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The Innovator’s Edge: Sales 2.0
Introduction: 

In 1970, my father began his career as an insurance agent 
with Prudential  He learned about the products, how 

to present them to prospects, and what to say if a client 
objected  Those were the only tools he needed to succeed  
That system was proven and worked for decades 

Over the past 40 years, our industry has evolved  You can’t 
succeed using only the tools my father had  Not only has 
technology changed in the past 40 years—our customers 
have changed, too 

In the first book of this series, I talked about Customer 2 0  
Our customers are the heart of what we do  We’re helping 
them protect their families, their assets, and their futures in 
a world where nothing seems certain anymore  If the way 
our customers shop has changed, we need to make sure we’re changing 
with them  

If you’ve already read the first book, you have a better grasp of what Customer 
2 0 wants and expects from an insurance agent  But knowing what they want 
and actually providing it are two different things  In this book, I’ll show you 
how to translate your knowledge of Customer 2 0 into a new way of doing 
business—Sales 2 0 

As I go over the basics of Sales 2 0, I’ll introduce you to the single most 
important tool you can use to implement all the concepts I discuss:  Insureio  
Insureio is a next-generation customer relationship management (CRM) 
software system that allows you to spend more time selling and less time doing 
paperwork  Pinney Insurance has partnered with Insureio precisely because 
this system brings you all the tools you need to succeed in managing—and 
mastering—Sales 2 0  

Throughout this book, I’ll be highlighting specific ways Insureio can help you 
do exactly what’s required to succeed in Sales 2 0  Watch for the blue sidebars 
throughout this book  At the end of the book, there’s a special invitation for 
you to claim a free 30-day trial 
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The competition in our industry changed forever with the rise of online 
direct marketers  The focus shifted from the value of an agent to the value 

of our products—specifically, pricing and underwriting  If agents had value, 
it was in their degree of online visibility  But we can’t control the prices of 
the policies we sell, and we can only do so much to control online visibility, 
thanks to Google’s constant algorithm updates, as well as the proliferation of 
black hat SEO techniques and web spammers  So what can we do? We can 
get better at communicating with Customer 2 0  If we offer a relevant and 
engaging message, things like pricing and underwriting matter less than the 
value we bring to our clients and prospects 

Chapter One

Sales 2.0 Starts with 
Customer 2.0

“It is not your customer’s job to  
remember you. It is your obligation 

and responsibility to make sure they 
don’t have the chance to forget you.”  

 – Patricia Fripp

http://www.twitter.com/PinneyInsurance
http://www.linkedin.com/company/pinney-insurance-center-inc
http://www.facebook.com/PinneyInsurance


If you read the previous book in this series, you already know you have a 
limited window of opportunity to reach today’s customer as they shop  
Today’s consumer does a lot of research before deciding to buy—this is a 
departure from the pre-Internet buying cycle, when it was your job to educate 
the customers who approached you  

Before they make contact with you, your future clients have researched life 
insurance on approximately ten other websites, according to Google’s ZMOT 
Handbook  “ZMOT” stands for the “zero moment of truth”—the online decision-
making moment that may (or may not) convince a shopper to buy from you  

At the many other sites they’ve visited, they’ve already searched for product 
information, reviews, pricing information, and more  This means that the first 
part of Sales 2 0 happens before you ever make contact with your customer  
To reach Customer 2 0, a strong web presence is mandatory   But what should 
you say and do to create that web presence? First, you need to listen and 
learn 

Offer Customized Messaging

Having a web presence doesn’t do any 
good unless that presence sends the right 
message  As you listen and learn, the goal 
is to find out who your customers are as 
individuals  Only then can you begin to 
address specific pain points in their lives  
You want your messaging to match up as 
closely as possible with those pain points 

For example, Customer 2 0 doesn’t have 
time to read generic email blasts that may 
or may not apply to their personal situation  
The best way to get their attention is 
to know the exact questions they’re 
asking—and present a concise answer 
that explains why your solution will work 
for them  If you can’t do that, you’ll lose 
their attention, possibly for good 

You might be thinking, “But I already have 
my marketing in place   Every September, 
I participate in LIAM  Every February, I 
participate in Insure Your Love  Every May, I talk about disability insurance ” 

Marketing to Customer 2.0
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Insureio Tip:

You can avoid sending generic 
email blasts by using Insureio’s 
tagging feature  Create an un-
limited number of tags that help 
identify client needs, from health 
information to personal data, mar-
keting preferences, and more  
This gives you the ability to send a 
customized email to only the con-
tacts who would find that email 
valuable  It’s the simplest way to 
segment your client database and 
send relevant marketing emails 

https://pinneyinsurance.com/docs/Insurance2.0_Insurance-Sales-in-the-21st-Century.pdf
https://twitter.com/PinneyInsurance
https://www.linkedin.com/company/pinney-insurance-center-inc
https://www.facebook.com/PinneyInsurance


You don’t have to stop doing those things  What you do need to do is expand 
your platform so that it’s more consumer-driven than calendar-driven  Let’s 
take a closer look at why so many traditional sales and marketing processes 
don’t work well with Customer 2 0’s shopping habits 

Shift the Marketing Timeline

In the old days, marketers controlled everything about the sales process   
They conducted research (usually in focus groups) to tell them what people 
thought about the products they sold or wanted to sell  Based on that 
feedback, they developed a host of marketing materials to launch or promote 
that product  This included print, radio, and TV ads, and later, website content  
Each event in the marketing campaign had a specific launch date, and when 
the entire campaign wrapped up, the marketing team and sales team could 
work together to figure out how well the campaign had performed 

