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  Congratulations on your wise decision to take advantage of this of this amazing one of a kind Marketing Manifesto.
  This eBook reveals how to generate a hot qualified leads and admittedly some of the ideas may not be 100% new to you, but rest assured many of the breakthrough ideas and concepts are so cutting edge that we guarantee you’ll not be disappointed.

  So our advice to you is to take the phone off the hook, lock your door, sit back and relax and devour this money making information.

   (By the way, don’t miss out on Your FREE Bonus Special Report valued at $39.00 titled:  “New Secrets to Your Marketing Success EVEN If You’re stranded on a Desert Island!” Details are located at the end of this eBook.)

    You’re going to be getting the secrets we’ve discovered after over 30 years of combined insurance marketing experience. We have developed some of these concepts on our own, but we’ve also studied the masters of effective marketing and implemented it into our insurance business.

   So in a ‘nut shell’ you’re  going to get  a ‘step by step’ guide to creating quality new leads almost as easily as you’d step up to the ATM machine and start withdrawing money! Practically an ‘on demand’ systematic process that gets you proven, predictable and most importantly, duplicateable results in your insurance business.  

So let’s get started.

   Obviously there's a lot more to this  business than simply creating new leads.  You need to be able to convert them into clients, keep your retention high, and deal with the servicing of the clients. Not to mention, battle the home office, battle your management, and let’s not forget the ever present challenge of working with your office staff…Are you depressed yet?  

   Well don’t be, because this book is going to focus on the science as well as the art of attracting new leads. And you’d probably agree that of all the problems mentioned previously a healing salve to soothe your pains would be a nice steady flow of qualified new clients.

  Imagine how good you’d feel without the frustrations wondering how in the world to grow your business. Plus, picture your competition’s envious face when they see your agency growing. They’ll be ‘green with envy’! But most importantly, this book focuses on the topic of new leads because that is what will not only sustain you through a dip in the economy, but it will actually empower you to grow in spite of the economy. .  

   That's why the focus of this book is going to be on the specific issue of New Leads.

But first, let me tell you a little about my story.

 When I started as an insurance broker I was trained by the ‘Hope’ method. Some of you know what I’m talking about. But for those of you who don’t know what the ‘Hope’ method is let me explain. I was told to sit down at my cubicle. I was given a phone book and a telephone and told “start calling”. And they ‘Hoped’ I’d stick with it and be successful.

Sound familiar?

So what do you think I did?

   You’re right.  I promptly picked up the phone and I started calling.  I did this for over two long and grueling years, making phone calls, getting treated like dirt, and basically eking out a living by my own ‘blood sweat and tears’. Just talking about it in this book makes my stomach tie up in knots. It was truly painful.

    Like I said, it was obviously not very fun and you probably know exactly what I'm talking about. I truly hated getting treated like a used car salesman.  I hated being treated like I was totally unimportant, little more than ‘pond scum’ to my clients. I also hated feeling like I was only as good as my low-price.
   You probably know exactly what I'm talking about…as insurance and financial professionals,  we get put ‘in the box’, finding it difficult to differentiate ourselves and our products from competitors, thus making it hard to attract leads. And then to make matters worse we obviously don’t even control the price, but our clients think we do so this further aggravates the situation.

     And then we have the mass media basing everything on “cheap price” insurance.   All that does is train clients to see insurance as nothing more than a necessary evil.  They hate paying for insurance; they don't see the value in it, because it's been ingrained in them to simply want to find the lowest price.  

So now that we see ‘eye to eye’ on some of the many frustrations we face as insurance agents and brokers let’s talk about how to fix THE problem.

The great realization I came to as an insurance agent/broker was this:

 I didn't have to beg people to come to me… if I had a something compelling that attracted them to me. (You may want to re-read that last sentence, because big doors swing on little hinges and although this epiphany may seem little -- it has the impact of a Nine Millimeter gun loaded with a hollow point bullet being shot at point blank range!)

 Here’s the bottom line.  The Incestuous ‘Me Too’ marketing that 99.9% of all agents are doing today is an absolute death sentence. Our clients are bombarded with so much ‘junk’ that they become desensitized to even taking notice of the diluted impotent marketing motions of most agencies.

In short -In the marketplace today differentiation is everything.  

   Because of the clutter in the advertising world we have to clearly stand out from the crowd if we want to get their attention.  

So let’s agree on this fact. You now are probably thinking. ‘So what do I do about it?’

