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What distinguishes you from other wholesalers? 

•  You’re NOT just another insurance 
wholesaler.  

•  Nowadays, WHAT you sell is not nearly 
as important as HOW you do business.  

•  According to a recent report, “Marketing 
Budgets 2015” by eConsultancy, 
customer experience will overtake price 
and product as the key differentiator by 
2020.  

•  Understand what your customers want 
to achieve, then design your digital 
marketing presence around that.  
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Finding your “one thing” 

• Differentiate your 
company by articulating 
your value proposition. 

• Answer the question 
before your leads have to 
ask: Why should I buy 
from you rather than 
your competition? 

• Define your “one thing”—
the pivot point around 
which you do business 
and which drives your 
ability to deliver a 
superior experience to 
your customers. 
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Why does it matter? 

•  “Price is what you pay and value is what you get.”  
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Key aspects of a good value proposition 

•  Relatable results: Remind 
customers of their current 
headaches and explain how their 
situation will improve. 
Demonstrate how other 
customers have found success by 
working with you, and show a 
clear before and after—one that 
feels attainable and speaks to the 
outcome they want. 

•  Clear-cut benefits: Leave little to 
the imagination. Make it obvious 
where the benefit lies in working 
with you. 

•  Define real value: Describe what 
the customer can expect to get by 
working with you specifically. 
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What content to share 

•  Think of Web content as the public conversation 
that happens between you and the visitor, 
whether the conversation is one-way (from you to 
the visitor), two-way (between the visitor and you), 
or conversation among visitors.  
– Bryan Eisenberg, Facebook 
 

•  Content is a compilation of information, ideas, 
and messages that are translated into some kind 
of written, visual, or audible format for others to 
consume. 
– Kevin Cain, G+  

•  Web / email copy 
•  Articles 
•  How-to’s 
•  Q&As 
•  Testimonials 
•  Press releases 
•  Email & newsletters 
•  Infographics 
•  Facebook posts 
•  Tweets 
•  Blog comments 
•  Webinars 
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How to share it: 10 digital marketing possibilities 

•  OWNED 
•  Print (collateral) 

•  Websites 
•  Blogs 

•  Press room 
•  Email & newsletters 

•  Webinars 
•  Infographics 

•  Social media (LinkedIn, YouTube) 
 

•  PAID & EARNED 
•  PPC (banners, native ads) 
•  Press (media mention, release 

distribution) 

•  Print (news, magazines) 
•  Radio 

•  TV 
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Business Blogging 

•  Boosts SEO (more on this later) by showing Google and other search 
engines that your website is active and relevant to searchers.  

•  Writing multiple stories on topics structured around keyword and 
keyword phrases you know your customers are searching pushes 
your website higher in search engine results. 

•  Within stories, linking to internal website pages and external 
websites helps boost SEO by indicating that you’re contributing to 
the “global community” that search engines are increasingly 
prioritizing when determining search engine ranking.  

•  If writing about timeless / general topics, a blog gives you content to 
promote—not just one time!—to various social networks, email lists, 
and other places.  

•  Shows your website’s value to visitors as a resource, not just a selling 
tool or a brochure of About the Company information. 

•  By offering a call to action like a newsletter signup on blog pages, 
casual visitors might become leads to nurture. 
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Landing Pages 

•  Any lead-generating marketing campaign
—product release, announcement, 
distributed content, etc.—or major lead-
generating effort should include a 
dedicated landing page.  

•  A landing page is a standalone webpage 
that someone arrives at after clicking on 
an online call-to-action from such 
sources as social media, email marketing, 
or external websites. 

•  They generally include two main actions, 
either a form to fill out or a button to 
press. 
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Press Releases 

•  80 million people get their news online every 
day. 

•  Having an online press room on your website 
gives media professionals and business 
leadership a single place to display company 
news, product releases, and announcements. 

•  Distribution is fairly inexpensive through third-
party services and internal media lists.  

•  Press releases provide content to post via social 
media, email, etc. 

•  Steadily releasing news and announcements 
helps build relationships with publications and 
media professionals. 
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Infographics 

•  Exciting, visually driven way for 
fans to share important statistics 
and data about your business and 
industry. 

•  40% of customers understand 
information better when it’s 
presented in a graphic layout vs 
text alone. 

