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nsurance sales is a relational business thathas elements of both art and science. While
the fundamentals and theory can be learnedthrough a variety of books, manuals, orinstruction, the art aspect of sales can only beunderstood through practice and experience.This guide will focus on the scientific side, butit will also provide some comments on ways toimprove the art aspects of the sales process.
Why	Consultative	Sales?The basis of insurance sales is to create influ-ence on a prospect so that they may make apurchase decision based on your advice. Mostprospects need guidance with navigating

I

1

through the complex world of insurance.Whether a prospect requires informationbefore making a purchase decision, is unawareof coverage gaps that can hurt their business,or simply needs someone to reach insurers, asalesperson adds value to the insurance trans-action. The traditional approach to sales typicallyfocuses on the product and its features thatmay or may not be of value to the customer.While functional for some industries, a prod-uct focus is not effective for insurance becauseinsurance is not tangible, nor are its benefitsimmediately observed. In a traditionalapproach, the very tangible price is usually the
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main feature an insured will be able to distin-guish from options presented. Therefore, themost typical strategy employed by traditionalsalespeople is to offer a program that is similarto what is currently in place at a lower price.Because most prospects perceive all insuranceas a commodity, they are usually satisfied withthis strategy until prices increase due to a hardmarket, or another competitor offers a lowerprice. Consultative selling, alternatively, is therelationship-driven process where salespeopleuncover and provide solutions for a cus-tomer’s needs. The value of insurance is theability to manage exposures unique to aninsured and the peace of mind that comes withit. Because you are elevating yourself from aninsurance salesperson to the level of a trustedadviser, the customer finds value in the recom-mendations you provide that address the spe-cific needs of the customer. This sales strategyis effective in garnering higher quality salesthat are committed longer to your insuranceprogram and are resilient to hard markets andlow-cost competition. The 5-part consultative selling strategy may beused to improve sales success by positioningyour service as a partnership that adds valueand improves operations and profits. Using thesame consultative strategies that initiallysecured the business can convince the cus-tomer you are still providing more value than amarginal discount offered by the competitionwould. Reviewing previous coverage deci-sions that were made and readdressing thevalidity of those decisions can effectivelyreform the customer’s insurance program tofit any changes to their needs. It is also import-ant to remind the customer that your previousservice efforts (which may have gone unno-ticed) add value to their risk management
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strategy. This will highlight the value you bringto the table, and it reinforces you as an advo-cate of the customer.
Part	1:	Rapport	BuildingBecause insurance sales is a relational busi-ness, one cannot dismiss the importance ofrapport building with customers. As a matterof fact, your business is likely driven by recom-mendations and reviews from your existingcustomers. Building and maintaining positiverelationships with customers begins with rap-port at the initial stages. Rapport sets the foun-dation of a business relationship and estab-lishes a mutual connection between thesalesperson and customer. Colloquially, this issometimes referred to as “breaking the ice”with the customer in hopes that the customerwill open up to the salesperson. 

Rapport-Building	StrategiesRapport building is a unique process that dif-fers from customer to customer. Experiencedsalespeople employ different strategies basedon each unique situation that facilitates con-tact with a prospect. Although this is not anall-inclusive list of strategies, implementingthese strategies can be an excellent startingpoint.1 
Taking	an	Informal	ApproachOne of the quickest ways to lose a sale is whenthe customer closes any conversation with you
1Sources: Timo Kaskia, Jarkko Niemib, and Ellen Pullinsc,“Rapport building in authentic B2B sales interaction,” In-
dustrial	 Marketing	 Management	 69 (February 2018):235–252; Dwayne D. Gremlera and Kevin P. Gwinnerb,“Rapport Building Behaviors Used by Retail Employees,”
Journal	of	Retailing	84, issue 3 (September 2008): 308–324.
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because of a negative perception of sales.Customers are usually of the majority whobelieve salespeople are ill intentioned(whether that be from past experience or por-trayal in media). The best way to handle thissituation is to treat the conversation like aninformal encounter. That means opening upthe conversation with the client on somethingentirely different from what the sales call isabout. Treat the initial contact as solely tofamiliarize yourself with the customer. 
Small	Talk	Though it may seem insignificant, small talkserves to reach a mutual understandingbetween the customer and salesperson. A sim-ple conversation can make a great deal of dif-ference and create an environment where thecustomer is comfortable opening up to thesalesperson.
Identifying	Mutual	Interests	and	
Demonstrating	SimilarityCustomers are more comfortable around oth-ers who exhibit similar traits to their own. Ask-ing about hometowns, favorite sport teams, orhobbies can provide an opportunity to identifysimilarities between the customer and sales-person. Such similarities can influence theamount of trust and confidence customershave in salespeople.
Courteous	Behavior	and	Unexpected	
HonestySalespeople who exhibit courteous and honestbehavior stand out to customers with strongbeliefs against salespeople. The stark contrastfrom an image of a pushy and rude salespersonto reality will certainly come to the attention ofyour prospects and will likely lead them toopen up and reveal their needs. 
3

