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FOREWARD 
 
    Each chapter in this book is divided into two distinct sections. 

The first section contains an ongoing story about Jim Wakefield, 
an insurance agency owner who must figure out a way to not 
only find more customers, but also learn how to retain them. This 
is a fictional story, but the tactics that Jim learns and implements 
are very real. 

The second section of each chapter contains a more detailed 
review of exactly what Jim learned and the reasons why those 
tactics did, or didn’t, work. This portion is written in our voice, the 
authors of this book… John, Jay and Natalia. 

We also happen to be the founders of a company called Agency 
Marketing Machine.  

Agency Marketing Machine operates as the marketing 
department for hundreds of insurance agencies across the nation. 
John (the marketing guy), Jay (the insurance guy) and Natalia (the 
PR gal) created the company to help local insurance agencies take 
advantage of the new digital tools available in our modern world 
today, and use them as the means to amplify the essential truths of 
old. 

We’re excited to guide you on Jim’s journey as he discovers some 
of these tools, and comes to realize the impact of their proper 
usage. The research findings of Jim and his team are factual and 
footnoted, and matching results from his activities can be found in 
hundreds of individual successes that Agency Marketing Machine 
has helped to produce for our clients. 
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Also in the second section of each chapter, you’ll be directed to 
free resources which will arm you with easy-to-use, detailed 
instructions and templates we think you’ll find very helpful. 

Although this book can be used as a marketing success template 
for every insurance agency, we know that it’s not going to happen. 

It won’t happen simply because there are some things which 
may necessitate a change of culture, a change of habits, even a 
change of mindset.  Above all, as with anything worthwhile, it will 
take some effort. Because, unfortunately, there are no silver bullets. 
And that fact will no doubt eliminate a very large percentage of 
agency owners from giving the activities proper attention, even if it 
means the death of the agency months or years away.  

But those who do implement these strategies will have found a 
way to market their businesses that will stand the test of time… and 
they will truly become Agents Of Change. 

Now, let’s see what’s going on with agency owner Jim Wakefield! 
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CHAPTER ONE 
WHEN YOUR BEST JUST ISN'T GOOD ENOUGH 

 
    As I hang up the phone, I can’t help but feel frustrated. Another 
customer has just dropped their insurance because they found a 
way to save money somewhere else. It’s getting harder and harder 
to counter that objection when all customers seem to see anymore 
is price.  

I sigh and push my chair away from my desk. 
Unfortunately, keeping customers isn’t the only seemingly 

insurmountable problem I’m facing right now. One of my highest 
producers left recently when her husband’s employer transferred 
them to San Diego.  

Happy Thanksgiving, Jim. Yeah, right. I sigh again. 
But retaining customers and good staff isn’t my only problem, or 

even the biggest one. The real problem is where do I find more? 
More clients, more good agents – people who will stay with my 
agency for longer than two weeks? 

I’d been riding the roller coaster of buying leads, but the quality 
was so flat-out bad that I stopped. In hindsight, was that really the 
best decision? Yeah, it was expensive, but at least it made me feel 
like I was doing something. What the heck am I going to do now? 

Disgusted, I leave for lunch, catching my staff off guard. I’m 
usually chained to my desk between 8:00 a.m. and 6:30 p.m., often 
later, and just taking off in the middle of the day is unheard of for 
me. But I desperately need to get some distance and think.  
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Are these problems I’m facing actually insurmountable? Or is 
there a way out that I’m just not seeing? 

It’s a typical January day in northeast Ohio – frigid, gray and 
blustery. Perfect. It matches my mood.  

Striding from the door of the insurance and financial services 
firm that I purchased two years ago, I jump into my Jeep Grand 
Cherokee and drive aimlessly for a few minutes. For the first time, I 
really look at the strip malls and other buildings I pass. Wow. So 
many abandoned, empty and for rent.  

Geez, an awful lot of businesses seem to be going under. Could 
that happen to me? Surely not. Surely a reasonably intelligent 
person can figure a way out of this thorny predicament, no matter 
how thorny it may seem. 

Parking my car and ducking into a sandwich shop, I sit and 
place my order, completely distracted. 

I come from such a structured environment. Working for the 
school system as a high school physics teacher was terrific security 
and a regular paycheck. And the hours were great. But although I 
loved teaching, after fifteen years I felt like I was stagnating; like 
there had to be more to life.  

