayaking or even hang gliding was popular in Florida 
long before the pandemic catapulted outdoor travel 
activities to the hottest vacation trend. While travelers 
often dream of Florida’s sandy beaches, the state is more 
than just salty-aired relaxation. In this guide from Visit 
Florida, you’ll discover the Sunshine State’s best-kept 
secrets, hidden gems and relaxed areas full of surprises. 
Adventure awaits in all directions, with fun experiences 
across the whole state. 

Action and adventure
If you are looking for some adrenaline-pumping or 
even slower-paced explorational activities for your next 
vacation, Florida has you covered. There are plenty of 
active, memorable opportunities all across the state:

 • In Central Florida, visitors can see the state from 
a new perspective at the state's most highly 
anticipated new drop zone at Central Florida 
Skydiving. Thrill seekers can enjoy Florida from 
miles in the sky as they parachute to the ground.

 • In Daytona Beach, the new Cars, Craft and Culture 
– The Ultimate Daytona Beach Trail Guide provides 
interactive themed maps, including for the new 
Share the Heritage Trail, Monuments & Statues 
Trail, an Iconic Trail and a Motorsports Trail. 

 • In Amelia Island, three different organizations 
— Kelly Seahorse Ranch, Happy Trails Walking 
Horses, and Amelia Island Horseback Riding — 
offer private horseback riding along the beach. 

  Travelers can also take paragliding tours with 
Florida Adventure Sports or try trike flying with 
Hang Glide USA or tandem skydiving with Skydive 
Amelia Island. Also, Amelia River Cycle has unique 
hydro bikes that give a real biking experience on 
the water with the freedom to explore the Amelia 

Surprises and secrets of the 
Sunshine State
By Visit Florida

Horseback riding at Amelia Island State Park
Image courtesy of Visit Florida

Florida

Image courtesy of Central Florida Skydiving
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River’s scenic, natural ecosystem and native 
marine life.

 • Over in Jacksonville, Boneyard Beach is a one-of-
a-kind natural landscape along the coastline of 
Big Talbot Island National Park. With more than 22 
miles of beaches in total, Jacksonville’s Boneyard 
Beaches is a landscape unlike any other. Large 
white-washed oak trees litter the white sandy 
beach. Battered by the sun, sand and water, the 
giant driftwood carcasses give the appearance of 
an elephant boneyard.

 • In Columbia County, take a daring dive at Blue 
Hole Spring, located at Ichetucknee Springs 
State Park. The crystal clear, turquoise aquatic 
masterpiece features a floor of bright seagrass 
and a 40-foot-deep drop into the spring’s center, 
giving it the appearance of a geode.

 • In Orlando, companies like Epic Paddle Adventures 
offer bioluminescence paddle tours, while Spirit 
of the Swamp Airboat Rides takes visitors on 
airboat rides. Winter Park Scenic Boat Tour features 
a pontoon experience, and Adventures in Florida 
gets visitors up close with manatees via kayak.

 • Nearby in Kissimmee, travelers can ride an all-
terrain vehicle at Revolution Adventures. Nestled 
into the Central Florida countryside, this unique 
experience lets guests drive themselves through 
mud holes; dry, sandy tracks; and grass, with 
plenty of twists and turns.

 • Ocala offers some of the best hiking. From the 
expansive Ocala National Forest to the Cross 
Florida Greenway, there are endless miles of 
beautiful hiking trails lined with the unique-to-

Florida landscape of pine trees and palm trees on 
top of each other. Find tortoises and rabbits along 
the way that may lead you to a hidden spring 
where turtles and otters are splashing around.

 • Indian River offers shipwrecks to explore, 
providing truly unique water adventures. The 
Breconshire Wreck in particular is close to the 
shore and easy to access for beginner adventurers. 
Snorkelers can swim or kayak their way out to 
the wreck and then take their time exploring the 
century-old wreck.

 • In Martin County, rent paddle-boarding gear from 
local outfitters like Native Water Sports or Stuart 
Paddle Tours, and spend an exciting afternoon 
exploring the island’s mangrove forests and live-
oak hammocks. Keep an eye out for dolphins, 
manatees and rare birds. 

 • Hit the Gulf Coast in Punta Gorda on the water. 
Get kayaking or paddle boarding with SUP 
Englewood, where Florida master naturalists help 
guide you as you explore the barrier islands of 
Manasota Key and Boca Grande and show you 
the marine life that’s under your kayak or paddle 
board. 

