


MARKETING AGENCY OF THE MONTH

— A NIGHE MARKETE

BEFORE IT BECAME CHI

Oklahoma City agency started off with one niche and built from there

Kelly Miller, CIC, president (standing), meets with some of the Professional Insurors’ staff who are the “reason for the agency’s success”:
(from the left) Sandy Winegeart, CISR; Sandy Steel; Vickie Brill; Janna Drennan, comptroller; Lisa Ridenour; and Pam Thurman.

By Dennis Pillsbury

hen CIliff Miller
founded Professional
Insurors Consultants
Agency, Inc., Oklahoma
City, in 1976, niche marketing didn’t
have the cachet it currently enjoys.
But it looked like a good way to do
business to him. He wrote only
apartment buildings for the first
couple of years, even turning away
business that fell outside that niche.
“You need to really get to know
your clients and their business—and
who your competition is,” Cliff
maintains. “You get involved in their
trade association, advertise in their
trade journals, and go to their
conventions. You become known as the
agency that handles that business.”

Cliff used that formula to branch
into other niches with new producers.
Today, Professional Insurors writes
more than 100,000 apartment units;
350 to 400 hotels and motels; 50
churches from a new program started
in late 2000; and is the largest writer
of mobile home dealers and
landscape nurseries in Oklahoma.
The agency’s real estate clients are
scattered throughout the nation.
Commercial lines (the only business
they write) premium volume exceeds
$25 million, with revenues at $2.9
million last year ($300,000 over
budget). There are 22 employees,
including eight producers. Cliff
continues as CEO of the agency and
his son, Kelly, who joined the agency
in 1987 after graduating from
Oklahoma State University, is
president.

Extra effort

“We're extremely proud of our
team,” says Kelly. “People make this
work. We've got good people who put in
the extra effort,” he continues,
explaining that this has been an
integral part of the reason for the
agency’s success.

“We've got one person, Pam
Thurman, who has been with us for 19
years and always steps up,” he adds.
“She’s worked late at night when
necessary. She’s an example of the type
of great people who support the agency.
We truly have some amazing people.”

He continues that they look for
growth of 10% to 20% every year. “We
have such a wide variance in order to
reflect market conditions,” Kelly
explains, adding proudly, “Last year
we grew 24%.”
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Providing incentives

To assure that kind of growth
every year, Kelly continues, “We need
to have everyone on the same page.
We have a number of incentive
programs that are designed to help
our people focus on growth.”

For the support team, the agency
has a kind of Fantasy Football every
quarter where each team drafts a
producer. For every dollar in new
commission, the team gets a point.
The winning team is the one with the
most points at the end of the quarter.
They get a half-day off, lunch on the
agency and a $75 gift certificate to
the local mall.

They also have an annual incentive
program for the support team in which
3% of the agency’s revenue growth is
placed into a pool. All employees who
have no unexcused time off and have
been there for more than a year are
eligible. “They really like that,” Kelly
points out. “They watch the revenue
growth and really get excited about it.
Last year, we paid out over $12,000 in
bonuses in that contest.”

The support team also is rewarded
if the agency meets its revenue goals.
This year, seven of them went on a
trip to Cancun as a reward for the
agency’s exceeding last year’s goal of
$2.6 million. The winners decide where
they want to go. The trip leaves on
Thursday and returns Sunday night so
they’re back at work on Monday.

Producers also have several
incentive programs. At the top is the
agency’s President’s Club, which is
achieved by producers with more
than $300,000 in commission income.
President’s Club members receive a
custom-designed insignia ring in the
first year. A diamond (up to four) is
added to the ring for each additional
year that the producer qualifies. All
members of the President’s Club also
qualify for the year-end sales trip.
Other producers qualify by meeting
their sales goal for the year.

Producers also can win gift
certificates to a clothing store by
increasing commission income each
quarter—they get a $150 for a 15%
increase, $200 for 20% and $250
for 25%.

At the beginning of the year,
producers also receive a $5,000 check
that has only one problem with it—it’s
unsigned. If they are $25,000 over their
sales goal at the end of the year, they
bring it in and get it signed. Meanwhile,
it gets taped to the refrigerator at home
and spousal pressure begins. “A number
of our producers hit their sales goal
early,” Cliff points out. “This incentivizes
them to keep going. It helps them to
work right through December.”

Professional Insurors’ team of producers: (from the left) Terry Foran, CPIA; Jeff Benson,
CPIA; Christopher Moxley, CIC; Larry Jones, CIC; and Christopher D. Hayes. (Not
pictured) Tommy Keith, CISR, and Henry Hand.

The winners are recognized at a
January awards dinner, which is held
instead of a Christmas party. The
dinner also is used to show appreciation
to anyone receiving an industry
designation. “Everyone gets credit in
front of everyone else,” Kelly says. “They
really look forward to the party. It gives
them and their spouses a chance to
dress up and have a good time.”

Part-time consultants

Once a year, Cliff and Kelly take
off for an annual planning meeting.
“We get away from the agency and
look at ways to improve it,” Cliff says.
“We try and step out of our role as
principals and act like consultants to
our agency.”

“We went to Phoenix for
four days for our most
recent planning meeting,”
Kelly says. “We sit down for
four or five hours each day
and look at the agency as if
it was someone else’s. Then
we try and decide what we
would do to make it better.
It’s an interesting exercise,
but also very important. It
helps to keep us from
becoming complacent.” Or
as Cliff phrases it: “You
have to be scared every day
or you start believing your
own BS.” The planning
meeting helps keep the
principals “scared,” but uses
that fear to create growth
and change.

“Another thing that has

Greenwich Group,” Kelly adds. “The
members all share ideas with each
other. At the meetings, we’re each
supposed to provide one great idea.
One of them has saved us money and
helped us become better known in
our niche areas,” he continues,
explaining: “We get a lot of calls
asking us to sponsor holes at golf
tournaments put on by the
associations of the various niche
markets with which we do business.
We don’t want to turn them down.
Instead, thanks to one of the ‘great
ideas, we tell the caller that we're
willing to put up a $5,000 savings
bond for a hole in one instead of
sponsoring a hole. We have a real
estate type sign that has room for
our brochures that is prominently

been immensely helpful to
us is our membership in the

Cliff Miller, CPIA, founder and CEO.



