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IS FGI/ZURICH INTENTIONALLY 
IMPLODING THE EXCHANGES

TOM SCHRADER – UFAA PRESIDENT
In reading and analyzing current financial reports the 
Exchanges may be imploding.  Let us examine some 
of that published data (not opinion but published 
reports).  

According to P&C Specialist 09/14/2022, Farmers 
has a Combined loss ratio of 104.91 Q2 2022 on 
Direct written Premiums of 13,465,623 (in thousands 
of Dollars).

Zurich Half Year Report 2022, Report for six months 
ended 06/30/2022:

Gross written premiums of the Farmers 
Exchanges⁵ increased 15 percent in the first 
half of the year, following the acquisition of 
the MetLife U.S. P&C business in April 2021 
and organic growth in the Business Insurance, 
Farmers Specialty and Farmers Home busi-
nesses. The Farmers Exchanges⁵ combined 
ratio improved by 0.5 percentage points 
to 104.4 percent, driven by a reduction in 
catastrophe losses and a lower expense ratio 
compared with the prior year. This was offset 
by an increase in the non-catastrophe loss 
ratio following inflationary pressures.

Farmers BOP of USD 893 million was up 15 
percent compared with the prior-year peri-
od, driven by a 14 percent increase in BOP at 
Farmers Management Services and a small 
gain at Farmers Re following an improved 
combined ratio. Farmers Life BOP of USD 60 
million was in line with the first half of last 
year. 

According to Zurich’s 2022 Half Year report Consoli-
dated income statement total revenues from Farmers 
Management (FGI) fees and other related expenses 
2022- $2,200,020,000 2021-$2,004,000,000 (That is 
$2 Billion 200 million in management fees for the first 
six months of 2022). 

The insurer’s IFS rating was slashed from an A3 to an 
A2, while its rating outlook is stable. Moody’s Inves-
tors Service has taken Farmers Insurance Exchange’s 
insurance financial strength (IFS) rating down a de-
gree from A3 to A2, and its surplus note rating from a 
Baa2 (hyb) to a Baa3 (hyb).

“While  Farmers  has made some progress toward 
improving its underwriting results by raising premi-
um rates  and implementing underwriting actions, 
its surplus has remained relatively flat and earnings 
modest,” wrote Moody’s. “High loss cost inflation, 
as well as higher reinsurance costs, will make it 
challenging for Farmers to reduce its operating and 
financial leverage.”

Farmers Insurance still maintains a solid market 
presence in the US as a personal lines’ writer.

The insurer continues to be the seventh-largest per-
sonal lines writer in the United States, according 
to Moody’s. There, the insurer continues to have a 
strong market presence. Moreover, its rating reflects 
its cost-effective and notably captive agency dis-
tribution system. It also considers its high-quality 
investment portfolio as well as Zurich’s support.

Please note how Moody’s states the Farmers Captive 
Agent is a cost-effective distribution system. You 
would never know this by the way FGI continues to 
reduce agent commissions and devalue the agency 
force. FGI has announced additional commission 
cuts in 2023 which seems to be an annual process.

Go to www.ufaa.com to read the complete Zurich’s 
2022 Half-Year report.

https://www.farmers.com/about-us/
https://www.liveinsurancenews.com/cyber-insurance-threats/8554646/
https://www.liveinsurancenews.com/cyber-insurance-threats/8554646/
http://www.ufaa.com
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COURT APPROVES HISTORIC 
SETTLEMENT IN CALIFORNIA AGENTS’ 

CLASS ACTION LAWSUIT
DIRK A. BEAMER – WRIGHT BEAMER, ATTORNEYS

In 2017, a group of Farmers insurance agents in 
California filed a class action lawsuit in Los Angeles 
County (Parry et al. v. Farmers Insurance Exchange, 
et al.). The Plaintiffs alleged several violations of 
California’s Labor Code, as well as violations of the 
state’s Business and Professions Code.  Specifically, 
the complaint filed by the Plaintiffs alleges:

1. That Farmers wrongfully failed to reimburse 
agents for certain mandatory business  
expenditures.

2. That Farmers’ conduct amounted to violations of 
California’s Unfair Competition Law; and

3. That Farmers wrongfully misclassified its agents 
as Independent Contractors even though they 
were de facto employees under California law.

On November 16, 2022, the court granted final approv-
al to the proposed settlement between the Plaintiff 
class and the Farmers Defendants.  Here are some 
key points and limitations of the recent settlement:

1.  The Settlement is Limited to California Agents.
Any current or former Farmers agent in California who 
was under contract at any point between November 
10, 2013 and March 8, 2022 will be included in, and 
affected by, the settlement … unless he or she active-
ly opts out of the class.  New California agents will not 
be directly affected by, or included in, the settlement. 
Agents outside of California will not be directly affect-
ed.  It is possible that Farmers will voluntarily modify 
its contract or its practices elsewhere to be more con-
sistent with the results in California or that litigation in 
other states will lead to similar results.  However, this 
class action was premised on employment law stat-
utes that are unique to California; thus, it is not a giv-
en that similar litigation will be successful elsewhere. 
Local management will be unaware of whether an 
agent participates, and Farmers cannot retaliate in 
any way for participation.
2. Financial Benefits.

All class members will share in the first $40,000,000 
“pot” of funds made available.  Out of this pot, le-
gal fees and expenses will be paid.  The balance 
will be automatically distributed to class members 
based on the number of years during the class win-
dow (November 2013 to March 2022) a person was 
an agent.  By way of estimate only, a four-year agent 

would receive $3,000 (before attorney fees and costs) 
and an eight-year agent would receive $6,200 (again, 
before attorney fees and costs).  The actual dollar 
amounts will vary depending on how many agents 
“opt out” of the class.
In addition to the first pot, there will be a second pot 
of up to $35,000,000.  To share in these dollars, class 
members were required to submit a claim form sub-
stantiating eligible “Smart Office” expenses paid by 
the agent.  The claim could include as many eligible 
expenses as possible, but any given agent’s share of 
the second pot will be capped at $10,000.
3. Contractual Benefits and Changes.

