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PROSPECTING - THE GREAT DILEMMA 
 
Here's the scenario. We each worked hard on all the folks we knew early in our career. 

We were relatively friendly and knowledgeable so our friends referred us to others - 

and so on, and so on and so on... 
 
After some time we became so busy that we couldn't do all of our own service for our 

clients and we hired administrative assistants or service representatives. The business 

kept on growing.  
 
Eventually we became an "agency" instead of just an insurance agent with help. When 

times were good we continued to network to our friends and clients and gained more 

clients that way. When some of them sent others to us, we felt on top of the world --- 

and we started to relax a little. 
 
We spent less time out of the office with our clients and more time "handling" 

problems (that our employees wouldn't or couldn't do without our involvement). Soon, 

we were "managers" and only saw our clients casually, socially or at renewal time. 

After all, that's the important visit, isn't it? 
 
We forgot that what made our clients comfortable with us were the relationships they 

had and the comfort they felt with us handling their insurance - not our once-a-year 

visit bringing them news of their premium changes for next year. 
-------------------------------------------------------------------------------------------------------- 
An alternate track to our current prospecting dilemma was the son of the agent who 

came into a fully developed business. He saw a building full of employees and a 

practice full of clients. Either dad wasn't working as many hours as he used to and was 

spending his working hours in the office or with company people instead of devoted to 

clients, or he was working the hours and "Sonny" was really needed to control the 

automation, the staff and the management of the agency. Sonny never learned the 

relationship building skills that his father (or grandfather) learned in order to simply 

survive. Sonny works hard, but thinks the business of the agency is processing and 

controlling personnel and workflow. If he has become a people-person, it was through 

managing underwriters and company personnel to desired results in support of the 

agency's future. 
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-------------------------------------------------------------------------------------------------------- 
What each track of agency owner above forgot is the "relationship" side of prospecting 

and of client management. Yes, it is certainly important to process client transactions 

properly and quickly. And, yes, you must be the manager for your employees. But they 

don't pay your way - the customers do! 
 
Prospecting is best done proactively, by the agent, not by a telemarketer or staffer 

sending letters or cards, consistently over time and with the end-in-mind of building 

friendships and relationships. 
 
Only the rare agent feels comfortable speaking to people he doesn't know about the 

subject of insurance. Isn't it funny that we can easily strike up a conversation about 

golf, the local high school or a college sports team or even the state of the economy, 

but we feel uncomfortable discussing insurance with strangers. Why? 
 
Because insurance is like death, inevitable, but not sought out. It is a cost, not a benefit 

of business and is the only thing we buy that most of us don't want to USE. We don't 

like paying our money for something we don't use, but the alternative is even less 

attractive in stress, time and money lost. 
 
So what's the solution? Like good doctors, we must be friendly, form relationships and, 

while everyone knows that what we do and that we are very competent and successful 

doing it, we don't flaunt or "sell" it (insurance) ---- EVER!!! 
 
I met a car dealer at my barber shop recently. He was in the next chair and we talked 

sports. His profession only came up when my barber thanked him for his help selecting 

a car. Then the conversation turned back to sports. I found myself asking him questions 

and "using" his knowledge because of his competence and his complete lack of selling 

process. He responded in a friendly manner and offered help even though my issue was 

not with a car that he sold. I was impressed, took his card and gave it to my associate 

who had an issue with a vehicle. 
The end result was a vehicle transaction for him a few months later and my thanks and 

further referrals because of his treatment of my friend. 
 
That's how we must be! However, we must make sure that everyone knows what we do 

and also that we are successful doing it. Who wants to deal with someone who isn't 

successful in a role he's had for many years? Most 'laid-back' agents forget this second 

point. Friendliness isn't just being nice. It's being nice in the context of our profession.  
 
We have a client who has been socially and civically active for over 15 years. But 

besides knowing that he's an agent, the subject of his helping his associates with free 

advice about their insurance needs never arose - on purpose. Our client thought it 

would be an imposition for him to offer his help - that it in some way demean the 



relationship. However, he always dealt with clients in their own profession. He realized 

its only good business practice to use clients' businesses for his own business needs. 
 
Our client's misplaced sense of pride and gentleness actually worked against him in his 

business. His social and civic relationships bought plenty of insurance and had the 

problems that are normally associated with our complex discipline. They just never 

thought of coming to HIM for help because his professional status never arose in their 

conversations. 
 
It is a sensitive balance between relationship building and the offer of your services as 

an agent - with one notable exception. 
 
