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The Recruiting Race is On…
Insurance marketing organizations (FMOs), BGAs and other distributors are in a race 
against time. Before our very eyes, the aging producer population is vanishing from the 
business due to retirement, death and career changes.  

Producers in our industry are a rare precious commodity. They are limited in numbers, 
fragmented and hard to reach. While some list compilers and publishers claim that there 
are over a million producers licensed to sell life and health insurance for example, there 
are less than 200,000 independent producers in America that actually produce and earn 
over $50,000 per year, and that is according to the industry’s premier research company, 
LIMRA. While 200,000 might sound like a large pool, it isn’t. Because within that 
number are many niches and specialties that you probably aren’t interested in, or which 
do not affect your bottom line.

Another frightening statistic that you, as a marketing organization, need to be aware of 
is that LIMRA is predicting that within the next ten years, 50% of the independents out 
there will either retire, sell, or quit.  

Unfortunately, the industry is not recruiting enough new producers, which is going to 
leave even fewer producers for surviving FMOs to fight over. With a smaller pool to 
recruit from, there will be less companies doing more premium. This is good news for 
the survivors and not such good news for others.

Is Agent Recruiting Do or Die?
In reality, agent recruiting is your most powerful weapon in the war against producer 
attrition. 

But an effective recruiting program takes work. As you know, recruiting is the process 
of finding and contracting new producers. It’s a challenging but rewarding process to 
grow your existing pool of producers, rekindle contracts with former producers, achieve 
aggressive premium targets and hinder your competition by taking away their best po-
tentials. 

Your agent recruiting efforts must be relentless, consistent, measurable and systematic. 
You must understand what producers want, what they need and how to deliver. But 
sometimes that can take a lot of trial and error, time and money that FMOs and dis-
tributors don’t have.

The process of recruiting, if not done correctly, can be expensive and time-consuming. 
These challenges are compounded by the fact that insurance producers are getting older 
and leaving the business. With so many ways to market oneself, and usually with little 
historical metrics to show for it, today’s companies struggle to make informed decisions 
about how to effectively market their message and attract new producers successfully.

These days, with the issues that we face as an industry, agent recruiting has truly become 
a do or die situation.

Why You MUST READ THIS REPORT
Are you looking to recruit more producers? This report helps you avoid the five biggest 
mistakes that wholesale marketers make every day without even realizing it:

1. Haphazard marketing – Don’t leave your marketing to chance, capture the wrong produc-
ers, or waste thousands of dollars without asking the right questions.

2. Fishing in the wrong pond – Don’t waste thousands of dollars trying to reel in the wrong 
fish – you need the top producers and we show you how, including how to determine what the 
lifetime value of a producer is worth to your company.

3. Inconsistent marketing kills – Avoid the invisible killer of inconsistent methods and mes-
saging. Learn how to create a consistent program that creates a “multiplier effect” that expo-
nentially increases results.

4. Bad Ads – Bad ads are bad news. As your primary tactical tool, your ads need to grab at-
tention, sell a pain point, persuade to your solution and create an urge for action. Learn what 
makes a good and how to capture your audience’s attention within three seconds. 

5. Slashing the Wrong Budget – At minimum, companies should spend 10% of their total 
revenue on marketing—do you? Unfortunately, many companies think of marketing as a cost 
center, not a profit center, and slash it instead of grow it—the more you spend (in the right 
way), the more you make.
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Mistake #1: HAPHAZARD MARKETING
Do you truly consider yourself a marketing organization? As an entity in this industry 
you may be recognized as such, but do your marketers and recruiters know it? Many 
MOs are getting jaded with lackluster results and assume that marketing, like in other 
industries, is more of a cost center than a profit center.

InsuranceNewsNet (INN) speaks with 1000s of your peers and insurance companies 
throughout the year. It amazes us how some of your competitors operate and think.  
Mostly they get stuck in a service center mentality, frozen in reactive mode. 

