
 

 

Quotes to Use With Customers  

 

When customers tell you that they cannot afford it or give you some other excuse 

about how they “want” to buy it but cannot: “If it’s important to you, you will find 

a way. If not, you will find an excuse.”   

 

Discipline weighs ounces; Regret weighs tons. When the cost of the insurance is 

their only hang-up: “There are two pains in life. The pain of discipline and the pain 

of regret.”  

 

When they tell you that they can get it cheaper somewhere else: “It is unwise to 

pay too much, but it is far worse to pay too little. If you pay too much, you lose a 

little money, that is all. But if you pay too little, you could lose everything, 

because what you bought was incapable of doing what it was purchased to do.”  

 

For those “lizard” customers: “Buying the wrong insurance could affect every day 

for the rest of your life. Remember that the next time they tell you they can save 

you 15% in 15 minutes or less.”  

 

When they object to buying a health product: “A healthy man has a thousand 

wishes. But a sick man only has one wish, and that is to be healthy. Our health is 

the biggest threat to our income.”  

 

When all they want is a cheap price: “The bitterness of poor quality remains long 

after the sweetness of low price is forgotten.”  

 

When they keep saying “I know that I need to get this insurance but…”: “The biggest 

gap in our life is between knowing and doing.”  



 

 

X Factor 

 

Definition: a variable in a given situation that could have the most significant 

impact on the outcome. It is about adding intangible value that goes beyond what 

anyone can really measure.    

Unfortunately, most agencies and team members have no X Factor. They do not 

have anything that separates them from other agencies. They have nothing that 

sets them apart. 

Most team members conduct business daily as if they work on a factory line, 

quoting insurance day in and day out with no X Factor.  

 

“It is about setting yourself apart from the competition. It is not a matter of 

being better at what you do - It is a matter of being different at what you do.”     

– Michael Porter. 

 

Ask a Mercedes Benz owner why he or she chose that vehicle and you will hear 

things like, “Luxury, status, nice ride, etc.,” but when pushed to name something 

that their vehicle can do that other vehicles cannot do, they cannot name a single 

thing. It is the X factor that separates their Benz from other vehicles. The X factor 

cannot be measured.  

It is the difference between Target and Walmart, Publix and Winn-Dixie, Chick-Fil-

A and every other fast food chain. They sell the same thing, but one has the X Factor 

while the other does not.   

What is the X Factor within your agency? Do you know? Let me give you a hint: 

Taking good care of your customer is not it. If that is your only answer (because 

taking care of your customer is important), sadly you have nothing that separates 

you from the competition.  

 

 



 

 

Here are a few things that you can do to have a significant impact on your 

customers. 

• Have a conversation with your customers. Find out what is important to them 

through a series of questions. Remember that asking questions does not 

mean that you interrogate your customers. A conversation is two-way. 

• Your conversations should start with a story about how you helped a 

previous customer avoid adversity with your advice. 

• Talk about the different risks they face rather than appearing like a cheap 

insurance salesperson trying to sell them a specific product. Teach them 

something that they cannot learn from a television or radio advertisement.  

• One of my favorite things to talk about is disability insurance or should I say 

paycheck protection. You see ads every day about auto, home and life 

insurance, but never about how to protect your paycheck so that you can 

pay for those things.  

• Set the atmosphere in your office. It should be an experience to visit your 

agency.  

o Most professional offices that you visit have no smell. It does not smell 

bad nor does it smell good. Use plug-ins or candles or automatic air 

fresheners to maintain a constant delightful scent in your office. Your 

customer should comment on how good your office smells.  

o Customers are visual, so have some type of video playing on the 

monitor up front about your products and services. Have pictures of 

your team or your happy customers playing on a loop. 

o Instead of asking customers if they want something to drink, present 

them with a small basket filled with water and goodies like they do in 

first class on the airlines.  You may also present them with a menu of 

items to choose from.  

o Your customer’s name should appear on a welcome sign when they 

arrive. It can be on a monitor, a simple sign, a flipchart or even a small 

chalkboard. This makes them feel special. 

o Most team members have insurance paraphernalia all around them. 

