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more insurance and 

business information 

right to your fingertips.  

R E T A I N I N G  M O R E  O F  Y OU R  L I F E   

I N S U R A N C E  B U S I N E S S 

WHOõS WHO @ 

H O M E T O W N Q U O T E S 

H U N T E R  I N G R A M 
P R E S I D E N T 

C H I E F  E X E C U T I V E  O F F IC E R 

B O B  K L E E 
C H I E F  F I N A N C I A L  O F F IC E R 

M A T T  M C W I L L I A M S 
C H I E F  O P E R A T I N G  O F F IC E R 

K R I S T A  F A R M E R 
D I R E C T O R  O F  P U B L I C  RE L A T I O N S 

E D I T O R 

W H A T  A R E  A G E N T S  S A Y IN G  

A B O U T  H O M E T O W N Q U O T E S?  

άYou are a fair and honorable company  

ever since I began working with you.  

You may always use  me as a reference.έ 

Cason Insurance Agency, Virginia 

 

ñI have found HometownQuotes to have  

outstanding value in their leads. YOU have the  

ability to set filters.  

Their credit policy is one of the best,ò 

Bob Vineyard, Sandy Springs, Georgia 

When it comes to retaining their life business, 

successful agencies share several common 

characteristics.  Here are some tips you can 

use to build your insurance and financial ser-

vices practice. 

Tip#1: Sell it right the first time.  All profession-

als know that you want to sell your client the 

right way the first time so that you can form a 

long-term relationship based on value and 

trust.  Successful multi-line agencies sell life 

insurance products in a process that consists 

of two or more steps.  They know that you do 
not want to sell on the first appointment be-

cause doing so is almost always based strictly 

on emotion.  Policies that stay on the books 

are sold with both logic and emotion.  This 

means proper fact-finding and a thoughtful 

follow-up presentation, which will enable you to 
fill your customerõs needs.  Needs-based sell-

ing has always shown a better persistency 

than other types of selling while laying the 

groundwork for future sales. 

Tip#2:  After the life policy is sold, profession-

als recommend a follow-up call to the client in 

less than 30 days to avoid loss of the sale due 

to buyerõs remorse.  Reselling the policy while  

memories are fresh helps cement the sale and 

reminds the customer about what a good deci-

sion he has made.  This call also continues the 

òbuilding-the-relationshipó process.  

Tip#3:  Put a reminder on your calendar to 
follow up again on the fourth month of the 

anniversary of the sale.  Many studies have 

been done to support this action.  If a policy is 

going to lapse in the first year, the pros will tell 

you it will happen in the first three to four 

months.  This follow-up call further distin-

guishes your sales approach from the typical 
mono line sales approach of òsell ôem and for-

get ôem.ó 

Tip#4: Have a formal review program.  All suc-

cessful insurance practitioners have identified 

a way to meet with their clients at least once a 

year.  This is a must if you plan on being suc-
cessful in creating a local insurance and finan-

cial services superstoreÊ.  The review should 

not be used as a selling tool, but rather as 

another opportunity to resell your client and 

uncover unmet needs.  It is the only way for 

the multi-line agent to guarantee that he is 

keeping this very important promise to his cli-

ents.  (Continued on page two.) 

G E N I U S  Q U O T E  

O F  T H E  M O N T H 

 

If you a make a sale 

you make a living. If you 

make an investment of 

time and good service in a 

customer, you can make a 

fortune. 

-Jim Rohn -  

  

ò 

ò 

CONTACT US: 
133 Holiday Court, Suite 207  

Franklin, TN 37067 

615.599.5506 phone  

615.794.5870 fax  

info@hometownquotes.com  

B Y  T R O Y  K O R S G A D E N 

T K  S Y S T E M S 



Tip#5:  Touch the customer.  Relation-

ships need to be nourished.  I have never 

had a client tell me that I gave him too 

much time and attention.  If you want 

your customer relationships to flourish, 

stay in touch.  This can be done through 

a phone call, simple hand-written notes 

or programmed letters to keep your 

agency and your companyõs brand in 

front of your policyholders.  With all the 

technology available today plus company 

supported marketing departments, it has 

never been easier to stay in touch with 

our very valuable clients.  Sending out 

birthday cards and newsletters is still a 

very effective way to stay con-

nected.  Whatever method you choose, 

put a system in place that provides a 

consistent program to stay connected 

with your customers. 