But campaigns are less and less effective when marketing to Customer 2 0  

Why? Because they happen on your timeline, not theirs  

David Meerman Scott, author of The New Rules of Marketing & PR, explains 
why campaigns are no longer the way to reach Customer 2 0: “The old model of 
marketing built on a company timeline doesn’t work so well, but after decades 
of ‘campaigns’ planned way in advance, 
it’s difficult for marketers to change to a 
mindset based on speed…Success comes 
from engaging your buyers when they’re 
ready, not when it’s convenient for you” (20 
Must-Know Marketing Trends & Predictions 
for 2013 & Beyond, HubSpot)  

Your first question is probably, “Okay, but 
how do I know when my buyers are ready?” 

There’s no single answer to this question, 
since every buyer is ready at a different 
time  

For the purposes of exploring Sales 2 0, 
let’s assume there’s always a buyer ready to 
start the conversation about life insurance  
What can you do to make sure they engage 
with you and not a competitor?

You have to give them what they want… 
or do you?
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Insureio Tip:

Building marketing campaigns 
in Insureio is fast and easy: 

1  Create a new email (or use one 
of Insureio’s built-in templates)  
2  Add one or more emails to a 
new campaign 
3  Enroll a client or prospect in a 
campaign  

Standard and Professional users 
have access to pre-built market-
ing campaigns they can turn on 
with just one click 



What Customer 2.0 Wants
Customer 2 0 has specific needs that aren’t met by the sales practices used 
today  The problem is that what consumers say they want and what they really 
want are two separate things  They say they want “low prices” and “great 
service”—two goals that are often mutually exclusive  In fact, according to 
Bain & Company, 80% of big companies say they deliver “superior” customer 
service, but only 8% of customers agree  

What can we do to make sure we don’t fall into that enormous gap? We have 
to focus on what consumers really want, and that’s value  

Defining “Value”
Here are two examples I use to illustrate the concept of value:

1. Grocery store checkstand merchandise. How many times has this 
happened to you: you’re standing in line at the grocery store, and you 
see something you want  It might be a piece of candy, a bag of chips, 
a soda, or just a bottle of water  You know it’s an impulse buy, and you 
know the store selects the items to show you very carefully, hoping to 
entice you to spend an extra couple dollars  Still, you’re there and you’re 
hungry (or thirsty)   To you, the purchase has value  It provides you with 
what you want when you want it, which makes the purchase worthwhile 

2. Moissanite. Moissanite is almost identical to a diamond  In fact, the 
sparkle and clarity of Moissanite often exceed that of a diamond  These 
gems cost far less than a diamond, yet diamonds are advertised and 
sold far more frequently than Moissanite  Why? The strength, clarity, and 
quality are all similar, but it doesn’t matter  People feel the purchase of a 
diamond has value 

Consumers want value in everything  In its absence, things become 
commodities, and only then do consumers decide based on price and service  
We have to be seen as providing that value or Customer 2 0 walks away  In 
fact, the American Express Global Customer Service Barometer tells us that 
two in five consumers are ready to abandon a transaction or skip a purchase 
because of poor customer service 

Even customers who say they’re only shopping based on price may change 
their minds once they understand what’s truly valuable about your service   
That’s our challenge in today’s marketplace  We have to shift our sales 
techniques to broaden the conversation from pricing and underwriting to the 
overall value we provide as their lifelong financial advisor 
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What Customer 2.0 Needs
Customer 2 0 needs to hear how you can be of value to them  Keep in mind, 
that’s not a sales pitch about your agency or the carrier you represent  Those 
things aren’t important to them because it’s all about you  Consumers need 
the marketing and sales process to be about them  As Don Crowther says, 
“People want to do business with you because you help them get what they 
want  They don’t do business with you to help you get what you want ”

One way to show them you’ll help them get what they want is to say, “If 
you hire me, I will help you define your personal financial goals and create 
an uncomplicated plan to achieve them  I will help you along the way and 
recommend any course corrections needed as your life changes ” Notice I 
didn’t say anything about the “how” or “what” of accomplishing this, or about 
myself  I didn’t mention a product or 
service or give them a brochure  None of 
that matters until what I “do” matters, and 
what I “do” doesn’t matter until I make it 
about the client  

This is completely different from Sales 
1 0—the way we used to do business  
It’s no longer a good strategy to begin 
a sales conversation with the types of 
policies you offer, or statistics that show 
more consumers are buying IUL than 
ever before   It’s also not a good strategy 
to tell prospects that you volunteer in the 
community, or that you’ve helped 500 of 
their friends and neighbors  That’s still 
about you  It has nothing to do with them 

3 Ways to Add Value

In their ZMOT Handbook, Google shares 
the results of an exhaustive study on the factors that affect an online shopper’s 
decision to buy  In that moment of decision-making, what they find can 
encourage them to buy from you, or turn them away forever  Google researchers 
offer three key ways for smaller companies to distinguish themselves from 
their competition  Although this advice is aimed at marketers, it has deep 
relevance for us as insurance agents trying to reach Customer 2 0:

1. Loyalty. How can you show a prospect you’ll care more about them than 
another agent? What kind of personalized interactions can you offer? Do 
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Insureio Tip:

Marketing and Agency Man-
agement subscribers gain ac-
cess to their own customized 
e-marketing websites  The 
home page will feature your 
name, photo, contact details, 
and a welcome message  
Use your welcome message 
to make what you “do” about 
them   This is prime online real 
estate you can use to deliv-
er exactly what Customer 2 0 
needs to hear 



you have testimonials from long-term clients who can show how you’ve 
stood by their side, helping them redefine their financial plan as their life 
circumstances changed?

