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At Involve Digital, we specialise in driving exponential growth 
for insurance brokers through smart, data-driven performance 
marketing. We understand the unique challenges of the insurance 
industry and have tailored our strategies to attract high-quality 
B2B leads. With a proven track record of helping insurance brokers 
increase lead generation by over 900%, we’re the agency of choice 

for those seeking real, measurable results.

Our approach goes beyond clicks and impressions. We build 
comprehensive marketing systems designed to convert prospects 
into long-term clients. From high-converting lead magnets to 
targeted ad campaigns on platforms like LinkedIn, Google, and 
Facebook, we leverage the latest tools to bring in clients who 
genuinely value your services. Every campaign is constantly tracked, 

tested, and optimised to ensure maximum return on investment.

What sets us apart is our commitment to sustainable, long-term 
growth. We focus not only on generating immediate leads but on 
building a system that creates recurring revenue from loyal clients. By 
partnering with us, you gain a dedicated team focused on delivering 
results through data-driven strategies that drive exponential growth 

for your brokerage.
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Steadfast Insurance faced stagnation with their lead generation efforts 
despite being the largest insurance broker network in Australasia. In August 
2018, Involve Digital took over from their previous agency,  M&C Saatchi’s 

Bohemia, with a mission to elevate lead numbers and improve quality.

“The team at Involve  Digital delivered effective digital acquisition campaigns for 
Steadfast targeting SMEs across Australia and New Zealand, consistently meeting 

the KPIs via continuous optimisations.
In the past five years, we increased conversion volume by a multiple of 9.7x whilst 

also improving lead quality.”
 

- Jodie Levitski, Head of Marketing and Communications, Steadfast Group -

Within the first three months, Involve Digital generated 130% more leads 
than Bohemia’s entire yearly output using only 23% of the annual budget. 
By the end of the first year, we achieved a 5X increase in leads, marking 

400% growth.

Despite challenges like COVID-driven media cost increases, our strategies 
continued to drive results. By 2023, our efforts led to a 9.7X increase in 
annual lead volumes and contributed to Steadfast’s market cap growth 
from $2.46B to $7.03B—a true testament to our performance driven 

marketing approach.

CASE STUDY I S S U E  0 1





NCI has been a leader in trade credit insurance across Australia, New 
Zealand, and Asia since 1985. In 2018, they sought to amplify their lead 

generation efforts and turned to Involve Digital for support.

“We’ve been working with Michael and the team at Involve Digital since 2018. 
Throughout that time, National Credit Insurance (NCI), has seen dramatic growth in 
our online lead generation. This has come about from continual tweaks, their ability 
to identify opportunities and their expertise in optimising the campaign to deliver 

stronger outcomes based on our objectives.
Involve Digital are transparent when it comes to reporting, and they are proactive 

in their communication and updates on the campaign.
I am happy to recommend Involve Digital to any business looking for a company 

to help increase their online presence and deliver leads for their business.”
 

- Daniel Mackintosh, Marketing Manager NCI -

Our work with NCI yielded an immediate return of $1.60 for every dollar 
invested. Factoring in the lifetime value of these leads, the ROI reached an 
impressive 1120%. Over the course of our partnership, we generated well 
over 4,000 trade credit insurance leads, solidifying NCI’s market presence 

and growth trajectory.
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Tudor Insurance has been a trusted name in Australian insurance for over 
30 years, providing B2B, B2C, and Specialist Insurance products. In 2022, 
they partnered with Involve Digital to expand their digital lead generation 

and enhance broker outreach.

“Involve Digital transformed our digital outreach, delivering staggering results in 
record time. Their expertise was evident in the ROI we achieved. Outstanding work!”

