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INTRODUCTION
Sales is an essential element of an insurance broker’s job—at least any insurance broker looking to
grow their book of business. That means prospecting is a regular part of an insurance broker’s job,
and not always the easiest part of the job.
From perfecting your pitch to generating leads to overcoming objections, this guide offers tips to
help you succeed at every step of the sales cycle. Both newer and seasoned producers will find
value from this extensive guide, and agency owners will also find helpful tips to implement at their
agency to boost sales production.
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CHAPTER 1
FOCUS ON DIFFERENTIATION

The first step to successful prospecting is ensuring you’re not walking in the door with the same
pitch as every other broker. Not only are you competing against other brokers trying to win the
business, you’re also trying to convince the employer to fire their current broker—which means
you need to make a case for why the client should choose you over other options.
Your agency may already have a good understanding of what makes you unique, but if not, here
is a good exercise to go through:
•

•

•

Talk to your clients. Ask what is important to them in an employee benefits broker, and why
they chose to work with you. Dig deeper than simply “providing insurance” or “negotiating
rates.”
Use what your clients shared with you and what you know about your agency to make a list
of all the unique benefits and services you offer clients. Don’t include anything that is the
same as competitors such as “great service” or “been in business X years.”
Once you have a list of unique benefits and services you offer clients, you can focus on what
to market and promote during your prospecting efforts. Of course promote all your services,
but you want to emphasize the ones that make you different than competitors.

This isn’t necessarily an easy exercise, and may lead to some soul-searching for you
and your colleagues. You may even look into tweaking some of your client offerings
to ensure you are differentiating substantially from the competition. However, this is
an essential step to boost prospecting and sales efforts.
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CHAPTER 2
PERFECT YOUR PITCH

Once you know what sets you apart from the competition, it’s important to perfect your pitch.
Even if you’ve been giving the same sales presentation for years, there is still value from
practicing and getting feedback from colleagues. And if you’re a less seasoned producer, doing
mock presentations can be extremely valuable as you progress in your sales career.
Here are some tips for conducting quality mock presentations to help improve sales skills at
your agency.
•

•

•
•

Schedule time for self-development. Agency owners should schedule time for ongoing
learning and mock presentations on a monthly or quarterly basis for all producers, as well as
having a training and mentorship program for new producers. Individual producers should
schedule their own self-development time on a regular basis, such as regularly reading
sales blogs or watching videos from experts to learn and expand their skills.
Treat mock presentations like a real sales call. This applies whether it’s a mock cold call
or in-person meeting. All individuals involved in the mock scenario should avoid familiarity
or joking around, to help the person practicing get the most value from the exercise. It may
seem silly, but practice the specific attitude you will have during a real sales call, including
tone of voice, body language, confidence, smiling, etc.
Give honest feedback. The best way for each individual to learn and improve their sales
skills is to receive honest feedback during mock presentations and exercises.
Prepare for specific meetings. When a producer has a big prospect meeting scheduled,
talk through a strategy as a group in advance (perhaps at a weekly team or one-on-one
meeting), and potentially even practice that individual presentation to perfect it before the
actual prospect meeting. Preparation will only help producers succeed.
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CHAPTER 3

GET CREATIVE WITH COLD CALLING
Cold calling likely isn’t your favorite part of the job, but for most agencies, it is necessary to drive
leads and bring in more business. This section will first share some strategies to improve your
cold calling technique, and then some creative ideas to break out of the typical “cold calling”
box.

IMPROVE YOUR COLD CALL TECHNIQUE
It’s easy to become monotonous or even defeated-sounding when making dozens of cold calls
and getting dozens of “nos” or hang-ups—and that type of attitude isn’t going to sell anyone.
Here are some tips to stay focused and enhance your cold calling tactics.
• As mentioned in a previous section, practice cold calling with a mentor or colleague.
Whether you’re newer to the field or a seasoned producer, you can always improve your
technique through deliberate practice.
• Focus on keeping your energy high. You may want to invest in a good headset and stand
up or even walk around during your cold calls. Perhaps you need to sit or stand in front of a
sunny window or a bright lamp. Maybe it means listening to an energetic song or watching
a funny video clip every now and then. Figure out what works for you to keep your energy
and momentum, even on the days when you’re not hearing a lot of yesses.
• Give the same body language that you would if you were talking to the prospect in person.
Smile. Sit (or stand) up straight. Focus only on the prospect instead of checking your cell
phone or browsing the Internet. These simple things will come through on the other end of
the phone.
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CHAPTER 3, CONT.
GET CREATIVE WITH COLD CALLING