2. Convenience. Customer 2 0 is busy  How can you take up less of their 
time while still providing the value they’re looking for? Can you offer 
video conferencing instead of face-to-face meetings? Can you send texts 
instead of voicemails? How many clicks does it take for a prospect to get 
a quote on your website…and can you reduce this number?

3. Specialization  Professor David Bell of the Wharton School uses the 
example of DollarShaveClub com to illustrate this principle—and this 
company has fantastic commercials, if you haven’t already seen them  
DollarShaveClub com chose one product, one delivery method, and one 
price point, and became instantly memorable because of it  Of course, 
insurance is different—there’s never going to be just one product or just 
one price point   
 
But we can take a page from 
DollarShaveClub com’s playbook  
Instead of advertising yourself as an 
insurance agent, can you promote 
yourself as a “retirement specialist”? 
Someone who can help parents use life 
insurance to fund a child’s college fund? 
Someone who helps small business 
owners protect their businesses with 
buy-sell agreements? Someone who 
helps prospects with a particular 
health condition get insured? Finding 
a specialty and carving out a niche for 
yourself is a great way to provide value to Customer 2 0 

I would add a fourth way to distinguish yourself — knowledge   This means 
having specialized knowledge about your clients and prospects in addition 
to the expert-level knowledge you bring about life insurance itself  Customer 
2 0 doesn’t have time to give you a long list of their financial questions and 
problems  They want you to understand where they’re coming from before 
they start talking with you  

But how do you do that?

Social media is your secret weapon—and you can use it no matter what 
compliance rules you need to follow  

Pinney Insurance Center | Page 10

Insureio Tip:

Our partner agents are already 
using Insureio to communicate 
with clients via text message  
The WholesaleInsurance net 
sales team uses Insureio to 
send automated texts to clients 
relaying important status  
updates  



Social Media and Customer 2.0
Social media has changed the way Customer 2 0 shops and engages with 
companies  Millennials are three times as likely to follow brands as they are 
family members on social media, according to analyst Brian Solis in his 2013 
presentation, “What’s the Future of Business ”

Customer 2 0 expects you to be on social media  That’s a given in this day 
and age, but it can work to your advantage  After all, a prospect might not 
see or open an email you send—spam filters, automatic sorting rules, Gmail’s 
inbox categories, and plain old email overload are all working against you 
with every email you send  That prospect is more likely to see your Facebook 
post, Tweet, LinkedIn post, or Google+ post  It doesn’t mean they’ll act on it, 
but you’ll have accomplished a key component of branding—presenting your 
photo and name with key information about the product or service you’re 
selling  

I know many of you are bound by compliance policies that don’t allow you to 
post about your agency or insurance in general  It’s still incredibly important 
for you to maintain a presence 

Here are two good reasons to get involved:

1. Presence  Most agencies won’t stop you from having personal social 
media accounts  I strongly suggest you take advantage of this  Even if 
you can’t talk about insurance at all, you can still create a presence that 
shows off your extracurricular activities  For example, are you active 
in the community? Do you do volunteer work? Are you a member of 
a church? What hobbies or interests do you have? All of these things 
combine to give your clients and prospects a better idea of who you are 
as a person  You never know when an unexpected shared interest will 
cause them to choose you over another agent 

2. Research  This is the way I think all agents can use social media  You can 
research your clients and prospects to learn two types of information: (1) 
specific details, and (2) bigger concerns  You might learn, for example, 
that your prospect just became a small business owner, just got divorced, 
or has elderly parents  How might any of those affect his or her financial 
decisions?

I’m not recommending you “friend” or “follow” everyone in your book of 
business  Instead, I’m suggesting you look at the information they make 
public  Social media posts can clue you into major issues you can help them 
solve  That’s your goal, after all—adding value to their lives  Tech consultant 
Bill Winterberg says that viewing clients’ social media information “…allows 
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advisors to stay in touch with what’s 
happening with clients and bring up [such 
matters] when they speak with them  It 
helps build a deeper, stickier relationship   
And understanding what’s important to 
the client influences their financial plan 
and wealth management strategy” (“The 
Real Key to Harnessing Technology,” 
ThinkAdvisor com, 2014) 

Social media can also alert you to problems 
your prospects are facing or questions they 
have about life insurance  For example, 
one of my friends shared a post from a 
Facebook group specifically for veterans  
In the post, a young veteran wrote about 
being told that he would not qualify for 
life insurance with PTSD  People began to 
comment on this thread — as it turned out, 
many people didn’t know the difference between health insurance and life 
insurance  They asked the veteran, “But don’t you qualify for life insurance 
because of Obamacare?” This post generated 30+comments alone 

As a producer, this is important information for me to know  Now I know there’s 
a need for greater education among veterans, and about life insurance with 
PTSD specifically  I can use this information for future marketing campaigns, 
or as a niche market I may want to investigate later on  In either case, I learned 
this solely by using social media on a personal level 