The terms of the Agents Appointment Agreement 
(AAA), which is the contract between Farmers and 
its agents, will be automatically changed in certain 
respects for class members.  Changes include the 
following: 

• 90-day termination without cause will be  
eliminated

• 6-month termination without cause will be added
• immediate termination for cause is unchanged
• the existing required 90-day notice of voluntary 

quit by agents is replaced with a shorter 60-day 
notice requirement

• certain requirements for bonus eligibility will  
be eliminated

• customer service standards for class members 
will be eliminated

• an anonymous complaint procedure for agents 
will be introduced

By participating, class members waive and release 
any future ability to sue over the misclassification 
issue or the expenditure issue.  Farmers agents will 
remain independent contractors, not employees, 
under California law.
Conclusion.
This is an important, concrete victory for class mem-
bers and their attorneys.  That said, I do not see this 
settlement changing the long-term trajectory where-
by Farmers and other captive carriers continue to 
shrink the agency force and squeeze agency revenue.
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GO TO

WWW.JOINCBIG.COM
CLICK ON JOIN US 

FIELD LEADERSHIP OPPORTUNITES
OR CALL 253-300-5224 TODAY!

THE FIELD LEADERSHIP
DIFFERENCE WITH CBIG

YOUR AGENTS ARE...
 

Rarely Competitive
Have 10% Close Ratio

Fearful of New Commission Cuts
Discouraged at Score Card Changes

 

YOUR AGENTS ARE…
 

Always Competitive
Have 70% close ratio

Never worried about commission cuts
Encouraged with bonuses

More Opportunity to Recruits

http://www.insuranceagencylawyer.com
http://joincbig.com
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This weekend while at the park playing racquetball, I 
observed a three-legged dog that was the mascot of 
the UAW baseball team.  The interesting thing about 
the dog was the way he was running around hav-
ing fun and not allowing his disability to affect him.  
Everyone loved him and did not show him any spe-
cial favor just because he was disfigured. 

The reason I mention the story about the dog is that 
life is full of adversity and curve balls, and you can ei-
ther let it depress and immobilize you or you can rise 
above it and adapt, modify, and overcome. 

Life as an insurance agent is challenging to say the 
least.  You have no control over rates, underwriting 
rules, and ever-changing management goals.  On top 
of that, there is lingering COVID issues to deal with 
which makes it difficult to meet with individuals face-
to-face to reinforce existing clients and obtain/sell 
new prospects. 

In all likelihood life as an insurance agent will continue 
to be challenging for the foreseeable future.  That is 
where the beauty of adaptation comes into play.  You 
can either chose to embrace the negativity of your cur-
rent situation or you can make a paradigm shift, adapt, 
change, and embrace a positive attitude.  When your 
mind is clouded with the fog of negativity, you can’t 
see clearly.  Therefore, you must sit down examine the 
entire situation you are in and look for positive solu-
tions.  You know you are capable of positive change, 
or you wouldn’t have made it this far in life. 

Life is not easy; it was not meant to be.  Take the 
time to sit down and truly reflect on your life, figure 
out where you are and where you want to be and the 
steps you need to take to get there.  Who knows, you 
might enjoy the journey and maybe it will take you 
where you want to go or someplace else if you will 
give it time.  Change is difficult but life is all about 
adaptation.

ADVERSITY AND ADAPTATION
TOM SCHRADER - UFAA PRESIDENT

Starting out as a producer for an independent agen-
cy was a great learning experience for the next step 
in what would be my 40-year insurance career.  So, 
in 1988 I decided I wanted to own my own agency 
and Farmers was the best choice for me to remain an 
independent agent with great company support.  As 
a new agent, I was one of the top producing agents 
in the district at that time and life was good.  I did not 
join UFAA at that time because my DM and others at 
Farmers planted a very negative seed that UFAA was 
just like a union with nothing but a bunch of negative 
agents that complain all the time and I wanted no 
part of it.

In 1998 things began to change and I recognized that, 
this is no longer the same company that I proudly 
represented.  I decided it was time to check out UFAA 
and see what they had to say.  Yes, there were some 
negative agents just like you will find in any district, 
but the information and comradery were an inspira-
tion knowing that I was not the only one recognizing 

that we are no longer independent agents free to run 
our own agencies.

It takes courage to stand up and speak out and to-
day it seems agents have no courage to stand up for 
themselves or support the only organization that is 
there to support them.  The opposite of courage is 
not cowardice, it is conformity.  Agents just conform 
and accept commission cuts and continually chang-
ing rules.  They just go along with the flow!  Even a 
dead fish will go along with the flow!

I wonder why many agents sign a contract without 
reading it and without any commission schedules 
or guarantees.  You don’t have a career.  You have a 
90-contract job that you can be terminated from at 
any time for any reason.  If you wish to continue to 
go with the flow, I wish you well and if you have any 
courage to stand up for yourself, I invite you to con-
tact UFAA today.

Experience is expensive. We share experience.

GO WITH THE FLOW!
JOHN HALL – UFAA TREASURER
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More Choices. Better Service.