 
- Cameron McKerchar, Managing Director Tudor Insurance Australia -

Involve Digital’s strategy combined Google search ads, personalised cold 
emails, LinkedIn InMail, and display re-marketing to reach high-intent 
leads. In the first month alone, this approach generated 107 leads, 47 new 
clients, and an impressive ROI of 1392%, positioning Tudor Insurance for 

sustained digital growth.
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The insurance market in the UK is one of fierce competition, especially 
when it comes to B2B lead generation. For insurance brokers, cracking 
the elusive £10M+ revenue client base is often considered the “holy 
grail”—a challenging goal that demands precision, patience, and a highly 
strategic approach. Several brokers and other industry leaders have 
shared that securing high-revenue clients requires navigating numerous 
barriers and consistently demonstrating value in a crowded field.

INTRODUCTION I S S U E  0 1

K E Y  C H A L L E N G E S  I N S U R A N C E  B R O K E R S  F A C E :

1. Reaching the Right Decision Makers
Finding and connecting with decision-makers—often CEOs, CFOs, or 
risk managers—is a significant challenge. These individuals are busy and 
typically bombarded with offers, making it difficult for brokers to stand 
out and earn their attention.

2. Lead Quality and Filtering
Brokers often struggle with the quality of leads, as many prospects may 
show initial interest but lack the true intent or fit required for long-term 
business relationships. Quality leads, especially in the £10M+ revenue 
segment, are rare, and identifying high-value opportunities requires a 
refined lead generation process.

3. Extended Conversion Timelines
Unlike B2C clients, B2B insurance prospects have longer decision cycles, 
often involving multiple layers of approval. This means brokers need to 
nurture leads over extended periods while remaining top-of-mind and 
consistently building trust.

THE CHALLENGES OF B2B LEAD GEN
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INTRODUCTION I S S U E  0 1

4. Competing for Client Loyalty
Businesses that already have an insurance provider can be reluctant 
to switch brokers. Convincing them to make a change often requires 
demonstrating clear, measurable benefits and offering a value 
proposition that significantly outshines their current provider.

5. Balancing Volume and Value
While brokers aim to attract high-revenue clients, they must also manage 
the balance between lead volume and lead quality. Generating a large 
number of leads can be counterproductive if those leads aren’t viable or 
require too much effort to convert, so a tailored approach is essential.

6. Navigating Compliance and Regulatory Complexity
Insurance brokers must adhere to strict industry regulations and 
compliance standards. These requirements add layers of complexity to 
lead generation and client acquisition, as each engagement must align 
with regulatory obligations.

THE PATH FORWARD

These challenges underscore the importance of a targeted, data-driven 
approach to B2B lead generation for insurance brokers. This guide offers 
proven strategies tailored to address each of these obstacles, from 
crafting high-quality leads to reaching decision-makers effectively. By the 
end, you’ll have a clear roadmap to overcoming the common pitfalls of 
the UK insurance market and enabling sustainable growth.
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THE POWER OF DIGITAL

Why Traditional Lead Generation Falls Short

In the insurance sector, traditional lead generation methods—cold calling, 
direct mail, networking events—have long been the mainstays of client 
acquisition. While these tactics can yield results, they often fall short in 
today’s fast-paced, digital-first world, particularly when targeting high-
value B2B clients in the £10M+ revenue segment. As businesses become 
more digitally savvy and buyer expectations shift, relying solely on 
traditional approaches can limit growth and lead to missed opportunities.

1. Lack of Scalability

Traditional lead generation methods often lack the scalability required 
to make an impact in a competitive market. Cold calls and in-person 
networking have limited reach and consume substantial time and 
resources. In contrast, digital strategies can reach thousands of potential 
clients within minutes, allowing brokers to scale their efforts efficiently.

2. Limited Targeting and Personalisation

Reaching the right decision-makers in specific revenue segments is 
crucial for insurance brokers. Traditional methods, however, make it 
difficult to precisely target specific industries, job roles, or company sizes. 
Digital marketing, on the other hand, enables highly focused campaigns 
with targeting options based on criteria like job title, company revenue, 
industry, and more. This precise targeting increases the chances of 
connecting with high-quality prospects who are ready to engage.