Establish	Credibility	as	an	Industry	Expert	A variety of studies show that your first impres-sion will determine what others think of you.Like other professions, such as doctors, lawyers,or accountants, agents with experience and adeep knowledge based on their specific needsare preferable to clients. Proving such expertisecan be difficult in the early stages of the salesconversation when it is most important. Fortu-nately, several industry leaders offer certifica-tions and designations that allow you to presentthis experience by certificate or title. For those without certifications, a good way toestablish credibility is to cite examples of yourexperience with other customers. For instance,when dealing with a prospect that has retail-related exposures, a story of your most recentinteraction with another customer that hassimilar exposures can help assure the prospectthat you know what you’re doing. Alternatively, staying on top of industry newscan help demonstrate credibility. Using exam-ples from recent news shows the prospect thatyou are informed of new changes and are

https://www.irmi.com/products/commercial-auto-insurance
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always ahead of new exposures that come outof industry news. 
Consider	Your	Online	PresenceAn agent, broker, or risk management consul-tant must consider their online presencebecause it is likely the client has done researchon the agent prior to the initial contact. Clientsmay already have an impression of you beforeyou can take any action to alter their opinionof you. That is where setting a strong onlinepresence of your brand comes in. Platformssuch as LinkedIn, industry associations, onlinereviews, and your company website can helpyour prospects form a positive opinion of youbefore they meet you, which can improve thelikelihood of conversion.
How	To	Use	IRMI	To	Improve	
Rapport	Rapport building is an especially personal stepof the sales process. There is no definitive pro-cess or series of questions that will get the cus-tomer to open up. In fact, every customer isunique, and the rapport-building process ismeant to help the salesperson learn moreabout the customer. Therefore, it is importantfor the salesperson to treat each initial contactwith the customer differently. However, hereare some tips to help you get started. 
Staying	Informed	on	the	Latest	
Developments	in	the	Insurance	and	Risk	
Management	Industry	Using relevant examples in the news can helpthe client perceive your credibility and knowl-edge of the client’s exposures. IRMI’s variousnewsletters report on important and emergingdevelopments that enable you to provide prac-tical and actionable strategies to manage risk.Additionally, IRMI’s expansive library of expert
4

commentary dives into important industry top-ics and offers you valuable insight on problemsand solutions relevant to insureds and insurers.
Obtain	IRMI	Certifications	To	Showcase	Your	
Expertise	in	Relevant	Coverage	AreasAnother way to show customers your credit-ability is to invest in certifications that show-case your expertise in specific coverage areas.Clients are more likely to trust and place theirbusiness with a salesperson who can showexpertise in the coverage areas relevant tothem. A certification makes the statement thatyou understand the complex insurance needsof customers and how to meet them. 
Case	StudyJohn is relatively new to the insurance indus-try. He works as a sales agent for commerciallines insurance. He notices that his prospectstend to be skeptical of his sales presentations.The client’s questions typically revolve aroundhow John is sure this is the right program forthem or if John has any first-hand experiencewith insuring the client’s exposures. John won-ders where he can improve to generate moreconversions. 
SolutionIt is likely that John didn’t put enough effort intobuilding rapport at the beginning of the client-agent relationship. Since the prospects areskeptical of John’s intentions or experience,they might see him as untrustworthy orunknowledgeable in the subject area. AlthoughJohn might find it time consuming and unneces-sary, the initial contact with a prospect shouldfocus on rapport building to establish credibil-ity with the prospect. John should spend sometime learning about the prospect’s interests andsharing common ground to allow the customer
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to open up to John. Additionally, John can sharesome examples of his work with other clientsthat have similar exposures. Also, John can useexamples in the industry news that reflect hisexpertise on the client’s exposures.Because John is relatively new to the industry,he may consider taking certification courses toshowcase his expertise in relevant coverageareas. In doing so, clients will perceive him asan industry expert and will have fewer reser-vations about his ability to handle their busi-ness. His online presence should also reflect allhis experience in the coverage areas and high-light his certifications. 
Part	2:	Needs	AssessmentThe value of a consultant is that they conduct athorough assessment of the client’s needs andconvert it to an actionable strategy thataddresses all of the client’s exposures. While itmay seem easier to take the role of an order-taker (one who simply offers the client optionsat different price points without considerationfor underlying needs), this approach adds noreal value to a transaction. An order-takerrisks becoming a commodity, where theirvalue is solely based on the lowest priceoffered in the market. When prices rise, cus-tomers are willing to price shop elsewhere.