Brand Identity

Access to competitive nationwide and regional
insurance markets

Access to premier agency management system

Inclusion in carrier contingency BONUS plan

Ability to sell your agency & receive FULL VALUE

Security of franchise laws to protect your
investment in the agency

FRANCHISE BENEFITS

FOR MORE INFORMATION OR A
CONFIDENTIAL MEETING IN YOUR
AREA: JEFF WILSON

AND MANY MORE!

http://www.GGIAUSA.com
mailto:jwilson%40ggiausa.com?subject=


your freedom
your future

With Smart Choice, agents own what they already have plus everything 
they write in the future. Independent insurance agents that partner with 

us include scratch agencies, former dedicated agents, multi-office and 
agencies looking to acquire and grow.

www.smartchoiceagents.com  |  888.264.3388

Before Smart Choice was established, for smaller independent agents being “independent” 
also meant being hopelessly isolated. Getting appointments with the top-tier carriers was nearly 

impossible, which meant you didn’t have access to the more lucrative insurance buyers. You couldn’t 
find options for the best coverage for your clients across multiple carriers, which made you 

non-competitive. That’s why we created Smart Choice – to give agents the freedom to succeed.

Fast-forward to 28 years later and Smart Choice…
• Is the fastest growing insurance network
• Is the only no-fee program of its kind
• Has over 100 carrier partners
• Has partnered with over 9,000 agents

http://www.smartchoiceagents.com
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AS A FORMER FARMERS AGENT,  
I AM HERE TO HELP

KEVIN DAHLKE – UFAA E&O PROGRAM ADMINISTRATOR
The first thing agents frequently ask us, will Farmers 
object if I buy E&O coverage in a better plan? We 
could not have offered this plan for the last 14 years 
if agents had problems changing or dealing with 
Farmers. We give you the Farmers forms and instruc-
tions if you decide to bind coverage. We have been 
providing this since 2009, and it works.

Your Farmers sponsored plan E&O policy is just like 
any other policy with the exceptions of the coverage 
exclusion you currently have (see below) and that 
your policy is monthly, not annual. Only the entire 
Farmers agency group is annual; as a result, you may 
cancel coverage at any time without a short rate pen-
alty or conflict with Farmers whether you have made 
an enrollment choice or not.

  You may have reviewed or downloaded either the 
UFAA E&O plan comparison chart, the exclusion 
documentation in your Farmers sponsored E&O cov-
erage, the UFAA policy form, or watched the video 
at the link below. The choice becomes easy if you 
understand the exclusion and the benefits outlined 
below. 

The benefits you obtain with the UFAA plan as 
opposed to your current coverage are as follows:

· Eliminates the exclusion you currently have. 
Watch a video at www.youragencyeando.
com/special-message in which we explain 
the exclusion and we help you eliminate it. 
Please note that the exclusion only applies 
to Farmer’s policies, not those written with 
other carriers.

· Provides coverage for all carriers without 
endorsement.

· The deductible is the same for all carriers, 
usually, 1,000 if qualified.

· Provides coverage for all staff and producers, 
whether appointed by Farmers or not.

· Unlike your current coverage, policy benefits 
are not contingent on your contract perfor-
mance with Farmers.

· Most agencies save at least $500 annually, 
and many save more. This is displayed on the 

first page of the application after you submit 
for the rate indication.

· Coverage applies since your date of appoint-
ment with Farmers (if there is no gap in 
coverage).

· Tail coverage options are provided for all 
Farmers and non-Farmer’s policies and is  
not reduced due to contract provisions by 
Farmers.

· Automatically transitions to independent 
agent status if you leave Farmers.

· We provide the forms and specific instruc-
tions to make it easy to cancel with Farmers 
successfully.

· We offer agency operations methods for 
dealing with Farmers and risk control with 
clients that does not require additional work.

· Privacy of your operations as no information 
is shared with Farmers.

· Your benefit choices remain private without 
notification to your DM or other company 
employees.

The link to get a rate indication is www.groupeando.
com and should be compared to Farmers level 3.

If you decide to bind coverage, the deposit premium 
is collected on the 3rd day of the month the policy in-
cepts. The forms and directions to cancel with Farm-
er’s are attached to the email with your policy.  

Thousands of agents since 2009 have benefit-
ed from insuring with this program. In addition, 
this plan is part of the Farmer’s agent’s Facebook 
and LinkedIn groups, and we are told we are well- 
spoken of there.

While UFAA sponsors this plan and you are encour-
aged to join, you are not required to join to enroll.   
Coverage is provided with an A XV US domiciled car-
rier. 

You gain much and do not risk anything providing 
better protection to your agency for a better price as 
“You have a Choice!”

http://www.youragencyeando.com/special-message
http://www.youragencyeando.com/special-message
http://www.groupeando.com
http://www.groupeando.com
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ONE-HUNDRED MILLION 
OPPORTUNITIES

 PAIGE UNDERWOOD – UFAA VICE-PRESIDENT
As reported by LIMRA and the 2022 Insurance Ba-
rometer Survey regarding life insurance, more than 
106 million adult Americans are either uninsured or 
under-insured, which may lead to a sense of financial 
insecurity. As of this year, the average life expectancy 
is 76.1 years old. As of last year, the main obstacles 
for buyers to purchase life insurance are 1) having 
other financial priorities 2) not knowing what (or how 
much) insurance to buy, or 3) the product being too 
expensive.

Life insurance is the most important policy that an 
agent can facilitate purchasing.  It’s also the most 
abstract to calculate because it depends on the indi-
vidual needs of the insured. There are many ways to 
determine how much life insurance is necessary, but 
the Company has given you several tools to help you 
guide your clients through the process.

Given the fact that a vast majority of Americans have 
economic constraints, it is important to remember 
that when presenting life insurance that the options 
you offer are reasonable and affordable for the client.  
Since whole policies are significantly more expensive 
than term life insurance, it may be more difficult to 
sell at a time of historically high global inflation and 
economic uncertainty. 