But if you answered “Yes we are a true marketing organization,” that’s a good first 
step. Now let’s drill a little deeper.  I want you to ask yourself these questions and see if 
you able to answer them with some level of accuracy, because these are simple marketing 
questions that you need to know and manage, so you can grow your business exponen-
tially.

Now, if you don’t know the exact answers, that’s okay, but if you want to do any of the 
following better - keep reading:

1.  Do you have an annual marketing budget set, or do you see what you have going on 
and then decide to promote it?

2.  What was your most successful advertisement in the past 6 months, 12 months, 3 
years and all time?

3. Do you test multiple messages simultaneously?

4.  Do you abandon ad concepts if they don’t work the first time or do you tweak the 
message and try again?

5.  How many methods do you have for attracting new producers? Are you testing new 
methods?

6. Do you closely monitor your cost of a producer lead, by media, 

7.  Where did the majority of your best producers come from? Online, Magazine, Direct 
Mail, Email, etc?

8.  How many follow up attempts does it typically take to convert a prospective agent 
into a contracted producer?

9. Once contracted how long does it take to start generating business?

10.  How long is your average relationship with a contracted producer before they made 
it into your top 20%?

11. How long has your top 20% been contracted with you?

12. What is your average life expectancy of a contracted producer?

If you struggled to answer these questions, you’re not alone. While many today consider 
themselves MOs, they fail to realize the science behind the marketing.  A mentor and as-
sociate of mine, Bill Glazer, who I consider to be one of the best marketers in the world, 
once said “Marketing is simple, because Numbers Don’t Lie.” If you are a haphazard 
marketing organization, the numbers won’t add up. You can’t be a TRUE marketing 
organization running a “Hit and Run” offensive in this business. You have to constantly 
be evaluating what is working now and have a true understanding that we aren’t in the 
business of immediate rewards.  Patience is a virtue that cannot be ignored.  It takes time 
to turn a stranger into a contracted producer—then into a producer that produces busi-
ness for you—then into a top 20% producer.  

Sure, we all get lucky sometimes and find someone with a massive case that needs some-
where to place it, but you can’t sustain a career in marketing—only swinging for the 
fences. To win the game of Insurance Marketing, you first of all—need to play—you 
need to be out there in front of the market, not sitting on the bleachers.  You can’t be an 
MO if you don’t do any marketing or advertising period.

A true MO plays the game, plays by the 
rules (even when they change) and always 
keeps score.  If you don’t keep score, you 
don’t know how well you are doing or 
where you need to improve, because this 
is competitive game and it’s changing all of 
the time.  And with any game, you are go-
ing to experience losses and setbacks; this 
is reality.  To win this game you have to 
recognize that at the end of the day “Marketing” is your game and “Profit” is the end 
result that you need to keep playing.  If you don’t focus on both, you might as well slit 
your business’ jugular vein and give up.

Take Action
Spend the necessary time and answer those invaluable questions to the left. Prevent 
yourself from being haphazard and set yourself on a path to success. By tightening your 
focus and properly planning your marketing efforts, you AUTOMATICALLY gain an 
edge over your competition. Avoid making the same mistakes of the past. With more 
than 225,000 agents in its database (divided into 75,000 list buckets), INN offers ac-
cess to the top of the marketing funnel, immediately identifying your target audience. 
The next step is to focus your efforts with a message that really works. INN knows what 
concepts are drawing agents in, what subject lines and headlines are effective, and how 
to do all of that for your company so the pressure is not on you.

“Seventy-five percent 
of the benefit of  
advertising is that  
you advertise.”
–Jeremy Bullmore, JWT/London
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Mistake #2: FISHING IN THE WRONG POND
If you want to avoid wasting thousands of dollars on haphazard marketing, then learn 
to fish in the right ponds, not the wrong ones. Before you start fishing for new business, 
answer some target marketing questions like:

• Who is your ideal producer? 