If your compliance department allows you to participate, my advice is to treat 
it like a cocktail party  We’ve all been to industry conferences that include a 
meet-and-greet cocktail hour  It’s full of people you’re anxious to get to know—
usually because they have something you want, whether it’s knowledge or 
influence  But you can’t just walk up to these people and start bragging about 
your accomplishments, and then ask if they’d like to work with you  If you did, 
you’d probably end up alone with no one left to talk to 

Social media works the same way  Think of it as a platform that allows you 
to mingle and offer a helpful comment now and then  The way you make a 
good impression is to be polite, helpful, upbeat, funny, and genuine—just like 
at a cocktail party  I put together a guide that shows you exactly how to build 
a strong foundation in about an hour a day  Click here to download my free 
guide, The 60-Day Plan for Social Media Success 

Pinney Insurance Center | Page 12

Insureio Tip:

Learned something important 
about your client or prospect on 
social media (i e , a new baby or a 
new mortgage)? 

Insureio gives you two ways to 
attach that information to a con-
tact record: client notes and tags  
Using tags such as “mortgage 
protection” allows you to send all 
leads and prospects a customized 
mortgage protection life insurance 
email, for example 

http://bit.ly/1oL9oDi
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So I’ve convinced you that the new Sales 2 0 framework needs to be built 
around your customers  You know they’re looking for value, so you’ve 

done your homework on social media to find out what specific financial issues 
are keeping them up at night  Now what? Here’s how to start reaching out to 
them and involving them in the conversation 

Chapter Two

Using Sales 2.0 to
Add Value

“Don’t sell life insurance.  
Sell what life insurance can do” 

 – Ben Feldman



Be Relevant
There’s a specific way to help Customer 
2 0 find you and listen to you: give them 
exactly what they want  They want buying 
advice and product information as a first 
step in the buying cycle, not the last  So 
give it to them—fill your blog, website, and 
social media channels with clear, concise 
information about a product or strategy, 
paired with an equally clear statement 
about what’s in it for them 

A few decades ago, this was the kind of 
information you might only give to clients 
who visited you in your office  Those days 
are gone  Give this information out for free, 
to anyone who wants to read it  That’s one 
of the best ways to build a valuable and 
long-lasting relationship with Customer 2 0  

Provide Expert Guidance

Once you’ve given Customer 2 0 the information they need, how do you stay 
relevant? This is what Sales 2 0 is all about  Let’s say you’ve already presented 
a prospect with a killer PDF info sheet, a YouTube Q&A, and a long-form blog 
post  You might wonder what’s left to say at that point  What more can you do 
to make sure that sale doesn’t fall through the cracks?

Now is the time to present yourself as more of a partner than a teacher. 
Your prospect learned the basics by reading your content; now, they need 
expert guidance to make the choice that’s right for them  For example, they 
may know they want a permanent life insurance policy that builds cash value  
But they probably don’t know whether they want a standard whole life policy 
or an IUL policy  

You’d ask them if there are any situations coming up where they might want 
to start taking out loans from that cash value  If so, an IUL policy designed 
for maximum cash value accumulation might be just what they need  As their 
partner in making this decision, you’d run several IUL illustrations that show 
both a level and decreasing death benefit to demonstrate the kind of impact 
a loan or withdrawal might have on their ability to leave a legacy 
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Insureio Tip:

Don’t have time to track your 
customers’ buying cycles? 

Insureio tracks them for you   
With its status-driven lead man-
agement system, Insureio tells 
you when it’s time to make con-
tact or follow up with a client or 
lead  Automated task remind-
ers on your dashboard keep 
you organized  One click opens 
the client record, so you know 
everything about your transac-
tion history with that client at a 
glance 



This is the part of Sales 2 0 where you get to shine  Your prospects came to 
you knowing they needed life insurance  But they can leave knowing they’ll be 
able to put a child through college, start a business, or just retire comfortably  

This is the part of the job most of us love and wish we could do more of  We 
can—as long as we put in the prep work to make every point of contact with 
Customer 2 0 as seamless and stress-free for them as possible 

Prep Work

Getting to that “ah-ha” moment—the one where a prospect realizes the value 
of having you as an agent—is your ultimate goal  To do that, you need to be as 
prepared as possible  This is where technology comes into play  You have two 
incredible sources of information about every single prospect you can use to 
prepare for any point of contact:

• What they post on social media. In the previous chapter, I explained 
why the 21st Century Producer needs to be on social media, in a 
personal if not a professional capacity  All the same points are valid 
here  You can use social media to keep your finger on the pulse of 
your community, but you can also use it to look up specific clients or 
prospects  What information have they made public? Do they have 
children? Do they own a business? Do they own a home? Are they 
posting about financial worries? Are they going through major life 
changes? Social media posts can 
often clue you into major issues you 
can help them solve  
 
TIP: You never want to begin 
conversations by telling a prospect 
you looked at their social media 
profiles  That could make them 
uncomfortable  Instead, use your 
knowledge to ask leading questions, 
and let them tell their story  Since 
you may already know several 
components of that story, you can 
be prepared with specific financial 
strategies that apply 

• What they clicked on or reacted to 
in your marketing funnel. If you’re 
not sure what the marketing funnel is, 
don’t worry—I’ll talk more about that in a future book  For the moment, 
consider all of your client communication, blog posts, web pages, and 
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Insureio Tip:

Insureio makes it easy to get 
the analytics you need to track 
your clients’ and prospects’  
activity  Customizable reports 
tell you which emails a client has 
received, what they’ve clicked 
on, and more  Customizable tags 
allow you to track clients based 
on any criteria you want, includ-
ing age, demographic, health, or 
marketing preferences 



social media posts as parts of your marketing funnel, no matter how 
much or how little you currently have   The purpose of those materials 
is all to help convince a prospect to buy  
 
One huge advantage we have with technology is the ability to track 
a prospect’s moves online  Free web analytics are available to show 
you which materials your clients and prospects click on  Which of your 
marketing emails got the biggest response? Which pages on your 
website or blog are visited most often? You can use the information 
provided by your analytics to figure out what kind of guidance your 
clients and prospects need  This is a huge opportunity—but one that 
many agents aren’t using  

Of course, you can — and should — ask your clients about their pressing 
financial concerns  There’s no substitute for hearing them explain their issues 
themselves  But the process may move a little faster if you can ask leading 
questions designed to help them give you the information you need 

Spotlight: Predictive Analytics

If technology scares you, you’re not alone  

Getting started with web and social 
analytics can feel like a time-consuming 
task that has nothing to do with selling  But 
that’s only because you’re not framing the 
exercise with the consumer in mind  Think 
of these activities as a way to help capture 
your clients’ stories  Those stories are 
unfolding every day, online and in social 
media  If you’re not out there trying to better 
understand your clients and prospects, you 
can be sure your competitors are 

Predictive analytics is a growing field that 
involves using data to predict consumer 
behavior, and translating that behavior into 
either a risk or an opportunity  In my office, 
we’re regularly using both demographic and 
target modeling, but we’re only beginning 
to scratch the surface of what we can do 
with predictive analytics  When I talk about 
using web analytics to see which of your marketing pieces your clients and 
prospects are reacting to, I’m talking about one small aspect of predictive 
analytics 
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Insureio Tip:

Insureio makes it easy to cre-
ate, save, and re-use custom 
searches  You can copy, run, 
and export any saved report  
It’s easy to build out database 
queries that show you who 
among your book of busi-
ness falls within a certain age 
range (over 60, for example), 
or is affected by a particular 
health condition  Clients and 
prospects are far more likely 
to click through to a targeted 
message than a generic email 
blast 



Let me give you a specific example of the way predictive modeling works in 
the life insurance industry:

1. An agent uses demographics and target modeling to narrow the scope 
of a marketing list. Remember, Customer 2 0 doesn’t want to receive 
the same marketing message you’re blasting out to 10,000 other people 
on your mailing list  By segmenting your list into interest groups or 
demographic groups, you can create targeted messages more likely to 
attract a prospect 

2. The agent tracks the activities of individual consumers as they 
navigate her content. You probably have more content than you realize—
this includes website pages, emails, newsletters, blog posts, webinars, 
eBooks, etc  You can monitor clicks and visits to each individual piece of 
content to tell you which is the most successful  In my office, we do this 
using a combination of Insureio’s built-in reporting, Google Analytics, and 
link shorteners  Use this data to make predictive assumptions about what 
that consumer is really interested in—what are they trying to discover or 
learn? 

3. The agent provides fresh content that gives consumers the information 
they want. Once you’ve identified what consumers want, produce more 
of it  Are they looking for retirement strategies? Prepare a brief guide 
with the 5 best-kept secrets about retirement planning  Are they looking 
to leave a tax-free legacy? Write a blog post with 3 ways to leave more 
money to the next generation tax-free  The closer you get to what they’re 
searching for, the faster you can move that consumer from an early-stage 
prospect to a late-stage buyer and, ultimately, a client

When predictive modeling is used correctly, the consumer self-identifies 
what they need or want through their interaction with your content. 

They get educated about the problem or need they have, and they’re able to 
see the products and services you offer that help solve their problem  

Ultimately, they can use that information to make an initial buying decision 
without any point of contact with you  You only get involved as the last step in 
their buying process, to confirm the decision the consumer has already made 
and help execute the transaction  

The bottom line is that predictive analytics can help you refine Sales 2 0 
because it tells you how to better provide value to your clients and prospects 
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I’ve talked about the ways Customer 2 0 and Sales 2 0 are inextricably linked  
If you understand one, you have a roadmap for succeeding in the other  Now, 

let’s talk about specific actions you can take to bring all of this knowledge 
together, using all the tools at your disposal, from social media to predictive 
analytics to a powerhouse customer relationship management (CRM) software 
system—Insureio 

Chapter Three

Putting It All Together

“Even if you are on the right track, 
you’ll get run over if you just sit there”  

 – Will Rogers



Provide Value...for Free
You’ve probably heard the saying, “Don’t 
sweat the small stuff ” When it comes to 
Sales 2 0, I want you to sweat the small stuff  
That “small stuff” is often what provides the 
most value to our clients  

But what counts as “small stuff”? In this 
case, I’m talking about the things that don’t 
involve an in-force insurance policy—yet   I 
mentioned earlier that Customer 2 0 sees 
free content as having value  But I’m not 
talking about just any free content   The 
web is full of bad blog posts and inaccurate 
financial advice  You don’t want to be 
lumped in with fly-by-night sites that only 
exist to capitalize on black-hat SEO tactics 
and make a quick buck  

There’s no shortcut for providing valuable content  It involves things like:

• Providing downloadable PDF info sheets

• Providing freebies or extras, such as an eBook or worksheet

• Providing helpful information in your email newsletter

• Offering Q&A videos, perhaps even in response to specific client 
questions emailed to you or submitted via your blog or website

Notice that there’s no price tag attached to any of these items—that’s what 
makes them small stuff  But to your leads and prospects, they add up  Each 
one of these offerings gives you value in their eyes  

If you want to prove to yourself that the small stuff has value, here’s an 
experiment to try that will also help you get a feel for predictive analytics:

1. Create a marketing piece designed to inform prospects about life 
insurance  This might be a downloadable PDF guide, or an email with a 
Q&A video embedded 

2. Create a customized landing page for your website that reflects the 
subject matter of your marketing piece  Make sure there’s a quoter on 
that page, with a paragraph of content  You can probably pull a snippet of 
content from your marketing piece and re-use or revise it to minimize the 
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Insureio Tip:

Insureio provides value by 
making it easy to contact your 
clients and prospects when 
they respond to your content  
From click-to-call dialing to au-
tomated text messaging to tar-
geted emails, it’s never been 
easier to communicate with 
your contacts how and when 
they want 



time investment  The goal here is to convince visitors to get a quote, so 
keep distractions to a minimum—no links to other content, for example 

3. Use a link shortener (such as bit.ly) to generate a trackable link to this 
new landing page. Place that link in your marketing piece, as part of your 
call to action (i e , “Click here to get a free quote”)   When someone clicks 
that link, your link shortener will track the number of clicks you get 

4. Distribute the marketing piece  Send it to your mailing list, talk about it 
on your blog, and publicize it on social media  The more exposure, the 
better  For extra credit, create a different shortened link for each venue 
you use, i e , one for email, one for Facebook, and one for a blog post  
That way, you’ll be able to see where the bulk of your prospects are 
coming from 

5. View the number of clicks your shortened link receives after a 
specified period of time—for example, at 7, 14, and 30 days  Compare 
this to the number of quote requests and apps you receive in the same 
period  Is this more than the number of quote requests and apps you 
received last month, when you didn’t send out a targeted marketing 
piece? I’m guessing it will be  This will also tell you how long a shelf life 
your marketing piece has  In my office, we’ve seen quote requests from 
emails sent a full year ago 

6. Calculate your success rate  For example, if you sent 500 emails and 
100 of those recipients got a quote from your landing page, and 40 of 
them submitted apps, you can calculate exactly how successful that email 
was 

Repurpose Your Content to Reach Customer 2.0

Let’s say you’ve listened and learned using social media, and you’ve used 
predictive analytics to create new web content that answered your clients’ 
questions  What’s the next step? Can you sit back and wait for the rush of web 
traffic, emails, and calls? Unfortunately, it doesn’t work that way  Producing a 
single piece of content is great—but to maximize its effectiveness and the ROI 
on the time you spent developing it, you’re going to have to repurpose it for 
several different media 

Repurposing has a specific meaning when it comes to digital marketing  
It means using the same content or images and re-packaging them to be 
shared on different platforms  Today’s customer devours content at home, in 
the office, and on the go  Reaching Customer 2 0 will require you to branch 
out from your comfort zone, which probably only includes emails and some 
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web copy  Plus, repurposing content can actually help lighten your load  
Instead of producing a dozen pieces of unique content, you might get away 
with creating four and repurposing each one three different ways to triple the 
chance of reaching a prospect  As Seth Godin says, “Delivering your message 
in different ways, over time, not only increases retention and impact, but it 
gives you the chance to describe what you’re doing from several angles ”

For example, if you wrote a three-page PDF 
document comparing term and permanent 
life insurance, you could create a blog post 
asking readers to download that PDF  You 
could post an image of your document on 
Pinterest or Instagram  You could also turn 
it into a brief slideshow for Slideshare  You 
could record yourself reading the content 
for a podcast  Each time, you’d be reaching 
a different demographic 

Every time you create a piece of content, be 
looking for ways to repurpose it for greater 
reach and ROI  I’m not saying you have to 
do video, podcasts, blogs, and social media  
What I’m saying is that you need to pick two 
or three venues and commit to using them 
on a regular basis to start driving traffic to 
your blog or website and get your content 
circulating 

Here are a few more ideas for branding and expanding the reach of your 
content:

• Video blogs (vlogs). Video is one of the key components for reaching 
Customer 2 0  Right behind Google, YouTube is the second biggest 
search engine on the web   In fact, Cisco predicts that 90% of all 
internet traffic in 2017 will be video  We’re still a few years away from 
that, but as of right now, more than 100 million internet users watch at 
least one video a day   Dr  James McQuivey of Forrester Research says 
one minute of video is worth 1 8 million words—that’s the equivalent 
of 3,600 web pages   Ready to dive in? If video sounds hard, it’s really 
not  I explain how to get started with making your own videos in my 
60-Day Plan for Social Media Success 
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Insureio Tip:

Insureio makes quoting on 
the fly simple  In addition to 
quoting within the system it-
self, Standard and Profession-
al subscribers have access to 
customizable quoting widgets 
that you can use on your web-
site, as well as on your social 
media profiles   Wherever 
you have an online presence, 
you can have a customized  
Insureio quoter 



• Consistent branding and messaging. 
Do you use the same logo, photo, and 
font across all platforms (email, website, 
etc )? Do you use the same call to action 
(“Get a quote” or “Protect your family”)? 
If Customer 2 0 sees a YouTube video 
you made and then finds a blog post 
you wrote later that week, would they 
know both belonged to you?  Have 
you embedded links to your social 
media, blog, and website in your email 
signature? In your newsletter footer?