One way to help your clients understand how life 
insurance can be a useful tool in their overall risk 
assessment is to discuss income protection.  We have 
all heard people say, “I have a policy through my work, 
so I don’t need more life insurance”.  They truly believe 
that they are covered. Here are some questions you 
could ask to your client to help better understand 
their perspective:

1. How long have you been at your current job?

2. Do you plan to work at the same company for 
the rest of your life? 

3. How would you describe your overall health? 

4. What age were your parents when they were 
diagnosed with major illnesses or passed 
away?

5. Does your family have known health issues, 
like diabetes, heart disease, cancer, etc.?

6. What arrangements have you already put in 
place to supplement your income for depen-
dents in the event of your death?  

7. Could your family continue to live in the same 
dwelling without your income? Would their 
quality of life be affected if you were to die?

8. What worries or concerns keep you up at 
night? 

9. How much could you realistically afford to 
spend monthly on income protection? Fifty 
dollars? One hundred?

By asking these questions, your clients will start 
thinking about reasons why they need to take proac-
tive steps to safeguard their income.  You still haven’t 
talked about the price of the policy, or the face value 
or term (length in years), but you have gotten them 
thinking about the true need for protection. This 
conversation alone is a benefit for the client as you 
are making them aware of the risk of dying without 
enough money to provide for their family. Likely no 
one else is having conversations like this with them, 
but as a life insurance agent it’s vital that you discuss 
this. Sure, it may be uncomfortable for them to realize 
this, but you are there to help them face these fears 
and give them tools in order to give them financial 
peace when it comes to providing for their family in 
the event of a premature death.

I’ve observed many agents who lead the conversa-
tion with the product of life insurance before uncov-
ering the need.  Life insurance is a tool.  A tool isn’t 
needed unless there is something to fix.  You don’t 
need a jackhammer unless you need to drill through 
rock or concrete.  You don’t need medication unless 
you are sick.  Help your customer uncover the need, 
and the rest of the process will be so much easier.  

Lastly, have courage and confidence to have these 
conversations because there are more than 100 mil-
lion adults in our country who need to hear from you.

https://www.iii.org/fact-statistic/facts-statistics-life-insurance
https://www.iii.org/fact-statistic/facts-statistics-life-insurance
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Integrity,
Strength,
Longevity &
Freedom.

Everything
you stand for,
everything you’ve
been looking for.

You have built an agency to 
provide peace-of-mind to those 
you serve in your communities, and to 
secure a bright future for your family and staff.

It is time for you to have the same peace-of-mind by 
joining an insurance family that has 21 years of proven 
success helping agents, like you, build strong profitable, 
independent agencies. The Insurance Industry may be volatile, 
but the future of your agency doesn’t have to be.

twfg.com/freedom

www.twfg.com/freedom
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CHAOS IN THE WORKPLACE
STEVE HOOPER – UFAA CHAPTER 51 PRESIDENT

If you are wondering why you are frustrated in your 
workplace, just maybe, it is a far deeper form of un-
derstanding “CREATIVE CHAOS”.

You may have come across the term Creative Chaos.  
And may have heard about what causes it, how it can 
be remedied, and why it’s important to rein it in. But 
what exactly is Creative Chaos?

Let’s just explore how it is possible that “Creative 
Chaos” may be affecting your Agency, as we move 
forward into newly created systems mandated by the 
primary Companies you are contracted to sell insur-
ance products. Understand, the term Chaos alone 
when describing your daily office routine may be not 
what you think.

From Extensis (www.extensis.com): 

WHERE CREATIVITY MEETS PRODUCTIVITY

Creative chaos is the mayhem that occurs in cre-
ative teams when multiple assets, projects, and 
clients are being juggled-without the framework 
to ensure that people, skills, and tools are being 
used EFFECTIVELY.

The first step is to recognize Creative Chaos, the 
next step is to rein it in-and empower your team to 
make great things happen, without the hold-ups.

CREATIVE CHAOS INVOLVES MORE THAN 
JUST ONE PERSON

More often than not, we are forced to accept some 
level of “chaos” at work. We must march on. After 
all, we’re lucky to be doing something we love.

Creative chaos can be present in multiple pro-
cesses and workflows within teams and organiza-
tions-affecting people in various roles. As it affects 
an increasing number of projects and individual 
contributors, it grows exponentially stronger and 
more deeply embedded.

HOW CREATIVE CHAOS AFFECTS YOUR 
WHOLE TEAM

Creatives 

Designers, copywriters, videographers, and 
hands-on creatives of all stripes including 

programmers are perhaps the deepest in the 
trenches of Creative Chaos. When assets are 
in the wrong location or there is confusion 
around which elements are approved and fi-
nal, creatives are subject to hours of wasted 
time, tensions with teammates, and possibly 
burnout.

Managers

Client expectations and communication are a 
constant challenge, but creative chaos ampli-
fies the pressure to ensure your team meets 
expectations. Disorganization can lead to the 
same work being redone unnecessarily-and 
even repeatedly purchasing the same assets.

Upper Management

Yes, even upper management is affected. The 
budget is directly impacted by the wasted 
time, effort and funds that are a dire creative 
chaos.

IT and Tech Team

Added stress, wasted time, and burnout 
prevents optimal creative output and makes 
reaching your shared goals difficult.

FROM CHAOS TO CALM

Subtract Confusion, Add Clarity

Creative chaos can be stubborn but it’s never 
a lost cause. Once you recognize the issue, 
there are things you can do to whittle away 
at the chaos and create a more streamlined 
and consistent workflow for your team. It’s 
not as easy as flipping a switch. It takes inten-
tion, effort, and perseverance. But if the will is 
there, you and your whole team can reap the 
rewards.

www.extensis.com/creative-chaos-defined

http://www.extensis.com/creative-chaos-defined
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No Doll 

PLAN ADMINISTRATION AND ACCOUNT 
MANAGEMENT 

Payments of claims, customer service and 
reporting provided by the Member Advocate 
Team.  