• Do you know their biggest concerns and fears? 

• Do you know their education and training needs?

• Do you have a retention strategy in place?

• Is your marketing team clear on your recruitment strategy?

Survey your best producers and go where they are, what they read TODAY, where they 
go online TODAY, what concerns them now and find out how they prefer to receive 
information and be everywhere they go, be where they read, and determine how your 
producers found you in the first place.  

If you fish where the best producers are in the pond where they originated from, chances 
are you will find many others that are strikingly similar.  You can’t ignore the fact that if 
many of your best producers came from a magazine ad, email, website, direct mail, or 
online advertisement you should keep advertising there.  While tastes may change over 
time (like finding a new and better magazine or website), their information consump-
tion habits don’t. If your ads stop working with a specific resource, perhaps your message 
needs an overhaul. Just because you don’t get the response that you want on every ad 
doesn’t mean you should quit a medium.

Landing the BIG FISH: What is a CONTRACTED 
Producer Worth to Your Organization?
If you don’t know what a 
producer is worth to you, 
you will never know if 
you are spending the right 
amount on advertising in 
the right pond.

Here is a down and dirty 
worksheet to calculate 
the bottom line value...

If you look at your entire com-
pany from the standpoint of what 
it’s worth to get a producer and 
to KEEP the producer, you can 
allocate your budget accordingly.  
If you don’t know this, you are 
shooting in the dark with every-
thing you do.  From commissions, 
to internal staffing, to incentives, 
to retention, to advertising and to 
marketing.  You cannot effectively 
grow your company without this 
knowledge.

And if the lifetime value of a producer for your organization is $47,250, how many more 
do you want to attract, and what are you going to do to attract them?  Unless you are 
like some of the few mystical Marketing Organizations that we speak with on occasion, 
that claim to NOT spend anything on marketing or advertising, chances are you aren’t 
going to have 1,000s of new producers begging to contract with you.  

It would be foolish to spend $47k to get one producer, since you have a good chance that 
they won’t write a stick of business. Most marketing organization out there spend on 
average of $500-$1,500 for a CONTRACTED producer on advertising and marketing 
for a producer, not including your internal costs, like recruiters, marketers and designers.

 

Take Action
Don’t waste time spending your marketing dollars on the wrong producers—clearly 
identify a “customer acquisition” strategy that makes sense for your company. 

Specificity is the key to successfully targeting the right producers:

1. Identify in which business line you want to increase revenue - Life? Annuities? Pick a 
specific line of business and this will help to focus your marketing message. 

2. Customize your message - create a specific message that includes a highly special-
ized topic - this causes your target producers to respond because they perceive that you 
understand their business.  

Finally, work with a strategic partner like InsuranceNewsNet.com who offers instant ac-
cess to a high-quality, opt-in database of life and annuity-focused independent insurance 
producers. This gives you the OPPORTUNITY to target the right pond of producers 
with the right message at the right time.

“Before you can begin 
grabbing market share  
and start producing the 
profit windfalls you desire, 
you must understand  
‘The Lifetime Value of 
Your Customer’…better 
than anyone else.”
–Jay Abraham

LE = Life Expectancy is years of producing business  
with your company.
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Mistake #3: INCONSISTENT MARKETING
The primary purpose of all of your advertising and marketing is to get an inquiry, wheth-
er it is a producer calling you, filling out an online form, giving you an email address or 
contacting you in any other manner.  In its basic form, it’s someone raising their hand 
saying they have some form of interest in your company, product or service.

Unfortunately, most Marketing Organizations conduct lead generation as a series of 
isolated activities and are frustrated by the results – an ad here, a direct mailer there, a 
trade show here – with little continuity or overall strategy.  While this approach may give 
you short term results, it rarely provides a solid long term foundation that your busi-
ness needs to grow and sustain its current production levels.  Your approach should be a 
tightly integrated and well-orchestrated series of activities.

