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PRAISE FOR THE SALESPERSON’S
 GUIDE TO GROWING A BUSINESS




“The advice and guidance from Q4i have been invaluable in our firm’s growth. As you read The Salesperson’s Guide to Growing a Business, you’ll have countless moments where you are inspired to run out and change your world. You’ll also find yourself frustrated that you hadn’t already found the motivation and instruction to have built your career on their platform from the very beginning.”


—Bret Brummitt


Generous Benefits




“Kevin, Wendy, and the entire Q4i team have always challenged us professionally. Guided by them and their Q4i Growth Platform, we have enjoyed a level of strategic growth in our business that we could never have imagined.




The insights, advice, and experience shared in The Salesperson’s Guide to Growing a Business will be a similar game-changer for those who apply it to their business. Be warned, though; they have woven their tough-love coaching style and accountability throughout its pages.”


—Allison and Josh Butler


Butler Benefits & Consulting




“Twelve years ago, my business needed guidance, and I needed a mentor to help me be the leader my team needed. Enter Kevin, Wendy, and the entire Q4i team. Together, we have traversed the mountain of organizational growth.




Partnering with them was one of the best business decisions I’ve ever made. While not everyone will be able to work with them personally, reading The Salesperson’s Guide to Growing a Business and applying its principles will prove to be one of the best business decisions anyone can make. You’ll find yourself motivated and ready to, as they say, go #Get$hitDone!”


—Billy Bridwell


Keystone Insurers Group




“Before we officially engaged with the Q4i team, we were voracious consumers of the content they shared on LinkedIn and via their blog. We had three straight years of 40 percent growth that we attribute to implementing what we learned from their writings.




I can only imagine what our growth would have been had we been fortunate enough to follow the collective guidance they have built into The Salesperson’s Guide to Growing a Business. Ignore their ideas and instruction at the peril of your future growth.”


—Kevin Curran, CLU®


Salt Margin




“As entrepreneurs, we learned early on the importance of learning from others who have gone before us. Unfortunately, no formal education can fully prepare you for what you face when you start an agency. Kevin and Wendy have come damn close, though.




They get us as entrepreneurs, and they get us as an agency, because they’ve been both. Their system worked for us immediately in our first year and continues to drive our growth today. We can honestly say that no person or system has impacted our business as profoundly as Wendy, Kevin, and their Q4i Growth Platform. The gems of knowledge they have passed on to us over the past few years have been invaluable.




Now, other entrepreneurs can read this book and benefit from those same gems, their industry experience, ideas, and the Growth Platform that has driven so much of our success.”


—Chelsea & Donovan Ryckis


Ethos Benefits




“I have worked with and followed the teaching of Q4i since its inception. I was looking to grow my small agency and to do so while aligning myself with a network of other like-minded agencies. Kevin and Wendy have built their firm with that spirit of mutual learning and sharing in mind.




In The Salesperson’s Guide to Growing a Business, you will find the detailed foundation of what I learned from them as I built my agency. You’ll be challenged to understand your business at a new level, monitor and manage your critical numbers, and leverage the proven building blocks that drive agency growth.




My agency is better because of what I’ve learned from them, and if you implement what you learn in this book, yours will be too.”


—Adam S. Rosenfeld


Rubicon Benefits, LLC




“Business books are typically 10 percent real information and 90 percent fluff. In contrast, The Salesperson’s Guide to Growing a Business is dense with specific ideas, focus, instructions, tactics, analysis, and organization. As idea-dense as the book is, they deliver their guidance in the tone of an oracle-level best friend. They have a gift, and their advice just plain works. We’re fortunate that they have shared it with the industry.”


—Pete Travis, JD


The Howard Group, Inc.
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To this great industry of givers and helpers.
 You inspire us.
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We hope our perspectives help you to see your future opportunities in a different light. It’s only when you see things differently that you start to think differently. And it’s only when you begin to think differently that you are driven to act differently.




Welcome to The Salesperson’s Guide to Growing a Business. This book results from years of trial and error, successes and failures, and constant questioning of everything we think we know. We have written it with the primary goal of helping you create your path to new levels of growth and success.