Ask	Probing	Questions	In the most ideal scenario, your prospectsmight have some idea of what their needs are.They may list their exposures and their cur-rent ways to mitigate them. However, it ismore likely that your prospects are not fullyaware of all exposures relevant to them. Con-versely, the prospects might believe their cur-rent strategy ideally handles the majority oftheir needs but would like guidance on howthey can improve.
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Probing questions are those that help your cli-ents identify underlying needs of which theyare unaware. At this stage, the agent’s role issimilar to that of a psychologist. The salesper-son must ask open-ended questions that allowthe customer to assess their current situationand think of the exposures not yet considered.This starts with a broad view of the customer’soperations and goals, which eventually nar-rows in focus down to details that expose cov-erage gaps the customer may have. For example, an agent asks the prospect to listthe primary functions of the business, to whichthe prospect responds with, “manufacturingand selling ornate furniture for luxury offices.”Follow-up questions should all focus on poten-tial exposures, such as property damage, liabil-ity to others, safety for workers, and manymore. The agent, in our example, might askquestions like, “Where does the manufacturingtake place? What is required for the fabrica-tion, delivery, and installation? Who is part ofthe assembly or manufacturing process? Whattype of customers does the client have? Arethere any external suppliers that are critical tothe manufacturing? What types of businessconcerns keep you up at night?”After several probing questions, the agent willmake a list of the exposure concerns related tothe client’s business. Some of these will beexposures not considered by the client previ-ously, which is where the agent provides valueto the client. 
Risk	Management	ProcessTo help the agent effectively probe for relevantexposures, the agent should employ somesteps of the risk management process. The riskmanagement process is a series of 5 steps thathelp risk managers address and mitigate riskin their portfolio. While some experienced
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prospects will have conducted this on theirown, it is still important to go through the riskmanagement process to uncover risks that willaffect the customer’s buying decision. Namely,a proper needs assessment involves the firsttwo steps of the process, risk	identification and
risk	analysis. 
Risk	IdentificationRisk identification is perhaps the most crucialpart of the risk management process becausean exposure that is not identified is unlikely tobe properly managed. The first step is to iden-tify the exposures, perils, and hazards thatexist for the company. While certain exposuresare common for all businesses, each companywill have certain exposures that are unique toits operations. Consequently, the identificationprocess must look closely at all aspects of theoperations and potential loss scenarios toensure that all possibilities of loss are consid-ered.
Identifying	Values	at	Risk. Economic valuesexposed to loss can be grouped into four cate-gories: direct property losses, indirect prop-erty losses, liability losses, and injury topersonnel. For direct property losses, listingthe value of the property exposed is ideal foridentifying value at risk. Indirect property loss,liability losses, and injury to personnel aremuch more difficult to quantify, as losses canexponentially increase over time. Liabilitylosses include the cost of defending againstand paying damages arising out of third par-ties’ claims against the company. Personnelinjury involves bodily injury or other types ofinjuries arising out of employment practicessustained by employees.
Perils	Causing	 the	Loss. The second step inrisk identification is to consider the possibleperils that cause losses. Identifying possible
6

perils is typically more difficult than identify-ing values at risk because perils can come fromanywhere. They are generally grouped bysource into natural, human, or economicperils. 
Risk	AnalysisOnce the risks have been identified in the firststep, they must then be evaluated accordingto their expected impact on the company’sgoals in the event a loss occurs. The impact ofa specific loss on a company can vary basedon that company’s goals and financial posi-tion. What might be a significant loss to onecompany may be of little consequence toanother. Goals may cover a range of differentobjectives, such as complying with legalrequirements, maintaining uninterruptedoperations, making a profit, or achievinggrowth. Risk analysis involves estimating the probableloss, maximum possible loss, and the likeli-hood of losses occurring. These estimates arevery important to weigh the exposures andtheir significance to the customer. A risk thathas a low likelihood of occurring and has a lowprobable loss is less important than a risk thatis likely to occur and has a high probable loss.The weights of each risk will depend on thecustomer’s goals, and it is the responsibility ofthe agent to factor these when determiningappropriate risk control, risk finance, and risktransfer (e.g., insurance and contracts) tacticsto program to recommend. 
Other	Needs	To	AddressApart from coverage needs, customers havequality-of-life or intangible needs that shouldbe discussed as well. Claims handling, insurerratings, financial stability, reputation, andagent availability are all non-coverage–related



A Guide to Consultative Sales for Insurance
needs that play huge factors in the customer’sdecision. These needs are best addressed byasking the customer directly if the criteriaaffect their decision. For example, you may askhow the customer’s past claims experiencewent and if that is something they would liketo see improved. If the customer doesn’t findclaims handling to be particularly important,then it should not be used as a selling point. Incontrast, if the customer demands the bestquality claims handling, this would be a majorselling point and a factor in the selection ofinsurer. 
How	To	Use	IRMI	To	Formulate	
Needs	Assessment	QuestionsThe needs assessment is the most crucial stepin the sales process and requires careful con-sideration of the client’s undiscovered needs.Using probing questions allows the agent toget a better picture of the client’s unmet needs.The first two steps of the formal risk manage-ment process are important resources to helpguide the probing questions that reveal the cli-ent’s exposures.
7

