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Does Social Media Help Salespeople Sell?
by BSRP Staff

Despite the ubiquity of social media, successful salespeople prefer tradi�onal points of contact to make a
sale.
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In today's always-online, globally-connected marketplace, is there s�ll a place for tradi�onal selling? Or
has the new emphasis on social media marke�ng made person-to-person prospec�ng an anachronism?

Without a doubt, modern communica�on technology has reshaped how people buy and sell. Products
and services that used to depend on personalized service--from cosme�cs to life insurance--can be found,
compared and purchased online without any personal interac�on at all. Customers can choose to be
anonymous for as long as they wish while demanding complete transparency in return. Uncovering their
needs is as simple--and as bewildering--as wading through comments on your brand's socials pla�orms.

More traffic doesn't mean more sales

A strong social media presence can yield substan�al rewards, of course. The Girl Scouts of the USA
represent one of the more venerable sales forces in the United States. During the recession of 2008, they
saw sales of their iconic cookies grow steadily, due in part to embracing modern marke�ng channels like
email marke�ng and Facebook to connect with a broader customer base. Mirroring that strategy, many
companies in the non-cookie sector have added a Chief Media Officer to their execu�ve suite. The CMO's
func�on is to raise brand awareness and loyalty--a func�on that is increasingly accomplished via online
social media pla�orms as much as or more than print or broadcast adver�sing.

The underlying assump�on of the social media revolu�on is that greater exposure, awareness and
immediacy will translate into more sales. But that assump�on comes primarily from sta�s�cs that
measure clicks, shares and comments--not actual sales figures.

Tried and true over the new

Technology con�nues to change the sales game. We've seen virtual selling through email and video
conferencing become more popular due to the "no contact" rules because of the pandemic. S�ll, once
society gets back to normal, you may not want to ditch the "old school" methods just yet.

To get a clearer view of the link between computer-mediated communica�on and real-world results, we
went to the people who know best.

We recently surveyed about 4,700 salespeople, from a variety of industries and with an average age of 40.
In addi�on to assessing their general a�tudes toward prospec�ng, we asked them to name which specific
client communica�on medium they found most effec�ve.

In response, almost 70% indicated that tradi�onal methods of contact--face-to-face and telephone
prospec�ng--are the most effec�ve means of genera�ng new sales. Only 10% claimed that email was the
most effec�ve method of contac�ng prospec�ve buyers, and even less than that preferred social media
pla�orms.

Interes�ngly, there was no correla�on between sellers' age and the contact methods they preferred.
Seasoned sales veterans who remember rotary phones are just as likely as "wired-in" younger sellers to
see conven�onal prospec�ng as the more effec�ve driver of sales.

We did, however, uncover an important difference among salespeople in this survey. Those who
considered social media a superior means of genera�ng sales also tended to be uncomfortable with
phone or face-to-face methods. Whatever their stated reasons for gravita�ng toward modern, internet-
based methods of contac�ng customers, psychological assessments indicated they were less comfortable
with ini�a�ng contact overall.

BSRP's George W. Dudley, one of the behavioral scien�sts who par�cipated in the research says,
"Salespeople claiming social media is most effec�ve might be struggling with Call Reluctance®, an



emo�onal impediment to produc�on characterized by apprehension, conflict, hesita�on or avoidance
specifically associated with sales prospec�ng. They had elevated prospec�ng distress scores on 11 of the
12 forms of Call Reluctance measured."

Technology provides cover for emo�onal hesita�on

In that regard, social media methods aren't much different from older forms of "alterna�ve" prospec�ng
methods like brochures and snail-mail adver�sing campaigns. While social media pla�orms such as,
Facebook, Twi�er, LinkedIn and Instagram, may be useful sales and marke�ng tools,  it should not be a
subs�tute for direct, "real-�me" contact methods and could be a modern crutch instead. To salespeople
suffering from contact-related discomfort, they represent one more way of avoiding the most direct--and
effec�ve--means of finding new customers.

