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Overview 



Atlas’s Retention

Media n R a te a t A tla s : 12.25%  

Industry R a te (2015): 11.7%

Overa ll Turnover R a te A cross  A ll 
Industries  (2015): 16.7%  



Objective 

Identify problems to improve employee 
retention here a t A tla s  Insura nce A gency 



Current Initiatives
H ea lthy Living 

W ellness  B ootca mp

Fa rmers  Ma rket 

2015, 2016 H ea lthiest Employer

B ra nd: La rgest loca l a gency 

Connection w ith loca l ma rket a nd 
initia tive to “support loca l”

B est P la ces  to W ork: ‘09, ‘10, ‘11, ‘12, 
‘13, ‘14, ‘15, ‘16, ‘17

P erforma nce R eview s



Employee Retention SWOT

Helpful
(for Atlas Objectives)

Harmful
(for Atlas objectives)

Strengths
● Maintain performance and productivity 
● Employees become subject matter experts 
● Cost effective
● Enhances recruitment 

Weaknesses
● Possibility of being cost driven
● Difficulty in managing 

Opportunities 
● Attractiveness 
● Good corporate social responsibility (CSR) 
● Brand exposure 

Threats
● Other major agencies (Marsh, AON, etc.)
● Loss of employees 
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Survey Responses 
Overa ll: Ma jority of employees enjoy w orking 

a t A tla s  

H igh mora le a nd grea t w ork environment

Ma in Concern:

Communica tion w ith ma na gement a nd 
supervisors

H a ving a  clea r ca reer a dva ncement 
pa th

More periodic review s a nd upda te on 



Recommendations 
● P la nning Development Forms

○ Develop monthly benchma rks  

○ Feedba ck / consta nt upda tes

● Tra ining Tra ck

○ More in- depth feedba ck 
response from employees 

● Overa ll:

○ H a ve a  clea r line of 
communica tion 



Recommendations cont.
Conduct sta y a nd exit interview s 

A nnua l or Qua rterly B a s is  

Keep on supporting a nd expa nding hea lthy living initia tive 

Clea r ca reer a dva ncement pa th for a ll employees

T ime- fra me to rea ch next positions , w ha t’s  expected, etc. 

P rofess iona l Development Cla sses

R emote w ork options

S trengthen retention bonuses



Attraction

General Info

SWOT

Objectives/Goals

Responsibility & Accountability

Budget & Planning 

Action Plan



Current Initiatives

Ca reer fa irs

B est pla ces  to w ork 
a w a rds

New  internship 
progra m

P romote interna lly



Attraction SWOT

Helpful
(for Atlas Objectives)

Harmful
(for Atlas objectives)

Strengths
● Biggest and oldest agency in Hawaii
● Locally owned and operated
● Under Island Holdings

Weaknesses
● No advertising
● Younger generation are not educated on insurance
● Only a handful of millenials working at Atlas

Opportunities 
● The ability to move up 
● Talent pool
● Grow market share in Hawaii

Threats
● Social media mistakes going viral
● Age gap
● Other financial institutions are sexier
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Objectives/Goals attraction
Goa l: a ttra ct the best college 

ta lent to w ork & sta y a t 
A tla s

Gra ph is  from H a rva rd B us iness  R eview



Responsibility & Accountability
P rioritize Mea ning Over S w a g

S trea mline a pplica tion process

Go W here S tudents  A re 

Often NOT  a t College Fa irs



Budget & Planning
More involved on socia l media

Millennia ls  a re a lw a ys  on it

Outrea ch progra ms to build CS R

S ta rt to sponsor business  clubs  in college

Cost a pproxima tely $750 a  semester

Go out to more events  tha t business  clubs  hold 

Northw estern Mutua l, FICOH , B OEING, CP B , Queens S ystems a re a ll current sponsors



Action Plan
A t ca reer fa irs  ha ve influencers  go to ca reer fa ir sta nding a nd a ctively 

ta lking

B ES T tour on A pril 17

S ocia l media - millennia ls  a re on it

W ork life ba la nce- millennia ls  w a nt a  fun a nd exciting pla ce to w ork

S hidler Ca reer Links             



Action Plan cont’d
Continue spea king a t cla sses

B ecome more involved in the college business  community

A ttend events  like B usiness  Night

W ork together w ith other Is la nd H oldings compa nies

S ponsor clubs

A ttend club events  like A NE, Mock Interview , P IN

V ideo of intern experience on the w ebsite



Marketing 
Marketing SWOT

Marketing Objectives

Marketing Initiatives

Website Initiatives

ROI Benchmarks



Marketing SWOT

Helpful Harmful

Strengths
● Backing of large holding company
● Local business relationships
● Prestigious client base
● Global reach 
● 1 stop shop 

