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How the Internet is changing the way we 
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out of the new opportunities it affords 
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PERSONALIZATION
A study by Walker Information on customer behavior and experience 
indicated that by 2020, consumers will only be interested in doing 
business with companies who are already familiar with who they are 
and what they need. We can see that this shift has already begun. 
In an age where you can have movies, taxis, food and even puppies 
delivered to your doorstep at the click of a button, convenience is 
clearly king. Many modern consumers, when registering for a new 
service or app, would prefer to create an account that’s linked to their 
Google or Facebook account rather than take the time to manually 
enter their email address and create a new password. On newer 
smartphones, no more than your thumbprint is required as your log-
in for everything from the App Store to your bank account. 

Most people don’t mind giving out their personal information when 
they’re signing up for a new service because they know that doing so 
will streamline and optimize their experience. Based on consumers’ 
interactions with targeted advertisements, they are also aware that 
providing more information about their identity and preferences will 
decrease the amount of advertisements they see that don’t interest 
them. Consumers would rather see ads that introduce them to a 
new brand they could very likely be interested in, or for a service or 
product that they may need. 

A major shift has occurred wherein consumers have begun expecting 
that marketers meet them on their terms and understand their 
personal needs and desires. Once this shift was set in motion, there 
was no going back - consumers rejected the ‘one size fits all’ sales 
pitch and have begun to demand a more personalized approach that 
takes into account their personal needs as well as exactly how much 
information they had already been provided about the product or 
service. 

For agents in the insurance industry, this is welcome news. As an 
intangible but highly expensive purchase that doesn’t become useful 
until the moment catastrophe strikes, insurance is hard to sell, 
especially to an indifferent public. Selling policies to prospects who 
have already volunteered information about their personal desires 
and needs and who may even have indicated an intent to purchase 
makes the job a lot easier. Further, doing the work of creating 
comprehensive profiles of each successful lead can help marketers 
identify other prospects with the same attributes. 

As insurance agents continue to find new ways to find information 
and communicate with leads over the Internet, lead generation 
has done some shape-shifting. Thanks to the growing number of 
Internet users who are sharing data about themselves, marketers 
have been able to adjust their strategies to both better meet 
consumers’ desires and improve their own results. These current 
trends in lead generation will only grow as our technologies 
develop, and are critical to any forward-thinking marketing 
campaign. 
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http://www.walkerinfo.com/knowledge-center/webcasts/docs/Walker-Insights-Webcast-Customers-2020.pdf


CUSTOMER 
INITIATIVE

Thanks to the internet, consumers have constant access to an 
endless stream of information and reviews about products or 
services they may want to purchase, and often take an active role in 
the information-gathering stage of the buying process. Ninety-four 
percent of consumers report conducting research online before 
making a big purchase. With the consumer in the driving seat, sales 
agents have had to put the effort into adjusting their sales pitch to 
meet the prospect where they stand and work harder at nurturing 
each individual prospect. However, the time saved by no longer 
needing to seek out and identify leads who aren’t stepping forward is 
far more valuable.

This change in the dynamic between leads and agents has also 
encouraged some agencies to let their prospects decide what 
they’d like to receive information about and when, or if they want 
to be contacted at all: surveys have shown that 91% of buyers 
won’t respond to an unsolicited cold call. This information-sharing 
approach helps customers feel like they’re directing the sales pitch 
and empowers them in a way that can often inspire better buyer 
confidence.

While it may seem like this places the power in the hands of the 
consumer, marketers gain by building an increasingly better 
understanding of their client base and what they want to know. 
Allowing the prospect to take the initiative to request information and 
decide what kind of information they’d like to see also helps agents 
avoid oversharing, or being redundant, in a way that pushes the 
prospect away. 

94%

94% percent of consumers report 
conducting research online before 

making a big purchase.

91% of buyers won’t respond to 
an unsolicited cold call.
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http://www.marketingcharts.com/online/b2b-buyers-increasingly-researching-making-purchases-online-47045/
http://www.marketingcharts.com/online/b2b-buyers-increasingly-researching-making-purchases-online-47045/
http://www.nomorecoldcalling.com/stop-cold-calling/
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In the recent past, companies have begun employing search strategy 
to find leads, reaching out to people based on their personal search 
history online. Search is now the first step for most consumers 
who are actively considering a purchase, giving marketers a far 
more detailed and accurate picture of their prospects’ age, gender, 
profession and intent to buy than they could have ever cobbled 
together from older mediums of lead generation like television or 
newspaper.

Combining an Internet search strategy with a data strategy brings 
this picture into even clearer focus, and allows marketers to be 
even more precise with their timing and approach to each prospect. 
For example, insurance sales agents can now see not only who is 
searching for information on policies, but place that search in the 
context of their wider search history and their online purchasing 
history. This allows them first to determine the ability of that prospect 
to actually afford a policy, and secondly to reach out to the prospect 
with an approach that aligns with their normal consumer behaviors. 

RECOGNIZING 
AND RESPONDING 
TO CONSUMER 
BEHAVIORS
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A REFINED SALES 
APPROACH

Now that consumers are conducting their own research before 
making a purchase, many of the conversations and nurturing steps 
that normally take up a large part of an insurance agent’s career 
are suddenly unnecessary. Insights from big data about consumers 
search, engagement, and purchase histories make the initial stages 
of a traditional lead generation campaign far easier, not to mention 
more effective. Because small sales agencies might lack the resources 
to mount this kind of thorough, well-informed search campaign, 
they’ll often enlist the aid of a reputable lead generation service 
with experience using big data to single out particularly promising 
prospects for their clients. The goal of lead generation in the future 
is to position the sales agent not as an advertiser, but more of an 
advisor. Taking advantage of the expanded possibilities for lead 
generation created by the Internet and consumers’ changing habits, 
agents and lead generation services can work together to develop a 
highly productive campaign. 

To learn more about how ZipQuote’s expert lead generation team 
can help with the future of your agency’s lead generation, visit our 
website. 
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