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Why? 

 

Because marketing is just not working that well in most agencies… 

ypically, agency marketing is an afterthought – a simple reaction to the realization that 

pipelines are empty or fake (again), and we’re going to miss our numbers (again).   

Usually, it’s a flurry of unproductive cold calling by highly-compensated producers hoping 

to stumble upon the “perfect storm” of a prospect – the right company, the right person, the right 

budget, at the right moment in time. 

Because that’s the way we’ve always done it… 

That’s why most agency owners greeted 2010 with the feeling that 2009 was yet another year 

spent slogging through the mud - doing things the way we always have and achieving roughly 

the same results.  Everybody wants better – few get there. 

One thing is for sure - this is not 2006.  You simply MUST change the way you market in 

2010 to grab more market share. 

To grow an agency in 2010, you must eliminate the “black box” of marketing & sales effort.  You 

must create a sustainable pipeline of prospects.  You’ve got to get more qualified at-bats.  

You’ve got to find better prospects.  The list goes on and on...   

Luckily, the list is right here.  

It came from a review of dozens of sustainable growth agencies.  What they have in common 

comprises the seven principals listed here.  We’ve distilled everything we’ve learned into the 

seven things we see that make the most difference.  

IN THIS DOCUMENT you will find seven critical actions that will increase sales.  Not maybe, or 

sorta, or kinda.  They WILL increase sales.  And, you don’t have to buy a thing.   

This document does not sugar-coat the problem.  Is it not a thinly-veiled 

sales-pitch.  We don’t beat around the bush.  Rather, this is a wake-up call 

and road-map for agencies that want to market better. 

For those who want it, we can help.  We spent 2008 and 2009 building an amazing on-demand 

marketing platform.  This is briefly described in a single paragraph at the conclusion of this 

document. 
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Day One - Find Your Sweet Spot 

 

It’s dumb to make a sale that makes no money - or to chase deals that will never close...   

Yet, agencies and producers happily do it every day.  We delude ourselves by making sales that 

actually cost us more than we make.  We fill our pipelines with business we secretly know will 

probably never close. 

To achieve sustainable growth, you must begin by determining who you want to spend your 

time on.  At the beginning of every month you only have so many hours - and at the end of the 

month they’re always gone.   

You don’t want to waste them on unprofitable business, or business you’ll never have a chance 

to close. 

The first step: Identify your “Sweet Spot” 

 

You do this by creating (a written) Ideal Prospect Profile (IPP).  The IPP tells producers what 

business to target, and what business to avoid.   

At a minimum, the IPP contains the following: 

1. Who (which industries are you strong in) 

2. Size (revenues, EE’s, etc.) 

3. Where (geographic location) 

4. Who (in the organization) 

5. When (they are receptive) 

Depending on your approach, there are optimal times you MUST already be engaged with a 

prospect to get their business.  If their renewal is in March, February is way too late.  
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Statistically, most businesses renew either in January or June.  Beginning the sales process too 

late is suicide. 

Creating an “Ideal Prospect Profile” is the first step toward effective marketing.  Establish one 

and hold producers to it.  Ideal accounts pay producers X, non-ideal accounts pay less X (-Y). 

Will ALL business be ideal - of course not.  But, if you’re spending 30% (or 60%, or 80%) of your 

time on business that doesn’t pay or won’t close, you’re wasting your future. 
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Day Two – Get Your Volumes Down Cold 

 

“How many leads do we need?” - Without a Sales Funnel, there is just no answer… 

 

Most agencies set sales goals - then march off and miss those goals. 

To hit ANY sales goal, you must have and use a Sales Funnel.  A Sales Funnel is a very simple 

tool which (over time), shows you how many (of what level) of prospects you need to meet your 

sales goal.  There are two basic steps to creating a sales funnel: 

Step 1 – Divide prospects into X distinct levels (we recommend 4) and Clients: 

1. Suspects (you don’t know anything about them, they don’t know anything about you) 

2. Prospects (you know a little about them, and they you) 

3. Ideal Prospects (you’ve qualified them - they fit your Ideal Prospect Profile) 

4. Hot Prospects (they are an Ideal Prospect with an immediate need, budget, and the 

time) 

5. Finally - Clients (they bought from you) 

Step 2 – Factor in your fall-off.   

