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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

How to Share This White Paper 
I am totally happy (and thrilled) about you sharing this, however you want to; both online and 

offline, at no cost, as long as you don’t change or edit it in any way. 

How to Use the Information in This White Paper 
This is well-researched and well-meaning advice. Reading a white paper is one way to up skill 

yourself, but when it comes to commercial success, you are encouraged to select your own advisers 

to receive specialist advice about your specific situation.  

This is just a start, there is so much more to explore! Please use this in the way that it is intended; 

to provide some helpful hints, specific to your industry. 
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

About Laurel 
Laurel is a leading expert in lead generation. She is an old sales 

dog from way back. She co-founded a recruitment company 

called ITmaniacs, which was ranked #2 in the Deloitte Fast 50. She 

then set up and sold Amplify Sales, a company which focused 

solely on recruiting high performing sales professionals; 

primarily hunters. While her two boys, Lucas and Cameron, were 

very young, she enjoyed working from home as a contract sales 

resource. She has probably cold called more than most people, 

and although she sees the results it produces, she now realises 

there is an easier way to become commercially successful. It is all 

about positioning, and specifically being known for knowing 

something! 

GenLead, now known as laurelmclay.com was born in September 

2011, which provided sales training workshops and lead generation strategies, primarily to fast 

growing entrepreneurial companies. 

More recently, she has become an accredited thought leader mentor in the powerful Thought 

Leader’s Global curriculum. She is also a certified Freefall Coach. The Freefall framework is based 

on the ontological principles of what it is to be human. 

Laurel is now focused on providing lead generation strategies to the insurance industry; which is 

a sector she is particularly passionate about. The fact that New Zealand is one of the most under 

insured nations on the planet is disturbing, and Laurel is passionate about partnering those who 

provide insurance offerings to not only expand their reach, but to gain commitment from their 

prospects sooner rather than later. 

Laurel published her first book, “Lead Generation – 21st Century Strategies to ignite your sales’ in 

November 2014. Find out more at www.laurelmclay.com. 

  

http://www.laurelmclay.com/
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

EVERY INSURANCE ADVISER KNOWS THAT IN ORDER TO CREATE 

FINANCIAL SUCCESS FOR THEMSELVES AND REDUCE THE RISK OF 

CATASTROPHIC EVENTS FOR THEIR COMMUNITIES, THEY NEED TO 

BUILD A FAT AND HEALTHY PIPELINE AND MASTER LEAD 

GENERATION. 

But they also know that there are three challenges that they face. 

Challenges 

Challenge # 1 - They Don’t Know How to Find People to Sell to 
The interesting thing about insurance is that almost everyone is a prospect. But how do you shift 

them from a friend, acquaintance or stranger to a prospect? Furthermore, the more familiar you 

are with someone, the more difficult it can be to initiate that conversation! 

Challenge # 2 – Clients Don’t Recognize the Need for Insurance 

and/or Think It’s Too Expensive 
I knew a family where the father held an extremely senior and highly paid role in a large corporate 

organization. His wife despaired because he placed no value on life insurance. He believed that in 

the unlikely event that he died (or suffered a trauma), his wife could simply ‘sell the family home’ 

to adapt to losing his hefty income! 

Challenge # 3 - Clients Procrastinate about Making a Decision 

So you’ve had the conversation, and they have understood the value you can provide. But they 

are simply not in any hurry to commit! And we all know that the upshot of this is that the longer 

they take, the less likely it is that they will end up buying. 
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

So What Does This All Mean?  
I don’t know about you, but I find that it seems to somehow devalue the industry as a whole. There 

are many advisers struggling out there, and they can find their lack of performance soul 

destroying, particularly when they are coming from a good place, and know the absolute value of 

their offerings. 

The levels of performance of insurance advisers across the board are shown below. For each level, 

there is a corresponding approach that advisers in this group typically focus on. There is also the 

‘typical’ client response. 

Let’s have a look at each of these levels in more detail, and explore what’s really going on. 