QUALITY BENEFITS 

12 Comprehensive plans to chose from that 
included all the 10 "Essential Benefits" in 
ACA guidelines.

IHA is "INSURANCE FOR HEALTH AMERICANS"

Be a part of a group of Healthy Insureds to help 
keep premiums in check year after year.

SIMPLE APPLICATION PROCESS

Your monthly premium is calculated upon 
completion of our simple Personal Health 
Questionnaire (PHQ).  Get your rate  in 1-2 
business days.

With a nationwide PPO network, IHA Health is a 
health care solution that provides you with exclusive 
access to an affordable ACA Compliant health plan. A 
health plan that is made entirely of healthy to 
moderately healthy insureds. A sustainable way to 
keep premiums down each and every year. 

With IHA Health, you can gain 
control of your health care costs 
without sacrificing benefits!

THE IHA HEALTH ADVANTAGE: 

• No Maximum Limits
• National PPO Network
• No Age Banded Rates
• ACA Compliant
• If Approved, NO PRE-X Limitation
• Competitive Rates based on

completion of a PHQ
• Unlimited $0 Cost Tele-Medicine
• $20 Chiropractic Copay
• 100% Preventive Care Coverage
• Doctor, Specialist, Chiropractic

and Urgent-Care Copays
• Deductible Options Range from

$1500 - $7350
• Prescription Copays on Most

Plans

• IHA Health is NOT
o A Non-Compliant

Indemnity Plan
o The ACA Marketplace
o Faith Based Shared Plan

INTRODUCING
A Practical Approach to 
Health Benefits for the 

Self-Employed

307 E. Washington, Benton, IL 62812 
618) 439-2911 – randy@rkhinsurance.com

mailto:randy%40rkhinsurance.com?subject=
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COMBATING CYNICAL THOUGHTS BEING 
A FARMERS AGENT

JEFF FELGER – UFAA LEGAL ACTIVITIES DIRECTOR
Cynicism is a defensive mechanism to protect your 
psyche when hurt or angry at something. Instead of 
dealing with those emotions directly, we sometimes 
allow them to fester and skew our outlook. Business 
owners develop negative thoughts when dealing 
with errant communications or technical roadblocks 
which impede their ability to get from A to B. Agents, 
no different than the “Company,” want things to run 
smoothly, so customers have a wonderful experience 
and operations maintain a profit. With the hopes of 
improving the experience for both parties, some-
times you must mention unpleasant topics.  So, I am 
going to go down the rabbit hole, to ensure you know, 
you are not the only operation feeling this way.  How-
ever, we will offer some potential solutions.  
• If agencies were to get paid for each third party 

(programming, servicing, or IT) roadblock or 
problem identified/reported…we would be rich! 
It is always something! Agents would feel better 
appreciated if the “Company” paid supplemental 
income to identify Issues. 

• The limited benefit of inheriting a J-code (direct 
sales referral) policy can be offset due to direct 
sales agent errors, omissions, and/or just client 
disservice. Requiring your agency to rework or 
fix the policy to receive less than ½ commis-
sion. With major direct sales errors, the agency 
should be able to convert the policy to full com-
mission series.  

• Hard to watch agency income declining and 
staff expenses increasing when:

o Waiting for “Company” servers to respond 
to quotes or completing transactions, know-
ing software was poorly designed and/or 
servers have inadequate processing hard-
ware. 

o Servicing hold times (Telephone, Chat, etc.) 
causing missed sales calls and/or disrupt-
ing tasks that require concentration. 

Make sure to identify and report issues and 
remind yourself and your staff that these issues 
should only be temporary. 

· Wonder how many “Company” representatives 
or transfers will it take to get an issue resolved? 
Get the feeling these representatives do not take 
ownership of problems? Agents must follow up 

or make multiple inquiries to ensure they are 
properly completed. Provide feedback and take 
time to remind yourself and your staff that the 
agency must answer to the client. 

• Finding an underwriter willing to review grey 
areas, not just reading guidelines to you or can-
not talk to Account Underwriters? Improvement 
or change feedback going unanswered…even 
from President’s Council agents. Keep the faith 
and continue to provide feedback. 

• Frustrated with the capabilities of the new 
“Company” CRM/alternative agency manage-
ment system? Seems as if the CRM was devel-
oped as a prospect funnel management tool to 
measure sales activity. The agency manage-
ment system features are an afterthought. The 
“Company” should know to design the product 
around the end user (with more agent input).

• Do you get annoyed when told to contact your 
District Manager (DM) for feedback to the 
“Company.”? DMs are independent contractors. 
DMs try to convey the feedback, but most are 
working to achieve other “Company” results that 
do not include feedback improvement metrics.
Educate the person conveying this message…
the DM is not a Farmers Employee.  

• “Company” surveys related to service or IT 
issues. The survey is unclear as to what issue 
they are wanting feedback on. In addition, some-
times they request feedback on an issue still 
unresolved. The “Company” should include more 
details to identify the transaction within these 
requests. 

• 2023 base commission and contract value (11%) 
cuts again? Remember the “Company” cut base-
line commissions in 2018(15%) and 2020(5%)? 
This is going to happen every two years. Agents 
can earn back those lost commissions by writing 
certain levels of new business. Watch out --- 
Intercompany re-writes will not count toward 
new business at all! Find other ways to increase 
agency income. 

