CASE STUDY:
Apis Productions evolves The Thompson Agency with a

Growth Playbook
as a Catalyst for e mor than 53cars busies,ThompsnAgecy

reputation, deep industry expertise, loyal agent relationships,
and a clear sense of who they are.

° ° °
D I s f I n Cf I o n What they didn't have was a story that reflected it.

Apis Productions partnered with Thompson Agency to evolve
their story from the inside out. Through strategic discovery,
positioning, messaging, visual identity, brand guidelines,
website development, and an enhanced agent portal, we helped
Thompson translate decades of experience into a modern
brand built for its next chapter.

The goal wasn't to reinvent Thompson. It was to make what was
already special about them impossible to miss.

The result: a more distinctive story, a more intuitive digital
experience, and a foundation for growth built around one
simple promise: Making Life Easier.
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CASE STUDY: GROWTH PLAYBOOK AS A CATALYST FOR DISTINCTION

Project Background
Apis has been a partner with The Thompson Agency since 2019.

A BGA with more than 50 years of history, Thompson is now led
by its third generation. The company had built its reputation the
old-fashioned way: through relationships, expertise,
responsiveness, and consistently showing up for its agents.

But the story (brand and digital experience) hadn't kept pace
with the business.

It was time for new leadership to take a step back and ask an
important question: What does Thompson's legacy mean for
the company we're building today and the business we want
to build tomorrow?

Apis led a series of strategic discovery sessions designed to
uncover what truly differentiated Thompson from the crowded

BGA marketplace.

* Where did they want to compete?
« Who were they best equipped to serve?

Oépopi

« What did agents actually value about working with them?
« What made Thompson different from a BGA that simply
offered access to products and carriers?

The answers came quickly.

Thompson didn't want to be everything to everyone. They didn't
want to compete on commissions or win business through
gimmicks. They wanted to be known for something much more
valuable: Being the BGA that makes life easier.

They are independent. Experienced. High-touch. Relationship-
driven. They know their agents and their business. They solve
problems. They pick up the phone. And they genuinely enjoy
working with people.

We call the work a rebrand, but for Thompson, it was really an
evolution of their story and refinement of who they already

were, crystalized in a growth playbook.

The challenge was to bring that identity into the present and give
it the tools to move confidently into the future.

ApisProductions.com
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Turning What Thompson Knew Into
What Everyone Could See

One of the biggest opportunities was taking the things A\
Thompson understood intuitively about itself and codifying them
thompson

into a growth playbook and brand system everyone could use. agency S
ran uiaeliines
Based on TA's story, we developed comprehensive brand
guidelines covering the visual identity, messaging, voice,
typography, color, imagery, and application of the brand.

A new logo gave Thompson a more contemporary visual
presence.

A New Portal. — [Eeu

s B The same
-‘f :. ': ] O Pz ']
s i, Thompson Agency.

A refined tagline gave the brand an ownable platform: Making
Life Easier. Making Life

Easier

And a clear tone of voice gave everyone—from internal teams to
external marketing partners—a shared way to communicate.
Whether a message was being developed by Thompson's team,
Apis, or with the help of Al, there were now clear guardrails to
keep it sounding like Thompson.

The brand no longer lived in people's heads. It lived in a system.

O%pc ApisProductions.com
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ObjECtiVE 1: Prior to defining Thompson's visual identity, we needed to establish a
e clear understanding of its core purpose and values.

The BGA marketplace is crowded with companies offering similar
a f oes products, carrier relationships, and services. Competing on product

alone wasn't going to create meaningful differentiation.

The strategic opportunity was to compete on the experience of doing
ompson business.

Thompson's positioning became centered around four fundamental

Agency Stand

Partnership: Work with agents, not just for them.
Reliability: Be the partner agents can count on.

Fo r N ing s Clarity: Make tools, resources, and processes easier to navigate.

bility.

The resulting brand promise was simple:

Making Life Easier.

It went from just a tagline to a strategic filter. If something made an
agent's experience easier, it belonged. If it added friction, it needed to
Wha Sets Us Apars be reconsidered.

ThOf‘moson A

i gency helps advisors yri .
with fewer headaches fhrough e;;g;'ﬁak:?:mests
acti ership,

A\ thompson
*4% agency

Brand Guidelines
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Objective 2:

The old Thompson brand didn't necessarily sound wrong; it simply
didn't have a defined voice.