If your lead generation is fragmented and uncoordinated, as we see all too frequently 
today, you will still see benefits (which is why too many companies continue to operate 
in this mode).

But if you have an integrated, coordinated lead generation process, with activities that 
reinforce each other, the “MULTIPLIER EFFECT” kicks in, which doubles and re-
doubles your marketing effectiveness and increases the likelihood of getting a producer 
contracted.

Your lead generation process should be about planned and sustained strategies and tac-
tics.  Not only is it about the messages or ads that you use; it’s also about the marketing 
blueprint you devise, the money you allot, the channel and media choices you make, 
and the messages you construct.  The better your marketing process is, the better your 
lead generation will be.  It isn’t rocket science, just a simple plan of attack that you 
measure periodically.

ABR – Always Be Recruiting
The blunt answer to the mistake of inconsistent marketing is simple. Learn to be consis-
tent. Always be recruiting.

As a marketing organization, your number two priority is to recruit constantly (Your 
number one priority is making profits, but that is a whole other conversation).  In 
order to stay even you have to recruit, because attrition is a fact of every business and 
it will happen to you.  It’s no secret that our field force is growing old and according to 
LIMRA, 50% of the producers in the market are planning on retiring.  You will also 
get the producers that will want to move through no fault of your own, so you have to 
be sure to keep your recruiting going just to maintain your current level of production.

Recruiting a producer takes time, effort and requires quite a bit of follow up, so it is 
important to keep your funnel full and devise ways to make your funnel bigger.  

Create Consistency Across Channels to Ensure Success 
(Multi-Channel Marketing is Key) 
Whether InsuranceNewsNet is part of your strategy or not, Multi-Channel Marketing is 
something that you MUST do.  Multi-Channel Marketing puts you in front of produc-
ers in many different ways, from Online, to Print, to Telemarketing, to Direct Mail.  It 
gives you the full opportunity to connect with producers wherever they are and wherever 
they like to read or feel most comfortable to responding to your advertising or marketing 
message.  According to Wikipedia, Guerrilla Marketing, and many other experts and 
research, Multi-Channel marketing is the most effective way of marketing.  There is no 
question that different people respond to different mediums, for instance one producer 
may only read magazines, while another only reads online and another reads both.  

Your goal as a marketing organization is to systematically surround your target market 
through all of the tools and channels you have available.  If you don’t your competition 
will systematically do it, and when that producer is ready to place a business with a new 
Marketing Organization, your invisibility will be glaringly obvious to you when you 
don’t get the contract or they jump ship to the company that seems to them wants their 
business more, just because they were there at the right time and the right place.

Multi-Channel Marketing Increases Response Rates 
Let’s face it, producers have been through the drill before. Marketing Organizations 
come and go, some fail, others switch direction and others fail to live up to their prom-
ise. Today’s producer is more demanding and wants to make sure that they are respond-
ing to a legitimate company that is going to be there when they need them and one 
that they can TRUST. We live in an untrusting world, and producers and us, exist in an 
industry that struggles with trust from the outside.  

Since Multi-Channel marketing is the most effective method of advertising, I am willing 
to stake my reputation that the survivors will have dominated this method both now 
and well into the future.
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 Four Reasons to Invest in Multi-Channel Marketing

1. Everyone responds to ads differently.  Not everyone will respond to a magazine ad, 
fill out an online form, stop by your booth at a trade show, find you via social media or 
even call an 800 number.  Plus whether we like it or not, we as marketers have to deliver 
the right message, the way a producer wants.  So no matter how many times you email a 
multimillion dollar producer, if he doesn’t feel comfortable responding to your ad online, 
they won’t.

2. Message repetition – gain more familiarity with prospective producers. We have liter-
ally seen repetitive magazine advertisers increase their response rates 2 fold to email 
blasts that were almost identical in the offering and promotion, because their brand was 
more trusted in the producer’s mind.  While no one likes the term “branding” you are 
branding every time you send out an ad, even if it is direct response.  Remember this: 
Familiarity doesn’t breed contempt. It breeds sales.

