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Kentucky agent Bill Stiglitz brings
his straightforward, positive style
to the Big "I" presidency.
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BY PETER VAN AARTRIJK JR., CIC

CHALLENGE: Going out on your own,

SOLUTION: Keep guur word and be
availanle—all the time,

Hoe does independent agent Melanis Flamand
maarknt?

“Well. T sit at my desk and hope the phane rings,”
shie sy,

Flamand punctuates her deadpan camment with a
peel of langhter, “T ramely give a stralght answes,”
she say= "¥ou have to hawve a sense of hemes”

Despite the Light banter, Flamand is desd ssfous
abiout one thing: building heyr brand-new ageney,
Fiamand & Assocates. Incorporated i July tn
YWarwick, .1, Flamand iz busy rolting ever the
£400,000 in business ahe wiote Uwough a brokering
agenicy hefore going cut on her own, and she has
ge4 ambitious goals for the firm's futuye.

“A& ywar from now [ plan to be combfertably at
51.5% to 52 million, 4nd in Bwe years, comfartaklhy
&t 5 millzon,” Flamand says; “And by ‘comfortably’
I mean with retention that's good. loss matla thet's
[antastic,”

Those are hefty mumbera for & new agency in a
marketplace that already boasts many supeessful
mdependent agencies. But the 20-year lisuramwe
weteran is confident in her abdlities and eager te
mave forward, Flamand's entrepreneurial ambitions
were sicetracked when a brief partremshdp In an
agency dide work out {see sidebar), but the delay
vnly sharpened her focns. Her ingredients for suc-
cess am simple: mine your current castamers and
refierrals, b2 available all the Hme, focus on manag
ing a5 well as producing ard keep your ward—to
yoiit employees, your carmiers and your cusbomers,

“Don't hreak wour word, Have the same demeanar
with everyhody.” she says. “Get that reputation &nd
you can't oo wrong,”
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Stealth Marketing

"My whole book 1s referrals,” Flamand says,
Indesd, she is not investing heavily in advertising
and direct marketing {slthaugh she plans to place
some Loral newspapey ads). Rathes, she iz engaging
in a stealthier approach, bubflding relstenships and
attracting customers throwgh community and bus
niess networks, and then mining those customers for
mare business and additional referrals. “With every
renewal, Tl lock at the account, and if we just hawe
the homeowners, I eall and ask, What can we do
for youa®™

Flamand also offers AFLAC veluntary benefits
procucts to her customers, and ahe has foand it to
be a vahuable cross-selling opportunity. “1 hene
clients who want to offer AFLAC to thelr emplayees,”
she s=ays. “And ['ve had AFLAC customers iolecested
in persomal p-c coverage,”

24/7 Service Promise

Bafore a customer is on the hoaks, Flamand qoes
out of her way to be available for questions and
comcerns. “T'm availahle 24-7,% she saps. And that i,
ir part, how Flamand hopes to differsntiate herself
fram the ather insarance providers in her market-
place

“There’s plenty of competition bn Warwick. Bul
you can stand cut by making yeursell available.” she
eaplaing. “There are plenty of agpenks who don't want
arything to do with insorance after 5 o'clock.”

S doean't balk when a client or prospect
appraaches her on the golf course or at a restaurand
tn discuss a policy question og clakm, and she gen-
iinely seams to enjoy creating and makntaiming rela
Honships with customers. “1 get posteards from
clinnts, pictures of thelr kds" she =ays. “It's a gmeat
feeling when, instead of a handchake ar an awicwasd
“Hello, T get a bug and a kiss *

Recipe for Carrier Relations

Pamand also warts her companies o bhave that
warmeand-futzy feeling about her. She repeatedly
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Tefars to her “respansibility” for prowiding her eard-
e with good business and for apersting in a
profeasional business environment.
“There are two types of insurance
people—administeators and produc-
ers—and they couldn’t be more
different.” Flamand VL.
“Producers think, if F'm
’_il:li:u_.| paperwork, Im oot
salling, As an owner, 1
have to Bridge that
gap, | spend a Iot of
dme doing ademinis-
ratve work that
prochacers cam't
gtard.”
That attention
to detail ia pay-
ing aff: “T got
an a-mail from a
COMpany saying
my apps look

great and [
shauld teach |
other producers

how to complete an
app. she laughs.
But mare than paper-
wark, her carmiers
knonw she can produce,
ghe saye My mputation
priecedss me with my mai-
keting reps,” she says, “They
know that T meet or exceed my
goals, With ane compary, I'm
already one-fifth of the way to my
annual poal—after one manth.*
Flamardd tracks her goals and progress on
& whate board in her affice—a public display that
her company reps like to see, How does her produse-
Hon eomparnes ta other agents? It doesr'l makter;

“I'm my higgest competitar,” she says, /
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Matchmaker, Matchmaker
& Flamand is a matchmaker—but not the kind you i

sntral Rhode Bland Chamber of Ca
sarirers hke-rminded bus
introduce a prinier to a graphic designer,”
Drings mer & Wes th of contacts to mina f

A% an ambassacor for the ©

Flarrianc P mesens i 1the cormimuniiy ':.-._ | pdkesd

she explains. Such

aor ner oWn DLS mess

Some agents
have seen
it all.

WE TAKE THE HAZARD oUT
OF MATARDOTSE WORNHERE' DOMP,

Anmerlean Ln stile Insurannes Compaoy

Hilwer Ouk Omsumliy Inc.
fmse: 1,800,450, 1001

il Erman:

LERG NED.NTOT wurwr nmarian s, aom
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| who want nothing to do with
insurance after 3 o'clock.

But Flamand knows that companies
want gaod busimess, mot just amy huasiness
50 she 5 carelul 1n ber frantlioe dncer
writing, "1 intend to be not one of the
hingest, but certainly one of the moze
peofitable Agemces BnT oY companies. 1
wanl oy companies {0 see an app from
Flamamd & Associates and sy, '0h, thatll
b good business™ After all, she i

adds, “It's
one thing to 1oll over a book aof business
and iIbs another §
faith in you.”

1 fuave DU RAILERS BT

ciation and 2l
Dwming an sgency,
elation and Bear ak

sy Flamand, i

he same tima. |
people who rely on me now—employess,
companies.

Indesd, in Avgust she hired her Orst
empaoyes—a SR with 40 years expen
ence—and began interviewing for two pro
ducers. She already 1a talkdng aboat what
incentives she will wie to prod produachon
ared rebention. Motivating ecoploveds is
“a means to an end,” she saye T want to

What | Learned
hile ramaining dscrest
S0 TR
Flamand agmuls e

defads, el

Mg

busespss mislake wiad getting immolved
n a business with a partner. *it def
whely did mol weork out in my best
rferest,”

2001 Flamand and & partner puf
chased an agency in Warwick, but the
relatiomshap didn’t work and the pan
nerswp dissobved, The terms of the

'l'fl = arria makie 1o o

dhsscdution
ower ar mane her book of business,
and it took six months ter her to find

an agency walling 1o baoker nay

accaunts, Shie saws the agency, Troy
Pires & Allen, is "a great 4
Oy great men, o dpprec
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opporiumdty that they gawe

2NCY, run
d1e avery
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