Typically, fall-off occurs at a 4-to-1 ratio.  To sell 1 client, you need 4 Hot Prospects.  To find 4 

Hot Prospects, you need to engage 16 Ideal Prospects.  To find 16 Ideal Prospects, you need to 

engage 64 Prospects.  To find 64 Prospects, you’ll need to begin with 256 Suspects. 

Your numbers may be different, but the fact is there is no way on earth you will sell (X) 

clients each and every month, without working from the number of desired clients (X) up 

the line and hitting the numbers (all the way up the funnel) back to Suspects.  

And, truth be known, the 4/1 ratio is pretty accurate in most cases.  That means you’d better be 

finding more than 250 Suspects EVERY month if your want to hit the (1) client goal. 
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Day Three – Find More Prospects 

 

Most agency marketing fails because of this single issue… 

“We grow by referrals…” 

Referrals are great as long as asking for one isn’t the first time you’ve spoken with a client in a 

year.  However, to hit the magic number of 256 Suspects (or the number demanded by your 

sales funnel), you’ve ALWAYS got to get some help.   

That help comes in the form of a lead list tailored precisely to your Ideal Prospect Profile. 

Most agencies tell us “sure, we’ve got a list”.  And they do - it’s usually between 300 and 

1,500 prospects they’ve come across over the years.   

And, most of the time it’s complete junk. 

The list lacks e-mails, is incomplete, and/or has become completely inaccurate over time.  

That’s because EVERY marketing list goes bad at a rate of 2%-4% per month (people change 

employers, they change jobs, companies go out of business, positions are eliminated, people 

retire, companies restructure, etc.).  That means any list that’s a year old is already between 

24% and 50% invalid. 

And, when we use a lousy list, we get lousy results. 

A GREAT, fresh, accurate marketing list is the CENTRAL tool in agency growth.  These 

lists are available widely, and are CHEAP compared to having producers waste time cold-calling 

random businesses hoping to uncover a gem.  Most of the time, $1,000 spent on a list can 

provide sufficient Suspects for an entire year. 

Many tools allow you to use more than 25 different criteria to select your Suspects.  Many lists 

even have policy renewal dates.  Some have e-mail addresses. 
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Day Four – Streamline Prospecting 

 

Most of us think we know what prospecting is - but we really don’t… 

Prospecting consists of three very different activities: Lead washing, Contact Outreach, and the 

At-Bat. 

 

 45% of Prospecting is Lead Washing (getting the right info, titles, names, phone #s) 

 45% of Prospecting is Contact Outreach (calling, VM, calling, dodging gatekeepers, 

etc.) 

 10% of Prospecting is the At-Bat (actually speaking with the decision-maker) 

When we ask producers to “prospect”, we’re paying our most expensive resources to do the 

90% of the least expensive work (Lead Washing & Contact Outreach).  While the At-Bat 

requires their experience, creativity, and sales know-how, Lead Washing and Contact Outreach 

are simply routine administrative duties, or grunt work. 

They are also activities producers are really lousy at - because they hate doing them.  That’s 

why they start out on Monday making calls and washing leads, and by Wednesday, have quit.  

These “Type “A” personalities will never be effective doing these things.  Hire it out so that it 

gets done and gets done consistently. 

 

The bottom line is this: pay the right people to do the right things. 
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Day Five – Differentiate 

 

Once an Ideal Prospect is in your pipeline what do you say to them? 

Most agencies say this (or something like it): 

“We have the best service (best people) (best carriers & plans) (blah, blah, blah).” 

This fails for two reasons: 

1. The prospect cannot objectively measure any this prior to the sale 

2. Your competitors are ALL saying EXACTLY the same thing 

When a prospect cannot measure something, they ALWAYS default to something they can 

measure – and that’s always going to be price.  When prospects cannot differentiate among the 

penguins, the business just goes to the lowest bidder (or the incumbent). 

