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Independent insurance agents place approximately 62% of all
P&C premiums written in the U.S.
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Agency Principle's Forum Agencies
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Top Priorities

Staff Restructure
Niche

Carrier Relations
Technology
Growth

Talent

Processes/Procedures

Employee Training
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Talent

Growth

Market Access

Carrier Relations

Retention
Culture/Accountability/Focus
Service
PL Market Access
Workflow/Processes

Technology Utilization

What's Working vs. Not
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Talent Gap & New Talent Needs

Rapid Technological shifts, regulatory shifts, and evolving customer preferences

50%

Skills in demand insurance companies :

Data analytics
Cyber Security
Digital Marketing




50% Agency Workforce
Retiring by 2028
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Silver Tsunami

« Half of the workforce over age of 52
* Average age Owner - 56
» Average age of producer 54
* Average age service 52

* Talent is the #1 concern



Your People






Number of Service Employees

60

Total Service Employees
- represented in this group:

330.5
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A game-changer for scale and margins

After watching thousands of CSRs create tens of millions of cases the datais clear:
CSRs are overloaded with processing, preventing them from working on what
matters most to the customer and the agency.

DATA

e 65% of a CSR's time is spent changing coverage and remarketing accounts— high-
volume, no-margin processing

e These requests prevent CSRs from doing what matters most, like talking to
customers about coverage, pricing, claims and advice

e |t doesn't work for the customer, employee or agency when CSRs spend all their
time working on things that matter least to stakeholders

NSC CHANGES EVERYTHING
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The Al
Receptionist

for Insurance
P&C Agencies

Turn routine incoming calls into revenue in less than 30 days.

https://your.website Get a Personalized Demo >

(¥ Servicing Calls

& call Routing | ' (¥ Quote Intaking
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Al driven Training
Coverage Knowledge

The Ultimate Insurance
Genius—At Your
Fingertips.

MOGING having an INsurance axport avaliabie 24/7-ready to
Crswer ANY guestion. Commercial Lines, Personal Lines,
Bonds, Farm & Ranch, and everything in betweon

* Covoroge Quastions?

* Nood form Dreckdonns Of 0o pOQe reviows?

* Want o marketing compgn Dult in menutes?

* Lookdng for CO%o STudios Of sk Manogemant insights?

Done. Instantly. Effortiessly. Accurately.




Technology
Automation & Al
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Artificial Intelligence: 300 years of productivity gains following technological changes. HARTFORD

US UK Productivity Growth

Technologlgs Manufacturing
from Industrial z
3 Declines and
Revolution
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INSURANCE HAS
HISTORICALLY BEEN
SLOW TO EVOLVE...

BUT CAN WE AFFORD TO BE?
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RPA

Robotic Process
Automation

Development Cost - $2,000/each - S$8,000
Maintenance $1,700/mo.  $20,400

Total Cost $28,400

Human Resource Savings
6,500 hours per year savings = 3.25 people

Cost = $227,500 annual salaries

Difference to the agency:

$199,100
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THE AGENCIES THAT ADAPT WILL BE THE
ONES THAT THRIVE
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Market Access

Carrier Relations
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Discussion Topic

Talent & Staff ranked

1

Your people are your biggest asset.

Where are you finding new talent?
How are you onboarding and training?

What are some ways that you are setting new hires up for success?
BONUS: What KPls/metrics are you using to measure success”?



Discussion Topic

Utilizing Technology, Automation & Al

How are you innovating?

What have you implemented?
What problem does it solve?
What has been the outcome?



Relationships

AGENT OF

Data

Technology
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Maximize Your-Options

- AGENCY FOCUS



Acquisition Opportunity






Number of Insurance Broker Deals — North America

Source: S&P Global Market intelligence.

978
745
678 65
I 555

2019 2020 2021 2022 2023
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Top Acquirers

2019-2024

Top Insurance Broker Acquirers

Acquirer 2019 2020 2021 2022 2023 2024
BroadStreet Partners 35 62 43 34 58 88
HUB 51 46 48 46 33 46
Inszone Insurance Services 6 10 16 23 36 44
Arthur ). Gallagher 28 22 24 18 26 25
Keystone Agency Partners 1 8 22 23 16 24
ALKEME 0 0 3 2 12 18
High Street Insurance Partners 4 10 56 17 12 14
The Hilb Group 24 20 29 18 18 13
King Insurance Agency 0 2 3 11 7 11
Peter C Foy & Associates 4 30 85 38 2 11
Relation Insurance Services 6 10 25 10 1 10
Risk Strategies 16 20 23 26 32 9
All Others 503 505 601 399 302 209
Total 678 745 978 665 555 522

Source: S&P Global Market Intelligence.



PUBLIC BROKER EBITDA MULTIPLES?

14.0%
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Source: Public filings, press releases, Reagan analysis. See notes at left.
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Enterprise Value as Multiple of Pro Forma EBITDA
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Multiples for agencies in private transactions

internal and external

S2M or less 6.5- 8x EBITDA
Over S2M 7.5- 9x EBITDA

Structure, Debt to EBITDA ratio, 75% Profitability, Down payment, cashflow.
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Independent Agencies by Size - 2025

31%
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7% 7%
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You need to know vourself first.
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Have You Acquired in the Last Three Years?




Analysis of Agency
Financials

Map to Benchmarks

Look for trends
Peaks/One-time Expenditures
Discretionary Expenses
Compare to Benchmarks
Reasonableness
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CALCULATING EBITDA

Start with your agency’s net profit, then adjust for non-operational, non-
cash, or owner-specific items to arrive at EBITDA, the metric most
commonly used in agency valuation.