 • Around Miami, visitors can do something more 
unique at the Deering Estate by experiencing 
the Sunrise Clear Kayak Adventure. The guided 
sunrise kayak tour of Biscayne Bay is a unique 
way to experience the water. Or, book a spot at 
Astronomy & Bubbles on the third Saturday of 
each month from 8:00 p.m. to 9:00 p.m. at Eden 

Background image courtesy of Central Florida Skydiving

  Busch Gardens, 
the African-themed attraction in Tampa, includes a Serengeti Safari 

experience where visitors can feed the resident giraffes.
Image courtesy of Visit Florida

Boneyard Beach
Image courtesy of Florida DEP
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Roc Miami Beach to learn about the stars through 
an astronomy presentation paired with sparkling 
wine. Nearby excursions to the Everglades and 
watersports around Biscayne Bay make Greater 
Miami a hotbed of outdoor experience — without 
having to go far from the city.

Attractions and amusements
If amusement parks are more your speed, Florida has 
plenty of those too. Right now is a particularly exciting 
time to visit for the first time or revisit many of the state’s 
theme parks. The Walt Disney World Resort is celebrating 
its 50th anniversary with an 18-month celebration 
culminating in March 2023. The iconic Cinderella Castle 
is all dressed up for the occasion, and guests can spot 
some special Disney pals in their anniversary attire as 
well. As part of the celebration, the resort has added 
several new attractions, including Remy’s Ratatouille 
Adventure and Guardians of the Galaxy: Cosmic Rewind 
at EPCOT; a variety of anniversary-themed daytime and 

nighttime entertainment; new dining experiences; as 
well as the new immersive resort, Star Wars Galactic 
Starcruiser. 

Legoland Florida Resort is celebrating its 10th birthday 
with brick-tastic fanfare as well as two new attractions. 
The Legoland Story offers guests a glimpse into the 
history of Legoland around the world. The park also 
plans to open its Pirate River Quest attraction sometime 
this year. Legoland also expanded in February to include 
the world’s first Peppa Pig Theme Park, which combines 
interactive rides, themed playgrounds and character 
shows to delight little ones. 

For the bigger kids and kids at heart, Florida theme 
parks offer plenty of thrills. SeaWorld Orlando’s first 
launch coaster boasts the steepest vertical drop in 
Florida. Named after the icy Arctic summits, Ice Breaker 
features four launches, both backward and forward, 
culminating in a reverse launch into the steepest 
beyond-vertical drop in Florida: a 93-foot-tall spike with 
a 100-degree angle. At Busch Gardens Tampa Bay, there 
is the Iron Gwazi, North America’s tallest hybrid coaster 
and the fastest and steepest hybrid coaster in the world. 
Iron Gwazi is 206 feet tall, features a 91-degree drop and 
reaches top speeds of 76 miles per hour. The journey 
includes three inversions and 12 airtime moments as it 
races along more than 4,075 feet of purple steel track. 
Also in Orlando, Universal’s Islands of Adventure theme 
park opened Jurassic World VelociCoaster, Florida’s 
fastest and tallest launch coaster and the world’s 
first coaster based on the Jurassic World blockbuster 
franchise, late last year.

Culture and cuisine
For those who prefer to slow things down and soak it all 
in, Florida’s neighborhoods and districts offer plenty of 
art, culture and delectable cuisine. 

Discover Jacksonville’s vibrant arts scene by exploring 
the world-class art collections found in Riverside 
Avondale. This nationally recognized breathtaking 
historic riverfront boasts a unique mix of history, culture 
and charm. Then head over to the Riverside Arts Market, 
where visitors can enjoy local art, jewelry and fresh 
produce every Saturday — rain or shine. Afterward, visit Cinderella Castle all dressed

up for Walt Disney World’s 50th anniversary 
Photo by Kaitlin Prokuski
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the Cummer Museum of Art and Gardens, the largest 
fine arts museum in Northeast Florida. 

Just minutes from downtown Jacksonville, historical 
neighborhood San Marco is a culinary hotspot complete 
with distinct boutiques, art galleries and unique dining 
experiences. From microbreweries such as Aardwolf 
Brewery and casual outdoor restaurants like Bearded 
Pig to fashionable bistros, there’s something here for 
every palate. The Beaches represent Jacksonville’s 22 
miles of uncrowded oceanfront spread along Atlantic, 
Neptune and Jacksonville Beaches. Beaches Town 
Center, located at the intersection of Atlantic and 
Neptune Beaches, offers some of the best dining and 
shopping in Jacksonville. For example, the world-
famous Lemon Bar and Grille is a laid-back beach bar 
with a seaside patio offering cocktails and casual bar 
bites with live music. Pete’s Bar holds the oldest liquor 
license in Duval county. 

For art with a twist, visit the Peacock Arts District in St. 
Lucie County. Visitors are invited to wander along with 
peacocks — who roam freely in this arts district — 
past numerous street murals and unique storefronts. 
This historical area also maintains the Crain building, a 
Spanish revival architectural gem that doubles as the 
main gathering place for the resident peacocks. 