Using	Checklists	To	Identify	RisksOne of the most common aids to risk identifi-cation is a checklist. This tool may also becalled risk survey, risk analysis questionnaire,risk profile, or exposure survey. There isalmost an infinite number of these documentsavailable, ranging from very brief to extremelydetailed. IRMI publishes the Exposure	 Survey
Questionnaire and IRMI	 Insurance	 Checklists,and many consultants and brokers have devel-oped their own checklists. Comparing whatour experts at IRMI have developed to whatyour company provides offers a leg up on thecompetition. 
Building	a	Knowledge	Base	To	Effectively	
Identify	Risks	as	They	Arise	in	ConversationAlthough checklists are a great way to initiallyidentify risks relevant to a company, it is not areplacement for building a solid knowledgebase to identify risks as they come up in con-versation with the client. IRMI Online offersseveral resources to assist in this endeavor.The IRMI certifications programs acquaint youwith the exposures and insurance issues asso-ciated with the specific industries theyaddress. The IRMI reference material carefullyanalyzes risk finance, contractual risk transfer,and insurance coverage areas to help deter-mine solutions for customers and minimizecoverage gaps. 
Case	StudyTom is relatively new to the insurance indus-try. He works as a sales agent for commerciallines insurance. His initial contact with hisprospect, Michael, was a success. Michael,owner of a local construction company, hasagreed to visit Tom’s office to learn about theinsurance products and risk managementservices that can help to reduce his risk as a
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business owner. Tom asks Michael to share hiscurrent insurance program so that Tom canprepare a proposal ahead of the meeting. Theproposal that Tom prepares includes a com-mercial general liability (CGL) policy that ischeaper than what is in place but should stillmeet Michael’s needs, according to Tom.Michael, unknowing of the complexities of CGLcoverage as it relates to construction risks,agrees because it is a lower price than his cur-rent policy.Several months down the road, Michael files aclaim for a building after a defective roofinstalled by a roofing subcontractor allowswater inside the building and damages thewalls and floor. However, because the CGLpolicy contains the endorsement CG 22 94,which is an exclusion that bars coverage fordamage to work performed by subcontrac-tors, no coverage is afforded to Michael.Michael, furious that he had no coverage fromTom’s advice, takes his business elsewhereand is left to pay out of pocket for the damage.Moreover, Michael files an errors and omis-sions claim against Tom for faulty advice.
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Tom wonders where he went wrong with thesale.
SolutionWhile Tom was successful in obtaining thebusiness from Michael, he did not properlyidentify Michael’s needs, leaving a significantcoverage gap unaddressed. Before preparing aprogram proposal, Tom should have askedMichael about his operations and what otherparties are involved. The use of IRMI’s expo-sure questionnaires and insurance checklistscould also be used to identify potential cover-age gaps in Tom’s proposal for an insuranceprogram. After revealing that Michael workswith several subcontractors to construct hisbuildings, Tom could read about constructionrisk management in IRMI to learn about rele-vant coverage issues related to subcontractors.Exhibit 1 shows a selection of topics Tom couldreview to strengthen his knowledge. Tom would then carefully examine the pro-posed CGL insurance policy for endorsementslike CG 22 94. Tom could ask the proposed

https://www.irmi.com/certifications
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Exhibit	1
insurer to remove CG 22 94 or search for otherinsurers that do not automatically attach thisendorsement.   
Part	3:	Program	Proposal	Now that you have uncovered the needs of thecustomer, it is important to select a programthat will best fit their needs. In the traditionalsales world, a salesperson may try to offer thecustomer an insurance program that is as simi-lar to the one that is currently in place as possi-ble, at a lower price. Although this may garnershort-term business, focusing on price couldmean trouble when the program doesn’taddress underlying needs at the time of a loss orwhen market changes cause prices to increase. 
9

