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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. 

 

 

 

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. 



 

 

Laurel is a leading expert in lead 

generation (or getting yourself known)  

and unpacking people’s thoughts for 

commercial success. She is an old 

sales dog from way back and 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.  

 

There are two common themes that 

have played out in Laurel’s life. One is 

that of clarity, or more specifically, 

confusion! Laurel spent many years 

not really understanding either what 

she was good at, or what she really 

loved. 

 

The other key theme has been value. 

After years of underselling herself, she 

now fully owns her value and also has 

clarity on not only what that is, but who  

values that. This is why she is so 

excited about working in the insurance 

industry, because commercial success 

is all about being clear on exactly that!  

 

Laurel is an accredited Thought 

Leaders mentor in the powerful Thought 

Leader’s Global curriculum. She is also 

a certified Freefall Coach (now Evolved 

Leadership). The Freefall framework is 

based on the ontological principles of 

what it is to be human. 

 

Laurel published her first book, “Lead 

Generation – 21
st
 Century Strategies to 

ignite your sales’ in November 2014. 

 

Find out more at www.laurelmclay.com 

About Laurel 

http://www.laurelmclay.com/


 

 

What’s happening in the insurance industry? 

In March 2015, the Trowbridge report was 

published, and called for major changes to the 

life insurance advice sector in Australia. A key 

outcome was the reform model, which requires 

that upfront commissions will be limited to 60% 

of the first year’s premium (capped at $1,200) 

and level commissions limited to 20%.  

 

Currently upfront commissions average 130% 

(and they are higher in New Zealand), so the 

impact on revenue for Australian based advisers 

is significant.  

 

Whilst a transition period of 3 years has been 

defined, AMP have already announced massive 

changes to their adviser commissions, effective 

July 1 this year. It’s all in line with moving 

towards a fee for service model. 

 

Is this going to impact the commissions 

structure in New Zealand? Whilst nothing is 

imminent, the threat exists, and I believe that 

advisers need to prepare for a massive shift in 

the way they earn commissions. 

 

But that’s not the only threat hitting the industry. 

There are now non-traditional sources of 

competition like Countdown entering the general 

insurance market. 

 

There is changing technology in relation to 

improving claims management, distribution 

platforms, policy administration and data 

storage. If you are not embracing these 

developments you may get left behind. 

 

And kiwis are not improving their attitudes 

towards life insurance. More than 95% of homes 

and cars are insured, but only 57% of New 

Zealanders insure their lives and barely 20% 

have income protection insurance. 

  

60% of New Zealanders are characterized as 

finding personal insurance “all too hard” and 

80% thought insurance cost too much, although 

61% overestimated the cost (source pwc.com.au 

Insurance facts and figures, Asian region 2013). 

 

Individual commercial success of your advisers 

is a key consideration at any time, but with 

imminent changes, and a head in the sand 

mentality around life insurance from the public, 

now more than even you want to untap that 

potential that currently lies dormant. 



 

 

There are many advisers who simply don’t enjoy lead generation, and who are consequently always 

lamenting a straggly pipeline. That along with the tendency of prospects to take a while making a decision 

and the complexity of some applications, means that it can take a while to get sales across the line. 

 

Personally I think the challenges come down to three things; 

 

CHALLENGE # 1 

 

The current lead generation techniques are 

inefficient and uncreative. 

 

There is an over reliance on unsophisticated 

approaches like door-to-door knocking and 

telemarketing, which just don’t attract quality 

leads. Additionally, some advisers focus on new 

business, and others focus on referrals only, not 

often is there focus on both. And more often 

than not, advisers still have reluctance 

connecting with people they know about 

insurance, or asking for referrals.  

 

 

 

 

 

 

 

CHALLENGE # 2 

 

There’s too much product pushing, and not 

enough advice giving. 

 

It all comes down to VALUE. The conversations 

are often boring and transactional. With the 

ever-increasing compliance requirements, some 

people simply read off forms, and don’t bring 

any of themselves into the picture. It’s a 

profound privilege to have a conversation with 

someone about life insurance; there could be 

connection, inspiration and a focus on value. 