Here’s your answer.

Your first assignment is going to be to identify what truly makes you different and better than your competition.  

    This is the foundation of how to make yourself successful in marketing your insurance practice.

   Now…I just used the term ‘marketing’ so let me define what we mean real quick.  ‘Marketing’ is not the same as advertising.  Advertising involves media, messages, mailing pieces, etc...BUT e-v-e-r-y part of your business is ‘marketing’.

   That includes the way the phone is answered, your new customer welcome letters, database management, advertising campaigns, renewal processes, everything in your business is ‘marketing’.  

   So in a nutshell we want to provide to our clients the type of products, services, and experience that ‘blows them away’. So they are not only happy with us, but they are so excited about us that they refer us to everyone they know. 

So that’s marketing.

Now back to the concept of differentiation.  But first a WARNING!

   **If you allow yourself to be “painted into a corner” by your home office’s sterilizing policies then you may as well give up right now. Go pick out your flowers and select your coffin. Because the end is inevitable. **

    Now don’t get us wrong. We do NOT advocate doing anything that is not allowed by your compliance officers, but we ARE advocating looking for ways to accept, implement and profit from this breakthrough information contained in this book instead of the ‘knee-jerk’ response of saying “My company won’t let me do that…”

   So open your mind and your thinking so that the flood gates can open for your new leads flowing into your company.

O.K., Buckle up because  --Here we go!

We’re going to share with you 19 ways to differentiate your insurance agency from your competition. Use these to create your own Differentiation Factor as this is a critical point of our foundation.

1. Call people back within 60 minutes

2. Phone calls answered in 60 seconds, never on hold

3. Guarantees, 

a. Satisfaction, or we’ll cancel your policy.

b. Speed Guarantees, quote in 2 minutes, etc.

            c. Expertise, we’ll get ALL your questions answered, guaranteed.
            d. Hot coffee waiting every time you visit…Guaranteed

            e. Smiling, friendly staff…Guaranteed

             f. One minute Speed Review of Current Coverage’s…Guaranteed

(Hopefully, you get the idea that you can Guarantee just about anything that you can control and that is a BIG differentiating factor…In fact, we suggest you can get ideas of what your clients want done every time they touch base with you and then make that a Guarantee policy!) 
4. Using a client newsletter

5. Certified/licensed staff

6. Great, innovative, and fun advertising.

7. Customer appreciation events. 

a. Renting a movie theater

b. Barbeque at the office, 

c. Parties with bounce houses for the kids, and giveaways.

8. Testimonials

a. Video Testimonials online

b. Audio CD’s

c. DVD

d. Written, signed

e. Pictures

9. Using multimedia online

10. Different name for yourself

a. “The Family Protection Specialist”
b. “Your Asset Protection Specialist”

c. “(Name of your city)’s Premier Insurance Provider”
11. Packaging your services

a. Gold,

b. Silver,

c. Bronze,

d. Each with a different level of added value services.
(This is NOT saying ‘bundling’ policies, but it is saying the levels of service they get as well as the different types of access to either you or other specialists etc….think of it as levels of V.I.P. treatment. For example, if your office set up allows you could have a lounge where Starbucks is served if you’re at a certain level and ‘regular Maxwell house’ is served in the main lounge. Be creative. This exact example may not apply to you and your office, but you can do something. Think about it and then DO IT!)
12. Media exposure, 

a. TV

b. Radio

c. Newspaper

d. Magazine

e. Online

13. Expertise status

a. Write a column in newspaper

b. Start a great blog

c. Write a book
d. Speak on local radio

e. Speak at business meeting…Kiwanis…Rotary…

f. Speak at community colleges
14.  WOW factor, going the extra mile, give away cookies and milk, handwritten thank you’s from you, balloons, flowers etc.

15.  GO BIG WITH PUBLIC PERSONA: Pictures of the owner, owner’s voice on audio, on hold messages, DVD, radio and TV, have some fun, make it entertaining. Make it an experience to do business with you. Talk about family, hobbies, dogs, horses, car racing, hunting etc.

a. Dave Thomas,

b. Lee Iaccoca

c. Men’s warehouse

d. Pictures on trucks, ads, everything! 