Selecting	the	Right	ProgramMaking the right recommendation is simply anextension of the needs assessment. Once theagent finds the needs and coverage gaps of thecustomer, the insurance marketplace shouldhave readily available coverage for most ofthese needs. Most insurers will not have an all-inclusive program that covers every exposurerelevant to the insured. Therefore, it is import-ant to consider procuring coverage from theinsurers that offers the best solutions. It willoften require a combination of different insur-ers to develop the optimal program.For some exposures, insurance is not the beststrategy, given the customer’s needs and goals.
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Instead, the agent should offer other risk man-agement alternatives such as implementing asafety program, noninsurance risk transfers, orsome form of risk retention that will betteraddress the exposure. For example, if thecustomer’s industry has a high risk for work-place accidents that leads to frequent andsevere losses, a workers compensation policywill not be enough to address the noninsuranceissues such as injuries or fatalities. Instead, theinsurance program would need to be supple-mented with a safety program to control losses.Part of the process to help justify implementingadditional safety protocols may require thesalesperson to educate the business owner onthe hidden (and uninsured) cost of losses suchas reductions in productivity and morale, dam-age to equipment, and employee replacementcosts. Focusing solely on insurance solutionscould potentially overlook strategies that betteraddress some exposures, which often results inunintentional coverage gaps. 
The	Sales	PresentationOnce the individual coverages and non-insurance strategies have been chosen, the
10
salesperson should combine three differentprogram proposals that differ in level of cover-age and cost. Offering a tiered approach allowsthe customer to better compare coverages inrelation to each other. Keep in mind, many cus-tomers see insurance as all the same, but whenthree programs can be compared side-by-side,the differences become more obvious. It isimportant to note that the nature of choice willoften lead a customer to pick the middleoption. That is, the option that balances costand coverage will seem most attractive. Cus-tomers do not want to pick the cheapest optionbecause they fear they will be underinsured,and they do not want the most expensiveoption because they will feel they are overpay-ing. In some cases, the agent may already know thelevel of coverage and price desired from thecustomer. Therefore, only one option isneeded, and it will ultimately come down tothe agent’s ability to explain how their recom-mendation is an improvement to the existingprogram.
Features	versus	Benefits	A salesperson should identify what differenti-ates their proposal from the customer’s cur-rent program. Because of the complexity ofinsurance, it can be very easy to fall into thetrap of overexplaining all the features of aninsurance program. While differences in theprogram are important to highlight, some aremore valued by the customer than others. Forexample, a policy might have the feature toadjust fluctuating property values during apeak season. But, if the customer does not havefluctuating values, this feature is irrelevant.Spending time to explain these insignificantfeatures creates friction between you and thecustomer, as the customer will feel that youare wasting their time. 
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Instead, the salesperson should focus onpresenting the proposal that most closelyresembles the current program and highlightthe benefits—that is, the differences in theprogram that provide value to the customer.For instance, if quality claims handling is a bigfactor in the customer’s decision, an importantbenefit to highlight in your proposal is the pos-itive insurer reviews for claims handling.Focus on your most comparable proposal toexisting coverage and the thing that make yourproposal better for them, like the expertise thesalesperson’s firm can bring to the table toassist with claims. A comprehensive list of ben-efits will serve to show the customer that theproposal offers much greater value than whatthey currently employ. 
How	To	Use	IRMIThe selection and presentation of a program tomeet the customer’s needs is a critical step ofthe sales process. Ideally, a mix of both insur-ance and noninsurance strategies will addressthe exposures that the customer faces. The fea-tures that provide value are often the decidingfactor that influences the customer’s decisionto change the current program.
Using	IRMI	Online	To	Identify	Policy	Forms	
and	Endorsements	That	Address	Customer	
NeedsA way IRMI can help in the program selectionstage is to identify the policy forms andendorsements that properly address customerneeds. For example, say a design-build con-tractor is looking to insure both his general lia-bility and professional liability exposures asthe professional architect and contractor of abuilding. To explore the different endorse-ments that can tailor the insured’s CGL cover-age for this need, the agent could review IRMI’s
Commercial	 Liability	 Insurance reference.
11
Specifically, the discussion about endorsementCG 22 80 shows the agent that design-buildcontractors may use this endorsement to coverboth the design and construction phase of theproject when the contractor is performingboth services on the project. Exhibit 2 shows aselection of topics the agent could review tostrengthen his knowledge on design-build con-tractor exposures as they relate to CGL cover-age. 
Building	a	Knowledge	Base	To	Recommend	
Noninsurance	StrategiesNoninsurance strategies to mitigate risk canbe very complex. IRMI offers vetted referencematerial that analyzes risk financing, contrac-tual risk transfer, safety programs, and vari-ous forms of risk retention (e.g., large deduct-ibles, pools, self-insurance, and captives) asapproaches to handling risk. For example, saya large manufacturing plant finds the costs ofworkers compensation insurance too high forthe level of risk it presents to its operationsand cash flows. A search in IRMI’s Risk	Financ-
ing reference suggests that a potential strat-egy to address the prospect’s concern is alarge deductible plan. After discussing thepotential advantages and disadvantages of alarge deducible plan, the prospect agrees thatit meets the needs and risk tolerance of thefirm.
Case	StudyJulian is relatively new to the insuranceindustry. He works as a sales agent for com-mercial lines insurance. His initial contact andneeds assessment with his prospect, Wyatt,was a success. Wyatt, owner of a local roofingcompany, is now ready to hear Julian’s pro-posal for a program that can address hisneeds. To prepare for the proposal, Julianprocures CGL, umbrella, equipment, and
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Exhibit	2
workers compensation coverage from a fewinsurers that fit Wyatt’s needs. Julian is ableto find good options for all of these except forworkers compensation. Because of the highrisk in the roofing industry and Wyatt’s poorclaims history, premiums for workers com-pensation came back high from all his under-writers.Julian prepares three proposals, each with the“best” option for workers compensation. He ishoping Wyatt accepts the workers compensa-tion premium as a cost of doing business. For-tunately, Wyatt is happy with one of the pro-posals, so Julian is able to get the business.Unfortunately, Wyatt takes his business withanother broker at his next renewal becauseanother agent offered him a program thatwould reduce his fixed premium costs by using

12
a large deductible plan. The agent also sug-gested bringing in a safety consultant to imple-ment a robust safety program to reduce theseverity of workers compensation claims andimprove Wyatt’s claims history over time. Julianwonders where he went wrong with the sale.
SolutionWhile Julian was able to meet Wyatt’s insur-ance needs, he did not properly addressWyatt’s noninsurance needs, leaving Wyattwith high premiums to pay for workers com-pensation and no improvements to his claimseverity. Julian should read about large deduct-ible plans and their cash flow advantages alongwith the best practices to implement, such asadding a safety program. Moreover, Juliancould recommend Wyatt to invest in construc-tion technology like the MindForge platform as
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a training tool to improve workplace safety athis jobsites to reduce his claims severity. Indoing so, Julian would have realized thataddressing Wyatt’s noninsurance needs forsafety and claims reduction would haveretained Wyatt’s business.
Part	4:	Objection	HandlingIt is very rare that a sales call will go perfectlywithout any objections. However, a customerobjection does not mean that the opportunityto close is over. In fact, objections are a verynormal part of the sales process, and it meansthe customer has been actively participating inyour presentation. Objection handling is onepart of the sales process that is best masteredthrough practice and experience. Fortunately,some objections (price, time to consider, noneed for a coverage, etc.) are common to mostsales, and, therefore, practicing these will helpmaster your abilities to effectively addresscustomer concerns. 