Even social media gurus tend to agree that computer-mediated communica�on, for all its other benefits,
may not be an effec�ve sales tool. A 2012 survey revealed that CMOs believe so-called "social efforts"
increase brand awareness more effec�vely than they translate into sales, and nearly one in four thought
social media did not have a measurable effect on sales figures. And the Content Marke�ng Ins�tute
admonished its audience, "We applaud you for doing more and trying more tac�cs, although we must say
we are pre�y sure that throwing more content at customers is not the answer."

We think the answer is the same as it's been for genera�ons of salespeople: The more prospec�ve
customers you contact, the more sales you close. And the sellers who feel most comfortable consistently
ge�ng in front of those prospects--regardless of sales support in the form of websites, blogs, Twi�er feeds
and online promo�ons--experience more success than those who can't, don't or won't.

The bo�om line

Social media can be great for keeping tabs on old friends, suppor�ng your poli�cal party of choice or
sharing pictures of cats doing funny things. But successful salespeople believe that to get their job done,
old-school prospec�ng beats the "Like" bu�on. Even in the 21st century, conven�onal sales contact
methods are s�ll the best way to generate new sales. If you aren't comfortable making direct interac�on
with the people you are selling to, no alterna�ve form of contact will be worth the �me or effort, and the
result will be fewer closed sales.

Do you want to increase your sales revenue and build your client base?

Sign up now for our Power Up Your Sales Workshop today and you'll learn how to:

Eliminate excuses and maximize prospec�ng and/or engagement ac�vity.

Eradicate nega�ve sales-defea�ng behaviors.

Clear "head trash" that is more dangerous than the current market condi�ons.

Find out more about BSRP's thought-leading prac�ces and procedures for managing Call Reluctance® and
explore our range of assessments, research and sales training.

Source: h�ps://callreluctance.com/blogs/does-social-media-help-salespeople-sell 
Behavioral Sciences Research Press (BSRP), callreluctance.com
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Avoid These Top 10 Sales Mistakes,
by Emily Huling

Over the years, I have made them all. I hope my list of what to avoid in sales and client rela�ons will help
others.

1. Thinking a referral is an easy sale. Just because you are recommended does not assure a sale. Do
your homework, build rapport, listen to their issues. Don’t take anything for granted. Remember to
thank the referral source and keep them in the loop.

2. Not building rapport with your client. You don't have to make a friend, but you must find
commonali�es.

3. Pitching your product and services. Instead, ask ques�ons to learn what your buyer already knows,
what they need and why they need it. That informa�on is the basis to discuss what you have to
offer.

4. Talking too much. Silence is a selling strategy.
5. Interrup�ng. Let your buyer talk. You can learn about your buyer's decision-making process,

challenges, and concerns.
6. Solving a problem they don't believe they have. Educate first and follow their cues.
7. Being impa�ent to close the sale. People buy in their �me, not yours. Un�l the �me is right, stay

visible by providing relevant informa�on.
8. Ge�ng defensive. If you disagree, use the feel, felt, and found technique. "I understand how you

feel. Others have felt the same way and have found..."
9. Taking things personally. Whatever is said or done, it's not personal. Get over it.

10. Making assump�ons. If you don't get a call back, don't assume a reason. I've o�en assumed the
worst, only to find out there is a good reason the connec�on was lost.

Emily Huling
Selling Strategies 
www.sellingstrategies.com
Copyright 2022 Emily Huling. All rights reserved.
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What is that Insurtech?

All kinds of "Insurtechs" exist from claims Insurtechs to sales Insurtechs to data consolida�on/analy�cs
Insurtechs to cer�ficate issuance Insurtechs to agency/broker Insurtechs to carrier Insurtechs. The
problem, and this is a major risk factor not to be taken lightly, is that transparency is severely lacking with
many Insurtechs rela�ve to what they really are.

An agency using an Insurtech had be�er know if the "Insurtech" is a carrier, a broker, a legi�mate broker,
an agency, or some other kind of pass-through organiza�on. If an agency makes a mistake, their E&O is at
risk and don't expect the Insurtech to bail you out.