Step 1: Start with Net Profit
Total Revenue - Total Expenses = Net Profit
(This is your agency’s unadjusted profit from operations.)

Step 2: Add Back Non-Cash or Non-Recurring Items
e Add: Interest
Add: Taxes
Add: Depreciation
Add: Amortization
Add: One-Time Expenses (e.g., legal settlement, event costs)
Subtract: One-Time Income (e.g., PPP forgiveness, asset sale)

Step 3: Adjust for Discretionary or Owner-Specific Items
« Add: Discretionary Expenses (e.g., personal travel, owner vehicle)
¢ Add or Subtract: Owner Compensation (adjust to market rate)

Step 4: Final EBITDA

This is your normalized, comparable number used for valuation.
EBITDA = Adjusted Net Profit after all relevant add-backs and
adjustments.




Activity Break
Value & Growth Risk Assessment

This assessment is designed to help you identify areas
of strength and vulnerability within your agency.

Score each risk factor from 1 to 5 (1 = High Risk, 5 =
Low Risk) based on how well your agency is currently
performing in that area.







Performance

e Growth

* Profitability
e Size

* Retention
* Loss Ratio



Risk Factors

Concentration

Owner Concentration
Producer Concentration
Carrier Concentration
Customer Concentration

Top Ten Clients Concentration
Niche Concentration

Regional Concentration
Business Mix Concentration



Risk Factors

Book Health

* Policies per Client
* Account Age

* Producer Age

* Transferability



Risk Factors e Perpetuation Plan

 Employee Contracts
c u It u re * Producer Contracts

* Source of New Business

* Reputation

 Owner/Leadership Involvement

e Systems Utilized

e Paperless Operations

* Digital Presence

e Designations (Professional Certifications)

* Expertise Depth

e Turnover Risk



Activity Break
Gap ldentification Worksheet

Review your results from the Personal Risk Assessment
and identify 3-5 areas where your agency has the
most room for improvement.

Then consider: Could acquiring another agency help
you fill that gap through talent, structure, client mix,
or geography?

Use this worksheet to connect your vulnerabilities to
strategic acquisition opportunities.

ACTIVITY 5
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Discussion Topic

WHERE ARE THE GAPS?



START WITH THE END IN MIND

What are your current agency goals?

How does this acquisition help you achieve those goals?

What is your current growth plan? What would strengthen it?

Are you trying to grow into a new geographical location? Niche? Line of Business?

Are you looking to add a particular carrier or gain access to certain markets?

Are you looking to expand your team and expertise? Which roles? What expertise?

Are you looking to gain and develop future owners of your agency?

Are there specific relationships that you are trying to develop and build?

Are you looking to expand within your current footprint or into a new or complementary niche?



NOT EVERY
BUYER IS
RIGHT FOR
EVERY SELLER




Think about

one agency

you’d like to
target...




Activity Break
Buyer Profile Worksheet

Use this worksheet to define the characteristics of your
ideal acquisition target, the size, structure, and culture
that would best complement your agency.

This will serve as a guide when evaluating real
opportunities and help you focus your search on
agencies that align with your goals and fill strategic gaps.
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GROWTH PROFITABILITY STRENGTH

QUALITY TECHNOLOGY STRATEGIC FIT

TRANSFERABILITY

Factors that Impact Value

59



Agency’s Digital Presence



Social Media Usage by Age (2024)
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WHAT’S YOUR ONLINE
PRESENCE LIKE?

7:48 & ol B 7:49 & wl T
& Q O'Connor Insurance Associates, Inc.

& Q Michelle O'Connor

Client Resources |

O'CONNOR Js  Barsons s ity Contact Callus |

Gk O'Connor Insurance Associates,
et In Touch

are your trusted independent insurance agency. Inc
: ' ' y ; réall iivsrtant o v biit Phone: 704-510-8884 .
Michelle O'Connor @ i o Email: team@oianc.com Insurance for your cars, home, business and life.
not k ow to best p them. We have the

Owner, O'Connor Insurance Associates, Inc.
our insurance advisc

O'Connor Insurance Associates, Inc. - Indiana University
of Pennsylvania )
Sl i) 9 @ Michelle works here

500+ connections ———
4 ‘ Stats, Facts and Achievements + Follow <7 Messag

Home About Posts Jobs People

Overview

Highlights O'Connor Insurance Associates, Inc. is a full-service
Michelle follows your company independent insurance agency. Our staff of licensed
onLinkedin insurance professionals offer a unique level of personal

o s attention and customer service. We area  ...see more
Michelle is re of your brand and may be Y bWt
more receptive to outreach

@ Free insight from Sales Navigator
[ ]

RESEARCH PARK

oianc.com

Watch on @3 Youlube |
704-510-8884

Unlock more insights about leads

Retry Sales Navigator for $0

Home




WHAT’S YOUR

LIKE?

~
L SR

ISU Steadfast
IPAC BIGO®

Independent Ins s of NC
Political Act|on Comm|t tee

- Carrier Boards

- Tech Boards

- Masterminds

- Lobbying Groups

- Board Memberships



Activity Break
Attracting the Right Seller

Now that you've identified your agency’s
strengths, gaps, and ideal acquisition profile, it’s
time to put it into action.

This activity will help you focus on one specific
agency you’d love to attract and build a visibility
strategy around it.

ATTRACTING THE RIGHT SELLER

WHO’S YOUR IDEAL AGENCY AND HOW WILL
) RACT THEM?

Step 2: Think Like Them
W




Positioning Yourself as a Buyer

Reflect on the discussions and activities.

Summarize your key takeaways.
What are the top 3-5 things you can do the better position your agency for organic

growth, profitability, and to acquire?
What actions do you plan to take? By when?

What do you want to learn more about or discuss further?
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