As you read the book, our backgrounds in the employee benefits and insurance industry will be obvious. But this book has a much broader scope. Our passion for serving those who serve the employers of the world is what not only fuels this book, it also fuels the coaching and marketing business we have built to serve them.


Regardless of your industry or role within your organization, your mindset will primarily determine the value you take away from what we share. In much the same way we have built our business, we have written this book for those who own, or are interested in owning, a business. But it isn’t just for the owners themselves. This book is for anyone who takes great pride in their performance, has a genuine desire to transform, and above all else, is willing to work hard. If this describes you, you will find ideas, resources, and actionable advice you can start using immediately.


MORE ALIKE THAN WE REALIZE


Every industry and business feels their situation is unique and special, that they’re the exception to the rule, and therefore don’t need to heed the advice followed by others. This “head trash” keeps way too many from being open to ideas and strategies that could propel them forward.




Quite often, the key to success isn’t a brand-new idea. Instead, the real key is a more systematic assimilation of what you already know works.





The principles are universal for building a good business as well as managing both personal and professional challenges that are sure to arise. You probably already know many of the things you need to do, regardless of industry, and you’ve likely done them at one time or another.


Quite often, the key to success isn’t a brand-new idea. Instead, the real key is a more systematic assimilation of what you already know works. You can expect to take away from our book that same sensibility with actionable, common-sense ideas.


MOVE FROM ACCIDENTAL TO INTENTIONAL


We are at an interesting time in business. As easy as technology makes it to get a business up and running, it has also become more difficult than ever to launch, build, and successfully run a business. The alarm bells are sounding, and we took them as a call to action to share this story.


In insurance and benefits, the bells are purportedly signaling the industry’s death. The supposed demise will result from the youngest generations of the workforce not wanting anything to do with insurance. But seriously? This is somehow a new phenomenon?! Of course they don’t want anything to do with insurance!


However, that doesn’t make this group of young people any different from any generation that came before them. Be honest: How many of you grew up with the goal and aspiration of getting into insurance? We’ve asked this question enough to know there aren’t many of you raising your hand right now.


In fact, how many of you grew up with the goal and aspiration of being in whatever industry you’re in? Again, likely, not very many. Most of us who are entrepreneurs or small business owners, or whose career has brought us into one of those worlds, find ourselves here without it having been a part of some “master plan.”


A FORK IN THE ROAD


We see an interesting dichotomy. It is more desirable and popular than ever to be an entrepreneur. Many entrepreneurs have the primary goal of building a business to a certain point, selling it for a crapload of money, and then rinsing and repeating. If that’s you, good on ya, but this book probably isn’t for you.


We’ve written the book to help guide the accidental and aspirational entrepreneurs and others who are helping build and run their accidental businesses. The businesses we have in mind were likely started by a successful salesperson working for someone else who decided to go out on their own, had continued success, and woke up one morning with the realization they had built a business they weren’t entirely sure how to run.


Our goal with The Salesperson’s Guide is very similar to the value proposition we offer our clients. You will finish this book better prepared to


•keep your pipeline filled with more targeted opportunities,


•convert and close more of those opportunities, and


•operate more efficiently around the resulting clients.


THIS TIME CAN BE DIFFERENT


If you are like most, picking up this book isn’t your first attempt at better preparing yourself to be more successful in today’s competitive world. You have likely read books, attended seminars, and participated in coaching and networking programs.


You are also likely to be frustrated at how little these investments and efforts prepared you to change the trajectory of your career and business. We experienced that ourselves when we sat in your seats. It is precisely what motivated us to build a better answer.


We have spent the last decade and a half driven by the mantra of “filling gaps and taking away excuses” while coaching and training individuals and businesses like yours. We know how frustrating it is to be presented with some big, exciting idea and then left on your own to figure out how to build it. We also know the sad, BS excuses you place in your own way. We find both inexcusable.