16. Black Tie Events, Evening Events, Catered Events

17. Become an information provider.

a. Free reports

b. Good content on website

c. Email auto responder

d. Entertaining and informative newsletter

e. Teleseminars, webinars, etc

18. GET OUT OF THE INSURANCE BOX!

a. Become known for something other than insurance

i. Credit repair

ii. Disaster preparation

iii. Financial security

iv. Local entertainment critic, critique movies, restaurants, and other businesses.

v. Be A Interesting and Attractive Personality
vi. College Planning
19. Most expensive insurance for ‘discerning luxury buyers’
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Take some time and really differentiate yourself from all of your other competitors.  And do not revert to ‘cheap price’, you must leave cheap price out of this.

This leads us to defining your position in the marketplace.

What is Positioning?

· The process of establishing something as unique, different and valuable to your prospect.  

· That something may be a product, a person, a company or anything else

· It’s about occupying well-defined real estate in your prospect’s mind

· When she thinks (or desires) what you provide  ---

    ---the first thing that comes to mind should be your company, product or service
· Today’s marketplace is no longer responsive to the same old ‘incestuous’ strategies that worked in the past.

· There are too many products, too many companies, too much marketing “noise.”

· To succeed:  you must create a clear position in the prospect’s mind.
· A position that takes into consideration your strengths and weaknesses, but those of your competitor’s as well.

· The best way to think of position is think of a category and then observe what comes to mind

“Its human nature to want something more when it’s unique and different – it automatically seems more precious, more special and the perceived value is higher.” 

The First Thing To Address

What is my position?
If you can’t make your products and services more appealing than your competition, why would your prospect buy from you? She Won’t!
Positioning Helps You Determine Your “UASP” (Unique Agency Sales Proposition)

· In many cases it IS your core message

· You must weave it into every single communication

· Not doing this is a death sentence to your positioning

Positioning Strategy #1:  Survival of the Firstest
In most cases it’s too expensive To Become The #1 Rung On The Marketplace Ladder. 
· Red Bull

· Amazon.com

· Microsoft

· McDonalds
You must find a way to be first on YOUR OWN ladder. Because when you own the ladder …you dictate the rules. And Positioning is a powerful controlling element. Here are a few thoughts for you to consider.

· Maybe you can’t be the BIGGEST company in your market, but you can be the leading financial professional for Doctors and Dentists in your market.

· Leading insurance agent for High Risk drivers, for teenagers, for wealthy/affluent homeowners, homeowners who own businesses, etc.

· Or the leading agent for 1st time homeowners, etc.
· Create a NEW category so you can be FIRST in your marketplace –in other words, be a ‘rain maker’ and create your market (more on this later). Here are a few samples of what I mean.
· Example:   Subway sells weight loss, not fast food
· Example:  The insurance agent for families with teenage drivers

· Example:  The Most Expensive insurance agent 

---again, most people are not willing to say this, which is why you will be first!
· Create a NEW category so you can be FIRST in your marketplace

· Example:   Subway sells weight loss, not fast food
· Example:  The insurance agent for families with teenage drivers

· Example:  The Most Expensive insurance agent In Town

---again, most people are not willing to say this, which is why you will be first!
· Just being first isn’t always about timeline…it’s about perception and awareness.

· Use direct response marketing we share with you here, to establish your position in the market place

· The people to see your name first, the stronger the perception

· Frequency is key
Positioning Strategy #2: 
Can’t Be #1 In The Main Category?
Create Your Own!

· Rather than try to become #1 when you’re not first and it’s too expensive to get there…

· Create Your Own

· Example:  “Mike the Bike Rider”….
A friend of mine told me the story about how he used to work for an insurance agency owned by Mike.  Mike wanted to write a lot of high risk motorcycle policies because he had a good market for them.  So instead of sticking with the same lame strategy that most insurance agencies use... like boring commercials and generic slogans, Mike became a celebrity: “Mike the Bike rider”.
On all of his advertising and marketing he had a picture of him on a bullet bike, speeding around town.  He created an entirely new position in the marketplace and everyone who owned a motorcycle new about Mike, and called him when they needed insurance.

· “I Buy from Mike Rider”…motorcycle, ATV, boats, snowmobiles, etc. 

· All marketing supported his position. Pictures, commercials included audio of a motorcycle revving up, video of him cruising around on his motorcycle, pictures on his letters, he even took some pictures with celebrity motorcycle riders and included those as well.

· This is how to create your own category he became first in the high-risk motorcycle insurance category.

Positioning Strategy #3: 
Use the Power of Focus to Overcome Tough Times

· FOCUS is a critical factor in enhancing ones position

· Losing focus on your niche can cost you big time

· When things become difficult, you can use the power of focus to keep customers coming to you.