On South Hutchinson Island, visitors can relax and take 
in the fresh air while strolling open-air markets and 
imbibing at waterfront tiki bars. The area has a cool 
island vibe and frequently features live music with 
an ocean breeze. Be sure to visit Archie’s Seabreeze, 
a landmark dining experience known for its earliest 
regular patrons, the U.S. Navy SEALs. 

The St. Pete Pier District features 26 acres of activated 
waterfront park. Acting as an all-encompassing 
entertainment district and an extension of St. Pete’s 
flourishing city center, this district combines the 
outdoors with unique dining and attractions. Browse 
local vendors or grab a souvenir at the marketplace; 
head over to the Tampa Bay Discovery Center; dine 
rooftop at Pier Teaki; or go explore the historic MLK 
Business District, flush with good eats and impressive 
art galleries. 

For something more under-the-radar, tour Pensacola’s 
impressive culinary scene, where a plethora of new 
restaurants and bars continue to open, offering a 
taste of the finest Gulf Coast cuisine that Florida has 
to offer. Grab drinks at Alice’s Pensacola Gulf Coast 
Restaurant & Wine Bar or The Well. Indulge at Agapi 
Bistro + Garden, an all-new Mediterranean restaurant 
utilizing local sustainable seafood, meats and produce. 
Or swing by The Garden at Palafox + Main, Pensacola’s 
only outdoor food hall, which is home to a wide array of 
dining options including four food airstreams, a bar and 
restaurant.
 
In West Palm Beach, Rosemary Square, an open-air 
shopping, dining and entertainment destination, offers 
a mix of award-winning culinary options with new-to-
market concepts that promise a truly unique dining 
experience. Be sure to check out the New Wave Artist-
in-Residence program, where renowned artists working 
within a multitude of disciplines are invited for a six-
week stay. Each artist creates temporary public artworks 
to be enjoyed by the community and its visitors. The 
property itself features a variety of large-scale works, 
such as The Wishing Tree, a 32-foot tall LED banyan tree, 
and My East is Your West, another thought-provoking 
light installation. 

Whatever your vacation aspirations are, there is always 
something new and exciting to explore in Florida. We 
hope to see you soon.

Background image : An airboat filled with passengers cruises through the Everglades.
Image courtesy of 500PX

A peacock
outside the Crain building in St. Lucie County
Image courtesy of Visit St. Lucie
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It’s been more than two years since that world-upending 
period that was March 2020, when our country — and 
much of the world — shut down because of COVID-19. 
At that time, my staff and I continued working in my 
office using all cleanliness protocols advised by the U.S. 
Centers for Disease Control and Prevention as well as 
State Farm. Wearing masks, using hand sanitizer, having 
the desks and office cleaned nightly, and working with 
our policyholders remotely in the manner they chose 
became the norm. 

Now, more than two years later, we are really seeing 
how these changes have educated our policyholders. 
State Farm has, with the assistance of agents and 
their staffs, helped our policyholders make their own 
payments online; submit their own claims online; and, 
through the Customer Response Center, make any 
changes they want without agent advisement. This all 
helped State Farm as a company to say, “We are helping 
more people in more ways than ever before.”

In some ways, it reminds me of the self-checkout store 
experience many of us have been primed to use. We 

can scan our own items, bag them and pay for them by 
just interfacing with a touch-screen device. The latest 
technology even has cameras and artificial intelligence 
to verify the customer’s age before allowing the sale 
of alcohol. We don’t have the assistance of cashiers to 
verify prices and make sure coupons are applied or the 
labor assistance of baggers to handle our groceries. 
Customers are doing more work and still paying higher 
prices. While the self-checkout experience is marketed 
as being quicker and more convenient for customers, 
stores also are keen to add more of them because they 
do not need to hire as many cashiers as they used to. 

As a 37-year agent, I certainly can see that my time of 
running my agency with a daily hands-on approach 
is coming to an end. State Farm is priming customers 
to attend to their own needs and handle much of the 
work agents and their staffs usually do. However, with 
agents still in the picture, if something goes wrong 
with a policy change, claim or any updated State Farm 
rule, agents will still be the ones who will have to fix the 
problems caused by the modernization. 

I can’t remember a time when State Farm has made 
more changes. Our leaders claim the changes are for 
the benefit of policyholders, but, as with most business 
changes, the changes truly are in the best interest of the 
company — to save money, reduce staff, give leaders 
more control, or help the company collect more data 
about its customers to improve its marketing efforts and 
ultimately drive more business growth. 