3. Slow Response Time

Traditional lead generation methods can be slow, leading to missed 
opportunities with high-intent prospects. A business searching for 
insurance solutions may need information or a proposal quickly, but 
waiting for a phone call or in-person meeting can cause them to look 
elsewhere. Digital lead generation allows brokers to respond instantly 
with targeted ads, relevant content, or automated follow-up emails, 
keeping prospects engaged and moving through the funnel.
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T H E  P O W E R  O F  D I G I T A L

4. Insufficient Data and Insights

One of the biggest limitations of traditional methods is the lack of 
measurable data. Cold calling or direct mail campaigns offer limited 
insights into what’s working and what isn’t, making it hard to refine 
strategies for better results. Digital lead generation, however, provides 
real-time data and analytics that allow brokers to track performance 
metrics, test different approaches, and continuously optimise campaigns 
based on actual results.

5. High Costs with Uncertain ROI

Traditional lead generation can be costly, especially with the resources 
needed for travel, in-person events, or direct mail. These methods often 
come with uncertain ROI, as brokers have limited control over the number 
and quality of leads generated. Digital strategies, in contrast, allow for 
more predictable and cost-effective campaigns, as brokers can adjust 
budgets, monitor conversions, and focus on high-return channels.

6. Difficulty in Building Trust and Authority

Modern clients, especially high-value B2B clients, are increasingly looking 
for thought leaders and trusted advisors, not just service providers. 
Traditional methods make it hard to establish this level of credibility. With 
digital marketing, brokers can build trust through content marketing, case 
studies, and online testimonials. Sharing valuable insights and success 
stories online positions brokers as industry experts, making prospects 
more likely to engage.

Embracing Digital for Strategic Growth

While traditional methods still hold value, digital lead generation offers 
insurance brokers the tools to reach high-value clients more effectively 
and at scale. By embracing digital channels, brokers can create a multi-
faceted lead generation strategy that is both targeted and measurable, 
ultimately driving better-quality leads and higher conversion rates.



The first step in a successful lead generation strategy is understanding 
who your ideal clients are and tailoring your approach to meet their 
specific needs. In the insurance industry, this means identifying different 
segments within your target audience and crafting unique messages 
that speak to the priorities of each group. The one-size-fits-all approach 
is outdated; high-quality lead generation today relies on precision, 
personalisation, and relevance.

STEP 1 I S S U E  0 1

U N D E R S T A N D I N G  Y O U R  T A R G E T  A U D I E N C E :

In B2B insurance, prospects often fall into specific professional categories 
such as Finance Directors, CFOs, and Risk Managers. Each of these 
roles has different priorities, challenges, and interests when it comes to 
insurance:

• Finance Directors may be focused on cost efficiency, budget 
management, and optimising their insurance spend without 
compromising coverage.

• CFOs often look at the broader financial implications, such as risk 
mitigation, protecting company assets, and ensuring compliance.

• Risk Managers are more interested in identifying and minimising 
potential risks, ensuring business continuity, and implementing 
comprehensive insurance solutions that protect against unforeseen 
events. 
 
For your lead generation efforts to resonate, it’s crucial to develop a deep 
understanding of these roles, what they care about, and the specific 
challenges they face. This will enable you to create content and offers 
that feel relevant and valuable to each audience segment.

ATTRACTING POTENTIAL PROSPECTS
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STEP 1 I S S U E  0 1

Once you’ve identified your main audience segments, it’s time to organise 
them into distinct categories based on their needs and motivations. 
This segmentation is essential for creating targeted lead magnets and 
messaging that speaks directly to each group. Here’s how to break down 
each segment effectively:
	
1. Identify Core Segments
Determine the primary professional roles you’re targeting (e.g., Finance 
Directors, CFOs, Risk Managers). Consider how each role fits into the 
decision-making process and how their needs vary based on company 
size, industry, and revenue.

2. Map Out Their Pain Points
For each segment, list the key concerns and challenges they face. 
For example, Finance Directors may be more concerned with cost 
and coverage options, while Risk Managers may focus on the 
comprehensiveness of risk management solutions.

3. Tailor Messaging to Each Segment
Craft unique messages that address the specific needs of each audience. 
For example:
	
• Finance Directors: “Discover insurance solutions that balance cost with 
comprehensive coverage, ensuring your budget works as hard as you do.”