That was when I first read ‘Rich Dad, Poor Dad’, and 
everything changed. I finally realized what my true dream was – 
owning my own business. My wife Cindy had supported me 100% 
and we put ourselves on a tight budget and began saving like crazy.  

It took several years, but when we had finally saved up enough 
money to take the plunge, things just sort of fell into place, as if it 
was all meant to be. My buddy knew an agent who was retiring 
and selling his insurance business and it seemed like a perfect fit. I 
had always enjoyed taking care of my students; now I could take 
care of my clients and keep them and their families protected.  

I couldn’t have been more excited to be my own man, the 
captain of my own ship. It felt like freedom.  

Freedom? I snorted. I’d never felt so trapped in my life.  
In fact, that teaching job was looking pretty cushy right about 

now. At least when I was there I never had to worry about making 
payroll. I hadn’t had my employees’ livelihood and their families’ 
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future security resting on my shoulders. The responsibility of it all 
makes me feel like I’m in a vise that keeps tightening. 

I notice a pen sitting on top of a check from the now vacant table 
next to me. Ever since I was a kid, I had a habit of doodling any 
time I was either thinking about something intently, lost in a sea of 
thoughts, or not thinking about too much at all.  

My wife thinks my doodling serves as a sort of therapy, where all 
my negative thoughts and insecurities can be released, and then I 
can move on. Of course, since I'm not big on sharing my inner 
feelings – what guy is? – I try to keep my doodles away from prying 
eyes for the most part. 

When I became a physics teacher, the stick figure that I always 
drew as me, suddenly began wearing a tie. Although I don’t wear a 
tie in the insurance agency, my stick figure ‘me,’ for some reason, 
still wears one. Weird.  

I removed the utensils from the napkin in front of me and made 
use of it. 



WHEN YOUR BEST JUST ISN'T GOOD ENOUGH 

6 

 

I put down the pen and take a look at what I’ve absently 
doodled. Geez, powerlessness is a terrible feeling. 
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As I continue to sit and mull over all the problems in the state of 
my world today, I finally call the office and tell Mindy, one of two 
on my customer service team, that I won’t be returning this 
afternoon. As she gasps and stutters, I hang up. Hey, man, I’m the 
boss. I can take a couple hours off if I want to, can’t I? I hired 
Mindy right out of high school and she has zero filter on her 
communications. It keeps things loose in the office, which I like, 
but I’m really not in the mood for any of it today. 

I continue to sit, lost in thought, losing all track of time.  
Finally, I get up and drive home, where I find that Cindy has 

taken Kenzie, our 6 year old daughter, to indoor soccer practice. I 
know that I should join them, I get to spend so little time with 
them, but why spread around my lousy mood?  

Anyway, Cindy will be mad at me whether I show up or not. 
She’s been saying lately that even when I’m home, I’m so 
preoccupied that it’s like I’m not even there. I know she’s frustrated 
by the distance growing between us – hell, I am, too – but I just 
can’t bring myself to tell her how bad things are at work.  

It feels like failure. And she didn’t sign up for that. 
What if I just gave up and sold out?  
Remembering all the boarded-up businesses I’d driven past 

today, I know that even if I could find a buyer, at this point I’d take 
a big loss. When I originally bought the agency and changed the 
name to Wakefield Insurance, we had lost a lot of customers – an 
old guard who was loyal to the previous owner.  

If only I could find that kind of loyalty. Did it even exist 
anymore? 

No, Jimbo, selling isn’t the answer. It would not only push my 
retirement plans back for years, but Cindy and I might never 
recover financially. No. I simply have to find a way to make this 
work.  

But how? 
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This is the part where the founders of Agency Marketing Machine will comment 
on Jim’s problems and adventures. We’ll provide further detail into why things 
are happening, and some guidance so that you may take immediate action, 
within your own agency, using any activities and solutions that work for Jim.  

 
In years past, companies had a kind of built-in loyalty. Our 

worlds were small – a handful of blocks, a small town, a few 
thousand people. Places may have had only 1 or 2 car dealerships, 
realtors, lawyers, mechanics, insurance agents.  

Our parents and grandparents knew everyone in town and 
patronized the same businesses for their entire lifetimes. They 
picked one and they stuck with it, year after year, even generation 
after generation, as folks handed their companies down to their 
children and families handed their loyalties down, as well. 

No so much anymore. 
Today, our population is constantly in transit. People move 

between cities and states regularly during their lifetimes. In fact, in 
2014 more than 7.3 million people in the US moved between 
States.1 The internet has taken us global, and made consumers 
much savvier.  