The new cost of finding customers 

At the same time, marketing for agents is becoming 
more costly. We used to be able to find free leads 
in phonebooks or through referrals from satisfied 
policyholders or local business connections. Now, 
agents are spending thousands of dollars every month 
to buy leads and write more business. In addition, when 

Equipped customers 
overshadow agent expertise
By Bob Grunenwald, NASFA Vice President of Publications

Smart retail technology from Diebold Nixdorf can verify the age of a 
customer before the purchase of alcohol.
Image courtesy of Diebold Nixdorf. 
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agents don’t have a solid book of business to manage, 
they need to hire more staff to handle and market to 
the purchased lead lists in the hopes of gaining more 
business. This work is high stakes, because if these 
marketers can’t meet sales quotas, they could be let 
go, and then the agent will hire 
someone they hope will be more 
successful. All of this money, time 
and effort is ultimately just going 
to support State Farm, which is not 
really paying for it. Then, when the 
agent quits or retires, State Farm 
takes those policyholders that were 
acquired through all of this sweat 
and all of these dollars and assigns 
the policies to multiple-office agents 
at assigned commissions for the 
next 10 years. 

The dedication of State Farm agents to keep up with 
State Farm’s evolving marketing methods and sell more 
business is what has kept State Farm successful all of 
these years. We marketed more, spent more, hired 
more, and wrote more policies — even if they were not 
the best idea — all in the name of State Farm’s growth. 
At the same time, we’ve also helped the company 
collect mountains of data about our policyholders and 
potential customers. And thanks to the pandemic, the 
company is seeing what it can and can’t do without 
hands-on agents. 

Save the cost of unhappy workers 

In my time with State Farm, I’ve been part of too 
many company corrections, new directions and other 

changes. I still remember when our claims service was 
the envy of other companies. Now, it’s something that 
turns current policyholders into former policyholders. 
Customer service and agent satisfaction also have 
dropped off the priority list in favor of pursuing the 

company’s latest corporate goal: 
maintaining the No. 1 position in 
auto and fire insurance. 

Although moving backward is 
not always a good idea, in this 
case, I think it is. As opposed to 
continuously pushing to new 
heights and changing practices in 
the name of progress, State Farm 
needs to go back to the way things 
used to be when it comes to agents. 
We all got into this business because 
we want to help our policyholders. 

When our hands are tied or we are removed from our 
policyholders’ conversations altogether, we can’t help 
the way we want to, and then we become disenchanted 
with our work. 

It’s common business knowledge that happy, 
appreciated employees work harder and are happy to 
go above and beyond, while disappointed ones only 
contribute the minimum required. State Farm needs 
to keep this idea at the forefront in the next 100 years. 
Agents helped State Farm grow to its current milestone. 
Imagine what agents can do for State Farm in the next 
100 years if we are given the right tools, access and 
appreciation.

Agents helped State 
Farm grow to its 

current milestone. 
Imagine what agents 
can do for State Farm 
in the next 100 years 

if we are given the 
right tools, access and 

appreciation.
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I have counted my years and discovered that I have
less time to live going forward than I have lived until 
now.

I have more past than future.
I feel like the boy who received a bowl of candies.
The first ones, he ate ungracious,
but when he realized there were only a few left,
he began to taste them deeply.

I do not have time to deal with mediocrity.
I do not want to be in meetings where parade inflamed 
egos.

I am bothered by the envious, who seek to discredit
the most able to usurp their places,
coveting their seats, talent, achievements, and luck.

I do not have time for endless conversations,
useless to discuss about the lives of others
who are not part of mine.

I do not have time to manage sensitivities of people
who despite their chronological age are immature.

I cannot stand the result that generates
from those struggling for power.

People do not discuss content, only the labels.
My time has become scarce to discuss labels,
I want the essence, my soul is in a hurry…
Not many candies in the bowl…

I want to live close to human people,
very human, who laugh of their own stumbles,
and away from those turned smug and overconfident
with their triumphs,
away from those filled with self-importance,
[close to human people who] do not run away from 
their responsibilities ...
who defend human dignity,
and who only want to walk on the side of truth

and honesty.
The essential is what makes
life worthwhile.

I want to surround myself with people
who know how to touch the hearts of people ….
People to whom the hard knocks of life
taught them to grow with softness in their soul.

Yes … I am in a hurry … to live with intensity
that only maturity can bring.
I intend not to waste any part of the goodies
I have left …
I’m sure they will be more exquisite
than most of which so far I’ve eaten.

My goal is to arrive to the end satisfied and in peace
with my loved ones and my conscience.
I hope that your goal is the same,
because either way you will get there too.

The Valuable Time of Maturity
By Mario de Andrade, Poet

Image by Christopher Ott via Unsplash
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Closing Thoughts





Are you ready to streamline the most stressful and time-consuming 
operations at your Agency? That’s what we do at Insurance Agency 
Optimization. We support Agents to solve every Agency pain point.

All for just $4.98/hr.

Complete our two-minute survey and be on your path to an 
Agency management program that goes to work for you. 

Scan the code or visit
iao.agencyoptimization.com/agency-scorecard

agencyoptimization.com

Get started with the 2-minute 
survey at this link.

Running my 
Agency just got 
a lot easier.
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