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Your role, as independent agents, is to apply risk man-
agement principles to each situation, explain poten-
tial exposure and loss, and offer different techniques 
to help insureds mitigate exposure. You know insur-
ance is a people-centric business. You prepare your 
insureds with the proper tools and reduce stressors 
for them. Part of your reward is the satisfaction from 
helping people and making that human connection.

While being an independent agent can be extremely 
rewarding on many levels, you know it is not easy. You 
often find yourself operating in an adverse environment, 
and facing industry challenges such as raising rates, 
increasing competition, and changing customer prefer-
ences. While usually having no control over these pres-
sures, you must be resilient and able to take hits while 
staying steadfast and focusing on growth. Question: 
How do the best do this? Answer: By always providing 
outstanding service to your clients. 

When the dust from the COVID-19 pandemic settles, we 
recognize that it is vital to remain focused on those things 
that will grow the business—a never-ending process. 
The foundation of your success as an independent agent 
is maintaining your relationships with clients and with 

carriers. However, just as critical are the deep relation-
ships you create with other professionals. These business 
partners bring new opportunities and, more importantly, 
they allow you to offer a range of help to clients. Creating 
partnerships with other professionals who regularly refer 
high-quality clients is the optimal way to build and grow 
a substantial business. Professional business partners 
serve two purposes for independent agents: 1. they help 
you grow your business; and 2. they enable you to serve 
clients better. 

People often connect with an independent agent to have 
more choices. Insureds understand you represent many 
different insurance companies that offer a wide variety of 
coverage options and price points. With your connections 
and knowledge of appetites and markets, people under-
stand that agents often find a better value than most 
potential customers might find searching on their own. 
People also may choose an independent agent because 
they want a more personal touch than they believe they 
may get from captive insurers or direct writers. 

When we asked independent agents why they are in the 
insurance business, many answered it is because they 
remain dedicated to helping people. Since brokers and 
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agents strive to do that on many levels, professional business partners can 
help provide the entry point to a greater level of service. Therefore, it becomes 
crucial to have trusted professional partners at your disposal. 

Optimal partners 
Independent agents often work with a host of different business sectors that 
help them grow their business. To serve client needs best, you may need to work 
with other insurance agents to access coverage that is not within your exper-
tise. In our research for this article, it became apparent. It is now common-
place for agents to cross-market and sell through other agencies. Many have 
long-term relationships with partner agencies. 

To give clients valuable support in related areas, independent agents also may 
work with accountants, attorneys, real estate agents, property managers and 
financial planners. By having a team of experts available, independent agents 
can offer their clients a coordinated one-stop approach for all of their business 
and personal insurance needs as well as their financial, tax, investment and 
business matters.

The importance of business partners who willingly open doors to introduce 
prospects in a spirit of reciprocity should not be underestimated. It becomes 
abundantly clear that a potential client referred from these professional sources 
already has a comfort level that will not be earned through an initial cold call 
or letter. The client already has vetted the agent through their relationship 
with the trusted partner. 

Developing a successful relation-
ship does not require a high degree 
of complexity. The key ingredients 
are mutual trust and respect, both 
wanting to be relationship-based, 
have common needs, and long-term 
potential.

Desired qualities for 
partners
When it comes to establishing 
trusted professional partners, your 
peers look for professionalism, expe-
rience and expertise. Certainly, 
personality is a factor since we need 
to be comfortable working with 
each particular individual. Look for 
professionals who are like-minded 
and have the same work ethic. 

PIA Northeast member Peter 
Vardakis of Merwin & Paolazzi 
Insurance Agency, shares what he 
looks for in a professional partner, 
“Most important is that they have 
the same work ethic I do. Anything 
less just undermines my relationship 
with my clients. Another quality I 
look for is those referral partners 
that feel that no account is too small. 
Every new account is an opportu-
nity, and that is the mindset that I 
expect from my partners.”