In business, retention is everything.  Re-

taining customers is not only profitable, it 

s also a solid foundation that guarantees 

future growth.  In 20 years of practicing  

Iin the insurance field, have found that 

my clientsõ needs change about every 

three years. This means that everyone 

who has purchased life insurance from 

me is going to need more insurance in 

the not-too-distant future.  

By retaining my customers, I also block 

out competitors who have products that 

are more price sensitive.  Rounding out 

the account with additional lines of insur-

ance and then wrapping it up with good 

retention strategies is just one more way 

for the multi-line agency to grow into the 

future. (Used with permission.) 

Troy Korsgaden is a Farmers Insurance 

agent, motivational speaker, author and 
insurance industry consultant and trainer. 

He was a qualifier for the Million Dollar 

Round Table Award and received the Farm-

ers Insurance Group Lifetime Achievement 

Award in 2001. Through his vision, he dou-

bled the size of his agency in three years. 

Learn more about Troy by visiting 

www.tksystems.org. 

Just Like You 

An insurance agent said to a  

customer, "Thank you, Mr. Smith, for 

your patronage. I wish I had twenty cus-

tomers like you." 

 

"Gosh, it's nice to hear that, but I'm 

kind of surprised," admitted Smith. 

"you know that I file many claims and 

always pay premium late." 

 

The insurance agent said, " I'd still like 

twenty customers like you. The prob-

lem is, I have two hundred like you."  

Cancel it! 

Steve's barn burned down. Julie, his wife, 

called the insurance company and said, 

"We had that barn insured for fifty thou-

sand and I want my money." 

 

"Whoa there. Just a minute, Julie. It does-

n't work like that. We will assess the value 

of the building and provide you with a new 

one of comparable worth." the agent re-

plied. 

 

Julie, after a pause, said, "Well, in that 

case, I'd like to cancel the policy on my 

husband."  

R E T A I N I N G  M O R E  O F  Y OU R  L I F E  I N S U R A N C E  B U S I N E S S 

( C O N T I N U E D  F R O M  P A G E  O N E . ) 

L A U G H  A  L I T T L E 

 

òI have never 

had a client tell 

me that I give 

him too much 

time and 

attention.ó 

-Troy Korsgaden- 
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It has been said that you can lead a horse to water but you canõt make him drink. This 

likely holds true with much of the advertising that insurance agents are doing today. 

Agents spend millions of dollars per year perusing the next sell. Just because an agent 

puts his or her name up in lights, in the phone book, in a newspaper or on the side of 

a park bench, however, does not mean their agencies will grow. 

 

Let me introduce you to two insurance agents. Agent A has been in business for 15 

years and has a fairly large book of business that he has grown from the ground up. 

This year, for whatever reason, Agent A decides that his agency is going to become 

more aggressive and really go after the new business. Agent A puts up a billboard in 

town and spends $2,000 per month for that space. Who guarantees that this agent 

will get calls, let alone business, from that billboard? What happens if he does not 

write anything? The billboard company is not going to refund his money and they gen-

erally will not give him any òfreeó time because of his loss. So what is he to do? He 

retreats back into his old habits and his agency does not grow. Agent B, a new agent 

in town, spends $200 per week in internet leads. Agent B receives somewhere be-

tween 10-15 qualified leads per week from this type of marketing. Agent B is following 

the HometownQuotes.com selling system to increase the close ratio of these leads 

and, in turn, is making a nice profit. If Agent B ever feels he is getting too many leads, 

he can slow them down and conversely, if he is not busy enough, he can purchase 

more. Agent A has no control over such factors. 