It is perfectly correct during your regular visits to clients reviewing their insurance 

program to request referrals to other business owners or individuals that your clients 

may know need insurance assistance. The wisest and most successful agents learn and 

teach every relationship manager in their agencies to ask every client once each year if 

there are others that the client knows who could use the services of a professional agent 

like him. It is not "begging" or "hat-in-hand". It is reminding the clients that they found 

you through their peers and friends and that you enjoy similar relationships through 

continued referrals. 
 
The two things that you need to bring away from this article is 1) that "selling" is the 

domain of the high pressure salesman, not of the insurance professional, and 2) that 

growth comes from referrals from existing clients much more than from marketing 

programs and advertising. But if you don't ask, they never think of you in that light. 

Some will refer to you as a favor to a friend. Others will refer to you as a favor to you. 

But fully half of the clients you ask regularly WILL end up referring clients to you. 

That's how you can grow throughout your career. 
 

 
  

 
  

 

IT'S NOT HOW MUCH YOU KNOW THAT 

MAKES YOU SUCCESSFUL --- IT'S HOW WELL 

YOU COMMUNICATE 
  

Agency Consulting Group, Inc.'s GPP Analysis (Growth, Productivity, Profitability) is 

our normal first intervention with every agency who asks for our advice. In a few days 

we can normally analyze sales, staff, management, financials, book of business, 

carriers, marketing and strategic development issues that define current and future 

growth and value initiatives for agencies whose primary goal is to grow and prosper. 
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As we conduct our interviews and analyze the agency's data sets, we find that 

experience of the agency owners and staff define the agency's abilities but that 

experience, alone is more a measure of knowledge than it is of wisdom and the 

agency's growth capability is much more reliant on how much and how well the owner 

and staff communicates with clients and carriers and much less on how much 

knowledge is resident in the agency. 
 

If you are sitting in the office waiting for customers to call you with problems and 

opportunities, you will run out of both at some point in time. The agencies that grow 

regularly ALL seem to share a common thread --- steady communications with 

their clients and prospects. 
 

I'm sorry if you were searching for the next "silver bullet" but the fact remains that 

agencies that are talking to both people they insure and people they don't insure every 

week sell more insurance and grow faster and more profitably than agencies that don't 

reach out to communicate with their primary audiences. 
 

As we intervene deeper with our client agencies, we tend to get the same reasons and 

rationales for NOT communicating, "we are too busy to strategically communicate with 

our customers." Agents are rationalizing that they ARE in communications with their 

clients when those contacts are generated by the client instead of by the agency.  

 

However, when your client calls you there is always a reason and their goal is simply to 

get their issue resolved. When you contact a client or prospect it is your opportunity to 

prove your value to them, not simply to resolve a problem or issue. 
 

So while we would LOVE to help you develop your organization, fairly compensate 

your producers and your staff to make them more productive, create Strategic and 

Marketing Plans to grow your agencies and budget your agency to greater profit 

returns, we would rather you already have your Communications Plan well underway 

when we help you with the next steps. This requires two Paradigm Shifts from the 

normal customer activities in most agencies. 
 

PARADIGM SHIFT 1- Your primary job is communicating with your clients and 

prospects on a regular basis. You are NOT a "producer". You are NOT an "agent." You 

ARE a Relationship Manager. Once the sale is closed your job BEGINS - you must 

validate the relationship that you built with your new client. That can only be done by 

proving your value to the client as his Risk Manager. Your role is to make sure that the 

client's insurable assets are properly protected. This means that even after the sale is 

made, your role does not change - you must identify the clients' other insurable 

interests and show him how to properly protect them. You are NOT responsible for the 

client purchasing the protective devices you recommend but you ARE responsible for 

showing him what he needs and recommending proper coverage. 
 



PARADIGM SHIFT 2- Every prospect feels that insurance is a simple issue of cost 

comparison for like-kind policies. Most already know that they must have insurance, 

but they believe that all insurance is the same and the only issue is the cost to them.  

As a professional agent, you KNOW that to be false. Cost is important (to each of us as 

well as to our customers) but it is not THE MOST important issue within the insurance 

decision-making process. The most important role that you should assume for anyone 

who will become your client is to make sure their assets are properly protected. 
 

But the prospects don't know that YOUR MOTIVATION IS TO MAKE SURE THEY 

ARE PROPERLY PROTECTED. In order to convince the prospects that you are not 

just another price quoter, you must visit with them frequently enough for them to 

realize your value is beyond a quote device.  
 

Each of these Paradigm Shifts require multiple contacts to convince prospects and 

convince customers of your on-going value as their insurance professional. Have you 

or your agency scheduled contacts with each client several times each year to discuss 

their asset protection needs? If not, you are living off the clients' premiums and 

commissions but are reactive instead of proactive to verifying that all of your clients' 

assets are properly protected. 
 