Bottom 10th Percentile  

Let’s face it; this is a club that no one wants to belong to. But the common element in this group is 

that they simply are so paralysed by fear OR are so unmotivated, that they end up doing nothing. 

And guess what doing nothing gets? NOTHING results!  

10th To 30th Percentile 
This is still an underperforming group. They are doing something, but they have no influence. The 

conversations that they do have are met with underwhelm or indifference. In some ways, they 

might be better served doing nothing, because their activity doesn’t actually produce results 

anyway! 
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Focus: 
Doing the 
right thing

Client 
response: 
“Thank God 
our paths 
crossed!”

Focus: 
Doing the 
best thing

Client 
response: 
“Ok, now 
you’ve got 
my interest, 
let’s do 
this!”

Focus: 
Doing 
good 
things

Client 
response: 
“All good, 
let me 
go away 
and think 
about it”

Focus: 
Doing 
something

Client 
response: 
“Tell that to 
someone 
who cares.”

Focus: 
Doing 
nothing

Client 
response: 
“And you 
are?”
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

30th To 75th Percentile 
Now we are starting to get somewhere! This group is spending their time doing good things, so 

they are certainly getting some traction. They are following a proven methodology, doing the right 

activity and managing to get some traction. But the challenge is, that they are coming up against 

prospects simply not being prepared to commit. In sales, the old ‘let me go away and think about 

it’ response (and variations like ‘you’ve given me an awful lot to think about’ or ‘I never make a 

decision on the spot; I’m an analytical person who needs to go away and process information’) is 

really the death knell to conversion. What tends to go on is distraction or sabotage, and only 10% 

of this group ever commit1. 

75th To 98th Percentile 

Here is a group of top performers. They have a healthy approach to sales, and focus on doing the 

best thing, in terms of their mind-set, their systems and their communication. As a result, their 

conversion is high, and their impact far reaching. 

98th To 100th Percentile 
Here is where the elite hang out, and where everyone wants to end up. They have totally cracked 

the code, and it generally comes down to them doing the right thing, for them. Following best 

practice methodologies gets results, but the top performers know that they have to infuse their 

own uniqueness into the equation, and take authenticity to a whole new level. Like wearing 

someone else’s clothes, if you adopt an approach to selling which isn’t uniquely you, the 

experience can come across as a bit ‘uncool’. When you do the right thing, for you, it’s like 

experiencing a beautiful restaurant like Clooney’s. The beautiful design of the environment, the 

warmth and knowledge of the staff, and the spectacular quality of the food, creates something that 

can be summed up in one word: elegance. 

  

                                                        

1 In my book “Lead Generation – 21st Century Strategies to ignite your sales’, I have dedicated an entire chapter to 

my ‘commitment uptake model’ which is a brilliant way to gently challenge this response and elevate the % 

conversion from 10% to 70%. 
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

So How Do We Get There? 
It’s all about creating a rich experience for the people with whom you are having conversations, 

and the way to do that is three fold. 

1. Know your value 

2. Do your activity 

3. Own your elegance 

The diagram below shows the relationship between these three criteria: 

 

As you can see from the intersections in the models, if you don’t know your value, then you can 

come across as unclear, because you haven’t managed to get across the reason that people would 

want you or your product, over anyone or anything else in the market. 

If you don’t do your activity, then you will essentially remain unknown, because at some level, we 

all know that our reach is directly proportional to our activity, in spite of the supposed magic of 

social media and affiliate programs. 

And finally, if you don’t own your elegance, then I hate to say it, but you might just come across 

as a little uncool. If you haven’t mastered how to stand in your conviction, manage your 

desperation with some appealing lack of attachment, and to be yourself with your own unique 

style, rather than trying to be someone else, then it certainly isn’t elegance you will be portraying. 

That means to create a rich experience; you need all three, so let’s go into that in more detail now. 