COLD CALLING ALTERNATIVES
Actual cold calling isn’t the only way to harvest leads. Consider these additional ways to
broaden your prospect base and step away from the phones for a bit.
•
•
•
•

•

Send targeted direct mail campaigns to top prospects. Get creative to make sure you get
their attention, such as sending a gift basket or other token.
Build an email list and provide educational material and valuable updates, rather than simply
sales pitches.
Use social networking platforms such as Facebook, Twitter or LinkedIn to connect with
prospects, build credibility and share valuable information.
Participate in community and charity events that offer opportunity to meet local business
owners. Work on building relationships in the community
to foster business that way.
Host seminars or webinars for business owners on
relevant topics (such as ACA compliance, for example).
This will position you as a trusted expert in your field and
bring in potential prospects.
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CHAPTER 4
PROVIDE VALUE FIRST

A great way to get a prospect’s attention is by providing something of value to them, such as a
timely news update or an educational article pertinent to their business. This strategy is giving
without asking for anything in return, while simultaneously demonstrating your expertise in
your industry. You may even be passively showing that prospect that you offer something their
current broker doesn’t. Here are some tips to put this strategy into action.
1.

2.

3.

4.

5.

Consider starting a blog. Blogging is a great way to share your expertise on a subject (such
as benefits planning, HR issues, ACA compliance, etc.) in your own words. Plus, blogs are
usually part of your website, making it easy for a prospect reading your blog to wander
around and learn more about your agency while they’re there. Finally, blogging on a regular
basis (at least monthly, or even weekly) can help your search engine rankings.
If a blog isn’t for you, don’t worry. Your first step is to find a list of quality, trusted resources
that you are willing to share with your clients. You may look at government websites,
industry publications and other reputable sites on the topics you want to share.
Use in your email campaigns. We spoke above about the importance of sending email
campaigns that share value rather than just selling. Use either your blogs or the information
you’ve gathered as content in your email campaigns to prospects. Let them know you
thought the article would be beneficial to their business, and to call you with any questions.
Feed your social media. If you’re on social media, or thinking about it, you may be
wondering what to post. This is it! Think of your social media account as an informational
hub for clients and prospects to stay informed and learn about pertinent employee benefits,
HR and compliance information. You’ll begin to establish yourself as an expert in the mind of
those prospective clients and widen your prospect base.
Selling is your last step. Once you’ve built up a strong social media presence, and sent
several beneficial emails to a particular prospect, that’s when the selling begins. In some
cases, prospects will reach out to you directly because they will be impressed by the
information you are providing (that their current broker may not be). In others, once you’ve
established that trusted reputation, it’s a good time to ask for a meeting (via email) or lightly
promote your services (via social media).
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CHAPTER 5
TAILOR YOUR MESSAGE

One of the most effective ways to create prospecting success is by tailoring your message to
your individual prospect. Whether during a cold call, mass mailing, or in-person meeting, your
prospect doesn’t want to feel like they are a generic employer to which you are pitching a
turnkey message. Employ these strategies to tailor your message to your prospects and make
them feel understood and valued:
1.
2.
3.
4.
5.

Divide your prospect list into targeted segments. For instance, you may be able to segment
your list by group size, location, pain point or other unique characteristic.
Once you have a list broken up into smaller segments like this, you can cold call or send
mailings to these lists with specific messaging based on those characteristics.
Research your prospect before making a call or having a prospect meeting. Find out who
their current broker is, and as much as you can about their company.
As you begin talking to your prospect, ask questions to continue learning, such as their
company goals, their benefits plan history, why they chose their current broker, and more.
By the time you’ve reached the final presentation, you’ll have gathered plenty of specific
information about your prospect; be sure to incorporate that into your presentation to tailor
your pitch to the prospect’s needs and challenges.