3. Increase your trust and quality of response – Recruiting top producers is the name 
of the game and everyone wants them.  Unfortunately for you, they know how the system 
works and they are ultra selective of who they call.  They aren’t interested in working 
with just any marketing organization, they want to deal with a company committed to the 
marketplace, one that understands marketing, and one who is in it for the long haul.  Any 
sales book you pick up will tell you that it takes 7 contacts to get someone to do business 
with you, but what most neglect to tell you is that it takes a lot more than that to get a big 
fish or a big producer to contact you.  It could take 2-3x that just before they take notice 
of you and even know who you are.  A multimillion dollar producer is a multimillion dollar 
producer because they produce and they aren’t always on the lookout for the next big 
thing.  It takes time to build trust and you have to build it brick by brick or click by click, 
or both for that matter.

4. Timing – Let’s face it, producers are busy and are classic salespeople who always 
look to see what the newest products or services in the market place are.  And since 
nearly half of them are open to moving their business, you have to constantly make sure 
you are in front of them so you can capitalize on timing and be in the position of getting 
them to contact you.  No matter how good your direct response ad is, if they are com-
pletely satisfied at the current time, they will ignore your message. 

To achieve your maximum marketing effectiveness, it’s no longer good enough to rely on 
one method of reaching your target audience.  Remember, your ad isn’t the first one they 
have seen or responded to. Producers are apprehensive and take great considerations 
before they call you to speak to one of YOUR SALES reps who will call and email them 
tirelessly for months, if not years.

Take Action
Don’t make the mistake of choosing the cheapest or only one method to reach your 
target audience of producers. Multi-channel marketing, in study after study, has shown 
to be the most effective way to market services effectively. You just need to learn your 
options, choose a mix that fits your company, and take the next step.

Mistake #4: BAD ADs
I can’t tell you how many clients submit ad copy that we know isn’t going to get re-
sponse. While it shouldn’t surprise you, you have to realize that producers only care 
about what is important to them—the moment they look at your advertisement or 
marketing piece. So not only is your core messaging critical, if your timing isn’t right 
your message is discarded, no matter how good it is.  

The first step in avoiding a bad 
ad, is to begin with the end in 
mind. Regardless of who you are 
sending to you need to actually 
define who you want to respond 
to your ads and what action you 
want them to take, before you 
even begin to write or design it. 
The key is to be VERY specific. It’s doubtful that you really want everyone is licensed to 
sell life insurance or annuities responding to your ads. Try to disqualify people before 
they waste your time or your internal recruiter’s time.  

Now I’m going to tell you what doesn’t work (which can be more instructive than what 
does work):

• Ads about upcoming Seminars. Seminars suck for a lead message. Nobody wants to 
come to your seminar and hear a pitch fest or hear carriers tell you that they are 100 
years old and have quality products. Top producers are busy selling and coming to a 
random seminar costs them money.

• Self serving ads about you. No one cares how great you are and what you do for your-
self. Unless you are giving some piece of advice or real information, save the self talk for 
your staff that is paid to listen to you. Your ads need to speak to your audience first and 
what you can do for them.  

• Ads about nothing. Got a new company name, got a new slogan, mission statement 
logo, good for you, no one cares. Unless you have an orchestrated campaign behind it, 
or have some great message behind it, save your money on your “big announcement.”  
I can’t tell you how many mindless ads that we get in where the client insists that it is 
branding, but you aren’t kidding anyone if you think that advertising randomly throughout 
the  year has anything to do with branding or is helping you. Chances are you blew a 
bunch of money on the new brand and no one told you that your great brand is going to 
really attract new producers by itself.

• Great service is not a marketing message. I mean come on, isn’t this a given at every 
marketing organization. Might as well tell everyone that you also use number 2 pencils, 
so they should do business with you.