Own Your 
Elegance

Know 
Your 

Value

Do Your 
Activity

Uncool 

Unclear Unknown 
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

Know Your Value 

Purpose 

Simon Sinek refers to the power of knowing your big WHY. Another way to describe this is by 

understanding your purpose, and this is the first key principle in knowing your value. 

Why have you chosen this as a career? What drives you to want to share your products and 

services with your communities? Have you taken some time to understand your own values? If 

you don’t know the answer to this, then not only will your conviction be lacking AND your value 

unclear, but you may very well be in the wrong role! The insurance industry has one of the highest 

turnover rates, and I believe it’s because people sometimes stumble into it, in other words, it 

happens more by accident than design. 

Life is simply too short not to be doing what you love, so I implore you to take the time to explore 

your purpose. 

Uniqueness 

In his book, The Tipping Point, Malcolm Gladwell refers to each of us having completed 10,000 

hours in something. It might be influence, trust or community. That is our ‘life lesson’, what we are 

here to share, and is the fundamental principle behind Thought Leader’s Global, an organization 

in which I am proud to belong, and whose curriculum I am licensed to deliver. What are your 

10,000 hours? What is it about the good and not so good circumstances in your life that have 

aligned you to end up doing what you are doing? As part of my private coaching programs, I take 

people through a couple of powerful exercises that reveal the 10,000 hours. It is a profound exercise 

and one where people feel like they have finally found their true north. 

Additionally, why did the product suite that you currently represent appeal to you? Is it their 

philosophy, their culture, their performance, their technology appetite, their flexibility, their 

leadership team or their reputation? There are a stack of reasons as to why what you sell is 

preferable to the other options, and it pays to find out what yours are! 

Generosity 

Now that you know your purpose and uniqueness, how can you effectively communicate the 

related value to both your prospects AND your client base? I am not just talking about some kind 

of website or brochure, but something of perceived value that you are happy to share, like a video, 

a white paper, or some kind of diagnostic. In the following activity section, I refer to creating your 

own lead generation machine, which is covered in extensive detail in my book, ‘Lead Generation 

-21st Century Strategies to Ignite your Success’. The beautiful thing about this generosity approach 

is that you suddenly have a reason to connect with people before even needing to have any ‘sales 

conversation’. It really is a great way to communicate your value. 
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

Do Your Activity 
At Thought Leader’s Business School, our activity is rigorously measured, and by activity, we are 

referring to numbers of approaches (e.g. emails, phone calls and deliveries), meetings and 

proposals sent. It will probably come as no surprise that those who tracked the highest activity 

produced the highest volume of sales. But what kind of activity should you is doing, and whom 

should you be doing it with? You want to create your own Lead Generation Machine, as I 

mentioned above, and these are the basic principles of the machine. 

Research 

Who are your market, and where do they hang out? How can you find them? Who do you know 

who knows them? The clearer you are on this, the more success you will have. Some people 

proclaim that anyone is a prospect for insurance, but you will be more successful if you narrow the 

criteria to those who will specifically relate to your own unique value and elegance. 

Reach Out 

Once you have determined who they are, what is the best way to connect to them? Again, my book 

goes into this in more details and breaks the options into traditional/next generation and 

online/offline strategies. The key thing to remember when reaching out is to use the generosity 

marketing principle. 

Respect 

I have been amazed at how crap people are in general at keeping in touch. This applies not only 

to prospects, but even clients! I pay a number of providers for various services, and I never hear 

from them. Now of course I don’t want to be pestered by them, but a good quality newsletter is 

still a great standard activity. And what about the occasional ‘just checking in’ phone call? Word 

of mouth is one of the most effective strategies for lead generation, but do you think that your 

clients are going to recommend you if they have forgotten about you, or even worse, feel ignored 

by you?! By the way, if you are giving them some consistent love, then you have earned the right 

to ask if they know of anyone you could speak to. If you are truly doing the right thing, then they 

will be recommending you even without the prompt! 
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

Own Your Elegance 

Mindset 

How many books do we need to read before it truly sinks in that our thoughts create our reality? 