 

CHALLENGE # 3 

 

Advisers are catching up, checking in and 

touching base, adding no value to the nurture 

process. 

 

At worst, they are not nurturing their prospects 

at all, and some are simply connecting with 

people for no real reason, and annoying them! 

And for clients, to be only contacted at renewals 

time is particularly offensive. 

 

So what are the current challenges of lead 

generation? 



 

 

So what does this all 

mean? 
 

I think that a massive byproduct of this is that 

many of your new advisers are giving up before 

they have given things a good shot. That means 

they are missing out on a fulfilling and lucrative 

career, and you have wasted money training 

them. 

 

There are also a number of advisers who have 

been in the industry for a while, who may just 

not be enjoying it as much as they could. Why 

would anyone tolerate that? It’s important to feel 

not only illuminated in your career, but also 

connected to your purpose through it. 

 

If you think about the performance of advisers 

around untapping their resource, I think they fall 

into three categories. Think about the standard 

distribution curve, and maybe 10% at either end. 

 

At the bottom of the curve, you have those who 

are doing no lead generation whatsoever. Any 

leads they are generally provided they lose 

because of uninspiring conversations, and there 

is definitely no nurture to speak off. 

 

In the middle of the curve, are the majority of 

advisers. As much as they want to do a great job, 

they have very little idea how to generate leads, 

are not having conversations with their various 

communities and are often ‘going through the 

motions’ when in front of prospects. They also 

don’t ask for referrals. Any follow up is not 

adding value, and they are frustrated at their lack 

of results. 

 

We want to model the behavior of the top 10%. 

Their lead generation campaign is customized 

and tailored, they only work in markets where 

they enjoy the people, and they have no 

problems asking for referrals, from prospects, 

clients or their existing communities. They have 

engaging and connected conversations and any 

follow up touch points are packed full of value.  

 

Jill Konrath, author of ‘Selling to Big 

Companies’ sums it up beautifully by saying 

that when you are connecting with a prospect or 

client, you want to be either 

 

a. Re-emphasizing the business value 

b. Sharing insights and ideas or 

c. Educating. 

 

That’s what this top group of performers do, and 

that’s what we want to teach your other advisers 

to start doing! 

 



 

 

Whenever I think about getting known, and that includes generating leads, I think it comes down to 3 

things, clarity, cleverness and conviction’ 

How do we untap that potential? 

 

 

CLARITY 
 

Clarity is all about the value that you provide 

and the market that you serve. It is important 

that you know the problems that market has that 

you can solve. Too many people go around 

talking about cures for diseases that people 

don’t realize they have. The powerful thought 

leader’s curriculum, that I am licensed to deliver 

is perfect for supporting people to unpack their 

value, and get super clear on their own 

uniqueness and purpose. 

 

It’s also important to understand your 

influencing style. I believe there are four 

dominant styles of influence in the insurance 

industry, and we each have one primary one, 

and another one or two dominant ones; 

 

1. The Authority 

2. The Connector 

3. The Energizer Bunny 

4. The Analyst. 

 

There’s no point in trying to come across as 

authoritarian in your approach, when naturally 

you are a connector! 

 

 

 

 

 

 

 

 

CLEVERNESS 

 

If clarity is about WHAT value you provide, the 

cleverness is HOW you get yourself known. I 

liken your value or your essence to a beautiful 

rich colour. If you popped a drop of that essence 

into a bath, it would immediately change the 

whole bath to that colour. That’s what cleverness 

is all about, getting you out there, and known by 

spreading the essence of you.   

 

 

CONVICTION 

 

This is WHY you are doing what you do. I think 

it’s no accident that people end up in the 

insurance industry. So often they are individuals 

who are truly driven by service or protection. 