Weaknesses
● Low brand recognition
● Local 
● Consumers don’t know why they should use INS brokers
● Confusion: house & independents
● No broadbase advertising program/standards 
● Small advertising budget
● No CRM/Database
● Little Social media presence
● Organic Google search results
● Outdated website 

Opportunities 
● Organic Google search results
● Low brand recognition, blank slate
● Build the Atlas Brand
● Social media presence
● Young Account Executives 

Threats
● Online spaces make Atlas easy targets
● Social media mistakes going viral
● National agencies constant advertising (Geico, 

Progressive, State Farm)
● Online insurance quotes 
● Technology now & in the future 
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Weakness
Orga nic Google S ea rch R esults

Commercial insurance Hawaii ● No Atlas
● Island does pop up

Commercial insurance 
brokers Hawaii

● Atlas 2nd from bottom above ad 
● Get it up 6 spots, SEO 

Benefits consulting Hawaii ● No sponsored ads
● Atlas 2nd from bottom 

AOAO insurance Hawaii ● No sponsored ads
● 4th from top

Insurance brokers Hawaii ● Atlas number 1 Source: Bright Edge

*User intent is key*
*SEO-the process of affecting the visibility of a website or a web 
page in a web search engine's unpaid results—often referred to 
as "natural", "organic", or "earned" results.

https://www.google.com/webhp?sourceid=chrome-instant&ion=1&espv=2&ie=UTF-8#q=commercial+insurance+hawaii&*
https://www.google.com/webhp?sourceid=chrome-instant&ion=1&espv=2&ie=UTF-8#q=commercial+insurance+brokers+hawaii&*
https://www.google.com/webhp?sourceid=chrome-instant&ion=1&espv=2&ie=UTF-8#q=commercial+insurance+brokers+hawaii&*
https://www.google.com/webhp?sourceid=chrome-instant&ion=1&espv=2&ie=UTF-8#q=benefits+consulting+hawaii&*
https://www.google.com/webhp?sourceid=chrome-instant&ion=1&espv=2&ie=UTF-8#q=aoao+insurance+hawaii&*
https://www.google.com/webhp?sourceid=chrome-instant&ion=1&espv=2&ie=UTF-8#q=insurance+brokers+hawaii&*






Threats

Ea sy Ta rgets

92%  of consumers  rea d 
online review s

40%  of consumers  form 
a n opinion by 
rea ding just 1-3 
reviews



Threats
B eing loca l is  a  double edged sw ord

C onsta nt ba rra ge of a dverts  



Marketing Objectives
S now ba ll Effect: Do the right things a t a  high level a nd the # ’s  w ill come

B uild our bra nd through educa tion a nd exposure

Ultima tely become positioned a s  H a w a ii’s  insura nce experts  

P remiums ≥ $50k



Marketing Initiatives 
H ow  w e a re going to a chieve our ma rketing objectives

S ocia l Media

B uild A tla s  bra nd through persona l netw orks

R a dio

Customer R ela tionship Ma na gement S ystem (CR M)

P R



Social Media Strategy & Tactics
P rioritize: W e don’t need to be everyw here

Different pla tforms a re used in different w a ys

Fa cebook/IG: culture, w ho w e a re & w ha t w e represent

T w itter: brea king new s, insta nt

LinkedIn: business

Google: S EO va lue

Yelp: review s 

W ha t is  our S ocia l Media  S tra tegy Trying to a ccomplish?

Digitiz ing the core va lues  of our business



Social Media 
S tra tegies  & 
T a ctics  

Enga gement, enga gement, 
enga gement! 

Qua lity vs  Qua ntity 

Once a  w eek scena rio posts  to 
educa te follow ing

Ea sily tra nsfera ble a cross  
pla tforms



Social Media 
S tra tegies  & 
T a ctics  

Enga gement

Demonstra te va lues  
to resona te w ith 
those of s imila r 
feelings

Use na tiona l da ys/ca uses  

Ea s ily tra nsfera ble a cross  
pla tforms



Social Media 
S tra tegies  & 
T a ctics  

S ocia l media  cohort 

Form a  boa rd 
committee 

Crea te content 
stra tegies

Tea ch sta ff how  to 
use socia l media  
for business



Social Media 
S tra tegies  & 
T a ctics  

The need for a 
social media 
cohort is strong



Social Media 
S tra tegy a nd 
T a ctics

Atlas employees 
are actively using 
social media



Building the Atlas Brand
Levera ge millennia l A Es  

Encoura ge pa rticipa tion in non profits

Culmina ting in lea dership positions

A ctivities  used for content 



Radio
Utilize free $1000 a d spa ce

ES P N 1420

Ta rgeted a t P ersona l Lines

Ta lk S how  a ppea ra nces

“A sk the expert”