There are more sophisticated and complex approaches to addressing the topics we discuss in this book. If you are ready for those, by all means, go for it. However, we know that before you can successfully implement those ideas, you must have a strong and stable foundation.


BUILDING A SOLID FOUNDATION AND STRUCTURE


The structure of The Salesperson’s Guide is based on our Q4i Growth Platform. Our platform recognizes that all businesses need to effectively execute in the four key areas, which we call pillars, of marketing, sales, service, and leadership. We also dive deeper into each pillar by breaking them down into four impact areas that describe success in more detail within each respective pillar.


Throughout the book, you’ll find ideas, strategies, and resources to fill execution gaps and learn ways to use them as the foundational building blocks for your successful future. Those building blocks are the very pillars and impact areas that make up our Growth Platform. By following our suggestions and using the resources we provide, you will fill your gaps and build the strongest foundation your business has ever enjoyed.


We recommend reading the book from beginning to end, making notes along the way before taking any specific action. This will give you the greatest overall perspective and an understanding of how all the pieces fit together. At the end of the book in the chapter “Let’s Do This Thing,” we’ll direct you to an organizational analysis that will help you determine your current strengths and opportunities for improvement in each of the areas we address.


With the overall perspective and newfound insight into your own situation, we then recommend going back through the book more intentionally, completing the self-assessments, working through the exercises, and strengthening your business as you go. As the name implies, this book is intended to be a reference resource, a guide you come back to time and again to help you build and run a more successful business.


Throughout the book, you will hear us calling BS on the many excuses we know will creep into your thinking. You may not even be aware of the excuses you create, but you will cringe in recognition as you see them in print on the pages before you. Before finishing the book, you will likely feel we may have been eavesdropping on your team meetings or perhaps even reading your minds.


In a way, we have done both.


OK, enough with why we have written this book; let’s get to it. It’s time to create your path to growth.
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Marketing Pillar Overview




Not marketing to save money is like stopping your watch to save time.


—HENRY FORD (PARAPHRASED)






Chapter objective: Dissect the Marketing Pillar, emphasize why it is important, help you understand what leads to marketing success, and describe how it fits into your overall growth path.







Marketing is not a new business idea. But in many real ways, it is for insurance agencies or any business that primarily distributes products on behalf of others. We believe this is the case for one underlying reason: insurance agencies have depended on insurance carriers for the product they distribute, and the agencies have survived peripherally through the carriers’ marketing efforts.


It’s dangerous to run a business that is overly dependent on someone else’s product (more on this in later chapters), especially when all of your competitors have access to the same third-party products. An effective marketing strategy is your best opportunity to take control back from your suppliers and to separate your business from your competition.




No independent business can maintain financial success without an effective marketing strategy and plan.





No independent business can maintain financial success without an effective marketing strategy and plan.


BUT IT’S SO DAMN HARD


It’s one thing for small businesses to recognize the need to embrace marketing; it’s another thing entirely for them to take it on successfully. Many lack the knowledge, skill set, and bandwidth. These obstacles can be overcome. They must be overcome, even if this means outsourcing some of the marketing functions.


However, there is another obstacle that is much harder to remove, and that is a lack of patience. Marketing takes time and, especially early on, it can feel as though you are throwing all of your hard work into a black hole, unlike other critical areas of the business.


•If you don’t service clients, you experience immediate results.


•If you don’t get out and sell, you see immediate results (or lack thereof ).


However, whether you market or you don’t, the results (or lack of) aren’t immediately apparent. Marketing is a long-term game that requires dedication to consistent activity.




Marketing is a long-term game that requires dedication to consistent activity.





This is especially challenging for the typical entrepreneur whose personality is often fueled by the need for instant gratification. Admit it; you are easily distracted by the next “bright and shiny.” This causes most efforts to be quickly abandoned and replaced with excuses.


TEN MOST RIDICULOUS EXCUSES FOR NOT MARKETING


At Q4i, we’ve heard all the excuses from prospects and clients alike. These are what led us to launch our marketing division. However, most excuses for not marketing are nothing more than head trash that needs to be taken to the curb.