• CFOs: “Protect your company’s assets and reduce financial risk with 
insurance tailored to your growth strategy.”

• Risk Managers: “Minimise vulnerabilities and safeguard business 
continuity with comprehensive risk management solutions.”

S E G M E N T I N G  T H E  TA R G E T  A U D I E N C E
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C R E A T I N G  P E R S O N A L I S E D  L E A D  M A G N E T S

Once you’ve segmented your audience, the next step is to develop lead 
magnets that speak to the specific interests and challenges of each 
group. Lead magnets are valuable resources, like eBooks, whitepapers, 
checklists, or guides, designed to attract potential clients by addressing 
their pain points and offering solutions.

Examples of Targeted Lead Magnets:

• For Finance Directors: A downloadable guide titled “Cost-Effective 
Insurance Strategies: Maximising Coverage Within Your Budget” can help 
address their concern with balancing cost and coverage. It positions your 
agency as a resource for financial efficiency.

• For CFOs: An eBook such as “Risk Mitigation for Financial Leaders: 
Protecting Your Company’s Future” can appeal to their interest in 
protecting assets and aligning insurance with the company’s financial 
strategy.

• For Risk Managers: A whitepaper on “Comprehensive Risk Management: 
Ensuring Business Continuity in Uncertain Times” can capture the 
attention of those focused on in-depth risk analysis and management.

Each lead magnet should be designed to educate, inform, and 
demonstrate your expertise in a way that resonates with that specific 
segment. By addressing their unique challenges, you’ll increase the 
likelihood that they will engage with your brand, view you as a trusted 
advisor, and take the next step in the buying journey.
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D E L I V E R I N G  P E R S O N A L I S E D  C O N T E N T  T H R O U G H 
T H E  R I G H T  C H A N N E L S

To maximise the reach of your lead magnets, it’s important to distribute 
them through channels that align with where your audience segments are 
most active. For B2B insurance professionals, LinkedIn, email marketing, 
and targeted paid media campaigns are often the most effective 
channels.

1. LinkedIn: Run targeted ads that present your lead magnets directly 
to segmented audiences, such as Finance Directors or Risk Managers. 
LinkedIn’s targeting features allow you to refine your audience by job title, 
industry, and company size.

2. Email Marketing: Create segmented email lists based on job role or 
company size and send personalised emails that introduce the relevant 
lead magnet. Use personalised subject lines and preview text to capture 
their attention and increase open rates.

3. Paid Media Campaigns: Use platforms like Google Ads or LinkedIn 
Ads to promote your lead magnets with keyword-focused ads that match 
your target audience’s search intent (e.g., “insurance for CFOs” or “risk 
management insurance”).

By combining segmented messaging with targeted lead magnets and 
precise distribution, you’ll build a foundation for attracting high-quality 
prospects who feel understood, valued, and more likely to engage.



Once you’ve crafted tailored lead magnets for each audience segment, 
the next step is to ensure they reach the right people. Amplifying your 
reach is about delivering the right message, at the right time, through the 
most effective channels. For B2B insurance brokers, paid media, LinkedIn 
InMail, and email marketing are powerful tools to get in front of high-
intent prospects and drive lead generation.

STEP 2 I S S U E  0 1

PAID MEDIA: TARGETED ADS FOR MAXIMUM IMPACT:

Paid media allows you to reach a large, highly specific audience quickly. 
Platforms like Google Ads and LinkedIn Ads offer robust targeting 
features that can help you connect directly with your ideal clients, such as 
Finance Directors, CFOs, and Risk Managers.

KEY STRATEGIES FOR PAID MEDIA SUCCESS:

• Use Job Title and Industry Targeting: Target ads to specific job titles 
and industries, like “Finance Directors in Manufacturing” or “CFOs in 
Technology.” This increases the relevance of your ads and ensures they’re 
seen by decision-makers.

• Focus on High-Intent Keywords: For Google Ads, select keywords 
that indicate high intent, such as “business insurance for CFOs” or “risk 
management insurance solutions.” This approach captures leads who are 
actively searching for solutions and are closer to conversion.