 

Getting clear on your why is a great way to shift 

your conviction. Another way is to get clear on 

the stories you have running in your head, the 

little voices, and the ‘I am not good enough’ 

number going on. Particularly money beliefs can 

get in the way of commercial success for 

insurance advisers. To understand that every 

moment we have a choice in the way we respond 



 

 

 

HAVING THE CONVERSATIONS 

 

Here is when you wow them, when you use 

conviction, your own uniqueness/thought 

leadership and style to have a depth of 

conversation normally not experienced. 

 

FOLLOWING UP AND ADDING VALUE 

 

The final piece is the nurture phase, where you 

court and engage your prospects, and once they 

have become your clients, you LOVE them!! 

 

Keep adding value, use systems (and automation 

wisely) and have a buddy or accountability 

mechanism to keep you on track. 

 

There is so much elegance to creating your own 

customized lead generation machine, and not 

only one! I believe that every three months you 

would be wise to develop a new one, whilst 

keeping the earlier versions going strong.  

 

There are always new markets and new 

problems to solve, that you can deliver value 

around! 

 

 

 

 

 

 

 

Let’s talk about being creative. Today there are 

more musicians making more music being heard 

by more people and making more money than 

ever before. Suddenly you don’t need to rely on 

the record labels any more. You choose your 

creativity and then take responsibility for 

sharing it. 

 

Thankfully now there are more opportunities for 

us to celebrate our creativity commercially. 

 

And how about making meaning out of 

something? 

 

Did you know that information has become a 

commodity, like air or water? There is now so 

much free information available, that trying to 

digest it is a bit like drinking from a fire hydrant.  

What we need to do is to be able to make 

meaning out of that information, and that’s what 

thought leadership is all about. There is so much 

potential for you to become known as an 

authority in your chosen area, and help people 

navigate through the tsunami of information. 

Examples of this include speaking, coaching, 

training, authoring and mentoring. 

 

We also need to stop thinking in terms of roles. 

(not react) to events in our life AND to own our 

value like never before will make a massive 

difference to the commercial success of an 

adviser. As a Freefall certified coach, under 

Evolved Leadership, I am licensed to deliver the 

ground-breaking methodology based on 

ontological principles (ontology is simply the 

study of what it is to be human, and more often 

than not, it is the wonderful flaws of being a 

human being that hold us back). 

 

Customised lead 

generation 
 

I show people how to create their own lead 

generation machines. See below for an 

illustration of the end-to-end customer life cycle. 

 

It can be broken down as follows 

 

GETTING LEADS 

 

This relates to the know them, find them and 

entice them steps. This is all about making a 

decision about your market, understanding what 

problems of theirs you solve and how you can 

relay that to this market, doing the activity and 

understanding generosity marketing. 



 

 

 

So what next? 
Have a think about which one of the three 

challenges is most relevant to you; finding leads, 

having conversations or following an elegant 

nurture campaign. Once you have prioritised 

that, then just think of two or three actions that 

you can take right now, to start shifting things in 

the right direction. 

 

It is a smart move to find someone you know 

who can count as your accountability buddy; 

someone who can keep you on the straight and 

narrow as you move towards creating your own 

elegant lead generation machine. 

 

In my book Lead Generation – 21
st
 Century 

strategies to ignite your sales success, I go 

through the lead generation machine in way 

more detail. You can buy it from my website; 

www.laurelmclay.com. 

 

I also support insurance advisers in two ways; 

 

1. By partnering them through a 90 day 

coaching program where we define your 

clarity, cleverness and work on your 

conviction to create an unique, elegant 

and customised lead generation machine. 

2. Holding workshops for up to ten 

advisers, where I spend time individually 

with each adviser beforehand, getting 

them clear on their value, then 

facilitating group work to powerfully 

create lead generation machines, and 

gain commitment to related activity 

going forward. 

 

More details are available on my website; 

http://www.laurelmclay.co.nz/insurance 

 

 

  

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 commercialise what they know and ignite their sales success.  

 

Check out more information at www.laurelmclay.com. 

http://www.laurelmclay.com/

