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__Don't'underestimate the importance of a

By Nancy Doucette

eith Oufnac, MBA,
CISSP, describes himself
as “the epitome of the
anal-retentive network
administrator.” A certified
information systems security
professional, Oufnac has been with
Eustis Insurance & Benefits for
about eight years in the role of
information technology director.
He believes strongly that the
agency’s data is the lifeblood of
the enterprise. That belief, and
his attention to detail, have served
the Eustis organization well.
Responsible for the technology needs
of some 120 employees and locations
in New Orleans, Baton Rouge and
Mandeville, Louisiana, and Houston,
Texas, Oufnac quips that he takes
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care of “anybody who gets electricity”
in the Eustis operation. He’s been a
busy guy—very busy in fact, since
the agency staff has quadrupled
since he came on board. Mix in a few
disasters with the growth and you
understand just how busy he’s been.

Hurricane Katrina devastated the
Eustis New Orleans location in late
August 2005. Hurricane Gustav blew
across Louisiana in early September
2008, giving the agency an opportunity
to test some revisions that had been
made to its disaster plan following
Katrina. Less than two weeks later,
Hurricane Ike, said to be the third
most destructive hurricane to make
landfall in the United States,
hammered the Houston office.

With that breadth of experience,
Oufnac shared some “lessons learned”
during a standing room-only session
at the 2008 Applied Systems Client
Network TENCon.

vell-thought-out disaster plan —

The primary lesson learned was
the importance of having formal
agreements with the right resources.
At the top of the list of resources
for Eustis was Agility Recovery
Solutions™. (For more information
about Agility, see “Survive and
Thrive,” in the June 2006 issue of
Rough Notes.) With the tag line,
“Business as usual. No matter what,”
Agility delivers power, technical, and
connectivity resources as well as
temporary mobile locations to
organizations whose operations have
been disrupted.

Agility’s understanding of how
urgent it is for insurance agencies to
get back on their feet following a
business disruption is reflected by its
pledge: “We protect your promise.”

Eustis’ contract with Agility had
been in effect for just two months
when Katrina hit, Oufnac recalls.
According to the plan, which he and
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At left, a scene from the
“warming center” inside
County Wide Insurance
Agency in Dexter, Missouri,
following a crippling ice storm
that hit the area. Above, a look
inside a 48-seat “ReadySuite”
mobile office from Agility
Recovery Solutions. Below, a
view of the aftermath of the
January 2009 ice storm that
stretched from Oklahoma to
West Virginia.
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M/hen a disaster

occurs, your agency
needs to recover in
the quickest time
possible. Not being
available to your
customers after a
catastrophe can be
disastrous on a
number of levels.

Agility had laid out, a doublewide
trailer equipped with 48
workstations was set up behind the
agency’s Baton Rouge location. “We
were in that trailer like a bunch of
sardines, but we had a place to
work,” he remembers.

Following Katrina, Oufnac says the
agency set up a contract with an oil
and gas distributor that happens to
be a client. That assures Eustis
availability of fuel for the generators
that Agility provides.

Another post-Katrina decision was
to formalize a plan with the local
radio station—the only station still
operational after the storm. The
agency had been running regular
radio spots that focused on the
“Eustis Advantage,” Oufnac explains.

However, after Katrina, he says
the agency realized it needed to get
its name out in a different way before,
during and after a disaster. There is
now a series of four spots that are
played as circumstances change,
Oufnac points out. If there is a
hurricane watch, the “time to get
prepared” message runs. If conditions
worsen, the content of the message
expresses more urgency as well. And
if there is another storm like Katrina,
Eustis will run ads at the top and
bottom of the hour, informing clients
of agency contact information, claim
handling procedures and safety tips.

Having an agreement with a
dependable outside consultant should
be part of any agency’s disaster plan,
Oufnac notes. “That person needs to
be your best friend,” he says with a
smile. “Even if an agency does its own
IT, it is a lot of work after a disaster
to get everything back up and
running. And if your IT person is
incapacitated, there has to be
somebody else who can step in. If
your in-house person is not available,
who’s next in line? That needs to be
part of a disaster recovery plan as
well,” he states.

Of course, there are a lot of
agencies where the person in charge
of the technology is a principal, a
bookkeeper or a CSR as well. “That
person probably isn't going to be able
to pull everything together as quickly
as necessary following a major disaster,
given their other responsibilities,”
Oufnac offers. “You need to have an
‘on-call’ relationship with an outside
consultant for those instances.”

“Crash bags” and “black boxes”
are also integral following any kind
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