An example is a new market that is adver�sing hard to en�ce agents to sell their niche property form.
They are adver�sing that they are a carrier in the form of, "ABC's new ... form is be�er and less expensive
than any on the market." However, they are the broker. They are not the carrier.

https://r20.rs6.net/tn.jsp?f=001gL3axRAWs4-_EPN2rDe2jqliNwsto02CdjeJOS9p9HrKoc0GQk97L0Cj4q2m63OesfKyStmizv5XuOeF_RUVsp9u-IciFVnUemZTdmoh7VhTtiNC0LzYikP1GVje_pOK-s56P2P16CQLnrzHnMWlcvjLKHMxawBm&c=em2V_ccTPf0ocvT73FEeMg-jR_7UT1THR5acDAoyLu4JuMzDmoN4uw==&ch=tIcTe5rYuJg7UWK0YJzZbRNpLCd1kvsW4K_spkq29uhHcgKRuHSjAw==


These are single en�ty brokers in the sense that they sell one carrier's products. These are not the
tradi�onal MGA's that sell mul�-carrier offerings. I am not sure the people running these single purpose
MGA's even understand the cri�cal differences. In this case, the carrier behind the MGA only had
$25 million in total surplus and was basically brand new. Does it really make sense to place business with a
carrier that only has $25 million in surplus when far larger carriers exist who have be�er ra�ngs?

I have great regard for A.M. Best's ra�ngs. There is a par�cular carrier that was rated "A-" by A.M. Best
and I am not ques�oning the ra�ng in any way whatsoever. However, agents would be smart to look at the
carrier's surplus in addi�on to the ra�ng because $25 million in surplus is not much money as far as
surplus goes. The average home value is around $500,000 so that is only 50 houses (if Coverages B and C
are included, much less addi�onal living expenses, it really is maybe 30 homes).

When a broker is selling a carrier's products, the broker has an obliga�on to disclose the carrier’s iden�ty
from whom they are providing the quote. I do not see that is always happening although it is not
necessarily nefarious. I have talked to many Insurtech execu�ves and quite a few do not know the
difference between a carrier and a broker.

From an E&O perspec�ve at the most basic level, agents should list the actual carrier on the applica�on.
One cannot list a broker as a carrier. In the example above, the broker had four different carriers that were
all �ny and their results, i.e., their surplus was not the same. Which of the four carriers is actually wri�ng
the policy? The agent must know this, and should disclose it to the insured, before submi�ng the
applica�on.

I see this situa�on o�en with various cyber forms. The cyber forms are marketed as "ABC's cyber form".
An MGA cannot own a form unless they are also the carrier (within the same en�ty and not different
en��es) or they have a specialized program with a market like Lloyds whereby they have a form that
Lloyds supports and usually the broker must have the pen. They don't file the forms or provide the surplus
specific to the form.

The form is the carrier's form, not the broker's form. For E&O purposes, pu�ng the broker's name on the
applica�on as the carrier is problema�c because for one, it is a misrepresenta�on, and for another the
en�ty named is not a rated en�ty or even a licensed carrier meaning the agency may have no E&O
coverage in the event insolvency becomes an issue.

Another example that exhibits the lack of transparency is how some InsurTech carriers do not understand
reinsurance (It is actually the brokers who usually don't know the difference between their broker status
and a carrier status, but also some carriers do not know this either). One InsurTech recently adver�sed
they were completely reinsured. They were not really reinsured. They had a cut-through agreement. With
whom they had made the cut-through agreement was not documented anywhere that I could find it.

First, cut-through agreements are not commodi�es. These agreements vary materially from one to
another. Second, they do not work like reinsurance. Third, cut-through agreements o�en indicate there
are significant financial issues. In the past, cut-through agreements were o�en the last resort for a
company that could not obtain capital or reinsurance in sufficient quan��es. Some cut-through
agreements provide quite limited coverage.

An agent truly needs to know whether an Insurtech has reinsurance or a cut-through agreement. If it is a
cut-through agreement, they MUST know the other carrier and at least have some semblance of
knowledge regarding what is covered by the agreement. Otherwise, it is irresponsible to place business
with that carrier.