Understanding	the	ConcernThe first step to handle objections is to under-stand the concern from the perspective of thecustomer. For most cases, customers are notcomfortable enough to confront you withobjections directly. Because serious objectionsappear confrontational at face value, custom-ers are likely to only reveal part of the concern.As a salesperson, it is necessary to uncovermore details about the customer’s concern toeffectively address it. For example, you will commonly hear that thecustomer needs more time to consider. Whilesome situations do require more time to thinkover, some customers use this excuse to putoff their decision until they find answers totheir concerns. Clarifying why the customer
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needs additional time to think will give you achance to reveal the details of the actual con-cern. Creating some urgency, without beingpushy, can help guide customers to revealobjections they would have otherwise left out.For example, you can explain how a delay in acustomer’s decision could leave her businessunprotected and exposed to any of the cur-rently uninsured exposures identified in theneeds assessment. With this in mind, the cus-tomer may reveal that they were not familiarwith or did not like a certain provision in theprogram proposal. Rather than allowing thecustomer to go search for answers on herown, the salesperson now has the ability toanswer and control the information about thatprogram detail. In other cases, the customer may not be entirelyaware that their concern is tied to a differentissue. For example, the very common objectionof price is often just a misunderstanding fromthe customer’s perspective. In navigatingthrough the complex world of insurance, cus-tomers have one unit of comparison, which isthe price. Although agents understand thatinsurance can vary greatly due to breadth ofcoverage, limits, deductibles, and company rat-ing, a customer may be unaware of some differ-ences, thus believing that all insurance is thesame or similar. Because of this, customers havethe tendency to compare programs directly. Ofcourse, a comparison of two different productsat two price levels is more complex than simplystating that one is priced higher than the other.For these types of cases, the actual concern iswith the value received. A customer may simplybe unaware that, while they are paying more,they will be receiving a lot more. Conveying tothe customer the concept of price-to-value willhelp the customer understand why they shouldnot compare on price but, instead, compare onvalue. 
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Common	Negotiations	To	ConsiderNow that you’ve uncovered the actual con-cerns of the customer, the most important partof the sales process begins: negotiating withthe customer to find a middle ground whereyou and the customer are happy. Some negoti-ations will require changes to the program thatwill better fit the needs of the customer, whileothers can be resolved by a thorough explana-tion of why the program is the way that it is.The following are some common negotiationsin insurance sales.
The	Price	Is	Too	HighPrice is typically the most common objectionto overcome. A mistake some salespeoplemake is focusing on the price alone. While aprice concession or reduction of coveragemay appease the customer, the real concernis with the value obtained. The best strategy,here, is to explain how your proposal pro-vides better value for the customer. Becauseyou conducted a thorough needs assessmentand matched those needs with the right cov-erages, the value you have provided isalready much higher than the program thecustomer already has in place. Any reason-able price increase is only marginal to whatvalue the customer is receiving. Using simpleratios and percentages helps the customercompare the programs. In a theoretical exam-ple, consider two programs with a 10 percentprice difference. This may seem objectivelyhigh, but if you consider that the limits are 20percent higher and it covers many moreexposures, the value is better.
Do	I	Need	This	Coverage?The second concern that is typically broughtup is whether a coverage is actually needed forthe customer’s situation. Because the effects of
14
insurance are both intangible and not immedi-ately observable, some customers may feelthat a particular type of loss could neverhappen to them. Unfortunately, that is notalways the case. Recapping the reasons whythe coverage is important and using examplesfrom prior customer interactions can helpmaterialize the risk for the customer. Whether it be an issue with price or a changein risk tolerance, sometimes it will not be pos-sible to convince the customer to accept all therecommended coverages. In this case, thesalesperson will have to restructure the pro-gram without the rejected elements. An effec-tive way to sometimes change the customer’smind while reducing the chance of a latererrors and omissions claim is to document therejection and ask the customer to initial thedocumentation. 
How	To	Use	IRMI	To	Address	
Customer	ObjectionsCustomer objections can potentially break a sale,but careful navigation through the customer’s
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questions will lead to successful conversion.Often, the most difficult to overcome are objec-tions to the purchase of new types of coverage.These require thorough explanations of whythe coverage is critical to the customer. Using acombination of your own experience to tell astory about the exposure at hand, as well asother information sources, will help demon-strate to the customer that the coverage isessential to the program. 
Using	IRMI	Material	as	an	Unbiased	Source	
To	Back	Your	ClaimsFor objections to coverage, a customer maybelieve the agent has some biased reasons topush a specific coverage. While explaining thereasons behind your recommendation canhelp to address the client’s objection, an unbi-ased source of information, such as IRMI, mayhelp the customer understand why theyshould agree to a particular coverage. IRMImaterial offers authoritative advice on cover-age issues related to real exposures insuredsface every day. In fact, it is used in some courtsof law to explain coverages and how the lan-guage applies. Sometimes, pulling an excerptfrom IRMI material can help convince the cus-tomer that your reasons to suggest a coverageare legitimate. For example, say a customer objects to addingemployment practices liability (EPL) coverageto his program because he feels that he canbest control that exposure on his own. Pullingan excerpt from an issue of Employment	Prac-
tices	 Liability	 Consultant	 (EPLiC) shows thatemployment discrimination charges and EPLclaims have been on the rise for the past fewyears. This issue of EPLiC also lists other com-mon objections to EPL coverage and ways toovercome them. 
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Case	StudyTom, the sales agent for a commercial prop-erty insurer, has just presented his programproposal for his prospect, Michael. The pro-gram Tom selected offers Michael higher limitsto meet his actual needs, better coverage toaddress his exposures, and favorable claimshandling, evidenced by the insurer’s reviews.Specifically, Tom’s program included coveragefor EPL insurance (EPLI), which Michael didnot have. Michael, not too familiar with insur-ance, is skeptical of a 20 percent price increasecompared to his current insurance program.He believes it is not worth the increase if it isessentially the same thing, insurance for hisbusiness. Tom contacts his underwriter torewrite the program with reduced limits andno EPLI coverage to lower the price. AlthoughMichael is pleased with the price, he does notbelieve the effort to switch with Tom will beworth it if the price is the same. Michael sayshe thinks he’ll be better off staying with hiscurrent program if nothing else changes.
SolutionWhile Tom provided Michael a solid programthat met his individual needs, he did notaddress the objection of price correctly. Tomshould have first uncovered the true objectionbehind Michael’s price concern. The price pointitself was not the issue; rather, it was the value-to-price comparison about which Michael wasconcerned. Tom should have also consulted IRMI materialto explain how impactful the EPLI coverage isfor his business. Unfortunately, Michael wasmaking an unfair comparison by solely focus-ing on price. While Tom was able to reach thesame price, he would have been better off
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pointing out that the 20 percent price increasewas more than justified by the amount of valuethe new program was offering.
Part	5:	Closing	and	Relationship	

