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JOHN TIENE - INTERVIEW

AN INTERVIEW WITH INSURANCE 
NETWORK EXPERT JOHN TIENE

In this interview, John Tiene 
discusses how to build effective 
relationships between insurance 
networks and carriers. 

HOW ARE CARRIERS AND 
NETWORKS AFFECTED BY CHANGES 
IN TECHNOLOGY?

On both sides of the equation, 
technology's driving change.  Part of 
the challenge for carriers is pressure 
to meet emerging expectations of 
policyholders for the services they want. 
For example, carriers are developing 
new risk management technology such 
as sensors to better protect homes or 
detect possible business equipment 
failures before they occur.

Networks can help carriers deploy 
new risk management or customer 

service technology more efficiently 
than a carrier dealing with one 
agent at a time. When an agency 
is part of a network, the network 
has the resources to evaluate new 
technology. It can help their member 
agents become much more engaged 
by aligning them with the right 
technology. 

A network has more scale than any 
individual agency will ever have on its 
own. That scale allows the network to 
develop deeper carrier relationships at 
much higher levels than any individual 
agency could do. 

Carriers need to understand that 
professionally focused agent 
networks operating with best-practice 
standards are leveraging data from 

their member agents of value to 
carriers. 

The insurance business will continue 
to evolve as technology harnesses 
data that drives product development 
as well as how the insurance company 
underwrites and provides products. 
As insureds demand carriers provide 
more technology to mitigate potential 
risks, networks help agents integrate 
that technology and provide carriers 
customer data to make strategic 
decisions. 

HOW DO NETWORKS GIVE 
CARRIERS A COMPETITIVE 
ADVANTAGE?

As agency networks become 
sophisticated in using their data, 
they bring significant benefits to 
their carriers. Insurance companies 
have a great deal of their own data 
to analyze. They can acquire third-
party, trend, and experience data. But, 
they don't have access to any other 
insurance company's data.

When an insurance network harnesses 
information about all of the carriers 
they're working with, it puts them 
in a significantly stronger position. 
They can put each carrier's data into 
context with their competitors. 

Carriers and networks can gain 
significantly from a dialogue about 

Not all Agency Networks or Groups are the same. While many do the same 
thing, how they do it can be very different.

At Strategic Agency Partners, we respect each agency and support their goals. Ask 
yourself these few questions about the Agency Network or Group you are currently 
in, or thinking of joining: 

- Does the Network or Group focus on your agency’s needs or theirs?
- Do they provide support to your agency?
- Provide assistance when you’re looking to hire a producer or CSR?
- Help you generate new business?
- Leverage technology to increase retention and sales?

Be part of Strategic Agency Partners, be part of an Agency Network or Group where 
together, your agency is stronger!  Contact us at www.strategicagencypartners.com

https://www.strategicagencypartners.com
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that information. Working together 
with shared mutual objectives by 
each organization to get better is 
the cornerstone of a good reciprocal 

relationship.

HOW CAN CARRIERS AND 
NETWORKS IMPROVE WORKING 

RELATIONSHIPS?

Part of the challenge is we all get 
lost in the daily grind of what 
we do. Some insurance carriers 
want to evolve as the distribution 
channel changes, while others want 
to continue as they always have 
operated. Some agency groups 
can forget that there is no endless 
amount of compensation available.

Compensation is based on 
profitability. Carriers have 
the expense of paying claims, 
supporting their infrastructure, 
and delivering products. If 
there's profitability left over, it's 
rather easy to discuss enhanced 
compensation. 

The discussion agency networks 
and carrier should have is, how do 
we improve the profitability of this 
book? Understanding data with 
both sides working together can 
improve profitability. Everybody 
makes more money at that point. 
It's easy to have conversations 
about compensation when you're 
talking about a profitable book. 

Agency networks have a good 
sense of the competitive landscape, 
so carriers benefit from learning 
from them. I think carriers and 
networks need to communicate 
more, including gaining a better 
understanding of cost structures. 
In a robust business relationship 
where you have mutual objectives, 

About JOHN K. TIENE - As a former insurance company executive, former 
CEO of one of the nation’s largest agency networks, and the former chief 

spokesman and lobbyist for New Jersey’s property/casualty insurance industry, 
John K. Tiene, is a recognized leader in the property/casualty insurance industry. 
Today, John is president of Argonne Associates, a management consulting 
company. He is currently working with several insurance entities including 
Strategic Agency Partners, an agency network operating in NJ/PA as Executive 
Consultant. In this role, he is using his more than thirty years of executive and 
management experience to help Strategic Agency Partners’ affiliated agencies 
grow and increase agency revenue. 
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both sides must understand how 
the other operates. 

Being open and honest is vital to 
understand what each side wants to 
achieve. The other challenge is that 
we operate in a highly regulated 
industry with antitrust rules that must 
be obeyed. But, within those limits, 
both carriers and networks can learn 
from each other.

I've seen some carriers commit to 
put together groups of people to 
learn more about these distribution 
models. And, I'd like to see the agency 
networks do the same.

INSURANCE NETWORKS ALLIANCE 
HAS ITS ANNUAL MEETING ON 
AUGUST 11-13. WHAT IMPACT 
DO YOU FEEL INA IS HAVING 
ON CARRIER AND NETWORK 
RELATIONSHIPS? 

The Insurance Networks Alliance (INA) 
has been a huge enhancement to 
the independent insurance agency 
network world. It's created a forum 
where the executives and leadership of 
agency networks can gather and have 
conversations about best practices, 
what's going on in the industry, and 

the challenges of managing large 
groups of insurance agencies. 

It also creates an excellent forum for 
insurance companies to learn about 
insurance agency networks, develop 
those relationships, and exchange 
information to foster better business 
partnerships.

INA represents the beginning of a new 
era in the distribution channel where 
agency networks share information 
and learn from each other. As each 
agency network improves and 
becomes better, that's better for their 
independent agent members. It will 
also enable insurance companies to 
engage with agency networks that are 
investing in improving themselves.  By 
sharing and analyzing data, networks 
can identify trends and the best 
product classes for their members.

The more data that both parties have, 
the more they will be able to put 
together programs and initiatives to 
increase their book of business. The 
power is in the data that these agency 
groups have. And as the agency groups 
harness that data, they can become 
significant resources for the insurance 
companies.  

That is to the mutual benefit of the 
agents and the insurance companies, 
but most importantly it will benefit 
clients with better pricing, service, risk 
management, and products.

Paul Lavenhar is the principal of 
the insurance marketing 
communications firm PL 

About the author: Paul Lavenhar’s 
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provided marketing
communications services for 25 
years to such insurance clients 
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