• “Company,” says it wants more new business. 
However, the Farmers Insurance Exchange 
surplus with the current Gross Written Premium 
is stressed due to the recent 2021 MetLife P&C 
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purchase and Quota Sharing (re-insurance) per-
centages increase surplus mitigation cost.  FYI- 
Moody’s just downgraded the Exchange Surplus 
notes being offered.  Thus, our product pricing 
should have a higher operational cost than com-
petitors who do not have surplus notes or Quota 
-sharing requirements. 

• Customer transparency with renewal rate com-
munication. On declarations and renewal bill-
ings, include   Loss Experience change % (With 
details), Inflation w/Loss Adjusting %, Discount/
Risk Aging %, Claim surcharge/reduction %, and 
advise agents can provide risk management or 
other solutions to reduce the premium.  

It is hard to decipher issues when the “Company” 
speaks mixed languages to the agency force. Their 
actions speak louder than words. Believe most long-
term captive agents at times feel hurt, angry, and/or 
vulnerable with the current partnerships. If we were 
a true team “Company” employees would take the 
time to have more face-to-face or phone feedback, 
to prioritize key issues. Whether you are in the early, 
middle, or twilight stages of your agency career…is 
hard not to let normal cynical thoughts affect your 
attitude. 
Below you will find ideas to help you cope with these 
situations, deal with this cynicism healthily, offer 
solutions and help others in the same boat. 

1. Work harder to be a glass-half-full kind 
of person and stay positive and focused:  
When the thoughts arise take a few minutes 
to breathe and reset, realize you are human, 
and this is normal.  You cannot control/
change what caused the negative issues 
at that moment. Realize there are circum-
stances when you have created issues for 
third parties! If the issue is complex, break 
the issue into smaller steps, take a break and 
stay calm and then re-focus. 

2. Enjoy being a business owner:  Folks would 
trade for your role. It may not be apparent; 
most agents have scheduling flexibility and 
can choose their agency involvement level 
(with tradeoffs). Remember why you started 
on this journey and if asking yourself …realis-
tically what a different outlook would bring to 
you and your family. Sometimes partnership 
changes are justifiable! 

3. Be compassionate:  The “Company” is a 
large entity with many moving parts and 
realize that even simple problems cannot 
be resolved overnight as in your agency. Be 
thankful that you care about resolving the 
situation for your client….and that you are 
isolating your client from the “Company” 
problems. Even thou it is hard in circum-

stances, do not let the issue turn your atti-
tude and always treat others with respect. 
Lightly educate folks when you feel they 
need a little help…so they can help others 
better! Remember we are in this together!!    

4. Embrace Change:  Look for the favorable 
within any change. I will give you a few 
examples: 
a. Foremost Choice Program:  Selected 

Farmers agent can write business with 
Travelers and/or Safeco if a Farmers 
customer or prospect does not like 
Farmers rates- new business or renewal. 
It has been conveyed this program is go-
ing to be opened to more agents.  This 
should help all parties involved (custom-
er, Exchange [surplus & no risk income], 
and agents).

b. Internal Acquisition guidelines:  2023 
Internal acquisition guidelines are out 
and available on the dashboard. Review 
and ask your District manager and Area 
Sales Manager for opportunities. 

c. Remote Staffing:  COVID has changed 
the world, you can hire remote licensed 
staff for your office. Also, inquire about 
licensed staffing opportunities when 
agencies or “Company” employees are 
retiring. 

d. Management Changes: The “Company” 
CEO is changing in 2023. Word on the 
street…our new leader understands 
and values the agency/customer 
relationship.            

5. Let us get in the same boat and row to-
gether, relay a similar message.  How 
do we determine what is the most critical 
message…to convey clear direction to the 
“Company”? UFAA can help, but we need 
more Farmers Agent members and dona-
tions to improve feedback and infrastructure. 
If you are a non-member, do it now…. not to-
morrow. Honestly, we need Farmers’ agents 
willing to step up and take leadership roles. 
Other ways to communicate: Face-to-Face 
meetings with “Company” Executives, posts 
on the UFAA or any agent-related social 
media pages, etc. Get to the specifics of the 
problem and offer solutions.    

It is important to embrace and understand that cynical 
thoughts are normal.  You are not alone dealing with 
the negative thoughts Farmers agents incur on a day-
to-day basis.  Need to remind ourselves to embrace 
change and control negative thoughts…hope some of 
these tips will help you in 2023…Stay positive! 
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NATIONAL 
SCOPE

To learn how you could be the owner of your own 
independent agency, contact us today.
info@siaa.com | siaa.com

 • Have access to 5 ways to get paid

 • Own their books of business

 • Collectively write over $11 billion in total premium
 • Receive insights and favorable pricing on digital tools needed to evolve
 • Are independent, but never alone

SIAA is dedicated to the creation, growth, retention, and evolution of the local 
independent agency. How does that translate for SIAA’s member agencies? They…

LOCAL 
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http://www.siaa.com
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ECHOES FROM THE AGENCY FORCE
SUBMISSIONS FROM UFAA MEMBERS AND NON-MEMBERS