ManagementThe close is arguably the most important step ofa sale. If the previous steps of the sales processwere conducted properly, the agent shouldhave few problems with the close. However,some agents forget that the close is not the endof the sale but, rather, the start of the businessrelationship. A big factor in retaining customersis the quality of customer service and value-adds that an agent offers for ongoing business. 
Closing	StrategiesThere are various closing strategies that caneffectively convert the prospect into a cus-tomer. Some techniques work better than oth-ers for certain situations, which is why it isimportant to know when each is appropriate.Like objection handling, closing sales is bestmastered through practice and experience.The following is not an exhaustive list of clos-ing strategies, but it is a good starting point.
Summary	CloseOne closing strategy is to summarize all thepoints discussed in the sales conversation toconfirm with the client that all their needs havebeen met. This works in most situations, includ-ing when the agent is unsure of the prospect’sstance on the decision. It can also work to reas-sure the customer’s decision by recapping allthe features that are relevant to the customer. For example, a close following this strategywould sound like this. “Michael, today we dis-cussed how my proposal would cover yourproperty exposures, workers compensation
16
exposures, general liability exposures, andproduct liability exposures at your furnituremanufacturing plant. We concluded that thelimits are what you need to cover expected pos-sible losses at your business. We found aninsurer that matches your requirements forclaims handling quality and financial stability. Ifyou agree this is the case, I would like to get youstarted with securing your coverage today.”
Assumption	CloseThe assumption close skips the formal requestfor the client’s business by assuming the clientis on board with the sale. Instead, the salesper-son segues into paperwork and other closingactivities. This works best when the agent
knows the prospect is on board with the pro-posal. Rather than allowing the client to agreeor disagree, the assumption close prevents theclient’s indecisiveness or second-guessing fromhalting the sale. However, it is very important tobe completely sure the customer is in favor ofthe proposal, or else this approach will appearpushy.As an example, assumption closes could followthis format. “Michael, since we have gone overall the details of the proposal, and I haveanswered all your questions, we can now getstarted with the paperwork to get you coveredas soon as possible.”
Option	CloseAlternatively, a salesperson might present theprospect with two options, neither of which is“no,” so the client is more likely to choose one.This close helps ease the customer into theclosing process because the question is notabout buying. Rather, the question helps thecustomer decide what option they prefer, andthat answer will help the customer move for-ward with the purchase. This is because the
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customer is internally convincing themselfwith reasons to go with one of the options.  For example, an option close would sound likethis. “Michael, now that we have gone over theprogram options, which do you like better? Thelower-cost program that offers coverage similarto what you have currently or the more encom-passing program that offers higher limits andbroader coverage and better suits your needs.”
Becoming	a	Viable	Second	Option	Unfortunately, not all sales conversations endwith a successful close. Even with a perfectsales conversation, a number of factors outsideof your control can take the sale from you.However, becoming a viable second option forthe prospect to keep in mind is still worth-while. Persistence (without becoming a nuisance) iskey to eventually gaining the client’s business.Consider checking in with prospects at theirnext renewal to see if their situation haschanged, they have become dissatisfied withtheir current agent, or they have a differentperspective on insurance and their business.Ask whether they mind if you continue to sendthem relevant risk mitigation tips from IRMI tohelp them manage their costs and exposures.This way, you will continue to be present whenan opportunity arises. Sometimes, all it takes isto be present for the prospect at the right time.
Maintaining	the	RelationshipAlthough the close is the last step of the salesprocess, it is actually the first step in the busi-ness relationship between you and the client.This relationship is important not only toretain business from the client for severalyears to come but also to gain referrals andrecommendations. In order to successfully