As far as your time is concerned, 50% or more of your daily activities should be 

dedicated to communicating with either your clients or your prospects. These contacts 

are best done in person for clients and prospects that justify your or your producers' 

time. You have staff to service and administer existing client needs. But who besides 

you and your producers are available to touch your clients and prospects multiple times 

each year to build and maintain strong relationships? If they need insurance now, you 

are there for them. If not, your role is to remind the clients and prospects of the asset 

protection needs that they have and of the options available to them to solve any 

insurance problems they may have. You are their Risk Manager - Act like one! 

If you would like Agency Consulting Group, Inc. to create your marketing plan for 

both clients and prospects, call us at 856 779 2430 and we'll be happy to help you. 
 

 
  

 
  

    

THE 800 POUND GORILLA IN THE ROOM 
  

Three months ago we were in the midst of our best economy ever. We were looking 

forward to an entertaining, if not bitter, political season and business was NEVER 

BETTER. 

 

The Dow was registering new records almost daily and had reached almost $30,000. 

The market was optimistic as were the businesses that feed insurance agencies 

throughout the U.S.  
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Agency Consulting Group, Inc. was visiting agencies weekly and recording record 

numbers of valuations that reflected growing revenue and profits, even in agencies who 

had been stagnant or shrinking for years prior to 2020. 

 

Then, as if a bomb was dropped and a war started, a new virus was noted in China that 

spread to the rest of the world over a very short period of time and propagated in every 

country. Our national, state and local governments have reacted quickly but the 

response required to minimize the effects of the virus was as economically damaging as 

any war could be. 

 

The goal in the U.S. was stop the virus and to minimize loss of life. Countries that 

didn't follow our track, as extreme as it has seemed, are seeing high loss of life and 

growing casualties. We may see recessions or worse in some countries because their 

politicians are weaponizing the crisis instead of solving it.  

 

Unfortunately, even in the U.S, the treatment and the cure immediately damaged our 

business environment. The Dow has dipped to $20,000 and tens of thousands of people 

are out of work temporarily but shockingly affecting the economy. 

 

Meanwhile we hope that each and every agency is following prudent procedures to 

safeguard agency staff as well as keep in communications with clients. 

 

THIS IS THE MOST IMPORTANT MESSAGE OF THIS ARTICLE. IN ORDER 

TO FULFILL YOUR ROLE IN LIFE AS THE RISK MANAGER AND ASSET 

PROTECTOR OF YOUR CLIENTS ASSETS, YOU MUST BE IN CONTACT 

WITH YOUR CLIENTS IN THIS, CRITICAL, TIME. 

 

This is the time that you and your staff should be touching your clients (virtually) and 

offering to help them touch their clients and families in a safe manner to minimize the 

impact of this economic crisis to the end client, to your customer to your community 

and to your staff and families. 

 

If we are scheduled to visit you in the next few months we will call you and offer you 

unlimited remote service by phone, teleconference or video conference. We suggest 

you do the same for your clients.  

 

If we are not scheduled to visit you and if we can help re-balance your business, CALL 

US (856 779 2430). We stand ready to assist you in any way necessary to help you 

survive and serve your customers. 

 

Meanwhile we continue to be optimistic about the future of our business environment. 

Our leaders are (finally) coming together to fight the common, insidious virus that is 

affected us physically, psychologically and emotionally. Even at this early date we 

understand that medications have been found that can defeat the physical implications 

of the illness. Now it is up to us to attack the psychological and emotional impact that 

can so easily affect us, our employees and our clients.  



 

The response is for each one of us to become an OPTIMIST and pro-actively approach 

everyone with which you come in contact. Reflect the fact that business was never 

better and will return to that status within months, if not weeks, as the illness is 

balanced and defeated. 

 

We are not guessing or addressing the source or cause of the pandemic, just its 

solution. We cannot fix the world. Every time we try, we fail. But we can positively 

affect our families, our friends, and our clients and communities. Become a BEACON 

OF OPTIMISM for everyone around you. If you do, you will help accelerate the 

recovery. If not, you may not survive the crisis in the same mode as when you entered 

it. 

 
  

 
  

 

WHY USE A CONSULTANT FOR 

ACQUISITIONS? 
   

Joe was in the agency business for 25 years. His neighbor, John, was Joe's father's 

contemporary and had been in the business for 40 years. They knew each other since 

Joe was a boy and liked and respected each other. They were competitors, but the 

friendliest of competitors. 