· Southwest: Low Price Airline Leader (once again, we do NOT want you to use price…but follow the concept but down a different avenue)
· The staff wants to offer chicken salads on a flight to NYC.

· Focus: “Is this going to help us remain the low price leader? NO. Then NO chicken salad.”

· INTROSPECTION:  How do your prospects view your products and services?

· How are your products and services positioned in their minds?

· How can you reposition your product – by adopting a narrower focus – in a way that’s a better fit with your prospect's desires and fears?

· In other words…

     “How can you step away from your competition so that what they claim/promise becomes less important?”

So this begs the question: “How do you find and maximize your position?”
· Find niches within your customer list…in other words you may already have a bias within your current book that you can exploit.

· Look for markets that you have a great insurance program for. For example, does your company have a great program for high value homes? Trailer homes, boats and atvs? Do you have particularly good pricing on SUVS or Trucks?

· Find what you are good at, enjoy doing, or makes you the most money and use that to define your position. And by doing this you’ll get the ‘tag along’ business because of the convenience of having all the coverage’s in one location so you niche and have the automatic collateral business too.

IMPORTANT: You must provide value to the marketplace. Just saying that you are the ATV insurance Leader and then not having any experience or good coverage’s for them will be a total waste of time, not to mention, it’s dishonest. But the good news is so few agents will even bother doing anything like this at all so you’ll only have to ‘bone up’ and study a bit more than you know and you’ll be able to distance yourself from your peers.

Here are some more pointers to remember:
· Market to these niches and  with specific messages just for them

· Make sure your positioning is in every communication you send…
· Do this well and you’ll begin to develop a vastly superior ability to focus and reposition your products against others, leaving them in the dust

· Will maintain a strong position in difficult times

· Gain market share in the area you focus on

· Will come out stronger as others have fallen
Let’s step back just a second and reiterate this very important fact.

What we are sharing here is from experience. Not theory. Another way to look at this is what we are presenting is being presented from the stand point of being a “Tour guide” and NOT a “Travel agent”. The difference between a Tour guide verses a Travel agent is the Tour guide had “been there” and will guide you based on real life experiences. Most often the Travel agent is speaking from theory because they’ve never been to the location they are speaking about and the bottom line is if you’re taking a journey as important as getting new leads is for an agency in today’s market place, then you better be with a Tour guide!

So let’s look at what could be called a ‘case study’.
Case Study: POSITIONING POWER
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Chapter 2. Taking Your New Found Position To The Market.

Okay now that we have done the hard work of developing your position, you need to create your “UASP”. Or unique agency sales proposition and here’s how you do it…

· UASP refers to a clear statement of your product or services’ uniqueness

· It’s a unique combination of benefits you offer that no one else can (or is willing to) offer

· The reason a prospect buys from you 

· What separates you from all your competitors
· UASP – function of our demand for uniqueness

A USP should clearly communicate to the prospect why they should do business with you above any and all other options regardless of your price.

Now, on to the fun.

The best way to generate leads and using your own marketing and advertising.  Buying leads from other sources or online is not the best way to make sure you're getting quality lead.  Of course this is not news to you anyone who has bought leads before probably understands that they're not the highest quality leads you can get.

Now I'm not saying don't buy leads, the more leads you can get it typically the better off you are.  However you'll find that the leads you generate using the system I'm about to show to you will be substantially more profitable than what you get from other sources.

But, like I said before, the more leads you can get from different sources, the better.

It all starts with direct Response Marketing.

Direct response marketing is designed to create any immediate return on investment from any marketing or advertising that you do.  So if you put together a mailer using the concepts of direct response marketing you will be able to get the highest ROI possible from that mailing.

“Direct response marketing is a form of marketing designed to solicit a direct
response from the prospective client which is specific and quantifiable.”

We want our marketplace to learn who we are, and then be attracted to us because our messages resonate so well with them.

They will say to themselves “Hey, they are talking about me!”

Once they have that realization, they are much more inclined to seek you out, come to you and ask for your help with their problem. So how do we make that happen?

The first thing to understand is that “problems” are what creates the markets. Here’s what we mean. The best chance for success is finding a problem and solving it.

Assignment: Make a list of the most common frustrations you hear from clients. What they hate about their insurance, agents, service, companies, etc. If you don’t know, then ask the next 10 clients you talk to; get their input, in their words. This will help you craft very compelling marketing.
Once you have this information then to quote Batman “It’s Time to go to Work!”