I have seen these Insurtech en��es make the opposite mistake too. They thought they had a cut-through
agreement when they really had reinsurance.



Another example of the lack of transparency is when an InsurTech is double brokering. They are
adver�sing they have a product, but it is really a carrier's product they are accessing through another
broker. As with many examples, the founder of this InsurTech most likely had no idea what they were
doing was poten�ally illegal or in viola�on of contracts.

Many Insurtech leaders do not understand and have not taken the �me or made the effort to understand
how insurance distribu�on and regula�on work. I talked to one who thought that if they had a wholesale
license, they automa�cally got a retail license. They were selling insurance on a retail basis without a
license. Some are not so innocent. I had one leader advise me that he understood and simply was not
going to respect the contracts or regula�ons because contracts and regula�ons got in the way of his
achieving his goals.

I read an ar�cle recently deba�ng whether these new Insurtech carriers needed to be profitable to be
valuable. Insurance is not like other industries in the sense that companies do need to be profitable at
some level, so they have the money with which to pay claims. Ini�ally, losing money is to be expected but
the probability of always losing money and somehow con�nuing to maintain adequate surplus with which
to pay claims is improbable. For a couple of Insurtech en��es, my hat is off to them for convincing
investors to con�nue supplying surplus for as long as they have. They should get awards for being the best
salespeople on earth, but probably not an award for building a sustainable insurance company. At the end
of the day, what ma�ers is whether an insurance company has the money to pay claims for years into the
future. If this factor does not exist, the rest does not really ma�er.

When a market has no idea what they really are, agents should be wary about doing business with them. I
see agents, par�cularly younger agents, a�racted to these fresh en��es. I can see why too because they
do have a fresh approach that is very en�cing. Would they have a fresh approach if they were fully
transparent? If the agents understood what the market actually was and the risks a�endant to using such
a market?

In some cases, the situa�on reminds me of the biblical and old folklore stories in so many cultures of a
demon that appears as a beau�ful woman. I believe there is another technology now applicable called
"ca�ishing" where so�ware can make people look far be�er only to create quite a surprise on the first
date. It pays to know who you are kissing. Transparency is important. Do not write insurance with a
market where you do not know the exact carrier backing the policy. If you think this is too much work,
then write with standard carriers who have long histories and high ra�ngs.

[Back to Top]

Insurance Distribu�on: Sloppy vs Professional

The future of insurance distribu�on is becoming extremely clear to me. A huge push is being made to
generate as much in sales as possible with literally zero regard for insureds' actual coverage needs. I am
seeing this push with specific carriers within and outside of the independent agency channel. I can easily
see this within the Insurtech distribu�on models, and it is absolutely crystal clear some agencies are
planning to grow larger quickly, both with and without Insurtech connec�ons/branding, without regard to
insureds' true coverage needs.

I do not believe anything in the first paragraph should be news to anyone who is paying a�en�on. When
an agency adver�ses, "This is the quote for you..." and the carrier is having to lay off policies to avoid the
insurance department taking them over, or an agent who has not read a policy recommends that a client
buy a policy that has so many corners cut off that it is now a circle (you cannot use four-corner logic to



determine whether coverage exists in a circular policy), or when you see a "quote machine" where literally
no one asks the client ques�ons, the result is slop which should be obvious to anyone who cares enough
to look.

Or, when a carrier hires a well-known consul�ng firm to help them minimize claims payments (this is
pre�y well documented in some public ar�cles), or a carrier removes coverage without informing their
agents or clients because they found a loophole in state law, or, in a situa�on I personally witnessed, when
an adjuster willfully misread the coverage to conclude an absurd denial, the result is slop.

The concept that Insurtech has brought about a consumer revolu�on because it makes it easier to do
business is shallow. Making it easier for consumers to choose the wrong and inadequate coverages does
not cons�tute a consumer revolu�on.