• Retargeting Campaigns: Set up retargeting ads to re-engage visitors 
who have previously interacted with your website or viewed your lead 
magnets but didn’t convert. Retargeting reminds them of your value 
proposition, increasing the chances of them returning and converting.

AMPLIFYING YOUR REACH
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STEP 2 I S S U E  0 1

• Ad Copy That Speaks to Specific Pain Points: Create ads with 
messaging that addresses the unique concerns of each segment. For 
example:

• Finance Directors: “Discover cost-effective insurance solutions to protect 
your budget and coverage.”

• CFOs: “Secure your company’s assets with tailored insurance strategies.”
	
• Risk Managers: “Comprehensive risk management to keep your business 
secure.”

By strategically targeting your paid ads, you amplify your reach and 
deliver your lead magnets to high-quality prospects who are ready to 
engage.

LINKEDIN INMAIL: PERSONALISED OUTREACH TO DECISION-
MAKERS

LinkedIn InMail is an effective channel for reaching B2B decision-makers 
directly in their inboxes. With InMail, you can bypass traditional inbox 
clutter and send personalised messages to specific prospects, such as 
Finance Directors or Risk Managers, who are often difficult to reach via 
other methods.

BEST PRACTICES FOR LINKEDIN INMAIL OUTREACH:

• Craft Personalised Messages: Tailor each InMail message to the 
recipient’s job title and needs. Avoid generic introductions and focus 
on the value you’re offering. For instance, if targeting a CFO, mention 
how your insurance solutions align with financial goals and risk 
mitigation.

• Offer a Clear Value Proposition: Start your message by highlighting 
the unique benefits of your lead magnet, like a guide on “Cost-
Efficient Insurance Strategies for Finance Directors.” This makes it 
clear why the message is relevant to them.
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• Include a Compelling Call-to-Action (CTA): Encourage recipients to 
download your lead magnet or schedule a consultation. For example, 
“Download our free guide to risk management in high-growth companies” 
or “Let’s set up a time to discuss how we can support your insurance 
needs.”

• Follow-Up Tactfully: If the prospect doesn’t respond to your first 
message, send a polite follow-up. Briefly reiterate the value of your 
offer without being pushy. This keeps your offer top-of-mind without 
overwhelming them.

Using LinkedIn InMail allows you to target high-value prospects directly 
and increase the likelihood of engagement by personalising your 
outreach.

EMAIL MARKETING: NURTURING LEADS AND BUILDING TRUST

Email marketing remains one of the most effective ways to nurture leads 
over time. With segmented email lists and carefully crafted sequences, 
you can guide prospects through the buying journey, keeping your 
brokerage top-of-mind as they consider their options.

EFFECTIVE EMAIL MARKETING TACTICS:

• Segment Your Audience by Job Role and Interest: Organise your email 
lists based on segments like Finance Directors, CFOs, and Risk Managers. 
Send tailored content that speaks to the specific challenges and interests 
of each segment, making your emails more relevant and engaging.

• Drip Campaigns to Educate and Engage: Use drip campaigns to 
deliver a series of educational emails over time. Start with introductory 
content, like industry insights, and gradually introduce your lead magnets. 
For example, a Risk Manager might receive a series of emails covering 
risk assessment basics, followed by a whitepaper on advanced risk 
management strategies.
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• Leverage Case Studies and Success Stories: Include case studies that 
showcase real results achieved for similar clients. For instance, a CFO-
focused email could highlight how another client achieved cost savings 
and risk mitigation with your insurance services. This builds trust and 
demonstrates the tangible value of your offerings.

• Automate Follow-Ups with CTAs: Automate follow-up emails to ensure 
you stay connected with leads who engage with your content but haven’t 
converted yet. Include CTAs like “Download our guide” or “Book a free 
consultation” to encourage further action.

• Track Engagement and Optimise: Use analytics to monitor open rates, 
click-through rates, and conversions. Continuously test and optimise 
subject lines, messaging, and CTAs to ensure you’re delivering the most 
effective content for each segment.

