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AMS training program should explore 
all parts of these systems — and the 
principal owner should be sure their li-
censed agents are using the system to 
its full potential. According to insur-
ance industry writer Steve Anderson, 
CIC, several key features are commonly  
overlooked by agents, including: 

• Proposals and templates – An AMS 
offers templates that can be cus-
tomized for use in an independent 
agency without extensive editing, 
which can eat up valuable time. 

• Carrier marketing – An AMS tracks 
the account submissions made 
to carriers and provides agency  
management with key information 
to enhance relationships with each 
carrier. 

• Accurate data – The AMS en-
courages accurate data collection. 
Entering accurate data in an 
AMS is key to tracking impor-
tant information about clients and 
prospects. Incomplete or inaccu-
rate data will impact an agency’s  
productivity. 

• Reports – They can provide sig-
nificant data, such as monthly 
production, track new business and 

monthly commissions directly from 
your AMS system and eliminate  
redundant data entry. 

Although an AMS is viewed as a gen-
eral database for clients in some cases, it 
offers much more to ensure your agen-
cy excels in efficiency. A quality AMS 
system provides critical metrics on the 
health of an independent agency. The 
principal’s ability to understand met-
rics and how they may relate back to 
training staff on upselling and cross-
selling are key contributors to client  
retention. 

According to Chuck Blondino of Safe-
co Insurance, “Your marketing efforts 
should be the result of knowing where 
your new business comes from and how 
much revenue you make from the new 
business, so you can focus on how to 
drive in more and keep more.” Blondi-
no went further to break this down into 
three categories, including new business, 
average revenue per client and retention 
— each of which can be tracked within 
your AMS.

Having access to a quality AMS system 
— and using it correctly — enables your 
agency to measure and take action ef-
ficiently as it centralizes all client and 
prospect information. 

Independent agents are struggling to 
keep up with significant and ongoing 
changes in the technology space, but 
knowledge and assimilation of this tech 
are integral to their agencies’ survival. 
Let’s take a look at today’s independent 
agency and the technology that can be a 
key to growth.

Agency Management Systems
Embracing technology in your agen-
cy starts with having a quality agency 
management system (AMS) in place. 
It is a critical investment for superi-
or productivity and long-term success. 
While AMS has been a fixture within 
the industry for 30 years, it is not of-
ten used to its fullest potential. AMS 
is a vehicle to create efficiency and au-
tomation within your agency, and 
agents should not be intimidated by 
it. AMS gives independent agencies: 
more access, provides better errors 
and omissions documentation, poli-
cy and commission downloads, email 
and text communication management, 
and it enables agency staff to focus on  
revenue-generating activities. 

Despite their significant value to inde-
pendent agents, it has not traditionally 
been a priority for principals to under-
stand the many facets of AMS. A good 
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Websites 
Another key to growth for the in-
dependent agent is a good website. 
Independent agencies’ websites must 
make an impact for those clients who 
don’t call or walk into their offices. Your 
website is your agency’s central com-
munication point for people on the go 
as well as insureds who simply prefer 
that delivery channel. A website should 
be considered an online “hub” for any 
agency, and its branding and messaging 
should be extended to your social media 
accounts, such as LinkedIn, Twitter and 
Facebook.

Study your traffic and analytics to see 
what’s working, which pages are visited 
most and which may be less compel-
ling to your viewers. If your pages are 
ineffective, refresh the content and look 
into adding forms to pages that will, at a 
minimum, get permission from poten-
tial clients for you to send them more 
information. If your users take the time 
to give you their names and email ad-
dresses, they likely want to hear from 
you.

Comparative Raters
Do you use a comparative rater that is 
integrated with your website? A com-
parative rater is another key piece of 
technology that will make it easier for 
potential clients to get a quote. A qual-
ity rating system can also refer a client 
instantly to a producer in your agency 
who can then close the sale. 

“With a comparative rater, you learn 
and become an expert at a single inter-

face. You enter the information into this 
familiar workflow to rate one or more 
carriers at once. The single interface 
improves a producer’s ability to han-
dle quotes efficiently and consistently. 
On average, our rating users can com-
plete a quote in five minutes or less. It 
does not matter if they are rating one 
or 30 companies,” said Laird Rixford of 
the Independent Insurance Agents and  
Brokers of America.

In brief, a quality comparative rater 
system can make your business more ef-
ficient and increase accessibility for your 
clients.

Mobile Apps
Another element of technology that can 
fuel growth and retention is the mobile 
app (application). Mobile apps make it 
easier for policyholders or potential poli-
cyholders to access your agency, while at 
the same time giving you, the agent, a di-
rect channel to those clients and potential 
clients. Further, with a mobile app, you 
can ensure messages sent to policyhold-
ers and prospects are displayed clearly for 
mobile phone readability. This technol-
ogy is typically adopted by your existing 
clients rather than prospects — but is 
available for all once placed in the online 
stores for Apple and Google (Android). 
A good insurance mobile app designed 
for consumers and small businesses 
provides for:

• Enhanced and direct accessibil-
ity to clients (push notifications 
are a significant component of this  
access).

• Empowerment of your clients — 
they can easily reach and engage 
you as needed, as well as access in-
formation relative to their policies.

• Higher service levels — a good in-
surance mobile app contains just 
about everything your client will 
need if and when they are in a  
position to place a claim.

• The consistent presence of your 
brand with your clients — your 
agency will “own” a piece of the 
real estate on clients’ mobile  
devices.

Effective technology provides indepen-
dent insurance agents with the time and 
resources to examine how much oppor-
tunity may exist within their own client 
bases. In many cases, the opportunity 
will be significant. It’s a widely accept-
ed axiom that it is far less expensive to 
cross-sell to existing clients than it is to 
obtain new ones. 

The bottom line? Greater efficiency 
in your agency can result in a stron-
ger, more profitable book of business. 
Also, keep in contact with your cli-
ents through all channels using the best 
technology, and network within your 
community so you can become known 
as a vital resource. Finally, beware: if you 
are not embracing technology, chanc-
es are your competition has done so  
already — or will be doing so soon.	 ■
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