Or consider the model whereby a direct writer usually, but some independent agency carriers too,
appoints or prefers agents who do not know what they are doing because ignorance makes the agents
seem more trustworthy. I watched a movie about a Cold War spy case where the Bri�sh chose a salesman
as a secret message courier because he was "not bright". In one of the best lines, he was called a "Great
Amateur". The salesman turned out to be amazingly courageous and honorable and I hope he received a
medal and award from his government.

In the movie, a�er his arrest by the Soviets, he described himself as, "I'm a salesman. I want my customers
to like me." From many perspec�ves, if a carrier can get an insured to believe they are the greatest and
have salespeople who are ignorant and primarily focused only on ge�ng clients to like them, sales can be
increased. This phenomenon is based on the salesperson's genuine, if unwarranted, belief that what they
are doing is great. They are a straw horse, and the strategy o�en works for the carrier, some�mes the
agency (assuming they are not hit with E&O claims) and, provided the insured does not really need their
insurance, i.e., they don't have a claim, it works for the insured too.

Insurtech and carriers are using the same strategy when adver�sing by using animals and idiots to
trumpet their products. It's an innocent, if incompetent from an applica�on of correct coverages, strategy.
Humans are not afraid of incompetent people and �me a�er �me do business with them even if they
know they should not do so. This goes for doctors, a�orneys, and poli�cians too.

Some people might be upset reading this depic�on. I am upset too, so I am wri�ng about it. Insurance is
one of the greatest tools ever invented to help people rebuild their businesses, homes, and lives in �mes
of crisis. The slop described above greatly dilutes the value and damages the images of those carriers and
agents trying to do what is best for their clients. I know many agents who live to help their clients. I know
carriers who, throughout their culture, really believe that they are there to help their insureds to the
extent of what is wri�en in the policy. These are wonderful people who are represen�ng the industry well.

However, there is big money behind the slop. One reason for abundance of funds is because it is far, far
easier to scale slop. In the insurance world, quality requires an agent to spend �me to discover and
uncover their clients' needs. The whole idea of insureds figuring out their own coverage needs is ludicrous
and anyone who has ever sat with an insured and gone through coverages and exposures knows just how
silly and misleading this assump�on is. Insurance contracts are not 30 pages long because choosing the
right coverage is simple.

Being a professional and truly taking care of your clients has great opportunity because many people and
businesses do want professional advice. But it is harder than ever to be a professional. The forces are
blowing against the true pros and many people prefer the industry to consist of "great amateurs."

The great professionals will need to do the following to win:



Focus on clients who want professional level service.
Charge the right amount of money. Normal commissions are inadequate for the value you bring.
Know your coverages far, far be�er than is the norm with other agents.
Develop much stronger communica�on skills:

The ability to translate difficult coverage language into language that insureds understand.
Improve, through training, verbal, and wri�en communica�on skills for one-on-one
communica�on.
Improve and develop far be�er speaking abili�es.

Develop the tools/skills required so that customers understand you are delivering more than an
insurance policy. Any amateur -- even bad amateurs -- can deliver insurance policies. The difference
between you and the amateurs must be the delivery of the right policy with the value proposi�on
that goes with the right coverage and risk management recommenda�ons. The en�re list and
development of these op�ons is about a 40 hour program so this is not the place to go into detail.
The professional must truly care about their clients' well-being. I am sure some amateurs care, but
they do not truly care. The difference is simple. Many people are heartbroken for others when
something bad happens, but they don't do anything to help. A person who truly cares about their
clients' coverages will do everything they can to convince those customers to buy the coverages
they truly need. They will learn the coverages. They will learn to describe the coverages in a manner
that clicks lightbulbs in customers' minds.
The professional will take the �me to talk to their customers.

I see some agencies already using this professional (if not fully developed) model and it works well. They'll
con�nue to have a long, prosperous career because the big money is not targe�ng truly professional
agents. The big money is going a�er the great, and not so great amateurs.

The future is pre�y obvious and it is a two-way fork to the future. One road is short and one is long. Which
path will you choose?

[Back to Top]

Do You Have Any Idea What You Are Selling?