Email marketing enables you to build a long-term relationship with 
prospects, nurturing them with valuable content until they’re ready to 
take the next step.

INTEGRATING CHANNELS FOR MAXIMUM REACH AND 
ENGAGEMENT

By combining paid media, LinkedIn InMail, and email marketing, you 
create a multi-channel approach that maximises your reach and 
engagement. Each channel reinforces the others, ensuring your message 
stays top-of-mind for potential clients at every stage of the buyer’s 
journey. Together, these strategies form a powerful framework for 
generating high-quality leads and driving sustainable growth for your 
brokerage.



Attracting potential leads through targeted content and outreach is only 
the first part of a successful lead generation strategy. Once prospects 
click on your ads, InMails, or emails, they need to land on a page that 
compels them to take action. High-converting landing pages—tailored 
to the specific lead magnet or offer—are essential for turning visitors into 
valuable prospects. Pairing these pages with a CRM ensures you capture 
key information and nurture leads effectively over time.

STEP 3 I S S U E  0 1

BUILDING HIGH-CONVERTING LANDING PAGES:

A well-designed landing page is more than just a webpage; it’s a gateway 
to engage your prospects, showcase your value, and encourage them to 
take the next step. Here’s what makes a landing page truly effective in 
converting visitors:

1. Align the Page with the Lead Magnet or Offer

Each landing page should be laser-focused on a single lead magnet or 
offer. If your lead magnet is a guide for “Risk Management Essentials for 
CFOs,” the entire page should speak directly to the interests and needs 
of CFOs. Align the language, visuals, and value proposition to the specific 
audience segment and the content of the lead magnet to ensure a 
cohesive and relevant experience.

2. Clear, Compelling Headline

The headline is the first thing visitors see, so it must grab attention 
and clearly convey the benefit of engaging with the lead magnet. For 
example:
• “Discover Cost-Effective Insurance Strategies to Maximise Your 
Company’s Budget” (for Finance Directors)
• “Secure Your Business’s Future with Comprehensive Risk Management” 
(for Risk Managers)
A clear headline establishes the value of your offer right away, setting the 
stage for the visitor to continue exploring.

CONVERTING WEBSITE VISITORS
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STEP 3 I S S U E  0 1

3. Concise, Benefit-Driven Copy

Keep the body copy short, focusing on the benefits of the lead 
magnet rather than a detailed description. Highlight how the 
content will solve a specific problem or provide valuable insights. 
Use bullet points to make it easy to read and scan:

	 •	 Learn proven strategies for reducing insurance costs
	 •	 Discover how to assess and mitigate risk effectively
	 •	 Get insights on compliance and industry best practices

4. Strong Call-to-Action (CTA)

The CTA should be clear, direct, and action-oriented. Use phrases 
like “Download Your Free Guide,” “Access the Whitepaper,” or “Get 
Your Risk Management Checklist.” A well-designed CTA button, 
ideally in a contrasting color, will draw attention and guide visitors 
toward conversion.

5. Form with Key Fields to Capture Data

Your form is where visitors turn into leads. While it’s tempting to ask 
for as much information as possible, focus on essential fields that 
won’t overwhelm the user. Key fields might include:

	 •	 Name
	 •	 Job Title
	 •	 Company
	 •	 Email
	 •	 Industry (optional)

Each field should be carefully chosen to balance the amount of 
information you need with ease of completion for the user. You can 
gather more details later through follow-up interactions.
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6. Trust-Building Elements

Build credibility by including trust indicators such as client logos, 
testimonials, or short case study snippets. For example, a quote from a 
satisfied client like “Involve Digital’s strategies helped us achieve 5X the 
leads in just one year” adds social proof and reassures the visitor that 
your service is reliable and effective.

CONNECTING YOUR LANDING PAGE TO A CRM FOR SEAMLESS 
DATA CAPTURE

Once a visitor fills out the form, it’s essential that their information 
flows directly into a CRM (Customer Relationship Management) system. 
This setup not only saves time but also allows you to immediately start 
nurturing the lead based on the data captured from the landing page.