Due to the internet, not only can people easily search to see all 
the agencies in their area, but they can choose to do business with 

                                                        
1 2014 US Census Bureau - State to State Migrations Table 
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a company that has no local office at all and handles everything 
online and by phone.  

In addition, AMM’s 2016 Insurance Industry Customer Survey2 
found that 16.6% of those surveyed would actively search for a 
new insurance agency if their monthly premium went up just $10. 

Where’s the loyalty? 
The bottom line is that according to the Department of Labor, 

there are over 433,000 insurance agents in our nation vying for 
business.  

Let’s let that sink in for a minute. 
433,000 insurance agents in the United States. 
How the heck can Jim’s agency, one small fish in a vast ocean of 

alternative options, possibly hope to stand out from the crowd?  
Let’s see if Jim can figure out how to overcome these 

overwhelming odds. 
So grab a cup of coffee and pull up a chair. 
We’re in this together now. 

                                                        
2 Insurance Industry Customer Survey - 2016. 1,019 responses 

analyzed from Survey Monkey Audience responses. 
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CHAPTER TWO 
OH, WHAT A TANGLED WEB WE WEAVE 

 
    I head out early the next day, arriving at work by 6:30 a.m. I feel 
like I’m no closer to any answers, but am determined to come up 
with an Action Plan before the day gets going. Perhaps through 
divine inspiration? I left the house so early that Cindy was still in 
bed, and we barely had a chance to speak to each other last night. 

 As luck would have it, as soon as I get in I receive text messages 
from two different employees saying they’ve come down with the 
flu and will be out all day. Shoot. Must be the same flu that’s ripping 
through Kenzie’s school. All I can hope is that they’ll be back 
tomorrow – and, of course, that I don’t get it myself. 

 Meanwhile, the entire day has been derailed. Ah, the singular 
joys of being the boss. As Harry Truman once so famously said, 
“The buck stops here.” Thanks a lot, Harry. 

 Any and all plans go out the window, along with my To-Do 
List, which I don’t even have the opportunity to glance at all day. 
Customer service call after customer service call, I end the day 
feeling like I’ve spent close to 12 long hours simply treading water, 
without accomplishing a darn thing. 

 Cindy is reading Kenzie a story in bed when I get home, and 
curtly tells me there’s a plate in the fridge I can heat up for dinner. 
As I bend to kiss her cheek, my wife turns her head away and 
continues with the story. 

 Guess I’m in trouble again. 
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 Exhausted both physically and mentally, I reheat and eat my 
dinner at the kitchen table. Pushing my plate away, I pull over a 
legal pad, intending to finally draft my Action Plan. But over an 
hour later, I’m still sitting in front of a blank page, no closer to any 
solution.  

As I move around the house turning out lights and locking up, I 
realize that Cindy and I have barely spoken a word to each other 
all day.  

Again. 
 Sitting at my desk the next morning, I mull over the situation. 

First and foremost, I need to find another top producer while 
simultaneously creating more business so that once the new hire 
gets up to speed, the agency will have enough leads that he or she 
can make a good living. If they’re able to earn well, maybe they’ll 
stick around for awhile. 

 After I finish up my plan for hiring a new producer and post an 
ad for the position, I can now move on to developing a plan for 
generating more leads and writing more business. 

 And…Hmm…Nothing. Nada. Nein. Nyet. Zero. Zilch. 
I sigh, looking down at my notepad. My constant doodling has 

taken over the page while I was lost in thought. 
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How can I possibly be so clueless?  
Something clearly has to change. What is it exactly that I need to 

accomplish here? It can’t be all about price; it can’t be all about the 
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commodity. Because sometimes I’ll have the lowest rates and 
sometimes I won’t. 

 So…how do I get people to focus on something besides price? 
What I need is to have my customers, instead of looking at the 
product, look at me and my agents, at the agency, and let us into 
their lives. They need to trust us. But how does that happen? 

 And like a lightning bolt, inspiration strikes. 
 What about Vince? He’s supposed to be some kind of marketing 

whiz, isn’t he? It’s been a little while since we talked. I know I’ll see 
him at our friend Kevin’s wedding in a couple of months, but I 
need help now. And really, we’ve let way too much time go by as it 
is. 

Kevin Kingston, Leonardo Vincenzo (Vince) and I became 
friends in college and have remained close, even though we don’t 
get to see each other as much as we would like.  