Budget-Based Benefits: A New Approach to Renewals | 9

CHAPTER 6

PUT PRESSURE ON THE INCUMBENT
As we mentioned earlier, your goal in pitching a prospect is to convince them that you are a
better choice than their current broker. What’s the best way to do that? Put the spotlight clearly
on where their current broker is falling short—and where you can offer better solutions. There
are opportunities to do this throughout the sales cycle.

DURING THE COLD CALL/INITIAL PITCH
When trying to get in the door, whether via a cold call, mass mailing or simply a conversation at
an event, your first goal is to pique the prospect’s interest enough to take a meeting with you.
Targeting the incumbent is a good way to do this, asking questions like:
• Does your current broker provide X for you?
• Were you satisfied with your most recent renewal?
• Are you confident in your company’s compliance with ACA and how does your broker assist
with that area?

DURING A MEETING
Once you’ve gotten in front on the prospect, whether
it’s your first meeting or your final presentation, keep
the pressure on the incumbent broker. Continue to ask
questions about what the incumbent is providing, along with learning about their company
as discussed in the last section. Then, offer solutions that meet the needs they’ve laid out
and fill the gaps you’ve identified in their current broker relationship. Remember, it’s your job
to convince the employer to fire their current broker, so you need to give them a compelling
reason to do so.
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CHAPTER 7
OVERCOME OBJECTIONS

One of the most uncomfortable parts of sales for many is handling objections. It can be easy
to concede when a prospect objects, but a skilled salesperson knows how to overcome many
common objections. Here’s what you should know.
1.

It starts with practice and preparation. Yes, we’re going back to our first strategy again. The
best way to handle objections is to anticipate them and practice how to overcome them.
And the best way to do that is through mock sales calls and presentations at your agency.
In addition, handling objections should be discussed during monthly sales meetings, so
producers can share the objections they’re getting in the field, and everyone can discuss
the best way to overcome them.
2. Focus on the benefits and ROI. One of the best ways to overcome objections is to keep
the prospect focused on the benefits and return-on-investment (ROI) to them. You’re asking
them to fire their current broker, with whom they may have a long-standing relationship with.
Keep their focus on the benefits you offer (that their current broker doesn’t) and how it can
benefit their business in the short- and long-term.
3. Make it easy on the employer. The employer may be concerned about the hassle of
switching brokers, or the time to learn your new HR system, or whatever other administrative
challenges could await. Make sure you emphasize that a transition would be as painless as
possible—while still focusing on the benefits to the employer.
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CONCLUSION
Prospecting may not be the easiest part of the job, but there are many strategies and
tactics to improve your sales prowess, whether you are newer to the industry or a
seasoned producer. Agency owners should also consider implementing strategies from
this guide into weekly, monthly and quarterly sales meetings, as well as training and
mentoring initiatives, to improve sales skills throughout their agency.
As an insurance broker, it’s important to be clear on your message, practice your sales
skills and focus on a wide variety of lead generation tactics. In addition, you want to tailor
your message and provide value to the prospects rather than focusing just on a hard sales
pitch. And finally, as every good salesperson knows, when you get to the end of a sales
meeting: always ask for the business!
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ABOUT DYNAMIS
Dynamis was founded in Milwaukee, Wisconsin by insurance brokers. Unsatisfied with
the traditional spreadsheet-based plan models, static reports and three-ring binders, the
founders sought a way to engage employers in an interactive way.
The Dynamic Plan Designer was the result of hundreds of hours of interviews with agents,
producers, account managers and most importantly, employers. CEOs, CFOs, HR leaders
and benefits managers all agreed that annual meetings with their group health brokers
were frustrating (to say the least). They helped design an interactive method to provide
competitive health care coverage at affordable rates — all in one meeting.
Through the Dynamic Plan Designer, Dynamis drives collaboration between brokers and
their clients, cementing each and every customer relationship. The Dynamic Plan Designer
rapidly models innovative benefit plans in a clear, visual format that’s easily understood
by customers. By doing so, on-site decision-making becomes the standard, positioning
the broker as an indispensable asset to the customer’s business. Employers will never go
back to the spreadsheet method after working with a Dynamis broker.
Dynamis works with leading brokers throughout the country, helping them grow and retain
their books of business by finding the most effective plan designs for their employers.
Learn more at http://www.dynamiscorp.com.
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support@dynamiscorp.com

877.511.7944

dynamiscorp.com