Building 
professional 
relationships
It takes time to build meaningful 
professional partnerships. As the 
saying goes, you do business with 
people you know, like and trust. The 
same holds with insurance agents 
and the professionals you choose to 
engage. It may take years of active 
networking, whether in Chambers 
of Commerce, business referral orga-
nizations, or another group forum 
to build valuable connections. As 
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you may have observed, as successful 
agents’ books of business mature, 
networking continues to be valu-
able to them as they grow the busi-
ness and strengthen relationships 
with professional partners. Like 
many industries, most business is 
referral based, whether from clients, 
customers or other professionals. It 
is important to keep those relation-
ships strong.

Greg Roth of the Roth Agency, 
explains the importance of relation-
ships. “It’s all about relationships. 
That is the way it is for any inde-
pendent agency. All my business is 
referral based. Existing clients and 
professional partners are both centers 
of influence. They influence other 
business owners and individuals.”

Casting a wide, but meaningful, 
net is an effective way to build a 
network. PIA Northeast member 
Denny Klein of Rand Feuer Klein, 
explains how using this approach 
has helped him provide service 
for his clients and build his busi-
ness. “I apply the concept of matrix 
marketing. Let’s use the analogy of 
how a spider builds a web. It must 
have a wide enough reach to catch its 
prey and survive. I use a matrix of 
relationship-building opportunities. 
I leverage those as much as possible. 
You never know when an opportu-
nity will come. If you are not contin-
uously developing relationships, you 
won’t be building your business.”

Agents and trusted 
partners work 
together
When trusted partners get inqui-
ries or discuss areas for which they 
cannot provide services, they reach 
out to the independent agents with 
whom they have relationships. 
Because these professional relation-

ships are not supposed to be a one-way street, trusted advisers provide referrals 
to each other. This should keep the best interest of the client at the forefront. 
PIA Northeast member Bruce Blum of Blum & Walsh Group/T.E. Freuler 
Agency, explains his agency’s approach with his partners. “For our mutual 
(or potential) clients’ benefits we build a team of services so each one of their 
advisers knows what is going on and can weigh in with their opinion and 
suggestion on any particular issue. Having this approach, the client will hope-
fully avoid any gaps or pitfalls in his or her personal or business dealings.”

Roth shared a recent inquiry he received from a divorce lawyer. Roth and a 
financial planner received the following information: The clients are a divorced 
couple aged 70 and 73. “The bottom line is they were picking our brains to 
create a payout upon the death of the ex-spouse,” said Roth. “Our dealings 
were collaborative, so we worked together to solve a problem.”

Blum highlights how he advises clients and refers them to other professionals. 
“We review many types of leases and contracts. We advise clients to change 
various sections regarding the requirements of the insurance provisions 
contained within these agreements. We then suggest they consult with other 
professionals, such as lawyers or accountants.”

Get started
Here is a look at some examples of how agents may work with attorneys to 
provide coverage at certain milestones for a business or an estate—for example, 
a business entity can choose to purchase key-person insurance or life insur-
ance. Such a policy provides cash in the event of the death of a named indi-
vidual or partner. 

With a buy-sell agreement in place, owners can choose to invest in life insur-
ance on each other. This allows the owners to buy the balance of the business 
upon the termination of the agreement. Or, consider planning ahead for when 
estate taxes become due. Rather than needing to liquidate assets, the proceeds 
of an insurance policy can be used to pay the necessary estate taxes. 

Finally, as your clients need estate planning, legal services, accounting services, 
and financial planning, collaborating with other professionals becomes a 
natural choice.

At the end of the day, your success as an independent agent is dependent upon 
building a relationship-based business with carriers and clients that becomes 
enhanced with professional partners. Since insurance is not a commodity but 
a service, fulfilling the promise of future service becomes paramount. 

The best way to execute against that promise is to be there when you are needed 
while providing as much support as possible. Relationships with professional 
partners enhance that promise, and allow the delivery of solutions that might 
not be provided otherwise. 
Brown is CEO and chairman of Paradigm Associates LLC. Tucker is the 
owner of Noesis Marketing, located in Montclair, N.J. Reach Tucker at  
(973) 783-3983. Paradigm Associates LLC, headquartered in Cranford, N.J., has 
locations throughout the U.S. Paradigm provides both agencies and carriers with 
strategic, executive and sales development processes. For more information, visit  
www.ParadigmAssociates.US, or call (908) 276-4547. 
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