Vince lives out on the west coast and travels all the time, working 
as an expert consultant. Which is kind of funny, because although 
he’s a real brainiac, a more laid-back, hippie/surfer-dude kind of 
guy you would never meet. Sort of an Owen Wilson type with a 
super-high IQ.  

 But Vince is the real deal and one of my oldest friends. 
 Having gone to school nearby, he has a few major clients in 

town and sort of a branch office, and is usually around for a few 
days every month. But we’ve both been so busy that it’s been 
several months since our last visit. 

Shoot, I lost my phone a few weeks ago and still haven’t put all 
my numbers back in my new one. Hmm. Let me check my text 
messages. Ah, here we go. It should be in this string of texts here. 
Yup. There’s area code 415 – San Francisco. Gotta be Vince. 

 I call immediately and get Vince’s voicemail, per usual. “Hey, 
Vince, it’s Jim! Sorry I missed you, buddy. I’m interested in picking 
your brain a little bit and was wondering if you were going to be in 
town anytime soon. Give me a call if you get a chance. It’s been 
too long.” 

 Towards the end of the day, my phone rings. It’s Vince calling 
back. 
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 “Jimbo! How’s it hangin’, man?” 
 “Hey, it’s good to hear your voice, Vince! I’m hanging in there, 

how’ve you been?” 
 “Oh, you know me – perpetually on the move. As a matter of 

fact, I’m just finishing up some work in my hotel room before 
leaving for the airport. Time to go home and catch some waves! 
What can I do you for, my friend?” 

 I quickly begin to relate some of the staff problems I’ve been 
experiencing, my challenges in finding new business and even the 
ever-present questions about the appeal, or lack thereof, of my 
website. 

 Vince cuts me off. “Listen, I’m sitting here with my computer 
open. Let me jump on real quick and I’ll take a peek at the website 
for you.” 

 “Excellent. Go ahead and give it to me straight, Vince.” 
 He spends a couple of minutes looking over the site while we 

chit chat a little, and finally says, “OK. What exactly are you trying 
to get at with your website, Jim?” 

 “What do you mean?” 
 “I mean, what story are you trying to tell your potential 

customer base? What does your business stand for? What are your 
values? How do you want to be thought of in the marketplace?” 

 “I want people to trust me with protecting them and their 
finances.” 

“Well, I’m sorry, buddy, but I’m not seeing anything of real 
value here. Sorry to be frank, but your website basically sucks. It 
doesn’t tell me an engaging story – who you are, what you stand 
for. It really doesn’t do anything to make me trust you or wanna do 
business with you.” 

 He continues, “And it’s very old looking, but not in a cool, retro 
way. The images are fuzzy and the content seems really dated. In 
the back of my mind, even if subconsciously, it’d make me think 
you aren’t on top of the latest tools in the insurance and financial 
industry. And, man oh man, who designed your logo? Kenzie?” 

 “Ouch.” 
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 “Just callin’ it like I see it, dude. But you know, that stuff is easy 
to fix. And that’s where I’d start. You’re one of the best guys I 
know, Jim. Make your brand show who you are and what you can 
do for people. Wish I had more time, but I gotta go, man. If I don’t 
leave now, I’m gonna miss my plane.” 

 I hang up the phone, deep in thought. Could this be the 
answer? A new logo; a new website? Present the world with a 
contemporary new face for the agency? 

With a smile slowly spreading across my face, I begin making 
plans. 

Ten weeks later, I sit down to review my brand spankin’ new 
website’s analytics. As an ex-physics teacher, I loooove me some 
data. And the numbers…man, oh man, numbers just don’t lie. It’s 
not like I really thought the new website would fix all my problems 
(although a guy can hope), but surely I should be seeing some calls 
and requests for quotes. And, granted, there have been a few. But 
only a few. 

It seems that almost all the site visitors are from outside of the 
United States. Probably from spam and robots. Sheesh, you’d 
think after spending $6,000 on a new logo and website, I’d at least 
have something to show for it. 

I shake my head. This was supposed to generate leads, for 
heaven’s sake. What a bunch of bull! 

In a moment of uncharacteristic anger, I fire off a frustrated text 
message to Vince. 

‘Thanks alot, Vince. I spent 6 grand on a new logo and website 
and am getting zip out of it!’ 

After a few minutes, Vince texts, ‘Sorry, man. Websites aren’t 
like a Field of Dreams, you know.’ 