The customer already knows where you work. Tell them something 

about you by what they see surrounding you in your office.  

o One advisor delivers pies to her top customers during Thanksgiving.  



 

 

o Another advisor has someone wash his customer’s cars while they are 

meeting with them. 

o Another advisor buys dessert for his top customers who are having a 

wedding anniversary. He sends them to the local restaurant and tells 

them it is already been taken care of.   

 

“When you give more than expected, you set yourself apart from the masses, 

who merely match expectations, or worse yet, fall below them.”                             

– Anthony Miyazaki 

 

If you are going to be truly successful within your agency, then you must set 

yourself apart from everyone else. Go beyond the limits of average and provide a 

remarkable experience.  

It is been said that people do not do business with companies, they do business 

with people. If your customer sees you the same way they see the competition, do 

not blame your company. The customer is not doing business with your company, 

they are doing business with you. 

Own it and make a difference. What is your X Factor?    

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Thermostat or Thermometer 

 

In our home and office, we set the thermostat to our desired temperature, so we 

can remain comfortable. The thermometer only measures the temperature, while 

the thermostat controls the temperature.   

When you meet with customers you must be the thermostat. If the temperature 

needs to be adjusted, adjust it. Turn the heat up when necessary and cool things 

down when needed.  

Remember you oversee the conversation. Do not let your customer bully you. Do 

not let your customer tell you how to run your meeting. Contrary to popular belief, 

the customer is not always right. You should set the expectations in your office and 

in your meetings. 

 

“Control the situation. Do not let the situation control you.” – Norman Paraisy 

 

One of my favorite ways to cool things down is to ask the customer what he is 

grateful for? This gets him thinking about pleasant things and he smiles. It is 

impossible to be upset and grateful at the same time.  

Do not talk about rate increases until you are ready to talk about rate increase. 

Acknowledge the increase and redirect to a question. Always ask positive 

questions.  

Always set the temperature in your appointments. Remember that you are in 

charge of the conversation.  

 

 

 

 

 

 



 

 

Referrals 

 

Referrals are vital if an agency wants to increase production and retention. 

However, most team members will not ask for referrals. Whenever an agent or 

team member tells me about a big sale they made, I congratulate them and then 

ask, “Did you ask them to introduce you to their friends?” The answer is usually, 

“No.” 

Dale Carnegie remarked, “Only 11% of sales people ever ask for referrals.” Referrals 

cost nothing to acquire, the closing ratio is 50% to 70% higher, you begin with a 

higher trust factor, you have fewer pricing objections, and it is more fun.  

 

“Nothing influences people more than a recommendation from a trusted 

friend,” – Mark Zuckerberg 

 

There is no wrong way to ask for a referral because as I said, most team members 

do not ask at all. There are proven techniques that will generate more referrals. I 

obtained 10-12 referrals weekly. Here is how I asked:  

• Step 1: After helping the customer and receiving a thank you, I would ask, 

“Was this helpful?” They always responded, “Yes.” 

• Step 2: Respond, “I am so glad you said that. Helping customers is my favorite 

part of my job. We want to build our agency with customers just like you.” 

• Step 3: It would be a huge favor, if you would introduce me to five other 

people who would enjoy the type of service I just provided you. Hand them 

your referral sheet and immediately STAND UP.   

• Step 4: Continue with…While you do that, I am going to go grab you a gift and 

I will be back in 2-3 minutes.  

Let me give you a few ways to overcome objections, although Dale Carnegie 

remarked, “91% of customers said they would give you a referral if asked.” You 

simply must ask. 



 

 

• “I don’t feel comfortable giving you my friend’s number.” I completely 

understand. You said that I was helpful, right? Well I want you to call your 

friend and tell him how helpful I was. It will be a few days before I am able 

to call him. That way he is expecting my call. 

• “I don’t want to.” You said that I was helpful right? Were you just saying that 

to be nice or were you being truthful? Well if I was able to help you, why 

wouldn’t you want me to help your friend? Do you like your friend? You tell 

your friends about good restaurants, good movies and good bargains, but 

you will not tell them about something good that could protect their 

livelihood?         

