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PorCh'Stnb“ng'WebbSW) has a premium mom-and-pop retail business to larger professional
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professional sales organization like the big-city agencies. We'reur area we try to write.”
a professional services organization,” stre§xmss (Dave) The area’s close-knit demographic presents both oppertuni
Porch, President and CEO of the Waverly, Tennessee-based WLHY DQG FKDOOHQJHV 37KH REYLRXV EHQF
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of a relentless focus on customer service.” lenge is that your new business opportunities are limited by the
PSW's strategy has unarguably paid dividends, with the  growth of the community itself,” says Porch.
agency consistently maintaining an amazing 99 percent com 36: LV D ¢HUFH DGYRFDWH RI WKH LQGHSH
mercial renewal retention rate. “We’re willing to spend most  tem. Throughout his career, Dave Porch has served as a
of our time doing business with existing clients and the clients member of the Board of Directors as well as President of the
they refer to us and developing very personal relationships with WDWH %LJ , DI¢OLDWH ,QVXURUV RI 7THQQF
them,” Porch says. “As a result, we probably don't do as muchas Tennessee’s delegate to the National Association’s Board
new business percentage-wise as some agencies, but we don®f Directors from 2004 through 2009 and still serves on the
lose as much out the back door either.” National Big | Government Affairs Committee.
Making this philosophy work requires hiring like-minded “In our business, the Big | associatierboth state and
agency staff. “Everyone here knows that their number one job national— is the tie that binds us together,” Porch says.
is to retain the customer, whether it's a new client or someone
who's been with us for 20 years,” says Porch. Growth Goals
Not surprisingly, the agency’s high staff retention mirrors its ~ Even though service is its top priority, PSW also knows that
customer retention levels. “When we hired a new commercial an agency must continue to grow in order to survive. “Going
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to hire a support person in 12 yearand that was only because | think when economic conditions permit we can return to our

someone retired,” explains Porch. historic rate of six to eight percent annual growth,” Porch says.
“We believe our outstanding customer service model actually
Small-Town Roots feeds growth opportunity, particularly because most of our new
The agency was founded as the Best Insurance Agency in business comes from referrals from existing customers.”
1954 by Dave’s father, the lale Scott Porch, Jr.,who was The bottom line, Porch says, is that the secret to success in
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branch location in Camden, Tennessee. Rounding out the up earlier and stay later, and spend the time it takes to help cus

agency’s management team arg. Stribling, Larry Webb, tomers and develop relationships,” he explains. “It's all about
and Dave’s som\ndy Porch. Dave’s sonjTaylor, is a producer being attuned to customers’ needs.”
at PSW as well.

As a small town agency, PSW is a generalist. “We have |tor:
to be a jack of all trades,” Porch says. “From the $500 dollar J. V. Stribling, Andy Porch, Davis Porch, Taylor Porch, Larry Webb.