H ow D oes We created a tone of voice that reflected the people behind the brand:

personable, confident, knowledgeable, helpful, and human.

Thompson shouldn't sound like a corporate insurance company. It

I h o m ps o n shouldn't sound like a technology platform. And it shouldn't sound like
every other BGA competing for an agent's attention.
Agency Sound

The voice is confident without being corporate.
Expert without being intimidating.

Friendly without being frivolous.

Helpful without being salesy.

And because Thompson's personality is genuinely part of what makes
the company different, we gave it permission to have a little fun.

Life insurance is serious business. Working with your BGA doesn't have
to feel like it.

ApisProductions.com
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Objective 3:

The visual identity needed to signal evolution without abandoning the

h equity Thompson had built over decades.
v ‘ a f D oes We developed a refreshed identity that feels modern, confident,
approachable, and distinctly Thompson.

Thompson Agency oo

« Updated logo and visual identity that was a modern take of the T

and A to form the glyph symbol

L k L ' k 7  Color and typography standards that maintained the brand blues
oo I e ® but expanded into fresh and modern design combinations

« Photography and imagery direction reflecting TA's audience

« Graphic elements and design principles

» Digital applications

» Social and marketing templates

 Clear brand usage guidelines

Most importantly, the identity was designed to be usable, not just
beautiful.

The goal wasn't to create a brand book that sat on a shelf.

thompson
agency

It was to create a practical system that Thompson could use every day.

ApisProductions.com
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Objective 4:

The website and agent portal became the ultimate test of the

4 brand strategy. If Thompson promised to make life easier, the
v‘ v a f M a es I A s digital experience needed to actually do it.

The existing experience had accumulated years of information,
.
POH'CII Easier .,

tools, and resources. The challenge wasn't simply to redesign it.
thompson agency

It was to rethink it around the way agents actually work.
We reorganized the experience around agent activities and needs
rather than internal organizational structures.

A New Portal.

The same
Thompson Agency.

Az
e

The new portal brings together tools and resources, including:
« Expanded life quoting capabilities

DI quoting

Case Status

Licensing and appointment resources

Hi [First Name],

Over the past 50+ years, we've learned something important: ° We bC E a n d AM |_ reso u rceS
Agents don't need more complexity. They need a . . .
partner that makes lfe easier The principle was simple: Don't make agents hunt for what they
e need.
That's the thinking behind our new agent portal.
We've redesigned the experience to help you find what you need faster,
navigate resources more intuitively, and spend less time managing the . .
procelc)ssfso you can spend more time serving your clients and growing Eve ry featu re’ page’ a n d p I ece Of CO nte nt ha d to ea rn ItS p | a Ce by
your business.

making the agent experience easier.

o1 02
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Easier navigation to find what Case Status to keep you
you need updated
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Objective 5:

How Do We

Communicate?

thompson agency Our Approach  Blog  Contact

Making Life

. - i RELATIONSHIPS
E asler | Y 4 RESPONSIVENESS

RESULTS
Quick Answers. Clear direction. Real
support - from your first question to
placing the case.

Not Your Typical BGA.

Olépﬂr

With the brand strategy, voice, and visual system established,
Thompson suddenly had something it hadn't had before: A
consistent foundation for communication.

The growth playbook became a common language across
everything from website copy and email campaigns to social
media, portal communications, and sales materials.

The messaging platform also created a flexible system for talking
about different aspects of the Thompson experience.

Making Life Easier could support messaging around:
 Easier quoting
» Easier case management
» Easier access to resources
 Easier underwriting
» Easier client conversations
» Easier business development

The promise stays consistent. The proof changes. And that gives

Thompson the ability to build campaigns without constantly
reinventing the brand.

ApisProductions.com
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The rebrand wasn't created simply to look better. It was created to
help Thompson grow.

Objective 6:
The new positioning gives the company a sharper story to tell
prospective agents: You don't need another BGA. You need a

How Do We

®
Acq u I re N ew That creates a meaningful point of difference in a category where

many companies sound remarkably similar.

Ag e n fS? The growth playbook now gives Thompson a clear framework for

acquisition campaigns, while the improved digital experience gives
those campaigns somewhere meaningful to send agents.