I sputter. That’s it? 
I quickly send another text, ‘No kidding. Well, I spent another 

$900 on Google ads in one month and got ZERO calls!’ 
A minute later the phone rings. It’s Vince. 
“Hey, Jim, pause your ad word campaign pronto. I’m sorry I 

never got back to you after our quick call a couple months ago. I 
can see you really need some guidance. I don’t know how much 
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time we’ll have to chat at Kev’s wedding tomorrow. How ‘bout we 
get together for dinner on Sunday and really dig in on some of 
this?” 

“Yeah, sure, that’d be great. How about a burger at Pete’s 
around 5:00?” 

“Sounds like a plan, man. See you tomorrow.” 
I breathe a sigh of relief. Okay. The cavalry is on the way. 

Maybe Vince can help me finally start to put some of this together 
in a cohesive manner. 

Because business is bad. Really bad. 
Last month another one of my people put in their notice. That 

makes three good employees gone in just a few months. And really, 
can I blame them? They’re just not able to make a go of it. This 
last one hasn’t even been with the agency that long and I had 
especially high hopes for him. 

Lou was a natural – great personality, compassionate, hard-
working, and really good with customers. I’d devoted a lot of time 
to training him, expecting that he would be a star. 

But the poor guy just couldn’t seem to get off the ground. There 
were simply no leads coming in that I could funnel his way, and the 
bottom line is that he’s got a family to feed. 

You’d think a guy in that situation wouldn’t have such an 
aversion to cold calls, which is basically what it takes to get 
anywhere in this business. I mean, everybody hates making cold 
calls, but that’s the only way to get clients and make money, right? 

I fume and doodle on my legal pad. 
And the customers – another few gone this week alone. At this 

point, Wakefield Insurance is pretty much bleeding money. 
When will it end? 
I log onto my computer for some research. I type ‘car insurance’ 

into the Google bar, and ads come up for three of the big national 
carriers, including the one that’s the current thorn in my side – the 
clowns that just put up that stinking billboard down the street that I 
have to look at every. single. day. 

Underneath those I see three local agents, with their addresses 
and even maps to their office locations. 
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Why the heck isn’t my agency there? I know one of those agents 
is well over 70 years old and has probably never been on the 
internet in his life. And here I spend all day, every day on the 
internet and just put $6,000 into a new website!! 

There are other agencies listed farther down, but none of them 
are local. And still, I don’t see my website. What the heck is up 
with that? 

You know, it seems like at least once a week I get an email from 
some random company claiming that my website isn’t ranking for 
a bunch of different reasons that always look like gibberish to me. 
And claiming that they can put my website on Page 1. 

Maybe I should think about contacting one of them. It’s 
imperative that I get my website ranked decently so that I can get 
some traffic – and customers. 

Looking back through some of the emails I’ve been sent by those 
companies, I select the one that doesn’t seem to have any glaring 
spelling or grammatical errors. That alone makes them look a lot 
more legit than most of the others. They say they would be happy 
to provide a free website review to see if they can help. 

Definitely something to think about. 
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    One really cool thing about being in the insurance industry is 
that the product sold is not only something that everyone needs, 
but it's mandated by law. Therefore, your potential customer base 
is virtually anyone over the age of 15.  

How can you let all of those consumers know about your 
business in a way that makes them want to choose you for their 
needs, rather than the agency down the street? How do you 
positively move potential customers to favor you over all the others? 

Let’s talk a little about branding. And by that, we don’t mean 
what cowboys do to a cow’s hind end. 

Branding is a critical step in growing any business from a hand-
to-mouth existence into true prosperity and self-sufficiency. Many 
people think that branding is just for large corporations, but as a 
small business owner, it’s just as essential for you to have your own 
identifiable brand. And we’re not talking about an insurance 
carrier’s brand – we mean your own agency’s distinctive brand.  

Good, strong branding lets your customers and prospects know 
exactly who you are and what they can expect from you. So the 
first step is to sit down and determine what you stand for as a 
company.  

What is the character of your business, your mission, your 
values? What do you want customers to think of when they hear 
your name? Jot down everything that pops into your mind.  
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Perhaps your list will include some of these: 
 

• Honest 
• High Integrity 
• Compassionate 
• Competent 
• Professional 
• Trustworthy 
• Knowledgeable 
• Caring 
• Unique 
• Likable 
• Current 
• Meticulous 
• Friendly 
• Expert 
• Credible 
• Exceptional 

 
Now, being realistic, what do you think actually comes to people’s 

minds when they hear your agency’s name? What about when they 
see your logo or look at your website? Try to take a step back and 
be brutally honest.  