• Paid advertising. In the old days, you 
might have printed flyers or brochures  
Today’s equivalent? Buying ads  You 
can buy ads on social media networks 
(Facebook, Twitter, etc ), as well as place 
ads through networks like Google AdWords  Using these relatively 
inexpensive methods of advertising can dramatically reduce your cost 
per lead  Google’s ZMOT Handbook quotes Tolithia Kornweibel of 
Esurance: “With mobile ads and click-to-call, our cost per acquisition is 
20% to 30% less when compared with other channels ” 
 
TIP: It’s easy to implement a click-to-call system  First, you need a 
voice-over-internet-protocol (VOIP) phone provider  Next, you need 
a CRM that integrates your client data with the ability to call with just 
one click  Insureio offers click-to-call integration for Standard and 
Professional subscribers 

• Fast-loading, mobile-optimized web content. According to Google’s 
Mobile Playbook, about 80% of consumers will leave a site if it’s not 
responsive (designed specifically for the smaller screens of mobile 
devices)  You may want to hire a web designer or consultant to advise 
you on best practices for mobile and tablet optimization—for example, 
iPads don’t support Flash, so if you have Flash graphics on your home 
page, it’s not going to load properly on an iPad  Mobile doesn’t just 
mean smartphones, either—mobile also encompasses e-readers and 
tablets  In fact, according to Mary Meeker’s Internet Trends 2013, tablet 
use is growing faster than smartphone use—three times as fast as 
iPhone use  
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Insureio Tip:

Insureio makes branding 
easy, whether you’re mar-
keting your personal brand 
or operating a number of 
branded websites  Every 
client or lead is assigned to 
a brand, making it easy to 
ensure that clients see the 
same name and logo every 
time you communicate with 
them through the system  



TIP: If you don’t want to dive into the technical nitty-gritty details, 
you’re not alone  That’s why Insureio’s e-marketing website and 
landing pages are all responsive and mobile-ready, right out of the 
box  Your site will feature your name and logo, pre-loaded content, and 
a quoter  If you don’t want to take on the role of webmaster (and can’t 
afford to hire one), this is an affordable, easy option 

Spotlight: The Connection between 
Mobile & Local Search

I talk to many agents who are more 
interested in getting real-life prospects 
to walk through their door than they are 
working on a mobile-optimized website  
They don’t want anonymous online 
business — they want to work with people 
in their communities  I’ll tell you what I 
tell them: ignore technology at your own 
peril  These days, Customer 2 0 might 
shop local, but they’re still going to do 
online research first  You have to have a 
presence to reach that customer before 
they’ll set foot in your office 

Google’s Mobile Playbook offers a 
few interesting statistics that may help 
convince you:

• 95% of smartphone users have 
searched for local information 

• 61% of smartphone users called a 
business after their search 

• 59% of smartphone users visited a local business after searching 

Industry-specific research confirms these findings  

In May of 2014, LIMRA cited a Pew Research study that notes 80% of Gen 
Y policyholders feel it’s extremely important for their agents and insurers to 
have an “integrated, omnichannel service program ” 

This means the user needs to have the same experience no matter which 
platform they interact with you on  As a local agent, you need a website that 
works, whether a prospect accesses it from their desktop or their smartphone  
More than 33% of Gen Y policyholders have also accessed their insurance bill 
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Insureio Tip:

Your clients are checking email on 
their mobile devices, so why aren’t 
you reaching out to them on those 
devices? Insureio’s click tracking 
will tell you exactly when a client 
opens a status or marketing email, 
and position a call on your dash-
board, telling you they’re clicking 
right now 

Insureio also lets you text your cli-
ents on their mobile devices  Us-
ing templates that are tied to sta-
tus updates, you can automate text 
messages that keep your client in-
formed  Many clients are more apt 
to text you back than they are to 
check or respond to a voicemail 



using either a tablet or smartphone  Even though the carrier is responsible for 
administering that policy, a Gen Y client is going to want you to be as up-to-
date as their provider 

Here are a few easy strategies you can use to get visible in local search:

• Create your local business pages on the three major search engines 
(Google, Bing, and Yahoo), plus Yelp. These pages act as virtual 
billboards for your business  It may seem tedious to do, but it can pay 
off when these pages deliver traffic to your website  You need to fill 
in information including your address, phone number, and business 
hours, as well as provide a brief description of your business  You can 
also add photos and list specific services you offer (financial planning, 
estate planning, life insurance, etc )  Photos are important for brick-
and-mortar businesses; people want to see pictures of your building 
(interior and exterior), you, your staff, and maybe a logo  
 
TIP: Pay special attention to your local pages  I know a lot of agents 
who ignore this step, or don’t put very much information on their local 
pages  This is a mistake  Your Google+ Local page is indexed for 
standard web searches, as well as Google Map searches and Google+ 
searches  Both Google and Bing prioritize local pages over general 
web pages when the searcher is looking for a local product or service  
If you create a good page (including photos and reviews), you’ll be at 
the top of the list when someone in your area searches for an agent  
And you can rest assured that people are searching—in Google’s 
ZMOT insurance study, researchers found that 41% of insurance 
shoppers called an insurance company’s office or location after looking 
up that number online  
 