Car Rentals
Early return on a rental vehicle whether it is insurance, 
business, or pleasure use; you will be hit with a sur-
charge. You probably will not notice the charge until 
you receive your credit card statement. Why? Rentals 
are down due to the economy and the rental carriers 
are doing everything possible to re-coup lost money. 
You can however call customer service at the rental 
carrier, and they “may” reverse it. Just explain that 
you were unaware. However, there is no recourse for 
the surcharges on late returns. 
Cancellation fees on future car rental reservations are 
happening more and you need to be aware that this 
is also non-negotiable.
Renting a Toyota Camry, or other type of vehicle with 
front ends that are inches from the ground? Watch 
your curbs, etc., as you will damage that front end. 
Taking your own pictures of that rental vehicle before 
leaving the rental lot is highly recommended.
Rental vehicle and Farmers towing/road service. If 
your client is the only member of the HH with one 
vehicle, these are the options to bring up when doing 
an FFR or writing NB.
Old Cars, Old Problems
Older vehicle with cloudy/faded out headlights can 
be restored to look like new headlights at a detail 
shop not a body shop or at car wash with a detail. 
(NE member)
Tech Talk
Use your Internet Options function before you power 
down your system due to slow functioning. When you 
power back up, hit your restart tab, then proceed. 
Reasons for the slowness were multiple. You may 
be out of those websites, but they are still slowing 
your computer. Using your Internet Options function 
allows you to clear out all those previous visited web-
sites. (Progressive Tech Support)
Anytime you complete a full scan on your computer 
system, you need to restart your system to make sure 
all updates went to completion. And if you are out of 
your residence for more than 5 days, unplug all desk 
top power cords and give your system a rest; more so 
when violent thunderstorms are in the forecast.
Chrome book vs laptop. The laptop will aways win. 
Why? It’s the hardware. The biggest disadvantage to 
the laptop is they start to decrease in speed and per-
formance after 5 years. The biggest disadvantage to 
the chrome book is they pack lesser memory and lack 
quality. Purchasing a chrome book? Consider Google 

Pixel book GO, Samsung Galaxy Book chrome book 
2 and Lenovo Chrome book. Best laptops. Asus Viv 
book 17.3-inch HD Plus, Samsung Galaxy Book ION 
and Microsoft Surface Laptop 4.
Emails. If you sign up for free internet newsletters, 
your e-mail address will be sold. The post office does 
not send e-mails, unless it’s related to a bulk permit 
account or a special business account. (TX member/
district office)
To Print or Not to Print
Calendar advertising is underappreciated in the busi-
ness world but appreciated from clientele in today’s 
economy and is very heart warming. (IA member)
Go paperless or print to the hard copy for the file. 
Claims say print paper copy and avoid an E & O, 
while the company suit said to trust the Farmers sys-
tem, get a good backup and go paperless. The claim 
reps stood their ground. Consensus in the district is 
that the veteran agents were, or are printing to the 
file, while the new agents are a mystery. (OK member 
district meeting)
All in the Numbers
In 2021 one in five independent agents left the insur-
ance business altogether. Reasons for leaving were 
“financial compensation, lack of benefits, and busi-
ness expenses.” (MO member/National Underwriter/
Travelers rep) 
In 2022 individual income taxes rose 29%, payroll 
taxes went up 13% and corporate income taxes rose 
14%. The flipside, expect insurance premiums to 
jump accordingly (due to the last 2 items) and there 
will be no relief in sight for premium reductions due 
to the endless weather-related storms. (IIA CE class 
and the instructor was an ex-economics college pro-
fessor - TX member) 
For you Nebraska agents, Nebraska for decades has 
been in the top 5 states for hailstorms with larger size 
hail now more common than smaller size hail. Those 
heavy-duty wood and hail resistant roofs are not rec-
ommended as an insurance replacement, as they do 
not withstand the larger hail and that extra cost is not 
justifiable. (NE member/lnsurance Institute for Busi-
ness & Home Safety/NWS/OWH Newspaper)
That Time of Year
If you have a Discover card, the discount for Oct, Nov 
and Dec is 5%. Our agency only purchases supplies 
during that time period. Also, been using Amazon 
more as Office Depot is getting cost prohibitive 
towards the holidays. (MO member)
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AIRLINE REFUNDS:  
THEY REALLY DO EXIST!

KATHRYN R. SPRAY – WRIGHT BEAMER, ATTORNEYS
My husband and I recently took our youngest daugh-
ter to Florida during her school Spring Break. We took 
in the local sights, and everything was great... until 
our last night. As we were about to shut our eyes, I 
checked the airline app one last time, just to make 
sure all was well with our plans. To my surprise, I found 
that the airline, without so much as a text or email no-
tification, had canceled our trip home. UGH, right?

I quickly found that every single flight to Detroit on 
any airline over the next two days was 100% sold 
out. The only flight I could find to anywhere close to 
Michigan was leaving late the next night and going 
into Newark. I grabbed it, booked an Uber to the de-
parting city, found a hotel in Newark for the overnight 
layover and a flight back to Detroit first thing the fol-
lowing morning. All, of course, at unexpected addi-
tional costs.

When I contacted our original airline about getting 
our money back for the cancellation, it did what air-
lines do these days: offered me eCredit for future 
use. But I did not want credit toward another flight. 

So, I did a little quick research and found that we 
didn’t have to accept eCredit. Federal law provides 
that when the airline cancels a flight and a consumer 
chooses not to travel, a full refund is due. This is true 
even if the ticket was purchased with eCredit from 
other canceled travel.

A full refund is also due if the consumer chooses not 
to travel after the airline makes a significant schedule 
change or causes a significant delay, or if the con-
sumer is involuntarily moved to a lower class of ser-
vice or unable to take advantage of optional services 
such as seat upgrades or in-flight Wi-Fi due to flight 
cancellation.

I hope you never find yourself in a circumstance like 
ours, but, if you do, know that you don’t have to ac-
cept airline eCredit for your trouble. Make sure that 
you request a refund within 24 hours or in your first 
conversation with the airlines after the refund-trig-
gering event and get your money back.

And may your travels be safe, smooth, and on time!