Here are ten of the best head-shakers we hear and our snarky responses. Because we can’t take ourselves too seriously.


1.Our market is different; marketing doesn’t work here.


Um, no it’s not, and yes, it does.


2.Our prospects don’t use social media.


Wouldn’t you have to show up on social media yourself to know for sure?


3.This is a relationship business; nobody looks for an advisor online.


But they definitely search online for the help they’re not currently getting.


4.I’m not creative enough.


Wow, that is one creatively ridiculous excuse!


5.What if a prospect doesn’t like what I say, and it turns them away?


What if you don’t share and they become a misaligned client?


6.We’ve tried marketing three different times for a month each—nothing!


If you’re tired of starting over, stop giving up.


7.We don’t want our competitors to know our “secret sauce.” (Sshhh, don’t tell them, but it’s our service).


There are no secrets. Besides, the more you give, the more you get.


8.I just don’t have enough time.


Of course you do! You’re just choosing to spend it elsewhere.


9.Our profit margin is down, and our pipeline is empty; we just can’t afford marketing.


Especially in your case, you can’t afford not to market! Marketing is the first step in the sales process, making it the first step to increased revenue.


10.Prospects will never contact a seller.


This is usually heard from a prospect proactively contacting us to learn how we can help them grow.


YOU MUST COMMIT TO MARKETING


As difficult as you may find it to get started or elevate your marketing game, it is critical you do so. Effective marketing has countless upsides. It does the following:


•Speaks to the needs of buyers, capturing their attention.


•Educates your audience, elevating your status.


•Separates you from your competition from the earliest buyer searches.


•Pulls buyers into you and your sales process.


Buyers expect to find you online and, at a minimum, be able to learn about your company, team, philosophy, products and services, and how to contact you. And that’s just from your website. They also expect to find a complete social presence as well. If you’re not posting regularly, buyers assume there is something wrong.


Buyers are also looking for interesting information to help them decide if you might be the “one” for them. They want testimonials, case studies (social proof is everything), and educational content. Anything you can make available, they will consume, and if they like what they see, they’re willing to give you their information and permission to engage them to access it.


As you will hear from us repeatedly, marketing is not an optional activity, nor is it a project to be checked off a list. Marketing is a critical daily function of running a healthy, growing business. It is the first step of the sales process and client experience, and when done well, it makes everything else you do easier and more effective.


Let’s go!
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Impact Area: Defined Plan




Without a plan, every idea looks like a good one.






Chapter objective: Introduce the idea that business-tobusiness (B2B) sales organizations need a documented marketing plan to follow, must stick with the activity as outlined, and have faith that it is working to help achieve improved sales results.







WHY DO WE NEED A MARKETING PLAN?


Salespeople are often easily sold and distracted personalities, and they’re particularly prone to signing up for the latest idea of the day, thinking it’s going to be the one to save their business. They also tend to be quick-start personalities trying out one new marketing idea here and another idea there, not sticking with any of them, and then claim marketing doesn’t work.


It’s not surprising to hear from owners that they dabble in various marketing “opportunities” that come along. Business owners have confessed to us a whole variety of stories about marketing “investments” they’ve made over the years that did not move them ahead in any way:


•Hiring an automated service to make new connections on LinkedIn, which immediately drops the new connection into a campaign to try and set a meeting. Instead of engaging potential prospects, it simply annoys them, and they disconnect.


•Pouring money into print, radio, or TV ads with no ability to track engagement or conversions.


•Purchasing thousands of leads and spamming them with emails, only to have their email accounts suspended in the process.


•Spending significant money on a single event, thinking it’s going to “make” the brand.


•Speaking at an event with the anticipation of making them industry famous and expecting people to come flocking.


•Hiring a marketing manager with no knowledge of what the position entails or what the person would do once on the team, but expecting the new hire to save the business.


And these owners are often surprised they don’t get a response from their efforts. Our question back is always, “What else did you do? How did you create a plan of action to take advantage of that activity? And what was your company marketing strategy that made that idea make sense?”