So let's start with – “How to attract leads”. When you think about the word Attraction, what do you think about? Good looking member of the opposite sex? Magnetism? Celebrity, beauty, fame?  Let’s defer to the dictionary to make sure we’re all on the same page.

Attract: “to draw by a physical force causing or tending to cause to approach, adhere, or unite; pull”  or “to draw by appealing to the emotions or senses, by stimulating interest, or by exciting admiration”

Our goal as insurance agents is to attract people to us, not by force, but by stimulating interest, and exciting admiration. You can do this by using direct response marketing.

Instead of giving you a long class on advertising, I’m going to give you the exact outline I’ve used myself, and other agents have used to magnetically attract leads and clients to you without ever making another cold call.

Case Study: How to Make Direct Mail Effectively
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There are several ‘experts’ out there who say they are direct response gurus. I’ve studied most of them, studied with some of them, and been studied by some of them.

I’m going to give you the exact, simple formula I used to start attracting leads to me, and what you need to do to accomplish the same…

1. Anoint yourself as the expert in your niche. You’ve already defined what this is by doing the positioning exercises, so this should be relatively simple at this point.

If you have head trash problems anointing yourself as the expert here’s what you need to do:

1. Realize what it means to be an ‘expert’. Definition: possessing special skill or knowledge; a person who has special skill or knowledge in some particular field. Nothing special. No advanced degree’s required. Just need to have a little more knowledge than the “average bear”.
2. Read “To Be Or Not To Be Intimidated” by Robert Ringer. This book teaches you life and business lessons that are incredibly valuable. EVERYONE in business should read this book.

3. Research your chosen niche, subscribe to trade magazines, and learn about it online. After you’ve read a dozen magazines, books, articles and publications you now know more about this niche than 95% of the rest of people out there. You are the EXPERT.

2. Create a compelling mailing piece.

Warning! Don’t over complicate this. All you have to do here is take the sample 100 headlines that we have given to you already on www.insurancemavericks.com/video and choose a good headline.  Obviously you'll have to rework the headline to make sense for your situation, but it should give you a great start on creating a good headline. 

*****IMPORTANT BREAKING NEWS FLASH*******
We can hear some of you agents out there right now saying… “Yeah, this all sounds good, but I can only use the watered down castrated feeble marketing pieces being pumped out of the ivory tower of my company’s home office” So if this is you…then let me ask you a couple of questions. 

   First off, are you looking for a way to not be successful? 

If you are then you’ve found it. BUT, if you’re an entrepreneur then you’d probably ask yourself questions such as… “Hmm, my company does not restrict me on where I can buy leads from because it’s my money and If I want to buy a lead from a source like a company called Statewide Data or Info USA etc…I can do that no problem at all. So if that’s the case, then what is stopping you from buying leads from a completely different company that may be owned by somebody you know that is using the tools and resources discussed here? The answer is nothing. 

So if your brother, your mother, would happen to start a marketing enterprise and you buy the leads from them what is the difference? And who’s to say they could not pay you to consult with them on what to do, say, market, etc…? Hmm “Berry Interesting my insurance marketing maverick friends…Berry interesting indeed” (
Back to what we were discussing prior to the Breaking News….

 …Then you need to tell your story.  Tell them why you are doing what you're doing and make sure that it has a self interest element to it.

Make sure in all of you writing you all ask the question “what’s in it for me?”

  From the prospects point of view you must always be asking the question “why should I be paying attention to you”? 

   Why? Because everyone has a lot to do and they don't have time to pay attention to messages that don't benefit them directly.

One of the biggest mistakes new advertisers make, he is writing about themselves and not about the prospect.  So make sure that none of your advertising is focused around a “me, me, me”. But rather on them.

The background thought must always be… “How is what you are selling going to benefit the reader?”

You must get this message across as quickly as possible in your marketing piece. 

    Focus on their pain and how you can resolve it, and focus on the benefits of doing business with you.

Other important elements of the mailing piece include using testimonials, including the things that make you different, your guarantee, and proof of what you're saying, a good offer, and a call to action.

The offer needs to be in their best interests, why should I call you?  What’s in it for me?  Am I going to save money?  Am I going to get better protection?  Am I going to prepare myself financially from a catastrophe?  Am I going to get a free DVD on credit repair and I'll save money on their insurance by increasing their credit score?  Do I get free audio CD on choosing the right insurance policy for my small business?

