
Life changes create  
policy opportunities
A recent national survey by Trusted Choice® 

agencies found that at least 32 million U.S. 

households own insurance policies that aren’t 

right for them. 

The coverage needs of a household or family 

change over time. Lifestyle changes such  

as the birth of a child, divorce or retirement 

can greatly affect a customer’s need for life 

insurance. Major purchases such as buying  

a home or refinancing for extensive 

renovations may also affect a customer’s 

need for life insurance coverage to help 

surviving family members with  

mortgage payments. 

These changes provide insurance agents 

excellent opportunities for cross-selling and 

upselling using communications tools such 

as a newsletter to connect with customers 

and educate them about the need for periodic 

policy reviews and changes.
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Catastrophes  
trigger upheaval
Reinsurers studying 2006 renewals have  

seen a “tale of two markets” unfolding. The 

market conditions an insurance company 

faces depend on the level of U.S.  

catastrophe exposure.

Companies with lines of business directly 

affected by hurricanes Katrina, Rita and 

Wilma experienced significant increases in 

pricing and decreasing availability, while 

other lines not affected by the storms 

remained relatively flat. 

One observation is that many primary 

insurers have not been inclined to accept 

rate increases across the board for 

reinsurance protection. Experts also predict 

more willingness to accept reinsurers rated 

slightly lower than the AA to A- range that 

has been traditionally considered acceptable.
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Online auto insurance  
bill payment makes sense
According to a new survey sponsored by 

Computer Sciences Corporation (CSC), 

73 percent of auto insurance customers 

would be willing to pay their premiums 

online. The survey, which points to a 

significant opportunity for both electronic 

bill presentment and bill payment, 

indicates that 88 percent of car insurance 

customers receive paper bills by mail. 

According to the survey, 56 percent  

of auto insurance customers pay their 

premiums by cash, money order or paper 

check. The remaining 44 percent pay 

electronically by some means, with half 

of these paying by automatic funds 

transfer from their accounts. 
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T a b l e  o f  C o n t e n t s

Are your agents ready 
for the future?

The growing need for  
multicultural marketing

The fact is, insurance marketing requires more than just 
industry knowledge. It requires insight. It’s essential that you, 
as well as your agents, understand exactly who your customers 
are and utilize the most effective communications to keep your 
company “top of mind” for customers and prospects alike. 

Let’s talk issentials …

3
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Think CRM is just software?6
Legislative Update7
Marketing Updates8

Let us show you how our targeted customer marketing 
programs achieve maximum results through:
✔ Education and cross-sell/upsell opportunities

✔ Loyalty rewards programs

✔ Channel marketing solutions for your agents

Let’s talk and see what we can do for you.  
Call me toll-free at:

1.800.736.0145

Legislative Update:

The Insure U Congressional briefing 
On June 2, 2006, at the Capitol in Washington, 
D.C., the National Association of Insurance 
Commissioners (NAIC) presented their new 
literacy and consumer awareness campaign, 
Insure U. The campaign is one of the most 
ambitious consumer initiatives in the history  
of the NAIC and has two objectives: to help 
educate consumers about insurance and ways 
to avoid being scammed by imposter insurance 
companies. The Insure U curriculum is available 
at www.insureUonline.org and includes a basic 
introduction to the four major types of insurance 
— life, health, auto and home.  

Federal legislators seek to limit  
use of Social Security numbers
Two bills introduced in the U.S. House would 
restrict the widespread use of Social Security 
numbers as customer identifiers in an attempt 
to curb the exploding problem of identify theft.  
The bills’ opponents in the financial services 
and insurance industries say passage of either 
bill would deprive them of a method for reliable 
identity verification and force costly changes  
in internal business operations, while doing  
little to prevent ID theft. 

Excise tax on life insurance
The American Council of Life Insurers (ACLI) 
wants to impose a 100 percent excise tax on 
any arrangement entered into prior to the fifth 
anniversary of a life insurance contract by  
which consideration would be paid to acquire  
or continue an interest in a life insurance policy, 
including premiums, as well as separate 
payments and fees to the insured. The Life 
Insurance Finance Association (LIFA), a 
nonprofit, professional trade association, 
adamantly opposes any such proposal to tax  
the already taxable transaction of life settle-
ments. The impact of this proposal would be 
particularly harmful to seniors who would  
be precluded from selling their life insurance 
policies or from using them as collateral for  
a loan to obtain cash to meet their changing 
needs at a critical time in their lives.

“share of wallet” — at every stage  

of the relationship lifecycle. These  

stages include: 

n �Bonding, helping customers establish 

profitable habits and setting expectations 

for the relationship 

n �Growth, using data collected about  

the customer to cross-sell and upsell

n �Retention, reinforcing the customer’s 

choice and defining the value  

of the relationship

n �Reconciliation, saving at-risk customers 

and winning back those who have left

Bonding: A warm welcome  
for new customers
It costs five times more to acquire a new 

customer than to sell to an existing customer. 

Therefore, giving new policyholders a 

powerful welcome experience sets the stage 

for a relationship that will expand and grow. 

A welcome kit that includes components such 

as a welcome letter, company newsletter and 

educational product materials can reduce 

customer confusion and anticipate questions. 

You can also include special offers or gifts 

that give policyholders a sense of how much 

you value their business.

An independent research study showed that 

of customers receiving welcome kits:

n 82 percent read the material

n �63 percent said the kit helped them better 

understand the company’s offerings

n �20 percent reported that the welcome kit 

convinced them to try additional products 

and services

A warm welcome goes a long way toward 

protecting your investment in new business 

acquisition. Remember: Though these 

statistics are impressive, they are just the 

beginning of what you can achieve by 

focusing on the “customer” and the 

“relationship” in your CRM program. 

In the next issue of issentials, we’ll discuss 

the growth stage of the customer relationship 

and how data mining can help you cross-sell 

and upsell your policyholders.
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of the insurance industry.
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Welcome to the fi rst issue of issentials, the new publication 

from the Insurance Niche specifi cally designed for insurance 

industry marketers. We’re excited about this opportunity to 

bring you some of the latest news about trends in insurance 

marketing that we hope will enhance clients’ and prospects’ 

relationships with agents and policyholders.

In this issue, we’re providing tips for reaching a multicultural 

market with relevant sales messages. We’ve also included an 

article on fostering the entrepreneurial spirit in agents, plus 

news from the world of marketing and updates on legislation 

that affects the industry. We’re also beginning a four-part 

series on Customer Relationship Management (CRM) with 

an article that discusses the bonding stage of the relationship 

lifecycle and how you can use a welcome experience to begin 

long-term, profi table relationships with policyholders.

I hope that you enjoy this fi rst issue of issentials and fi nd it 

informative and useful.  We will publish quarterly, so look for 

future issues and stay in tune with industry trends. If you have 

questions, comments or topics you’d like to see covered, please 

call me directly or e-mail bsoddy@whateverittakes.com. 

I’d love to hear from you.

printing that lets your agents order personalized marketing materials for more  
local appeal while giving you control of corporate brand consistency.  

For more information about Conductor, e-mail salesinfo@whateverittakes.com  
or call 800.736.0145.

At Progressive Impressions International, 

we offer solutions that incorporate technology 

and customer communications expertise  

for every stage of the customer  

relationship lifecycle. 

For more information about how our 

solutions can work for you, contact me  

at salesinfo@whateverittakes.com  

or call 800.736.0145.
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