• “I don’t know anyone.” Oh, come on, of course you do. Is your cellphone 

contacts list blank? Where do you work? Who sits next to you at work? Who 

do you go to lunch with? What is your brother’s name? Mom’s name, Dad’s 

name, etc. What is your boyfriend’s/girlfriend’s name? 

• “I’ll tell my friends to call you.” They will not call me. They will have every 

intention of calling, but they will not because they do not think they need 

me. You probably did not think you needed me before today. Let me call 

them and offer my services. If they decline, no problem, but at least you have 

done your part as a good friend. How are you going to feel when something 

happens, and I could have helped them, but you did not put me in touch with 

them? 

 

“In sales, a referral is the key to the door of resistance.”                                             

–  Robert Foster Bennett 

 

 

 

 

 

 

 



 

 

Time Blocking 

 

This is one of the more difficult things to execute consistently because of 

distractions. I would plan one hour of calling and inevitably something would 

distract me.  

Do not let phones, customers, emails, personal problems, social media, etc. keep 

you from time blocking and making your calls. Set aside at least one hour a day to 

call prospects and customers. 

You must time block, no matter how crazy it gets in your office. Let me say it again: 

You must time block and make your calls no matter how crazy your office gets. You 

are creating a good habit. If you are in the whirlwind, you simply change the 

amount of time that you time block.  

If your normal time block time is one hour, then time block for thirty minutes, or 

fifteen minutes, but you must time block. If you skip time blocking one day you will 

skip it two days and so forth. You can also choose a certain number of prospects to 

call in a day. 

 

“The key is not to prioritize your schedule, but to schedule your priorities.”         

– Stephen Covey 

 

You should change the time of day you are time blocking. Do not call prospects at 

the same time each day. Schedule call nights at least once a month. From 5pm-

6:30pm call on your prospects. (Agents must provide food and drinks!)   

Your consistent action will create consistent results. Do not be upset about the 

results you did not get from the work you did not do. Do not neglect time blocking 

in your office. It is the Power Hour and it is vital to your production.    

 

 

  



 

 

Follow Up 

 

It has been said, the fortune is in the follow up. Truer words have never been 

spoken. Timing is a huge part of sales. I may not want that life policy today, but I 

will want it when my best friend passes away two years from now. If you are not 

following up, you are going to miss the sale.  

My mindset was, my boss is always going to want me to write life insurance, so I 

better keep following up. Six months from now the customer will want life 

insurance. Six years from now they will still want life insurance. Sometimes no just 

means not right now.  

 

“Diligent follow up and follow through will set you apart from the crowd and 

communicate excellence.” – John C. Maxwell 

 

Most team members will not follow up with a prospect. Their mindset is one and 

done. They ask one time and they are done.  Look at this Sales Statistics chart and 

see why follow up is so important. 

• 48% of sales people never follow up with a prospect 

• 25% of sales people make a second contact and stop 

• 12% of sales people make three contacts and stop 

• Only 10% of sales people make more than three contacts 

• 2% of sales are made on the first contact 

• 3% of sales are made on the second contact 

• 5% of sales are made on the third contact 

• 10% of sales are made on the fourth contact 

• 80% of sales are made on the fifth to twelfth contact 
                    Source: National Sales Executive Association 

 



 

 

According to the above study, 80% of your sales are made on the fifth-twelfth 

contact but 48% of you will never make the sale because you stop short of the fifth 

contact.  

Do not let this study define you, because if 48% never follow up that means 52% 

do. Be in the 52% that get the job done.  

Develop a great follow up system. I used my activity sheet to follow up and I used 

an accordion file folder. If you and I met on September 1st and I was not able to 

close the sale (highly unlikely) I would set a follow up for 2-3 weeks later. Let’s say 

September 20th. I would go to my accordion file and put your sheet (notes from our 

appointment) in slot 20.  