These are the types of offers you need to put together to make someone compelled to call you or visit your website.

The call to action is the request or making of them to take an action.  Do you want them to go to your website?  Or do you want them to call you on the phone and requested a quote?

Once you decide what you want them to do you need to tell them in plain English your requests, and how to do it.

3. Capture Leads And Follow Up
Obviously, not everyone is going to buy from you when they call. What are you going to do with those leads that don't immediately convert into customers?  You are going to follow this formula and make sure that when they are ready buy, they buy from you.

Remember “leads are like seeds” you must water, nurture, cultivate and then they’ll grow. 

Now it's not that complicated of a concept, but most people totally miss the boat on this.  In fact I was guilty of this early on in my insurance career.  I would generate hundreds of lead and if they didn't buy from me I never followed up with a period what a complete waste of money!

It's not that hard.  All you have to do is create a few pieces of marketing material, they can be letter's,  postcards, e-mails, faxes, voice broadcasts, audio CDs, DVDs, or e-books. And make sure you send them out to the people who have requested information from you or have requested a quote from you but have not bought yet.

The most important thing you can do is set them up in your e-mail auto responder and make sure that they get e-mails from you on a regular basis. Or if email is not feasible due to restrictions then you can contact them with voice blasts or text blasts etc…

Again, going back to the subject we've already covered, you want to make sure that any communication with your prospects is full of quality helpful information.

  Do not send your clients or prospects are sales pitches over and over again.  They will simply get irritated and requested be removed from your list.

If you don't have an auto responder for your e-mail service, go sign up for one here.
It’s a simple process and its dirt cheap. Somewhere around 20 dollars per month, for an EXCELLENT email service. From there you can put a name and email address form on your website to capture leads there, and you can input leads as they come in so you follow up with prospects virtually for free.

(If you have any questions or problems getting signed up for aweber, just let me know at support@insurancemavericks.com)

    So the secret to making really big money with marketing is to capture contact data from all prospects that contact you, and then follow up with them forever!

In closing, we want to bring it all together for you. 

First, you need to identify your position in the marketplace. This is the FOUNDATION of everything else that comes after. 

Then you need to determine what your Unique Agency Selling Proposition is. What is the clear statement of how your product or service is unique and beneficial to the user?

Follow the process outlined and implement. To have the idea and not implement is the same as never having the idea.

This Sounds Like Too Much Work!

The honest truth is…it is a TON of work. I’ve done it myself, done it for clients, done it for my members, and it’s tough.

You need to study, dedicate time, and use the old trial and error method and spend money to figure it all out.

That’s why we we’ve created the ALLIANCE program. The ALLIANCE is a group of agents and advisors that get all this stuff done for them. We give you different positions you can use, done for you referral newsletters, done for you marketing pieces, plus ongoing support to help you implement it all.

Go check it out at www.leadmavericks.com
This is the way to jump start your business. Stop wading around in the mud, get on the freeway and speed to the money, leads and lifestyle that you want.

We look forward to seeing you on the speedway!

To more leads, money and lifestyle,

Brett Kitchen And Ethan Kap

The Insurance Mavericks

PS. You can try everything we’ve mentioned above for just $25 bucks at www.leadmavericks.com! Go check it out now.

From time to time I post on forums on the web; here are some comments that have gone back and forth. Some of them are stupid, some are good. Of course my writing is what you should pay the most attention to � INCLUDEPICTURE "http://www.insurancemarketingmaverick.com/wp-includes/images/smilies/icon_smile.gif" \* MERGEFORMATINET ���


Here goes:


Another thing you might consider is creating leads through actual direct marketing.


The great thing about getting leads through direct marketing (i.e. effective direct mail, joint venture mailings, endorsed mailings, cross selling other agents books, yp’s and magazine ads) is that your positioning is much better.


The phone is inherently a poor positioning device. In this biz, good positioning changes the entire sale because now instead of being a peon begging for business, you’re a trusted advisor. It all begins with WHO they PERCEIVE TO INITIATE THE CONTACT.


The phone stinks because instantly people know you contacted them. But using effective marketing, it makes THEM contact you. They request info from you, and now, even though you initiated the first contact, their perception is that THEY are initiating the contact.


Much easier to close the deal that way.