If you think clients are hard to come by, then they will be hard to find. If you think clients are easy 

to come by, then they will be easy to come by. As Henry Ford so succinctly put it: 

“IF YOU THINK YOU CAN, OR THINK YOU CAN’T, YOU’RE RIGHT” 

Someone who comes from scarcity thinking is not particularly appealing. Just ask any man who 

came across me in my dating years, a period, which I affectionately refer to as my ‘reliably single’ 

years! I was so convinced that no one would find me attractive, so that when I did meet someone 

who showed an interest, I would try so hard to make it work, and scared them away. It was only 

after doing some personal development work on myself that I started asking the question, “hang 

on, are you good enough for ME?” It was like a switch was turned on. Suddenly I was dating like a 

maniac, until I met my wonderful husband a short time afterwards. 

With my lead gen machine, I claim that we can create the most beautiful masterpiece together, but 

your mind-set is the fuel that drives the machine. If you don’t have a healthy mind-set, then your 

engine simply won’t go. 

Chapter nine of my book is dedicated to mind-set. There are all sorts of things you can do to shift 

the hidden and unhidden negative beliefs that hold you back, including healing, redefining your 

commitment, your boundaries, getting present to what you are tolerating and visualization. Just 

do the self-development work; we all need to be vigilant around this, no matter how much self-

inquiry we have done to date! 

Playfulness 

In his book, The Game Changer, Dr Jason Fox refers to the power of visible progress. Setting up 

some gameful structures around your volume of activity, how you manage your time, and even 

how you play out a sales conversation (and gain commitment to proceed) is a very smart thing  

to do. 

Another aspect of being playful is lightening up a bit! We tend to get so serious, attached and 

dramatic about sales. Again, this doesn’t come across as very elegant.  

Finally, we could also do with being a bit more daring. Who do you admire, that you could reach 

out to, even on LinkedIn? Who are your industry heroes? People love to be asked for advice in 

general, so take a risk and start asking. 
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21ST CENTURY STRATEGIES TO IGNITE YOUR SALES 

Style 

Finally, and maybe most importantly, you need to ensure you are connecting with people in your 

unique way, and just being yourself. Don’t try to be something that you are not. In insurance, I 

believe there are four different styles (please let me know if you think I have missed out on any!). 

 

Which one of these styles describes you? Make sure your lead gen strategy complements that! 

There is no point in pretending to be an authoritarian, when you simply hate rejection. Don’t go 

into too much detail around the research if it bores you. BE YOURSELF and celebrate that! Sure, 

up skill yourself on attributes from each style, as we can all do with a little bit of each, but far better 

for you to focus on your natural strengths. They are what will get you results quicker.  

I hope you have gained some value from reading this. Just remember to know your value, do your 

activity, and own your elegance, and I promise you will reap the benefits and enjoy servicing a 

constantly growing database. 

 

Laurel McLay is an accredited Thought Leader mentor, a certified Freefall Coach and a successful entrepreneur.  

She now provides a variety of coaching offerings and workshops to support others to ignite their sales success.  

Check out more information at www.laurelmclay.com. 

• Someone who is ten foot tall and bullet proof, and simply gets on with it, shares their 
value with such authority that people commit. Of all the styles, these individuals are 
the least worried about being rejected. Can be a little intimidating.

The Authority

• Relies on their communities, and who they know. Builds lots of long-term 
relationships, is well liked, and works their networks well. Can sometimes 
worry about crossing the line from friend to adviser.

The Connector

• Their success is due to their relentless activity; they are simply out there, reaching 
out to prospects day in and day out, and love the diversity of meeting so many 
different people. Can come across as a little flighty or shallow (I should know, I am 
one of these  - but learning to work on the other aspects).

The Energizer Bunny

• Very focused on having massive amounts of data and information available, and 
uses research to their advantage, to gain buy in from equally analytical prospects. 
Very keen to show why certain products are suited to a client. Can bore people who 
aren’t similarly inclined.

The Analyst

http://www.laurelmclay.com/