 

John, at over 70 years old, lost his wife and found little reason to continue his business. 

He figured his business was worth $2 Million, twice the annual revenue he generated 

from commissions. That amount, along with his investments, would allow him to move 

nearer his children and grandchildren and live comfortably. 

 

He spoke to Joe and they agreed to simply sell John's agency to Joe for $2 Million 

payable over five years at a reasonable interest rate. 

 

Three years later a retired and reticent John calls us with a problem. Joe wasn't paying 

him anymore and when he contacted Joe, he found out that most of his clients were no 

longer insured and that Joe's agency staff hadn't retained much of what Joe bought from 

John. 

 

NOW, as Paul Harvey used to say, "Here's the rest of the story..." 

 

Joe was a maintenance agent. He never grew his father's book of business and was 

pretty much a hands-off agent, choosing to "manage" the book of business instead of 

selling and retaining client relationships. John was 'hands-on,' friends with every client 

until the day he retired. 
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John's business was tied to John as the key agent. His clients were his contemporaries, 

not Joe's and, while friends with John, didn't really like Joe, the 'know-it-all 

whippersnapper' as he was referred to around the town. What Joe never realized was 

that John's business was in decline with his clients dying and retiring. The younger 

generation sought other representation than John's. John and all of his staff were in 

their 70's when he retired. 

 

This situation was one fraught with danger, but not apparent to two friendly insurance 

agents who just wanted to perpetuate one agency into another. 

 

The reason you might want to use a professional consultant instead of buying, selling 

or merging your own business is because the due diligence, valuation and negotiations 

of Win/Win scenarios in agency perpetuation is the profession of the consultant while 

the professional insurance agent is supposed to be expert in the derivation of risk 

management products for his clients. 

 

No one would ever consider selling an office building worth millions of dollars without 

the guidance of professionals. No one would consider trying to cure one's own physical 

illness without professional guidance. But too many small business owners define the 

word, "small" as "simple". Insurance businesses are not "simple". You might face 

single product or niche market situations that defy the norms of revenue projection. 

You might face agencies similar to yours or similar to those with which you are 

familiar, but have financial anomalies or internal and client issues similar to John's 

above. You might be looking at mergers with banks or with organizations larger than 

your own. While you can hope for the best, Due Diligence is a better solution. 

 

There are products like the Agency Valuer, that will help you step through the process 

of agency valuation. The only problem is that you have to be financially astute to use it 

properly. We provide our Due Diligence Questionnaire to any Agency Consulting 

Group, Inc. client who desires it because the questions are rock-solid methods of 

analyzing an agency, yours or someone else's. But filling out the questionnaire doesn't 

imply evaluation of the data.  

 

Just as you can get a book about building a house, few of us would have the temerity to 

build one ourselves without professional help. Similarly, we encourage every agent to 

know how to value and how to conduct Due Diligence, but it makes sense to use 

someone with decades of experience doing so because he has the experience to 

understand any anomaly and has the unemotional detachment to cut a transaction loose 

if it proves to be less than valuable to one party or the other. 

 

Finally, the use of a professional consultant is important in the negotiation process. If 

two decision-makers face off in negotiations over a deal and they disagree, there is an 

impasse that cannot be overcome. However, if a consultant is involved, he can, 

understanding the disputes, go back to his client with the problems and a number of 

alternatives. The deal may not happen, but only if no further give-and-take is available 

to either party. 



 

Are deals made without consultants? Yes, every day. How do we know? We know 

because relatively high percentage have problems that will eventually require a court 

case to resolve during which both attorneys and consultants are kept quite busy untying 

the knots that the buyer and seller negotiated themselves into in their informal 

structures. 

 

Call us at (800) 779-2430 if you are considering buying, selling, merging or doing any 

type of organizational evolutions (cluster, Virtual Insurance Agency, JV with a bank) 

and we can talk you through it, offering our assistance if you need it. 
  

 
  

   

LEST WE FORGET! 
 

I believe there are more instances of the abridgment of the freedom of the 

people by gradual and silent encroachments of those in power than by 

violent and sudden usurpations. 
  
-James Madison          

          
  

 Click Here to visit the Pipeline Article Archive. 
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WHO'S READING THE PIPELINE? 

All of the mailing services claim to provide metrics of the readership of our newsletter. 

But, frankly, we don't believe them. 

We have an EXTENSIVE subscription list. We thank you for that. But is the newsletter being viewed 

or read? 

Please take a moment to let us know. 

Simply send an email to PIPELINE Editor at Arfien@agencyconsulting.com . We invite all of your 

comments. This will give us an unscientific presumption of readership. 
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