Beach Broker�Insurance Marketing Maverick


———


Reply:


Much of what you say is true, but unfortunately, most agents do not have the budget to actively pursue a complete direct mail campaign. With a 2% return at best, you would have to do many mailings and on a consistent basis to really receive the desired effects you speak of. 


The rule is a potential customer must see your ad 7 times to have it sink in and initiate contact with you. Direct mail and print advertising can be very effective… it is tried and true… if not, our Sunday newspapers and mailboxes would not be chock full of ads from every known business to man. This being said, most agents who go the direct mail or ad route do not maintain the campaign long enough to have the desired effect they are hoping for.


So, I agree with most of what you said in your post (very good first post by the way for once) except for “the phone stinks”… Not true! Yeah marketing by phone has gotten a black eye in the past due to abuse, and mainly abuse toward seniors, but the phone is here to stay in marketing. Here's a better idea… how about using a scrubbed list for your target clients (if consumer, not necessary if business), do your direct mail campaign, and then follow up with a phone call.


Best of both worlds and much more effective. If anyone needs an effective list, my company can supply you with any list you desire, or simply do a Google search. Make sure you deal with a trustworthy list broker… it’s ok to use “raw” data in a predictive dialer for B2B but not if you are using the list for direct mail as well. Quality matters.


Cheers


——–


My Reply:


Okay, Okay, so maybe the phone doesn’t “Stink”. I totally agree that a combo punch with mail, phone, email and any other media possible is the BEST and MOST SURE way of making money. 


This is the beauty of building a list of interested prospects, which is really what advertising should be designed to do. Get people to contact you, close the ones you can, and then keep nurturing the rest until they buy.


I’ll reply to two previous posts here;


First about the fact that people need to see something 7 times before responding, and secondly some samples of how to position yourself effectively.


I have to admit, I’ve used auto dialers, I’ve used telemarketers, I’ve used magazines, mailers, etc. Probably just like all of you.


I’ve personally experienced (and seen many other agents go through this as well) that getting people to initiate contact with you does not take 7 repetitions if it’s done correctly.


Most advertising sucks, that’s why it doesn’t work…and that’s why it might take 7 times to get people to respond. But bad advertising might take 20 times or more to get a response. So the problem is poorly done advertising.


—–�How do you get people to contact you? Through good advertising.


The best and most effective way is direct mail. Unfortunately it can be pricey, but of course it’s all about ROI, not upfront costs.


I’ve done mailers before that return 17 to 1 FIRST YEAR commission (this particular product was a P&C product). I kept running that promotion for years.


The best way to create proper positioning is through expertise. Think general practice doctor vs. heart surgeon. The heart surgeon makes 4 times as much, probably works fewer hours, and NEVER even gets asked about his prices.


Of course, he’s the expert, no one will question him on that, and he’s got a list a mile long of patients.


One way to create expertise by authoring consumer advisories, and offering them in your marketing, or even on your auto dialers, that’s how to get people to contact you the FIRST time they see you, not after try #7.


Beach Broker�Insurance Marketing Maverick


———-


Another reply


This is something of a basic marketing error. Being seen as an expert in a commodity product isn’t the same as an expert in a highly skilled product (i.e., heart surgeon). Heart surgeons aren’t asked price simply because the answer would cause another heart attack! In reality, you usually don’t have a choice about the procedure, and insurance is covering it (or you do ask price). 


Now, you can definitely do things like offer a free report, and have people call you to get it. This has been discussed several times on here. It does work, but you compete against a lot of others doing the same thing.


You can offer a free something, if your state allows it. Most do if you provide it based on getting a quote, not making a purchase.


But to this day, I’ve never seen a heart surgeon offer a free report entitled “12 ways to survive after your triple bypass”, or “5 free lottery tickets with heart transplant quote”. � INCLUDEPICTURE "http://www.insurance-forums.net/forum/images/smilies/biglaugh.gif" \* MERGEFORMATINET ���� INCLUDEPICTURE "http://www.insurance-forums.net/forum/images/smilies/biglaugh.gif" \* MERGEFORMATINET ���� INCLUDEPICTURE "http://www.insurance-forums.net/forum/images/smilies/biglaugh.gif" \* MERGEFORMATINET ���


Dan


——-


BB:


Positioning is a marketing mistake? 


Hmm, I’d be careful about making that statement…�Positioning is the MOST important thing you can do.


Sure the doctor is a simplistic example. It does take a little brain power to position you as an expert in a commodity business.


That’s why so few people do it.