Access to Alternate E&O coverage
Telehealth
Health Insurance Program
National Convention
Agent Referral Program
Exit Strategies
Legal Discussions
Tax Guide
Full Archive of The Voice Magazine
Understanding Your E&O Policy

We are “AGENTS HELPING AGENTS”®
 

Some of the benefits you receive with your membership:

 
 

Become a UFAA Member Today  

Click here with your smart phone or visit 
 https://www.ufaa.com/Membership-Information

Join Today
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or visit cadrplus.com/ufaa-virtual-care

mailto:rprevite%40cadrplus.com?subject=
https://www.cadrplus.com/ufaa-virtual-care/
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WEATHERING HURRICANES 
AND RECESSIONS

How are recessions like hurricanes? Recessions are 
hard to predict precisely when it will hit and how 
much damage will lay in its wake. However, unlike 
hurricanes, instead of downed trees and smashed 
houses, the damage from a recession usually pertains 
to lost jobs, a tanking stock market, and bankrupt 
businesses. Some may be basking in the calm before 
the storm and not personally feel the effects of a 
mild recession currently, but a moderate or severe 
recession is looming in the horizon of 2023 and will 
sure to be on everyone’s radar. The key to surviving 
a hurricane is similar to that of surviving a recession: 
preparedness and maintaining your composure. 
Furthermore, can you, an insurance agent, not only 
survive, but thrive in a recession? YES! 

In simpler terms, a recession is defined as a contrac-
tion in the economic growth lasting two quarters or 
more as measured by the gross domestic product 
(GDP). Similar to hurricanes being a natural envi-
ronmental phenomenon commonly occurring during 
the summer months, recessions are a natural part of 
the economy. Grasp on to the insight that this eco-
nomic trouble is temporary. If you are reading this, 
it means that you have lived through at least two 
recessions. Do the phrases post-war, energy crisis, 
dotcom or housing bubbles remind you of anything? 
Since World War II, there have been 13 recessions 
with averaging 10 months in length. While periods 
of expansion during this same period have lasted  
57 months. 

Hold on to this hope of eventual blue skies but pre-
pare for the turbulent economic storm that is brew-
ing. According to forbes.com/advisor1, the 2022 index 
is on track to close out the year down more than 17%. 
This is the S&P 500’s first double-digit percentage 
annual loss since the Great Recession, when the 
index slipped 38.4% in 2008. Unfortunately, the dual 
headwinds of high inflation and Federal Reserve 
interest rate hikes will not dissipate in the near term. 
Vanguard predicts the base case of a global reces-
sion in 2023 brought about by the efforts to reduce 
inflation2. Mid-year 2023 is when this anticipated 
recession is predicted to make landfall.

A general search on how to weather a recession as 
a consumer will result in articles with generic tips 
such as: reassess your budget; build an emergency 
recession fund; start a side hustle; lower your expec-
tations. Specifically in the realm of budgets, most 
articles advise reviewing your spending to seek 
areas to trim for example: subscription services, eat-
ing out, etc. However, many articles also advise con-
sumers to review their insurance coverage and find 
ways to lower premiums on their home or auto insur-
ance. If this surprises you, then you may already be a 
coverage quote behind in the Price is Right game of 
insurance premiums. According to a survey by esca-
lent.co3, one-third of auto-insured consumers have 
already contacted or planning to contact their insurer 
to discuss lowering their premiums, and one in four is 
eagerly shopping competitors ‘rates. This consumer 
initiative was actually impelled during the pandemic.

To thrive during a recession, you should embrace a 
two-fold business practice. First, emulate Bob Barker 
and be the gracious host of the Price is Right game 
of insurance premiums. Contact your current clients, 
before they contact you, if possible, but definitely 
before they contact your competitors. Assist them in 
finding ways to reduce their premiums. Please note 
that this may reduce your commission, but this act 
of good will should initiate the secondary good busi-
ness practice, customer loyalty. Consumers during a 
recession are optimally strategizing to unbind their 
cash flow. If you invest the time to provide extra 
services that frees up cash for your client, they will 
remain loyal to your business and have a higher like-
lihood of referring you to their friends and family.

Operate under the process that consumers are seek-
ing comfort during a bad economy. For instance, 
the senior consumer may be more concerned about 
income in the event of long-term care or disability. 
However, consumers whose health or life insurance is 
tied to their employer are concerned about a change 
in their employment status, which could jeopardize 
this coverage. This is a timely opportunity to review 
their options for replacing these types of protections 
that would be independent of their employer or em-
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ployment status. Also, if you are able to find ways to 
lower clients’ premiums on home or auto insurance, 
without significantly sacrificing coverage, this could 
potentially free up money they could apply to health 
or life insurance, as previously mentioned.  Refer to 
the article One-Hundred Million Opportunities in this 
issue of The Voice for the importance of not only life 
insurance, but adequate life insurance.

Discover what your clients are concerned about and 
look for a solution that fits their needs. For instance, 
do you have a client that has decided to pursue a 
side hustle? An interesting byproduct of the shelter-
in-place orders has been the increasing number of 
businesses offering delivery services.  If your client 
is a delivery driver for Door Dash or Uber Eats, it is 
important that you discuss the need to modify their 
current policy by extending their auto coverage 
for commercial uses. Retaining a customer is a lot 
cheaper than acquiring a new one. This is especially 

true during a recession when people are not making 
big ticket purchases such as cars, boats, or homes 
that need to be insured. It is critical to dedicate extra 
effort into retention.

In conclusion, surviving a recession is similar to sur-
viving a hurricane by being prepared and composed. 
The keys to thriving in a recession as an insurance 
agent is to be proactive and in continual communi-
cations with existing clients. This builds brand loyalty 
and prevents current clients from shopping around 
at a time when many brands are struggling to pre-
serve consumers’ trust.
1 https://www.forbes.com/advisor/investing/stock-market-outlook-2023/

2 https://investor.vanguard.com/investor-resources-education/news/van-
guard-economic-and-market-outlook-for-2023-global-summary

3 https://escalent.co/blog/what-a-recession-means-for-auto-insurance/

https://www.forbes.com/advisor/investing/stock-market-outlook-2023/
http://www.groupeando.com
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