• Sloppy grammar, spelling errors and wrong numbers – We all make mistakes and God 
knows I have, but you need to check your work.  It’s not beneath anyone at any company, 
especially if you are the one paying for the ad. Don’t take this for granted. 

“Nobody reads  
advertising. People read 
what interests them.  
Sometimes it’s an ad.”
–Howard Luck Gossage
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Mistake #4: BAD ADs (continued)

• Incentive trips and gifts – Anyone that sells for this alone is not someone you want 
responding to your ad. This is a terrible idea for your lead promotion and should only be 
used on internal lists or currently contracted agents. I always used to laugh at ads that 
promoted trips as the primary message, because I would think to myself, gosh that’s a 
nice a trip, too bad I probably couldn’t qualify selling a product so bad for my customers 
that the best thing they have to promote is the trip. 

• Any ad that contain stock photography of these people. I have banned my designers 
from using them and so should you. (Also stay away from offensive pictures or obscene 
images. Try to go out of your way NOT to offend your audience)

Now, Try the Magic Formula 
Most people and shamefully most so-called experts in advertising don’t know a good ad 
if it hit them in the face, and by judging the ads that run in our industry there is a lot 
of room for improvement.

You see, a good ad has more in common with PT Barnum and The National Enquirer, 
than with an ad that you see in Forbes, Fast Company, or Prime Time TV ads.

PT Barnum never underestimated the allure of sensationalism or curiosity, and he used 
it to make a fortune.  And more people buy sensational magazines like The National En-
quirer, US Weekly, People than Time, Newsweek, Forbes and Readers Digest combined.

Barnum and The National Enquirer understand human psychology and its power to 
capture our attention and the allure to pull us in.  Now I know, we are in the insurance 
and financial services business, we got compliance and regulations, so what does this 
have to with our business?

Regardless of the industry, regardless of the business, producers are human beings and 
we are all programmed very similarly.  If you want your advertising to be successful, you 
need to fully understand the needs, wants and desires of your market and audience and 
integrate into your advertising or you might as well just stop advertising and marketing 
altogether.

So in advertising, your first step is to just 
get your prospect’s attention. That’s why 
you need to understand that 80% on your 
marketing dollar is found in the headline. 
Your headline and your call to action are the 
two most important functions of your ad.

Some of the best copywriters in the world 
will spend up to 90% of their time crafting 

just the headline. For one magazine insert that we ran, I came up with 38 headlines 
before the copy was ever written. Surprisingly enough, or really not so surprisingly con-
sidering the time I spent on the ad, we received a response rate of over 2%. Now, let 
me ask you something, when was the last time you got a 2% ad response on a magazine 
advertisement? This advertiser received over 1,005 leads within 3 weeks of the magazine 
hitting the streets. 

Here are the 38 headlines that we started with:

       

• EVERYTHING you were taught 
about TRUST is WRONG 

• EVERYTHING you were taught 
about Marketing is WRONG 

• The Lies of Trust

• The Great Lie of Educational 
Selling

• Gain Trust in an UN-Trusting 
World

• The Most Influential Book for 
Advisors Ever Written

• Arguably The Most Influential 
Book for Advisors Ever Written

• Are You Making These Mis-
takes In Your Business?

• Biggest Mistakes Advisors 
Make in Marketing

• Free How To Guide To Driving 
Masses of Clients To You

• Steal Our Best Marketing Ideas

• New Book Reveals Why Clients 
Really Buy

• Are You Positioned for Success 
or Failure?