Every day when I came to work, the first thing I did was check my file folder for my 

follow ups. On the 20th, I would go to slot 20 and call my customers that I was 

supposed to follow up with. If I was unable to reach them I would put their sheet 

in slot 21 or 22 depending on how busy the next few days looked. 

Keep personal notes on your follow up sheet. It helps with the sale the next time 

you call. If the customer likes a certain football team, ask how the team is doing the 

next time you speak with him. If they mention anything personal, pay attention and 

ask about it the next time. It shows you were listening and that you are concerned 

about what is going on in their lives. It is not just about the sale.  

 

“People do not care how much you know until they know how much you care.” 

– Zig Ziglar 

   

Follow up helped me with introductions to new prospects. Because I followed up 

regularly, I was the first person on the customers mind when friends asked about 

insurance products. If they ever needed anything, they were sure to call me first. 

 

 

 

 

 



 

 

Goal Setting 

 

When I ask team members if they have a goal (life, disability, auto, etc.) they always 

say, “Yes,” and give me a number. When I ask how they are going to reach that goal 

most do not have a clue. They say things like, “I am going to talk with everyone or 

as many people as I can.” 

You will have a difficult time reaching your production goal if you do not have a 

clearly defined road map to where you are going. You must know your closing ratio 

or your lead measure to determine your lag result. How many people must you 

speak with to write a policy? How many phone calls must you make to reach 

someone? How many people must you ask to come in before someone says, “Yes.” 

How many of those people will actually show up? 

 

“What you get by achieving your goals is not as important as what you become 

by achieving your goals.” – Zig Ziglar 

 

Once you know your number, it will take the pressure off. If you commit to the 

process, you will receive the results. Remember CWYCC (Control What You Can 

Control). The only thing that you have control over is your actions. You cannot make 

someone buy from you. All you can control is how many people you ask. 

Here is how you set a goal: If you want to write 50 life apps by year end, determine 

your lead/lag measure and make sure you hit that number every day. Example:  

• If it takes you 10 life conversations to sell 1 life policy 

• You must talk to 500 people each year. 500/11 months = 46 people a month. 

Your goal should be accomplished by Thanksgiving.  

• 46 people/20 work days a month is 2.3. Your goal should be, “I will ask 3 

people a day about life insurance. This will get you to your 50 policies. Asking 

is something you can control.  
 

 



 

 

Accountability 

 

In the book, The 4 Disciplines of Execution, by McChesney, Covey, and Huling, 

discipline #4 is to create a cadence of accountability, which is vital to the success of 

your agency. Without accountability, nothing gets done.  

The checker gets what the checker checks. If you are not checking anything then 

you are not getting anything. We all must be held accountable for our actions and 

inactions. Accountability keeps us focused and on time for our goals, which should 

be clearly defined for each team member. 

You should have an agency accountability meeting each week to discuss team 

member production. During that meeting, each team member must report out loud 

his or her production for the previous week.  

 

“Accountability breeds Response-Ability.” – Stephen Covey 

  

Team members must be held accountable for results, not activity. It does not 

matter if you make 100 phone calls and meet with 100 customers, if policies are 

not being written your agent is not being paid. Companies do not pay agents for 

activity, they pay agents for results. Agents must treat their team members the 

same. Hold team members accountable for results. 

Of course, we know activity will lead to results, but those results are what we must 

be held accountable for. Here are examples of goals that team members should be 

held accountable for: 

• Appointments kept not set 

• Customers reached on the phone, not messages left 

• Life apps issued and premium 

• Health apps issued and premium 

• Booked loans, not loans submitted 

• Autos written, not auto quotes 

• Referrals received, not asks 



 

 

Once again, it is important to remember that in order to write auto, life, health, 

bank, etc. you must make calls, run quotes, and set appointments. Your activity will 

lead to results and you will be held accountable for those results.  