BENEFITS OF INTEGRATING A CRM WITH YOUR LANDING PAGES:

• Immediate Lead Capture and Organisation: As soon as a prospect 
submits their information, it’s logged in your CRM, where it can be sorted, 
tagged, and assigned to the relevant sales or marketing team member.

• Access to Detailed Insights: With a CRM, you can track each lead’s 
engagement history, from which landing page they converted on to their 
subsequent interactions with your brand. This information is invaluable for 
personalising follow-ups and understanding the prospect’s interests and 
needs.

• Automated Follow-Up Sequences: Many CRMs allow for automated 
follow-up emails or tasks. After a visitor downloads a lead magnet, an 
automated sequence can send them a thank-you email, additional 
relevant resources, or a prompt to book a consultation, keeping them 
engaged and moving through the funnel.



STEP 3 I S S U E  0 1

DESIGNING LANDING PAGES TO MAXIMISE LEAD QUALITY

Capturing contact information is only part of the equation. To 
ensure you’re bringing in high-quality leads who are likely to convert, 
consider these advanced tactics:

• Use Progressive Profiling: For returning visitors, use progressive 
profiling forms that ask for additional information over time. This 
way, you’re not overwhelming prospects with lengthy forms on their 
first interaction but gradually building a fuller profile of their needs.
	
• Dynamic Content Personalisation: If your CRM supports it, 
implement dynamic content that changes based on the user’s job 
title or industry. For example, a Risk Manager visiting the landing 
page could see messaging tailored specifically to risk mitigation 
strategies.

• Track User Behaviour with Heatmaps and Analytics: Use heatmaps 
and analytics tools to monitor how visitors interact with your 
landing pages. If you notice a high drop-off rate at a specific point, 
it may indicate that the copy, form fields, or CTA need adjustment. 
Constant testing and optimisation will improve conversion rates over 
time.
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THE PATH FROM VISITOR TO PROSPECT

By aligning high-converting landing pages with lead magnets and 
integrating them with your CRM, you create a seamless journey for 
prospects. Each element—compelling headlines, targeted messaging, 
simple forms, and strategic CTAs—works together to encourage visitors 
to engage and share their information.

In the next step, we’ll discuss how to nurture these leads, keeping them 
engaged and building trust until they’re ready to become long-term 
clients.



After capturing leads through high-converting landing pages, the next 
step is to nurture these prospects effectively. B2B insurance clients, 
particularly in high-revenue segments, often require time and multiple 
touchpoints before making a decision. Automated email sequences allow 
you to maintain engagement, build trust, and guide prospects through 
the buyer journey without overwhelming your sales team.

THE IMPORTANCE OF LEAD NURTURING IN B2B INSURANCE

Insurance prospects in the £10M+ revenue category are likely to evaluate 
multiple brokers and consider several options before committing to a 
partnership. Automated email sequences ensure that your brand stays 
top-of-mind while offering value through relevant content. This consistent 
engagement builds trust and positions you as an industry authority, 
increasing the likelihood that prospects will turn to your brokerage when 
they’re ready to make a decision.

CREATING EFFECTIVE LEAD NURTURING SEQUENCES

1. Segment Leads for Personalised Communication
Use the data captured on the landing page and stored in your CRM to 
segment leads. For example, you may want to set up different nurturing 
sequences for Finance Directors, CFOs, and Risk Managers, as each has 
unique priorities. By tailoring your communication to the specific needs of 
each segment, you increase engagement and relevance.

2. Develop a Multi-Step Email Sequence
A well-structured email sequence should guide the prospect through the 
buying journey, from awareness to consideration to decision. Here’s a 
sample framework:
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• Email 1: Welcome and Resource Delivery
Send an immediate thank-you email after a lead downloads your 
resource. Provide the link to the lead magnet they requested, and briefly 
introduce your brokerage’s expertise and commitment to client success.