The free report is probably the weakest of all positioning tools, because it’s so easy to create.


If you are serious about it you’ll create several free resources for your prospects.


Video is one of the best ways to do this online; it has more entertainment value and perceived value.


The best positioning tool is a book. You can self publish a book in no time flat. Just record yourself talking about the subject for an hour or two, get it transcribed, and then have it printed.


Now you’re an author and that’s expert status instantly.


Regarding the remark about doctors pricing… again this is an EXAMPLE. Just because it’s harder to do in a commodity business, doesn’t mean it doesn’t work.


Like I said, it does take some effort, and most agents won’t take the time to do it. But that makes it all the more profitable for the ones that do!


Beach Broker








Here’s a post from a forum I contribute to. I’m getting more and more questions about this stuff, so I thought I’d share with you the question and the answer I gave.


On the forum that this came from the previous posts were saying how much they love postcards, and that letters get tossed before they even get a chance to get opened. That’s what some of my comments below reference.


Here you go…


Hey Beachbroker,


What I would add to you is that I respect your opinion on the letters - but any letter that isn’t obviously pertinent goes straight to the shredder at my house. I was thinking of doing a DM campaign with a large, heavy stock piece (maybe folded to keep post down) that is eye catching enough to make an impression in those precious seconds from the mailbox to the trash can or shredder. What are some "call to action lines" or headlines that you have used successfully? What kinds of stock photos - shocking pics or warm fuzzy’s? Would you do a joint health and life campaign? I know that you guys are running a business but I thought I’d ask...


My reply:


Marc, no problem on the question. 


I’ve had a lot of experience in this area.�Blanket statements like “Postcards are best” is not the best advice in the world � INCLUDEPICTURE "http://www.insurance-forums.net/forum/images/smilies/smile.gif" \* MERGEFORMATINET ���.


Of course it takes testing. For some offers postcards may prove betters, sometimes self mailers, and sometimes letters.


I’ve had much more success with self mailers than postcards, and I mailed to the exact same list multiple times. What does that tell me?


Hmmm, not hard.


I can assure you that most people never use letters the way I’ve described, and so they can’t say whether they are effective or not, can they?


There’s a couple of ways to get your mail opened. There is a long line of data and statistics pointing to letters as a better way to get response than postcards, but for your question specifically, I’ll address that.


What is your target’s biggest PROBLEM when it comes to what you offer. Is it too expensive? Too complicated? Scary? Confusing, Frustrating?


After you have identified what you most often hear in terms of a problem, (from your clients) then turn that into a headline.


I’ll use price because that tends to be a popular way that we agents sell ourselves.


“How A Legal IRS Loophole Allows Angelina Jolie To Save 27% on Her Health Insurance Premiums…And You Can Too!” OPEN TO LEARN MORE…


Then I would go into how the IRS allows business owners to write off 100% of their health and dental insurance premiums.


Why Angelina Jolie? 2 REALLY good reasons. (She’s a business owner of some type so that’s the tie in.)


1. She’s a hot superstar and you can put her picture in there to capture attention.


2. She is in a movie right now that is doing a ton of marketing, and you’ll be able to leverage their marketing to enhance yours.


Now you will show them how they can set up a company that will only cost them $12 per year to maintain and it will save them hundreds, even thousands in taxes over the course of the year, or several years. (of course hypothetical, but you get the idea.)


Another example headline would be “How Savvy Americans (use your specific city for a better effect) Are Beating The Skyrocketing health insurance Costs.” Open to learn more…


Also, have you downloaded the 100 Power Headlines and 32 Great Headline Templates from our video site? � HYPERLINK "http://www.insurancemavericks.com/video" �www.insurancemavericks.com/video�


If not, it will be a great help to you, watch the video on Copywriting for maximum lead attraction or (maximum response), put in your email address and go download the tools. 


Don’t worry, I’m not going to spam you. But I am giving a lot of value, and I need an email address to update people on the new content we put up. (For those who are offended…don’t do it.� INCLUDEPICTURE "http://www.insurance-forums.net/forum/images/smilies/smile.gif" \* MERGEFORMATINET ���)


Hope that helps,


Beach Broker








Now if this sounds like a lot of work…it is! There is some Good News though.





You can get the shortcut by getting it Done For You. And whats even better you can get it for a FREE TRIAL. Just go to � HYPERLINK "http://www.leadmavericks.com" ��www.leadmavericks.com� to learn more.
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