Here is what an accountability meeting should look like: Each team member should 

come prepared to present their production numbers from the previous week. No 

one should be guessing about what they did. Guessing is typically a sign that the 

person did not meet their production numbers. I always knew when I met or 

exceeded my goals and I could not wait to tell someone. If a team member is absent 

from the accountability meeting, he must send his production numbers to another 

team member to be read in the meeting. NO ONE is excused from being held 

accountable. If the agent is absent from the meeting, the meeting is still held, and 

the numbers are still reported. 

Example: If Stephanie’s weekly goals are: 

• 1 life app 

• 1 health app 

• 5 autos 

• 3 referrals 

When it is Stephanie’s turn to report, she would say her production first and then 

her weekly goal. It would look like this. 

• Life 0/1 

• Health  1/1 

• Autos  6/5 

• Referrals 3/3 

It should sound exactly how it looks. If I did not hit my life goal, I would say, “Zero 

of one for life.” I would not say, “Zero of one for life, because it was really busy this 

week. Zero of one for life because Debbie did not come to work, and I was first on 

phones. Zero of one for life because…” There are no excuses given in the 

accountability meeting. You are creating a cadence (culture) of accountability. Yes, 

there are unforeseen circumstances, but this meeting is not the place to discuss 

them. That is between you and your agent. 

Accountability should make a team member want to step up and hit their goal. We 

all fall short at times, (even me LOL) but losing should never become a habit.  



 

 

 

“Accountability is the glue that ties commitment to results.” – Beachbody 

 

In your accountability meeting, beware of false accomplishments. Most team 

members who are not hitting their goal use false accomplishments to make 

themselves feel better and give the appearance of work being done. Example: 

“Steve, did you hit your life insurance goal this week?” “No, but I had a really good 

conversation with Beth. She is going to buy a policy next week. And I also spoke 

with Bill. He is going to call me tomorrow to do a life policy. And I also have three 

appointments this week with Tim, Craig, and Aaron. They are coming in to write (5) 

policies so this is going to be a big week.” FALSE ACCOMPLISHMENT! Nothing 

matters until money is taken. Do not allow yourselves to report things that are 

going to happen. Get in the habit of reporting those accomplishments that have 

already taken place. Try this instead: “Steve, did you hit your life insurance goal this 

week? And remember Steve, I have a small box to write “yes” or “no”. I do not have 

any room for anything else. So, if it will not fit in the box, please do not say it. 

Again…did you hit your life insurance goal this week?” “No.” 

What is the reason they are not hitting their production goals? The Army has a 

system called ROOT CAUSE ANALYSIS to uncover why a Soldier is not performing to 

standard. We can apply this same system to our lives and career. What is the root 

cause of the problem? It’s one of (3) things:  

1. Don’t know 

2. Can’t comply 

3. Won’t comply 

Don’t know: If a person does not know how to do something then you cannot 

expect that person to accomplish his/her task. You must determine if they are 

competent enough to understand what you are asking of them. If so, then teach 

them exactly what you need them to do (answer phones, set appointments, pivot, 

service, sell, etc.) Now… they know. 

Can’t comply: Now that they know what to do, you must give them the tools 

necessary to accomplish the task. If I told my son how to cut the grass, and he 

understood me, but I did not give him a lawnmower, then he cannot comply with 



 

 

my instructions because he does not have the tools. What tools have you given 

your teams? Do they have access to the proper training videos, the War Room 

Binder, a Performance Coach, word tracks on overcoming objections, help with 

setting goals and accountability, etc? If they do not, how can you expect them to 

comply? Give them the tools… now they can comply. 

Won’t comply: Now they know what you want them to do. Now you have given 

them the tools necessary to comply with what you are asking… but they simply will 

not do it. There could be numerous reasons why a person will not comply, but now 

you know it is not because they do not have everything they need. People must be 

willing to participate in their own success. If a team member will not comply then 

it is time to make some hard decisions. Just remember… the hard thing and the 

right thing are often the same thing.  

I have been told when Soldiers will not comply, the response is, “Listen, you are 

going to be successful. You are just not going to be successful in the Army. You may 

be successful at McDonalds, or Walmart, or several other jobs, just not here. So, it 

is time for you to go.”  