Someone wrote to me to tell me I was basically an idiot for previously wri�ng that insurance is designed to
protect assets and that products adver�sed as insurance that do not protect assets are not really
insurance.

The writer's first point was that under various state insurance codes--I will use the one he cited for
California--"Insurance is a contract whereby one undertakes to indemnify another against loss, damage,
or liability arising from a con�ngent or unknown event" (California Insurance Code, Sec�on 22) was that
liability/casualty insurance does not protect assets.

I will be brutal here: If you do not understand that casualty insurance/liability insurance protects assets,
you probably should not be allowed to maintain your insurance license. Liability insurance is 100%
designed to protect the policyholder's assets. Otherwise, if it is determined the policyholder must
indemnify another party against loss, damage, or liability arising from a con�ngent or unknown event and
must spend their personal assets in order to indemnify the other party, they have lost those assets in the
process. Simply put, if you are sued for $100,000 and must make a $100,000 withdrawal from your savings
account, you have lost $100,000 of assets. If you have a liability policy that will pay the $100,000, your
liability policy has protected your assets.



It is neither here nor there whether an insurance policy protects property or liability. The purpose is the
same--to protect a policyholder's assets.

The same "expert" went on to say that life insurance does not protect assets because it does not prevent a
person from losing their life. That is a silly point. The writer then goes on to say that life insurance protects
the beneficiaries but does not protect assets. Again, this is indica�ve of ignorance.

How does life insurance protect assets and what assets does it protect? Take a simple situa�on not
involving tax planning. Why is a primary earner's death so devas�ng to their family that it necessitates the
purchase of life insurance in the first place? Because the primary earner's income stream is stopped.

That income stream is an asset. An income stream in this sense is no different than the income stream of a
business. The value of that income stream can easily be calculated using a variety of capitaliza�on models.
The amount of life insurance a family needs can be calculated using one of these models and hence, the
life insurance protects the asset known as an income stream.

Understanding that an income stream is an asset, a clear and legally defined asset, is something about
which everyone selling insurance should understand. However, in teaching dozens of business income
classes, it is not something most people in this industry comprehend. Life insurance in many ways is quite
similar to business income insurance because both are designed to protect what would have been a
future income stream.

My clients who understand income streams well, sell business income coverage that is structured far more
accurately for their clients than the common, generic approach of, "We just give everyone ALS." Insureds
deserve agents who truly understand income streams and how to value those streams as assets. Agents
failing to do so are failing their customers.

Life insurance sold for tax planning purposes, which is a huge propor�on of the life insurance that is sold,
is designed to protect assets. Otherwise, assets must be sold to pay taxes. Some�mes the asset lost is
cash, and therefore it does not have to be sold, but it is s�ll lost.

A problem arises when life insurance is sold and the beneficiaries do not really have any kind of insurable
interest in the insured. This "life insurance" is no longer really insurance. It is more of a put or call,
specula�on, or cause for crime, but it is not insurance any longer.

Another point of conten�on he expressed that health insurance is not really health insurance and in most
cases (self-insured individuals are an excep�on as I pointed out in the previous ar�cle), it is not really
insurance. The reason, as I previously noted, is that true insurance is designed to protect the assets of the
named insured and the named insured has an insurable interest. Fully funded employer provided health
insurance policies are not protec�ng the assets of the named insured and the named insured does not
have an insurable interest in the employee (to have an insurable interest would require ownership in the
employee which is illegal). Therefore, health insurance fails the insurance test.

A self-insured person, say a self-employed person who is also self-insured for health insurance, has bought
real insurance. The named insured has an insurable interest in themselves, and they pay for their own
insurance 100%. The insurance protects their personal assets against spending �me in a hospital and
being unable to work. In effect, health insurance in this scenario is protec�ng the self-employed person’s
income stream and their bank account, both obvious assets.

An employer paying for their employees' health insurance is not protec�ng their balance sheet because
they are not liable for their employees' hospital bills when they break a leg skiing on vaca�on. They have
no risk or exposure to their balance sheet and unless, and maybe not even then, the person meets the
criteria of an irreplaceable employee cri�cal to the daily func�oning of the organiza�on (think a $1 million



commission producer in an agency with $1.2 million in total commissions), that employee's hobbling
around does not materially endanger the cash flow of the company either. In other words, there’s nothing
to insure.