Are you projecting a consistent image that aligns with your 
company’s mission and values?  

Unfortunately, most agencies tend to hang their shingle without 
paying proper attention whatsoever to developing a consistent 
brand.  

This goes a long way toward explaining why so many small 
businesses fold after a short period of time. According to the Small 
Business Administration, fewer than 50% of new business start-ups 
make it to their 5th year.3 
                                                        

3 Small Business Administration, Frequently Asked Questions about 
Small Business September 2012 
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At AMM, we begin with new clients by defining, creating and 
developing a world-class brand within the first 30 days, because in 
this competitive marketplace your agency simply must stand out. 
Clarity and consistency are vitally important in building your 
brand. Everything you or one of your employees does, says and 
writes contributes to your brand. As does personal appearance, the 
look of your offices, your logo, your website and on and on. 

With a well managed, consistent brand, your customers and 
prospects, as well as potential employees and business partners, 
already know who you are and what you stand for. Simply from 
hearing your name, thoughts and memories will be evoked of your 
agency’s personality and reputation, and folks will immediately 
know whether or not they want to be associated with you.  

Good branding means that people will hardly need an 
introduction because they will feel that they know you. They’ll 
already be warmed up, because your brand alone will have 
previously inspired their confidence. 

Now let’s talk about the importance of your website. Because 
your website is your online presence; your welcome mat, if you 
will. And more often than not, the outward perception when 
looking at an insurance agency’s website is sloppy, ordinary, 
antiquated, uncaring and uninterested. 

Let’s face it, today most consumers begin any company 
interaction on the internet – like it or not. Recent data says that 
fully 74% of consumers research online before making a final 
decision.4  

Would you like to write more commercial business and 
workplace benefits? 

Businesses are even more likely than the average consumer to 
research potential agencies online. In fact, 94% of business buyers 
do some form of online research first.5  

A few interesting things found among businesses researching 
online: 
                                                        

4 J.D. Power 2016 U.S. Insurance Shopping Study 
5 A 2014 State of B2B Procurement study performed by Acquity 

Group 
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• 77% use Google search 
• 84.3% check business websites 
• 41% read user reviews 
 
It’s pretty clear that having a good, well thought-out website is 

absolutely critical. Is your website all that’s important? Heck, no! 
But it’s often the first introduction people have to your brand, and 
as such, it requires serious attention. So take a good, hard look at 
your website.  

 
Your website should be: 
 
• Welcoming 
• Contemporary 
• Relevant 
• Clear 
• Clean 
• Easy-to-use 
• Brand-consistent 
 
You need to have multiple pages easily navigable by topic. Each 

page should have a specific purpose and be in keeping with your 
brand, from top to bottom, while prominently displaying your 
logo.  

Content needs to include contemporary and relevant text, 
photos and graphics. If not, your prospects will presume that 
you’re simply not up on all the latest and greatest in your industry. 
And if you’re not, they’ll continue their search elsewhere and you’ll 
have lost them just that quickly. 

An ‘About Us’ or ‘Meet Our Team’ page with photos and short 
bios on all of your employees is a must. It’s that human connection 
that will give your visitors a feeling of comfort and familiarity – a 
feeling which may ultimately lead them to desire to do business 
with you, and which can even be beneficial in retaining existing 
customers. 
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Your website should primarily focus on how your agency is 
different from others; on exactly why someone should choose do 
business with you. If you don’t currently have these differentiators, 
don’t worry. You’ll learn along with Jim how to create them in 
later chapters. 

Provide proof of good service and show that you truly care about 
others in your community. Testimonials, photos and information 
about current and past events, accomplishments and community 
services should be highly visible.  

Strive to add value to the experience your prospects and 
customers will have when they visit your website. Clean, simple 
websites tend to not only stand out, but also stand the test of time. 
Unless you want to be re-designing your website regularly, stay 
away from clutter and trends.  

We’ve all heard the expression, ‘You only get one chance to make a 
good first impression’. Well, it’s absolutely true. In this day and age of 
short attention spans, people tend to decide within a couple of 
seconds, or less, whether to take a further look at what you have to 
offer on your website. Do whatever you possibly can through the 
look, feel, branding and content to make sure your website has a 
fighting chance to retain their attention and goodwill. 

Our friend Jim seems pretty excited about changing his logo and 
website. 

Do you suppose that alone will solve all of his problems?  
No way. But it’s an important first step. 
Let’s check back in and see what he comes up with.