Perhaps, it is time for some of your team members to be successful someplace else. 

 

I have no doubt, the reason I was successful was because I did not want to give a 

negative report at the accountability meeting. I made the extra call, stayed a little 

late, quoted the life so I could hit my numbers. I did my part, to not let my team 

members down. 

When a team member regularly misses their numbers, it usually comes down to 

one of two issues: Activity or Training. Either they lack the activity necessary to hit 

the goal or they do not know how to make the sale. You must find the answer 

quickly and adjust.      

I am continually asked how to handle team members who constantly fall short of 

their goals. Here are a few steps you can try: 

• Ask the team member, “What do you think the problem is?” Listen and give 

guidance. 

• Ask, “What can I do to help you?” Give help if help is available. 



 

 

• Decrease their goals and pay accordingly. 

• Set clear expectations for the future. Meet one on one to make sure 

expectations are being met. 

• Determine if it is an activity issue or a training issue. 

• Ask to see their activity sheet at the end of each day. 

• Scrimmage and role play on a regular basis.  

• Establish clear rewards and consequences for productivity or lack of 

productivity.  

• Carry out the rewards and consequences. Sometimes the hard thing to do 

and the right thing to do are the same thing. 

• Hire a professional “Steve Speaks” to train you sales team. 

 

“A body of men holding themselves accountable to nobody, ought not to be 

trusted by anybody.” – Thomas Paine. 

 

Do not perceive accountability as a bad thing, because it is not. Accountability helps 

us achieve the milestones we wish to achieve. None of us got to where we are today 

alone. We all had help along the way. Someone gave us a hand, helped us up off 

the ground, gave us a little nudge when needed and held us accountable when 

necessary.   

 

 

 

 

 

 

 

 

 

 

 



 

 

Once a life insurance policy has been issued, mail a letter like this to the policy 

owner in a handwritten red envelope: 

 

Hello Steve, 

I am your life insurance policy. You and I have similar purposes in 

this world. It is your job to provide food, clothing, shelter, schooling, 

and many other things for Erin, Judah, and Joi. You do all of this 

while I am tucked away in a box.  

I have faith and trust in you, as your family trusts in you as well. 

Out of your hard-earned income, will come the cost of my upkeep. At 

times, I may appear to be worthless to you – but someday (and who 

knows when) you and I will trade places. 

Steve, when you are laid to rest, I will come alive and begin my job. I 

will provide the money to help with food, shelter, schooling, and those 

other important things that Erin, Judah, and Joi will continue to need 

– just as you are doing now. When your work is done, my work will 

begin. Through me… your hands will carry on. 

Whenever you feel the price you are paying for my upkeep is 

burdensome, just remember all that I will do for Erin, Judah, and Joi 

once you are gone. 

Steve, if you do your part, I promise I will do mine. 

Sincerely, 

Your Life Insurance Policy 



 

 

When the policy is being written, you should have your customer write a hand-

written letter to his family. Thank you, agent Justin Cook, for this great example. 

 



 

 

Activity Sheet 

 

There are so many good reasons to have an activity sheet, yet very few team 

members have one. Some say it is old school, but it definitely works. Here are a few 

of the reasons: 

• Helps you track your activity 

• Helps with your follow up 

• Keeps you accountable 

• Helps with your lead measures to determine your lag results 

• It is always in your face. (Remember, out of sight-out of mind) 

Your activity sheet should be in a spiral notebook or on a legal pad or something of 

that nature. It should not be on loose leaf papers that are spread all over. It must 

be consolidated in one location for easy access and references. 

 

“The activity you are most avoiding contains your biggest opportunity.”               

– Robin Sharma 

 

The activity sheet should contain people you were able to speak with, not how 

many calls you made or voicemails you left. It should contain: 

• Your daily lead measure number 

• The customer’s name you spoke with 

• What happened (policy sold, objection, appointment set, will call me back, 

follow up scheduled, etc.) I used an abbreviation system.  

• I used a pencil to create/erase notes  

Here is an example of one of my old activity sheets. I hope it makes sense. 

 