• Advisor Educational Giveaway 
to Spurn $1 Billion in new sales

• Dan Kennedy begged me not 
to give this book away

• Perhaps the most important 
book you will ever read on trust

• The secrets of creating impen-
etrable trust revealed

• Free book reveals how to 
magnetically attract tens of 
thousands of clients

• Why Clients Don’t Trust You

• The State of Trust In the Insur-
ance Industry

• What 1 out 100 Advisors know 
that you don’t 

• How to Ethically Own Your 
Market & Control Your Clients 

• Secrets of The Top .5% Advi-
sors Exposed

• Breakthrough Book, Turns 
Advisor Marketing Upside Down  

• Breakthrough Book, Turns 
Client Trust Upside Down 

• Advanced Client Attrac-
tion, Conversion And Control 
Techniques

• WARNING: This Free Book Will 
Change Your Sales Forever

• WARNING: Your Prospects 
Don’t Trust You

• Outwit, Outsmart and Totally 
Dominate Your Market

• What Your FMO Will Never 
Tell You

• Ignore This Free Book At Your 
Own Peril

• How top Advisors are thriving 
in a down economy

• No B.S. Advisor Success

• Total Client Mind Control

• Want to Sell More? Read This 
Book

• How to gain greater and 
deeper trust than any other 
advisor your client has ever 
worked with

• The New Rules of Trust

And here are a couple pics of the 
advertisement and insert that I 
wrote the headlines for...

The simple five step formula is to:

1. Persuade
2. Hold attention
3. Overcome objections 
4. Excite (or scare) them
5. Get them to take action



14   •   The Five Biggest Agent Recruiting Mistakes Presented by InsuranceNewsNet   •   15

The great thing about coming up with all of these headlines is that you can have a great 
baseline to start writing copy, by taking the good ones that just aren’t headline worthy 
and weave them into the ad copy, subheads or bullets.  So creating multiple headlines 
can end up speeding up the copywriting process.

The Call to Action 
So once you have constructed a great ad that sells, you have to close them and get them 
to take action.  Not now, not later, NOW.  You have to catch them while they are most 
interested and get them to take whatever action you want them to take.

If your ad copy has done its job, then there shouldn’t need to be a hard close at the end, 
but urgent deadlines and limited giveaways, always help.

Your call to action should be kept fairly simple and should direct them to somewhere 
where they can get immediate gratification and not have to go hunting for the info you 
promise in the ad or try to figure out who to speak to at your company. 

Also, don’t jam in too many ways for someone to respond. It confuses the reader and will 
lead to untrackable responses, so you won’t know if your ad is working.

Make sure your call to action AVOIDS THESE MISTAKES at all cost:

•  Don’t lead them to your general website or give them several URLs in one ad – lead 
them to a custom URL (annuitymythbusters.com) that points to a landing page

•  Don’t give them your general 800# number to respond to – Use tracking 800#s or 
phone lines, provide direct extensions or use a 24hr hotline.

• Don’t provide multiple phone numbers

• Don’t ask them to email you, unless you have a series of auto-responders setup

• No FAX numbers – no one cares 

Ultimately, your call to action has to be so compelling and create such perceived value 
that it generates a lead - which is your ultimate goal.

Take Action
This section of the report was the longest for a reason - the time and effort you spend 
on building a great ad will make all the difference in the world when it comes to results. 
Study your competition, study great copywriting books and techniques, give your ad the 
flavor of a direct marketing piece, and put strong tracking mechanisms in place. 

And, you can save a lot of time, money and hassle by working with a company who does 
it all for you, and can guarantee your results.

Mistake #5: SLASHING THE WRONG BUDGET
In uncertain economic times like the ones we are experiencing, setting an advertising 
budget can be difficult. You can always make the case that, with competitors hurting, it’s 
time to make a move and ramp up spending. Conversely, cutting back and waiting for 
things to stabilize further is a completely justifiable approach, but according to historical 
research—it’s flawed thinking. 

While everybody else thinks they need to buckle down on their advertising spend, you 
can seize market share and outshine your competitors. When you compete against fewer 
advertisers it’s easier to win. At this time, which is NOW, there can be more eyes on you, 
for less than you might think.