 

There is quite a difference in success rate between billboards and internet leads. The 

billboard bill comes once a month, even if you didnõt receive a single phone call. With 

internet leads, the agent is 100 percent in control of his or her monthly bill. Agents 

can speed up leads or slow them down as their budget increases or decreases. If you 

are advertising with multiple mediums, tracking which source is generating the calls is 

an additional expense. Tracking where the leads are coming from is very simple. It will 

say right on the lead which company sent you the lead. The billboard is restricted to 

your office hours. Most agencies are not open at 8 p.m. or 7 a.m. There is never a 

closing time for the Internet. If a customer is interested in insurance at 2 a.m., he or 

she can get online and submit a request for coverage. 

 

Most agents believe that internet leads are an expensive way to do business, but this 

is not true. Return on Investment (ROl) is extremely high on internet leads as com-

pared to other advertising, as illustrated with Agents A and B.  

 

S E L L I N G  Y O U R  A G E N C Y  T H R O U G H  I N T E R N E T  L E A D S 
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ROI is extremely 

high on internet 

leads as 

compared to 

advertising. 
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Cost Per 

Month  

Number of 

Leads  
Cost Per Lead  Close Ratio  Commission  

Avg. Premium 

Return  

      

Agent A  

      

$1,000 fixed  2 calls per day  $16.66  15% $1,000  $900  

      

Agent B  

      

$600 flexible 2 leads per day  $10.00  20% $1,000  $1,200  



Ambrosha Guerenӈa, vice president of agent services 

You know her name. You have probably spoken with her on the phone or corre-

sponded with her via e-mail. This monthõs Spotlight column gets up close and  

personal with HometownQuotesõ V.P. of Agent Services Ambrosha Guerenӈa.  

What are your responsibilities as vice president of agent services? 

òI do my best to make sure agents are completely happy with our services. It is my responsibility to ensure they get excellent 

service and high quality leads. We have grown very quickly over the past few months so we are constantly changing the way we 

do things. Right now our department is focusing on staying on top of the companyõs quick growth.ó  

If you could say one thing to the agents we work with, what would it be? 

òThanks for choosing us as their place to do business! I know there are other places they could be doing their business, so Iõm 

sincerely grateful for their patronage. Without them, we wouldnõt be here. That is why we are always open to suggestions and 

comments. Itõs extremely important to me, and the company of course, that each agent gets the attention he or she deserves. 

This mind set is what allows us to stay personal, maintain our ôby agents, for agentsõ mental-

ity and do our job well.ó  

What is your favorite thing about working at HometownQuotes?  

òThe environmentñour office and the company mentality. It is so nice to work in a space 

where we all know each other.ó  

What did you do prior to HometownQuotes? 

òBefore I came to HometownQuotes I worked as a Montessori preschool 

teacher. I also assisted with a pre-kindergarten program in Spring Hill, TN for 

awhile. I love working with children.ó  

Do you have any hidden talents? 

òWell, I started playing the violin when I was in second grade. In elementary 

school we had the option of joining orchestra, band, choir. We were required to 

be involved with some type of music program, so I chose orchestra. I also 

played softball for 13 years. I was on an All-American softball team and we trav-

eled the country for about four years.ó 

So are you joining the Nashville Sounds or the Nashville Symphony Orchestra 

any time soon? 

òYou know, Iõve considered it,ó she says laughingly. òBut probably not.ó  

T H E  S P O T L I G H T  
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The Spotlight is a monthly article designed to  

feature familiar faces around the HometownQuotes 

office. Occasionally this column will highlight  

company news and events as well. 
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Age: 26 

Hometown: Tuscon, AZ 

Heritage: Hispanic 

Favoritesé 

Food: sushi 

Book: The Hannibal Series 

by Thomas Harris 

TV Show: Nip/Tuck, Greyõs 

Anatomy, Friends 

Music: punk/alternative/

rock 

Samoas or thin mints? òYou 

canõt make me choose between 

those two. Theyõre equally  

delicious.ó 