TIP: I included Yelp in this list because local business searches on 
iPhones and iPads use Yelp reviews exclusively  You have to be listed 
on Yelp if you want to show up when someone searches for “insurance 
agent” or “life insurance agent” in your city  The more reviews your 
Yelp listing has, the higher up in the search results you’ll appear 

• Ask friends, family, and clients to leave online reviews on your local 
business pages. One feature of your local business page is the review 
section  These reviews serve two purposes: they tell visitors to your 
page that you are trustworthy, and they send signals to the search 
engines that your page is valuable  It might be worthwhile to ask your 
web-savvy clients for a good review at the conclusion of your next 
transaction with them 
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• Optimize for mobile. Mobile devices handle search queries differently 
than, say, a computer  Local mobile searches will have a higher volume 
than desktop searches as soon as 2015  Search Engine Land also 
reports that 73% of mobile searches trigger follow-up actions, whether 
that’s making a call, downloading a case study, watching a video, or 
requesting a quote   The best ways to be visible to people near you 
searching for an insurance agent are to: (1) Have a mobile-optimized 
website or blog that mobile users can easily navigate, and (2) Create 
location-specific pages on your website, using targeted local keywords 
like “Financial advisor in city, state” or “Life insurance agent in city, 
state ” 

Summing Up: The Five Goals of Sales 2.0
In this book, I’ve talked about strategies and big-picture ideas  It’s a lot to 
absorb all at once, but the core of Sales 2 0 can be summed up in these five 
points: 

1. Find a niche. You don’t have to sell exclusively to this niche, but you 
need to identify several specific types of customer that you have the 
knowledge and experience to help  It might be high-net-worth clients 
with too much money tied up in low-yield bonds or CDs  It might be single 
parents without any coverage at all  It might be diabetic clients who need 
extra help getting insured   Having specific targets in mind will help you 
focus your sales and marketing efforts  It’s impossible to provide the kind 
of relevant content Customer 2 0 expects unless you know exactly who 
you’re talking to 

2. Target that market. Now that you’re talking to a very specific group 
with shared interests, you can start to research where they turn for 
information  Start making yourself known in these circles  Examples 
include online forums, community events, civic organizations, and more  
If you’re using social media, seek out Facebook groups or Google+ 
communities devoted to this niche  You can do this on a personal 
basis (as a silent participant) even if you’re not allowed to post due to 
compliance regulations  

3. Use a mixture of social media and advertising platforms. We all have a 
different style of learning and communication  If you’re a visual learner, 
you’re not going to wade through a 20-page PDF to get the information 
you need  To be a 21st Century Producer, you’re going to have to use 
different platforms to reach your customers  For some, this means 
YouTube  Others prefer blog posts  Still others rarely leave LinkedIn  Once 
you’ve created targeted content that speaks to the niche you want to 
work with, broadcast that content to a variety of platforms  
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4. Stay in touch with your customers’ pain points. Remember all that 
listening and learning you did on social media? Do it again  Customer 2 0 
is liable to change his or her buying habits with the speed of technology  
Everything from economic issues (like the fiscal cliff of 2012) to political 
issues (such as Obamacare) can change the way your clients face their 
financial futures   It’s not enough to keep up on current events  You need 
to check back with the blogs, forums, and social media accounts you 
follow to see how your clients and prospects are reacting to these kinds 
of changes 

5. Track progress using analytics. It does no good to create and distribute 
content without analyzing the effect it has on your target audience  
Schedule time to look at how well your content is doing  Is it generating 
clicks or shares? Are you seeing an increase in visits to a particular page 
on your site? The better and faster you get at noticing and responding to 
these changes, the more likely you are to win business from Customer 
2 0…and become a 21st Century Producer 
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Afterword

Are You a 21st Century Producer?
You can be, now that you know the concepts behind Sales 2 0  It’s all about the customer, 
and I doubt there are any of us who have a complete list of problems our customers are 
facing…let alone ways to communicate with them about those specific problems  

If there’s one thing I hope you take away from this book, it’s the two-step process of (a) 
finding out what your customers’ pain points are, and (b) producing marketing materials 
that speak directly to those pain points  That’s the essence of Sales 2 0  It’s not about 
campaigns or awareness or branding, at least not entirely  It’s about keeping your online 
presence responsive to both technology and your clients’ needs  

I believe Insureio is the best possible tool you could have for learning—and mastering—
Sales 2 0  Pinney Insurance is partnered with Insureio because this system offers the 
most comprehensive set of tools on the market for insurance agents  Being a 21st Century 
Producer requires you to do a lot more than sell—there’s content production, lead tracking, 
and reporting in addition to the usual load of paperwork  Why not use a system that takes 
care of those things for you? Give yourself the time to sell more, learn more, and best of 
all, earn more 

So what’s next?

• Download a free copy of The 60-Day Plan for Social Media Success 

• Get your free 30-day trial of Insureio, the first and only customer relationship 
management (CRM) software designed by and for life insurance agents  
Throughout this book, I’ve pointed out ways Insureio gives you the tools to master 
Sales 2 0  I hope you’ll join the number of agents and agencies who’ve already 
started using Insureio to sell more in less time  Click here to claim your free trial  

https://pinneyinsurance.com/docs/The-60-Day-Plan-for-Social-Media-Success.pdf
https://insureio.com
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Ryan Pinney is an eight-year MDRT member with eight 
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