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maintain this relationship, the agent must con-tinue to deliver value to the customer.For example, regularly delivering tips, relevantcase examples, and law along with advice tomitigate risk and address exposures relevantto customers is a considerable value-add thatcustomers will find helpful. Preparing the cus-tomer for exposures coming on the horizonwill position you as an advocate for the cus-tomer. Because you have the customer’s bestinterest in mind, they will be less likely to shoparound for other agents. Offering continual updates on changes to stat-utory requirements related to the customer’scoverage will ensure the customer is compli-ant with the law. For example, if the customerhas commercial auto coverage for a fleet ofvehicles in different states, updates aboutchanges to state-specific coverage require-ments keep the customer compliant and helpto prevent any legal complications.Maintaining regular touchpoints also servesto ensure the customer is happy with the pro-gram. It is good to make sure the program isup to date with the customer’s potentiallychanging situation. For example, a customermight introduce automation into the busi-ness, which reduces the number of employeesand thus decreases the risk of workplace acci-dents. This reduction in employees can poten-tially lower workers compensation premi-ums, which means savings for the customer.Regular touchpoints can bring attention tothese types of exposure changes to make surethe customer is getting the best price fromyou and not a competitor. Also, preparing thecustomer early in a hard market can provebeneficial because the customer will appreci-ate the early warning as well as timely plan-ning to address the price increase. Nothingwill scare away a customer more than a
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significant price increase for seemingly noreason. Therefore, maintaining regular com-munication with the customer is vital toobtain more renewals. 
How	To	Use	IRMI	To	Close	and	
Retain	More	BusinessThe close can be a deceivingly tricky step ofthe sales process. Some salespeople may mis-read the customer and employ an incorrectclosing strategy. Other times, a salespersonmay treat the close as the last touchpointbefore the customer becomes another accountin the books. Providing quality customer ser-vice for ongoing business will ensure the cus-tomer stays with you longer, and the customerwill be more likely to send you referrals.
Using	IRMI	Newsletters	and	Risk	Tips	To	
Stay	on	Top	of	New	Developments	To help you learn about ways to handle incom-ing exposures on the horizon, IRMI newslet-ters report on important and emerging devel-opments that enable you to provide practicaland actionable strategies that can help miti-gate risks that customers face every day. IRMIRisk Tips also add value to customer relation-ships, as they can become a conversationstarter to address a risk not previously dis-cussed. Say, for example, a business hires atemporary worker for some time to help meetseasonal demand. By confusion of the owner,he believes this worker is covered under hisCGL policy. However, a recent Risk Tip fromthe agent that discusses the distinction of“leased worker” versus “temporary worker”highlights that it may very well be possible theworker is not afforded coverage. Therefore,the customer may begin a dialogue with theagent to have this new exposure addressed,simply with a Risk Tip that was sent to the cus-tomer. 
18
Provide	Regular	Updates	for	Changes	to	
Statutory	Requirements	Related	to	the	
CustomerChanges to coverage statutes can be difficult forcustomers to keep track of on their own. Espe-cially for customers operating in differentstates, this step of the risk management processcan prove time consuming in order to remaincompliant with the law. IRMI references pro-vide key updates for statutory requirements sothat the agent or customer is up to date on anychanges that can potentially cause legal conse-quences. Some of these include state-specificcommercial auto laws on coverages and identi-fication requirements, as well as state-specificworkers compensation act requirements.
Become	a	Claims	Advocate	for	the	CustomerClaims are where the rubber hits the road forcustomers. Claims that are not clearly coveredby the insurance in place provide agents with asuperb opportunity to prove their value. Ana-lyze the insurer’s coverage denial or reserva-tion of rights letter. Once you’ve developed anunderstanding of the adjuster’s position, con-sult the IRMI content to check this rationale.You’ll carefully review IRMI’s detailed discus-sions of the coverage terms cited in the denialor reservation of rights to determine if a differ-ent view on coverage, one favoring the insured,can be supported. From there, a fast search ofthe 10,000-plus coverage cases in the IRMI caselaw database may provide further support foryour contrary position. It is quite common thatproviding such supporting evidence from IRMIto an insurer will cause it to reverse its positionand provide coverage for the customer. 
Case	StudySophia, a sales agent for commercial linesinsurance, has just closed a sale with Noah,
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owner of a local landscape company. In herproposal, Sophia included coverage for CGL,workers compensation, and commercial autofor a fleet of trucks Noah’s employees regularlydrive for work. Several months down the road,Sophia receives a phone call from Noah. Noahreports that he received a ticket for his fleetpolicy that did not comply with the identifica-tion requirements and limits of insurancerequired in his state. Noah, unknowing thatthese requirements had recently changed inhis state, was furious he was left underinsuredby his agent. Noah eventually moves his busi-ness to another agent. 
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