This faith-forward selling - you’re requiring the prospect put their trust and faith forward before 

they buy.   

This is the very least effective way to sell.   

The most effective way is value-forward selling.  In value-forward, you DEMONSTRATE your 

expertise prior to the sale by giving away some limited expertise that is timely, actionable, and 

relevant. 

Value-forward selling creates trust, rapport, and credibility months (or years) before it’s time to 

ask for the BOR. 
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Day Six – Engage (The Right Way) 

 

Buy me.  Buy Me.  PLEASE BUY ME! 

80% of the qualified prospects you encounter will buy (but not from you) – and it’s your fault. 

They don’t buy because they’re simply not ready to buy.  And, because your producers focus on 

the “hot” leads, these perfectly qualified Ideal prospects get sidelined and forgotten. 

There are millions of reasons prospect can’t (or won’t) buy now: 

 Budget Constraints 

 Time 

 Timing (renewals, contracts) 

 Competing Projects 

 Staff Vacancies 

To be there when they ARE ready to buy (a month, a quarter, or 3 years later), you have to stay 

engaged with them.  This means you have to reach out (at least monthly) with something rich in 

knowledge, learning, & value.   

That doesn’t mean making the same old monthly phone (cold) call. 

E-mail is (by far) the most effective medium to use.  Your aim is not to sell, but to create trust, 

rapport, and credibility with the prospect via long-term engagement.  If you talk about your 

agency and your stuff (Buy Me), you’ve ended engagement.   

Instead, you talk about their world and what’s important to them.  You provide actionable 

information that makes them a better company.  You provide them value that builds your 

credibility.  DO NOT use newsletters.  Rather, provide short, succinct, single-topic messages.  

The prospect should know in 4 seconds if they want to read it.  In 15 seconds, they should be 

finished reading it. 

Then, your producers have something real to call and talk with the prospect about (that article, 

the risk worksheet you e-mailed, etc.) not just “This is Bob – Please oh Please Buy-Me”. 
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Day Seven – Measure Everything (Why Johnny Can’t Sell) 

 

In most agencies, sales effort is a black box... 

Once a prospect is determined to meet the Ideal Prospect Profile, they need to be tracked in a 

measurable prospect pipeline.  An effective pipeline management strategy will tell agency 

management the following basic information about each producer’s potential business: 

1. Expected revenue by prospect 

2. The probability of a close by prospect 

3. The likely close date by prospect 

4. How old each prospect in the pipeline is 

5. Dollar potential revenue added or lost from pipeline by month 

6. Where each prospect is in the sales process 

Old prospects should be purged.  Producers should be responsible to document where each 

prospect is in the sales process.  The bottom line is this: if it’s not in the pipeline, it won’t ever hit 

the bottom line. 

The reason most lousy producers are still employed is agencies cannot measure their effort to 

find out they’re not doing anything. After 90 days measuring and verifying, management should 

know why Johnny can’t sell.  Then we can categorize Johnny, as: 

1. Willing / Able 

2. Willing / Unable 

3. Unwilling / Able 

4. Unwilling / Unable 

…and apply corrective actions. 
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Can We Help? 

 

Probably not, that’s because: 

 90% of the people who read this paper will agree with most everything in it, set it aside, 

and do nothing. 

 5% will read it, and do some of the hard work, then peter-out.   

 5% will call us, and get the solution in, working, and producing in less than 60 days.  

We provide agencies a nationwide shared Customer Acquisition Platform that includes lead 

generation, lead qualification, call center, a world-class sales force automation system, and 

extensive sales support.  This system would cost the typical agency more than $250k per year 

to create and maintain.  We provide a turn-key approach for a fraction of that. 

It is subscription-based, and used by high-growth agencies across the country. 

 

You can learn more by visiting our website www.Nurturity.com. 

http://www.nurturity.com/