P ersona l cyber insura nce 

W ork w ith P R  firm to pitch to ra dio show s



Public Relations

P rint a rticles

Online new s a rticles

R isk & B usiness  
Ma ga zine



Website Initiatives
Drive S EO va lue 

Crea te ca rrier pa ges

W rite blogs  to enha nce 
keyw ord sea rch 
phra ses

B log a bout a  client’s  
bus iness

Link from their pa ge 
to ours

S ocia l sha res  from 
client 

Monetarily FREE!

Crea te producer pa ges

Use in ema il s igna ture



Website 
Initia tives  

Need to be a ble to ta ke 
requests  for quotes

H a ve to compete direct 
w riters



CRM
Memory Limita tions

Continuity

P erforma nce Metrics

Convers ion ra tes

R etention ra tes

Ema il drip ca mpa igns

Click da ta



Benchmarks

A nnua l #  of premiums w ritten 
in excess  of $50k

- Mea sure 
distribution of 

origin of sa les

4.25%  a nnua l revenue 
grow th ra te

Business
Unit

% of Atlas 
Business

Growth Rate Weighted 
Growth

Construction/
Surety-House

4% 13.2% 0.53%

PL-House 11% 2.4% 0.26%

PL-Ind 10% 2.4% 0.24%

CL-House 26% 4.8% 1.25%

EB 13% 2.4% 0.31%

CL-Ind 15% 4.8% 0.72%

Neighbor 
Islands

16% 2.4% 0.38%

AOAO-House 5% 11.0% 0.55%

1 4.25%



Benchmarks 
A dvertisement Goa ls

1. 25 ca lls/month from print a dverts
2. 25 ema ils/month for info enquiries
3. W ebsite

a . 5- 10 min. spent on s ite
b. 100 pa ge view s/month
c. Less  tha n 30%  bounce ra te

4. Da ta ba se to tra ck grow th 

A ction P la n
1. Unique a dvert phone #  to tra ck 
2. InfoH a w a ii@ A tla s insura nce to 

receive ema ils
3. Unique short UR L links  to la nding 

pa ge
4. P urcha se CR M to esta blish ba seline 



Benchmarks
2017 Fa cebook  Goa ls

187 FB  likes  → 500 FB  likes
Tota l 5000 rea ches
Less  tha n 5%  nega tive 

feedba ck
500 tota l sha res  

A ction P la n
● Enga gement 

○ S cena rio w eekly 
posts

○ Na tiona l da y posts
● Expa nd A tla s  socia l rea ch

○ S ocia l Media  Cohort
● Fine line

○ Frequency
○ R eleva ncy 

● Contests
● S ha re our blog posts  



Benchmarks

2017 Tw itter Goa ls  
363 Follow ers  → 719 

follow ers
A ny ENGA GEMENT

H a rdest to ga in

A ction P la n
W eekly enga gement & 

educa tiona l posts
Crea te Tw itter P olls  
Tw eeters  love visua ls  



Benchmarks

2017 LinkedIn Goa ls
S imila r to FB , enga gement
234 follow ers  → 500 

follow ers
A t lea st 15+ likes  per post 

sha red
Increa se pa ge view s

A ction P la n
S ha re releva nt content da ily
P ost w eekly educa tiona l 

content
P ost our ow n blog a rticles  



Benchmarks
2017 Google Goa ls

B ecome # 1 orga nic 
sea rch result in 
releva nt keyw ord 
sea rch phra ses

Google A ction P la n
B log a bout releva nt 

keyw ord phra ses  
Links  to a nd from s ite



Benchmarks

2017 Yelp Goa ls
5 review s → 30+ review s
3.5 sta rs  → 4+ sta rs

A ction P la n
“W rite a  review ” ta b

Tra ck ba d review s
Option to post to Yelp if 

good
Contests  



Conclusion
Retention

Maintain position as Best 
Places to Work

Expand upon current 
initiatives 

Clear channels of 
communication with 
management 

Marketing
Build our snowball

Active social media

Optimize our website

Measure returns

Attraction 
● A ctive socia l media
● S how ca se w ebsite
● B ecome more involved 

w ith business  clubs



The Aloha Way 
is the Atlas Way
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