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Independent agents for a profitable future




	


Your Personal Lines Profitable Growth Potential
Personal Lines service, in many agencies, requires a lot of time and attention. Some would argue too much. Some would say – never enough. In most agencies, however, Personal Lines proactive sales, does not get the attention it may deserve. Most often included in a CSR’s job expectation, either formally or implied, Personal Lines sales is often seen as expensive and time consuming with less than desirable results. Personal Lines activity, then, is strictly reactive in nature. 

For this assessment, Personal Lines sales refer not only to account development or account rounding, but also to new Personal Lines sales through proactive marketing and prospecting. It is designed to determine if, with a little effort, your agency can develop and expand your present book of business into the revenue source you want and need. 
If, as a result of this assessment, you would like to further discuss

1. Developing and retaining your present Personal Lines accounts;
2. Writing more general Personal Lines Business;
3. Developing Personal Lines Niche markets or initiatives;
4. Using Worksite Marketing.
Send this completed form to PLGA at info@personallinesgrowth.org and we will call to explore the opportunities. 
	Agency:
	Contact:

	Phone:
	Email:

	Date: 
	


	1. Agency Organization
	
	GENERAL COMMENTS

	Number of Full Time Producers

PL  only (outside) 

PL  (inside) 

CL only (outside) 

CL/PL (outside) 
	#

#

#

#
	

	Number of PL CSRs  

# accounts per CSR  
	#

#
	

	Revenue per employee (agency level)
	$
	

	Personal Lines Plan

 in place
last updated

n/a
	
	

	Job Descriptions include

PL new sales

Account development

Cross sell
	
	

	Written goals and incentives include

PL new sales

PL Account development

PL/CL Cross sell
	
	

	PL Results are reviewed

Weekly
Monthly

Quarterly

Annually

n/a
	
	


	2. General facts & figures
	
	GENERAL COMMENTS

	Current Agency Revenue


	PL  $
CL  $
Other $
	

	Current Number of Accounts 

(not policies) 


	PL  #
CL #
Other
	

	Personal Lines

# Single Auto accounts

# Single Homeowners accounts 

# Auto/Home only accounts 
	# 

# 

# 
	

	Personal Lines results – 5 years

Loss Ratio 

Retention Ratio

Growth 
Average Commission 
Average Revenue   
	%

%

%

%

$
	

	Commercial Accounts
# without PL for key people

# without PL for employees
	
	

	Carrier appetite for Personal Lines

1. Competitive products

2. Competitive rates

3. Aggressive marketing

4. Growth bonuses

5. Profit sharing
	List top 5 Personal Lines Carriers

· 


	2. Worksite Marketing Potential
	
	GENERAL COMMENTS

	Number of Commercial Lines Accounts written by our agency based on number of employees:

30-50

50+

100+ 

500+ 

1000+ 
	#

#

#

#

#
	Names of top three in each category

	Are we interested in writing 35% - 50% of these potential numbers over a 3-4 year period?
	
	35% of # employees
x # employees
x average premium per account
x average commission
$$


	In our Marketing Area,  number of

· School districts  

Employees 

· Hospitals 

Employees 

· Government municipalities 

Employees 

· Other large employers  

Employees 
	#

#

#

#

#

#

#

#
	List:
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