The website attracts and educates. The portal delivers the
thompson agency experience. The people deliver the relationship. And the brand

Built Around You. connects all three.

Because that’s how a BGA
should work.

Visit ThompsonAgency.net

Kids make life
unpredictable enough.

Mondays are

hard enough. Your BGA

A Your BGA

‘Aﬂ shouldn’t be. ShOUIdn,f.

thompson agency
Making Life Easier.

A Different
Kind of BGA

R hip.
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The Outcome

The biggest outcome isn't a new logo, website, or portal.
It's alignment.

For the first time, Thompson's positioning, messaging, visual identity,
website, portal, and growth strategy are all telling the same story.

That story is simple: Thompson makes life easier.

The rebrand gave Thompson a modern expression of a legacy
that was already strong.

The website gave prospective and existing agents a clearer path
into the brand.

The portal turned the brand promise into a tangible experience.
The guidelines gave the team the tools to protect and extend the
brand.

And the growth strategy gave Thompson a foundation for deepening
relationships with existing agents while attracting new ones.

Most importantly, the work created a brand that can continue to
evolve without losing sight of what made Thompson successful in the
first place.

Qép apis produc

Conclusion

A successful rebrand doesn't always erase what came before it.
It finds the value that's already there and gives it a stronger
voice.

For Thompson Agency, the work wasn't about becoming
something they're not.

It was about looking honestly at what has made the company
successful for more than 50 years and building a brand that
finally reflects it. Independent. Experienced. Relationship-driven.
Human. And committed to making the business of selling life
iInsurance a little easier.

That's the power of a brand refresh when it's treated as more
than a cosmetic exercise. It doesn't just change how a company
looks, but how the company shows up.

any? Let's talk.
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Before After

THE THOMPSON AGENCY 1hompson

agency

\

.800.842.8289 Become an AllAccess TA-Partner  TA-Partner Login

'nuz THOMPSON AGENCY THE THOMPSON AGENCY

Making “Life” E b 3
e~ Tam -y oS Underwriting Diabetes:

Become an All-Access TA-Partner . .
A Comprehensive Guide for |
Life Insurance Professionals

Here’s why you should become a TA-Partner

thompson agency

rketing materi esources to help you write Life insuranc

Term Care, A sability and Identity Theft Protection. Register Now >>

mpson agency
Incredibly thorough. proactive service fr go0d a brokerage team as you'll find anywhere. Always a pleasure Making Life Easier.
rk with Mark

Introduction

The prevalence of diabetes among life insurance applicants has surged, necessitating a
nuanced approach to underwriting. This guide provides insights into evaluating diabetic
applicants, understanding treatment protocols, and navigating underwriting challenges.

TA Essentials

Making Life
Easier = \ o

Mondays are RESULTS
»\ hard enough. Quick Answers. Clear direction. Real

1. Understanding Diabetes in the Context of Life Insurance

Our mosiBueate] Types of Diabetes:

LTC Sales Aide
S =
u ance for T Decision Journey L ——— support - from your first question to
Histeries This Long Term Care decision tree guides you and Paperwerk (\(@ . "
Underwting qidance orover 20 common yourlletthoughan important an necessary SureLC provides aseames,sraightorward process N~ our placing the case.
impaired-risk health conditior case studies and conversation about LTC planning. enabling you to go through it just once.

Type 1 Diabetes: Type 2 Diabetes:
onditio Often associated with lifestyle factors

probable underwriting outcome:

gnosed vidue and more common in adults.

)
-‘ %\ shouldn’t be.
b

Partners in Enterprise Key Underwriting Considerations:
Age at Diagnosis: Earlier onset can indicate a
longer exposure to potential complications.

Duration of Disease: Longer duration may increase
the risk of complications.

Glycemic Control: HbAlc levels provide insight
into blood sugar management over time.
Treatment Regimen: Use of insulin, oral
medications, or lifestyle modifications.

Complications: Presence of nephropathy,
retinopathy, neuropathy, or cardiovascular issues.

R, 800.842.8289 & thompsonagency.net

Become an All-Access TA-Partner

Life Insurz

Become an All-Access TA-Partner TA Partners L

TA-Partners Weigh In
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