With more eyes on you, you will experience more leads, more contracts and in the end, 
more premium. According to research, producers are typically working with 3 or more 
Marketing Organizations at the same time. This means that if your competitors don’t 
spend enough to maintain their position in their producers mind, they have voluntarily 
opened the doors for you to plunder their field force.   

Source: McGraw-Hill Research, Meldrun & Fewsmith, American Business Press

Companies that learned from the past with an eye 
on the future perform better in the long run...
•  600 U.S. companies were  

analyzed by McGraw-Hill during  
the 1981-1982 recession and the  
immediately following 3 years

•  Companies that maintained  
or increased their marketing  
expenditures averaged significantly  
higher sales growth during the  
recession and for the following 3 years

•  Sales rose 256% over competitors  
that didn’t keep up their marketing
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So how much should you spend on advertising?
First off, you have to start viewing advertisement as an investment and NOT a cost.  
You can’t lose sight of this. It’s easy for a budget maker or an accountant to say that you 
can cut this “expense,” but if they ran your marketing and advertising from the day you 
started your company, it is doubtful you would be where you are today.

Advertising is like adding 
another salesperson to your 
business, in fact, it is almost 
impossible to reach as many 
people as you do with adver-
tising for the cost of a single 
salesperson. As an invest-
ment, you have to analyze 
the performance, but also be 
willing to invest when your 
options are not always clear.

Most traditional research says that you should spend anywhere from 8 to 10 percent of 
total sales revenue on average. In our industry and for your business, you need to be on 
the higher end of the scale, because you don’t sell transactional or retail products, you 
sell a service that can provide you with a lifetime of revenue potential and the customers 
that you are attracting represent a very high lifetime revenue value, since they will most 
likely submit multiple cases over a 3-5 year period. 

Set your objectives wisely and realistically
Answer these questions:

• How many new producers do you need to respond to make the spend worthwhile?

• How long does it take to see the value from a new producer?

• What is your time frame to reach your goals?

• What is your historical response rate?

• What response rate do my competitors receive?

• How much are my competitors spending?

• What segment of producers do I want to attract (How many of them are there)?

• What am I going to promote?

• How and where am I going to promote it?

“There is more money wasted in 
advertising by under spending than 
by overspending. Years ago someone 
said that under spending in adver-
tising is like buying a ticket halfway 
to Europe. You’ve spent your money 
but you never get there.”
–Morris Hite Author of “Winning the Ad Game”

If you are afraid of setting an annual advertising budget, set a semiannual budget and 
stick to it. Stay away from quarterly budget setting, because the sales life cycle in this 
business can literally take months from contact, to contract to a piece of business.  
Monthly, seat of the pants marketing should be avoided at all costs. This doesn’t mean 
you can’t add on to what you are doing if you have something special, but monthly plan-
ning, isn’t planning at all.  It’s no secret that if you fail to plan, you plan to fail. 

Setting an advertising budget puts your plan in motion and tells everyone that they need 
to get it done. It schedules your marketing and sets in motion work that your market-
ing team has to accomplish, because 
there are deadlines every month, ev-
ery day, every week.  If you leave your 
marketing schedule open and rely on 
marketing by the seat of your pants, 
time will pass and your plans will get 
back burnered by your employees, so 
they can take care of whatever fires are 
burning in front of them. If you get 
it scheduled, it WILL get done, and 
your business will grow by leaps and 
bounds.   

Contact Us to Grow Your Business
Whether you need to launch a new product, recruit producers or  
expand your brand, InsuranceNewsNet can guarantee your results.

To set up a free 30-minute marketing consultation with Paul  
Feldman, owner and publisher:

“Never lose momentum. 
Don’t assume you can glide 
by. Momentum is something 
you have to work to main-
tain. Your problems can be 
temporary if you keep your 
momentum moving forward.”  
–Donald Trump 

866-707-6786 or sales@insurancenewsnet.com
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