•  An infographic is 3x more likely to 
go viral. 

•  Infographics can be used in either 
print or digital applications. 
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Analytics 

•  Analytics answers these common questions:  
•  How do we know that our digital marketing efforts are 

working and not wasteful?  

•  How do we see how they affect our bottom line? 
•  What are the best platforms for our business? 

•  Developing an Analytics plan based around business 
goals will help refine and measure KPIs, while helping to 
determine how to allocate resources and time to digital 
marketing efforts.  

•  All websites should have Google Analytics installed, 
which allows teams to track number of visitors, popular 
pages, how people move through your website, how 
people are arriving on your website, and more.  

•  Analytics / insight data is also available for social media 
business pages, email marketing, and other platforms, 
and most can be integrated with Google Analytics, 
allowing you to track the effectiveness of marketing 
campaigns from one location. 
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Search Engine Optimization (SEO) & Backlinks 

•  Work with a web professional to assess 
and structure webpages to ensure SEO 
best practices (ALT tags, META tags, 
hierarchical content, etc.) are in place. 

•  Backlinks, or Inbound Links (IBLs), are 
links that are directed towards your 
website from other websites.  

•  Building backlinks is critical for improving 
SEO and boosting Google Pagerank 
(making your website more visible in 
search engine results). 
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Social Media 

•  We’re obviously there to sell products around all the different things... 
But we’re also there to talk about Zurich as a company. 
 
Of course we’ve got to drive business value from it, and so … creating 
networks and building collaborations to tell the stories, but it has to drive 
a value. 
 
The message I take to people is I’m not bothered what platform you 
choose, as long as you understand what you’re trying to achieve by being 
on there and where your audience is. 
 
So for us, perhaps some of our more, let’s call them less exciting areas in 
our underwriter community are actuaries. Where do actuaries hang out 
online? It might be that they’re in a chat forum that’s attached to a trade 
magazine for actuaries….  
 
So it’s understanding that audience piece, where they can create that 
business value. 
 
– Keith Lewis on how Zurich Insurance (UK) uses social media 

WEBDCMARKETING.COM 14 

•  Use common B2B platforms like 
LinkedIn and Twitter, but also 
engage with audiences on 
Instagram and/or Facebook. 

•  The platform you choose matters 
less than the effort put into 
maintaining it and whether or not 
your audience is actually utilizing 
that network. 

•  Tie social media efforts in with 
business objectives and 
advertising goals (see next slide 
for more on that topic). 



Display & Native Ads 

•  Display ads (also known as PPC or banner ads) are still 
common, but their visibility and effectiveness varies.  

•  54% of people don’t click banners because they don’t 
trust them. 33% find them entirely intolerable. 

•  There are noted exceptions, namely those found in 
native advertising, which unites social media efforts with 
advertising. 

•  Examples of effective native advertising: Promoted 
tweets, Facebook video ads, targeting LinkedIn status 
updates, sponsoring stories on Facebook and 
Instagram, promoting Pinterest pins 

•  Boosted / sponsored posts and paid advertising are tied 
to extensive reporting and metrics, allowing you to track 
results in real time, set specific budgets, run A/B tests, 
and monitor performance over time. 
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Email Marketing & Newsletters 

•  Evolutionary, low-cost marketing tactic 
that unites website, social media, 
eBooks, webinars, and any other 
deliverables and outreach efforts. 

•  Utilize different segments within lists, 
tied to specific marketing goals, to test 
effectiveness of various messages. 

•  Results / Analytics through software 
platforms like Constant Contact or 
MailChimp allow up-to-the-minute data 
on opens, shares, clicks, and forwards. 
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Video 

•  Video is fast becoming the leading way to communicate 
with B2B audiences.  

•  96% of B2Bs use video in some capacity, and 73% of 
those report positive results to their ROI. 

•  Video in an email leads to 200-300% increase in click-
through rate. 

•  Including video on a landing page can increase 
conversion rates by 80%. 

•  75% of executives watch work-related videos on 
business websites at least once per week. 59% of 
executives would rather watch video than read text. 

•  Having dedicated business pages on social media 
platforms like Facebook, YouTube, and Vimeo means 
you can track views and interactions. 
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