




4 ROUGH NOTES

stayed on track.” Actually, more than
staying on track, the agency has grown
— while many of its peers have
struggled to remain flat. “In our last
quarter, we were up 20%,” Holdam
notes, “which is amazing, compared to
a lot of agencies I talk to.”

Company marketing reps affirm
her evaluation. “They come and tell
us, ‘You guys are always hopping,’ “
Holdam says. “It’s working.”

Keeping leads fresh
While the agency is involved in

search engine optimization work,
blogging, and “pay per click” search
engine advertising, the bulk of
Holdam’s electronic marketing work
involves targeted e-mail. “We always
try to keep our leads fresh — whether
they’ve called in or whether they’ve
already bought a product from us,”
Holdam explains. Once the agency
captures a client or prospect e-mail
address — something staff members
are trained to do on every call — it is
able to stay in constant
communication, with the goal of
adding another line of business.

The e-mail marketing initiative is
driven by the Astonish Results
Virtual Profit Center (VPC) — a
customer relationship management
tool. “We do monthly — sometimes
even more frequent — e-mails,
depending on the status of the client
and what they have bought from us,”
Holdam explains. “For instance, if
they bought a workers comp policy
from us and they don’t have their
commercial auto or general liability
with us, they get e-mails explaining
what we can do and the benefits of
combining coverage.”

The e-mail blasts are not always
sales pitches, though. “Sometimes
it’s not much more than a ‘hello,’
and maybe a personal or business
tip,” Holdam explains. Because she
operates a tax firm as well as an
agency, information may go beyond
insurance. “During the last few
months, I’ve been sharing tax advice
— tips on new tax laws and newly
available credits,” Holdam adds.
“The goal is to keep us fresh in the
client’s mind.” 

Cross marketing and more
Using the VPC makes agency

interaction with tax clients easy. “I
have found so many new tax clients
by letting our existing clients —
whether they have commercial auto,
workers comp, or another business
policy — know that we do corporate
tax returns,” Holdam explains. It
works the other way around, too.

Vice President Craig Forte handles the daily updates
to social media accounts such as Facebook.



“Constant communication with
existing clients is a great business
development tool,” she adds. “People
want to do business with somebody
they’ve worked with before.”

The agency uses a similar
approach in personal lines. “If
someone just bought a homeowners
policy, our next goal is the auto,”
Holdam explains. “We’re constantly
getting out e-mails on different
things. Sometimes we share articles
on auto insurance. By using the
VPC, we are always aware of when
someone’s policy x-date is. In
addition, we complement all of our
electronic work with personal 
phone calls.”

Using the Astonish customer
relationship management system
streamlines all of these activities — 
in personal lines and commercial. 
“It’s an amazing system that keeps 
us on top of what has been sent out,
which leads are active and which
aren’t,” Holdam explains. “The reports
from Astonish Results are very easy
to follow. It’s like e-mail marketing 
for dummies.”

The people factor
This complete overhaul of the

agency’s marketing approach affected
staff. “Change is difficult,” Holdam
acknowledges. “It’s human nature to

at the end of each call, and that is,
‘How would you like to pay for that?’
And they’re always asking for the next
sale once they’ve already made one.”
Next-sale questions generally
incorporate a request to review the
client’s or prospect’s other policies.

Personal change
As part of the shift to electronic

marketing, Holdam has experienced
her own evolution. “I have a
marketing background,” she explains.
“For years, I did all of the old-
fashioned type of marketing activities
— postcards, newspaper, radio,
television — all of the conventional
ways of advertising.

“And I considered myself pretty
good at it,” she adds. “But things
change. If you don’t change, if you
don’t adapt to how people want to do
business, you’re not going to be doing
business much longer.” ■
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resist change.” Staff members who
were uncomfortable with the new
focus ended up leaving the agency.
“Those who remained, who got on
board, are excited about the direction
and things have really turned around,”
she adds. “It has been a good thing.”

Employees were not left in the
dark about how to operate in the new
environment. In fact, Holdam has
three words to describe how she
helped employees make the shift:
Training, training, training. “That’s
something we didn’t do enough of
before,” she admits. “But Astonish
provided us a tool box of things we
could use to help employees succeed.
We now hold sales meetings regularly,
and feature Astonish training videos
as part of them”

Of particular value has been
training around handling phone calls.
“Now, from the minute employees get
on the phone, they’re all about
developing relationships with clients
— right away,” Holdam explains.
“Before we were just order takers.”
Relationship building now involves
following up, addressing other
possible insurance needs and more.

Key, she notes, is consistency.
“We’ve worked hard to ‘McDonaldize’
the approach — to make sure every
phone call is handled the same way,
every time,” Holdam points out. “Our
people are all asking the same question
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