The answer is typically an admission that there was no plan for the activity or for a larger marketing strategy. That one idea was the whole strategy and plan.


DON’T BE THAT GUY


Avoid the trap of believing the newest trending idea is somehow going to save your business. That’s rarely, if ever, the case. One-off, sporadic, or unplanned activities are usually a waste of time and rarely drive results.


A steady stream of quality activities that resonates with your audience will be the idea that can save your business. High-growth organizations know this, and they make marketing a daily activity, just as they do for servicing their clients.


A plan for your marketing activity will do the following:


•Keep you focused on the right behaviors and guide your time, money, and resources into the right activities.


•Provide your sales team with consistent and known support they can count on to help keep the sales pipeline full of qualified prospects.


•Prevent you from creating mindless marketing activity that chases the latest trend or simply copycats your competitors.


In a B2B service organization, everyone knows how important it is to show up every day and service existing clients. But very few embrace that marketing is also a critical daily function of running a healthy and growing business. The same dedication to servicing your clients must be apparent to the entire organization about how important marketing is to filling the pipeline and bringing on new clients.


Your sales team needs the prospect’s trust to get the first meeting. Showing up regularly and sharing quality, educational ideas leads to the trust and familiarity readers are looking for, and marketing is a key player in helping create the presence that leads to sales conversations.


WHAT IS A MARKETING PLAN?


You’re likely familiar with sales team planning—setting goals, identifying prospects or niche markets, and outlining prospecting activities to reach those prospective clients. You also need to plan for your marketing activities in a similar way, defining how marketing fits into and supports the sales team plans. Marketing and sales planning should be done with a singular focus of the two disciplines working toward the same endgame—increasing company revenue.


A marketing plan outlines the feelings and perceptions you have of your business and how you expect to communicate those ideas externally. A marketing plan should help you


•identify the right message to share with the right audience,


•evaluate your current marketing activities,


•plan your marketing activities for the year,


•visualize your marketing activities in action, and


•filter in and out the new marketing “opportunities” that come along.


Marketing shouldn’t be a project that gets scoped out so large that it’s too big to take on, where you find yourselves paralyzed into doing nothing. In fact, marketing shouldn’t be a project at all. Just like prospecting, leadership, or service, it should be a daily part of life.


INCLUDE THREE SECTIONS IN YOUR MARKETING PLAN


1.Section 1: An outline of your company’s key identifiers, as explained in the next section


2.Section 2: An outline of the company goals you are striving to achieve


3.Section 3: An outline of the activities your company will engage in
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Look at the marketing platform we have identified as the core activities for a small business to participate in. If you spend time in each area, you’ll have a solid presence in your market.


As you take time to research ideas and options for your plan, you’ll get a better feel for what to reasonably expect from your marketing efforts.




We remember years ago—before the Affordable Care Act (ACA)—when the fourth quarter was busy but not tax-season-crushing-busy like it’s turned into for everyone in the benefits world.


Our goal in those pre-ACA days was to have our agencies organized with sales team planning materials prepped for mid-September. We wanted to have individual discussions with salespeople and plans firmed up by the end of October. This led to the company planning that we scheduled for November, with the goal of kicking off the new year with fresh plans and fresh budgets.


It was a beautiful system! The end of the year used to be quiet, things slowed down, and people took time off.


Now, as we talk with agencies, we’re feeling good if we can get planning started between Christmas and New Year with the goal of having plans organized by mid-January. It’s a different game. The time between Christmas and New Year’s is now so often packed tight with discussions, plans, and trying to organize things to still kick off the new year in a timely manner but without the previous months of prep time.





HOW DO YOU CREATE A MARKETING PLAN?


Creating a marketing plan can be as easy as writing down a handful of key ideas, documenting a few things you want to see happen throughout the year, and making note of who is going to manage them and when.


It can also be much more involved and include a large amount of detail. We’ll walk you through options below, and we have resources available on our website to get you started. But first, regardless of how ready you are and how involved you’re going to make your plan, every plan must start with a strategy. Take time to think about your business, contemplate your model, and document your ideas.
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