Individuals could just as easily buy their own real health insurance. Employers offer it as a benefit, a
subsidized benefit and that is all it is, albeit an extremely expensive benefit.

The last major point this writer raised was that I was wrong in sta�ng that workers' compensa�on is not
really insurance either. He proceeded to give me a history of why workers' compensa�on exists. Why
something exists is of no importance rela�ve to what it is. Workers' compensa�on is a benefit to the
employee. The fact that it replaces what would otherwise be some form of insurance an employer would
buy in the event an employee sued them for a workplace injury does not make workers' compensa�on
"insurance". It is simply a benefit designed to avoid having a true insurance product because business
leaders, poli�cians, maybe the plain�ff's bar, and maybe the unions all agreed workers' compensa�on was
a be�er solu�on than constant li�ga�on. It is great they developed a non-insurance solu�on that is s�ll
sold by insurance companies and uses the word 'insurance."

A professional understands exactly what they are selling. At the very least, a professional understands that
casualty insurance protects assets just like property insurance protects assets--just different assets. A
professional understands that an income stream is an asset. When private equity and Harvard MBA's talk
about mone�zing the value of their product, they are talking about the value of future cash flow.

I hope this ar�cle helps further clarify what insurance is and is not for those beginning their careers. I
sincerely hope this intrigues a few people enough to truly explore the value of insuring future cash flows
because that is where the future of insurance lies.
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Chris Burand is president and owner of Burand & Associates, LLC, a management consul�ng firm that has
been specializing in the property/casualty insurance industry since 1992. Burand is recognized as a leading
consultant for agency valua�ons, helping agents increase profits and reduce the cost of sales. His services
include: agency valua�ons/due diligence, producer compensa�on plans, expert witness services, E&O
carrier approved E&O procedure reviews, and agency opera�on enhancement reviews. He also provides
the acclaimed Con�ngency Contract Analysis® Service and has the largest database and knowledge of
con�ngency contracts in the insurance industry.

Burand has more than 30 years' experience in the insurance industry. He is a featured speaker across the
con�nent at more than 300 conven�ons and educa�onal programs. He has wri�en for numerous industry
publica�ons including Insurance Journal, American Agent & Broker, and Na�onal Underwriter. He also
publishes Burand's Insurance Agency Adviser for independent insurance agents.

Burand is a member of the Ins�tute of Business Appraisers and NACVA, a department head for the
Independent Insurance Agents and Brokers of America's Virtual University, an instructor for Insurance
Journal's Academy of Insurance, and a volunteer counselor for the Small Business Administra�on's SCORE
program. Chris Burand is also a Cer�fied Business Appraiser and cer�fied E&O Auditor.

NOTE: The informa�on provided in this newsle�er is intended for educa�onal and informa�onal purposes
only and it represents only the views of the authors. It is not a recommenda�on that a par�cular course of
ac�on be followed. Burand & Associates, LLC and Chris Burand assume, and will have, no responsibility for
liability or damage which may result from the use of any of this informa�on.



Burand & Associates, LLC is an advocate of agencies which construc�vely manage and improve their
con�ngency contracts by learning how to nego�ate and use their con�ngency contracts more effec�vely.
We maintain that agents can achieve considerably be�er results without ever taking ac�ons that are
detrimental or disadvantageous to the insureds. We have never and would not ever recommend an agent
or agency implement a policy or otherwise advocate increasing its con�ngency income ahead of the
insureds' interests.

A complete understanding of the subjects covered in this newsle�er may require broader and addi�onal
knowledge beyond the informa�on presented. None of the materials in this newsle�er should be
construed as offering legal advice, and the specific advice of legal counsel is recommended before ac�ng
on any ma�er discussed in this newsle�er. Regulated individuals/en��es should also ensure that they
comply with all applicable laws, rules, and regula�ons.
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