• Email 2: Educational Content
After a few days, send a follow-up email that provides valuable 
educational content. For example, you might share an article or blog post 
on “Top Insurance Strategies for CFOs” or a checklist on “Evaluating Risk 
Management Solutions.” This positions you as a knowledgeable advisor 
and keeps them engaged.

• Email 3: Case Study Highlight
Share a case study that’s relevant to the prospect’s segment. For 
instance, if you’re targeting Finance Directors, provide a success story 
about how a similar client reduced costs and improved risk coverage with 
your solutions. This reinforces your track record and builds trust.

• Email 4: Overcome Objections
Address common objections, such as concerns about switching brokers, 
cost considerations, or compliance. Offer insights on how you address 
these challenges, providing reassurance that switching to your brokerage 
is a smooth and beneficial process.

• Email 5: Call to Action
After establishing trust and providing value, send a CTA-focused email 
inviting them to schedule a consultation or call. Make the process easy by 
including a scheduling link and a reminder of the benefits they’ll receive 
from a discussion.
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PROVIDE CONTINUOUS VALUE WITH FOLLOW-UP SEQUENCES

For prospects who aren’t ready to convert, continue nurturing them 
with a long-term drip campaign. This sequence could include monthly 
or bi-monthly emails featuring industry insights, updates on regulatory 
changes, or invitations to webinars or events. The goal is to keep your 
brokerage top-of-mind and maintain a positive relationship until they’re 
ready to move forward.

AUTOMATION TOOLS AND PERSONALISATION TECHNIQUES

Automating these sequences ensures that each lead receives timely, 
relevant communication without manual effort. Many CRM systems offer 
built-in automation tools, or you can use dedicated email marketing 
platforms like HubSpot or ActiveCampaign.
• Dynamic Personalisation: Include the prospect’s name, job title, or 
company name in emails for a personalised touch. Personalisation tokens, 
available in most email platforms, allow you to automate these details.
• Behavioural Triggers: Set up behavioural triggers to adjust the sequence 
based on the prospect’s actions. For example, if a prospect clicks on a 
link about “Risk Management,” you could follow up with more content 
related to that topic, indicating their interest.

BENEFITS OF AUTOMATED LEAD NURTURING

Automated email sequences allow you to nurture leads consistently, 
keeping them engaged over time. Key benefits include:
• Consistency: Every lead receives the same high-quality communication, 
ensuring no one falls through the cracks.
• Efficiency: Automation reduces the need for manual follow-up, freeing 
up your team to focus on high-value interactions.
• Data-Driven Insights: Track open rates, click-through rates, and 
conversion metrics to continuously improve your sequences and 
understand what content resonates most with each segment.

With an effective lead nurturing system in place, you create a seamless 
path from initial interest to eventual conversion, building trust and staying 
relevant as prospects move toward a buying decision.



With lead generation and nurturing strategies in place, the final step is to 
track and optimise your campaigns. This ensures that you’re maximising 
the effectiveness of each channel and continuously improving your 
results.

KEY METRICS TO MONITOR

To understand what’s working and where you can improve, focus on these 
key metrics:

1. Conversion Rate
Track the percentage of visitors who convert into leads on your landing 
pages. A low conversion rate may indicate issues with your messaging, 
offer, or landing page design. Testing different headlines, CTAs, and page 
layouts can help increase conversions.

2. Click-Through Rate (CTR)
CTR is a valuable metric for email and paid media campaigns, showing 
the percentage of recipients or viewers who clicked on your CTA. A high 
CTR indicates that your messaging resonates with the audience, while 
a low CTR may require adjustments to the copy, design, or audience 
targeting.

3. Cost per Lead (CPL)
Measure the cost of acquiring each lead across different channels. This 
helps you evaluate the efficiency of your budget allocation and determine 
the channels that offer the best ROI.

4. Lead Quality and Engagement
Use your CRM to track lead quality indicators, such as engagement level, 
job title, and interaction with content. This will help you identify high-
potential leads and adjust your strategies to attract similar profiles.
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CONTINUOUS OPTIMISATION TECHNIQUES
	
• A/B Testing
Regularly test different elements of your ads, landing pages, and emails. 
Experiment with headlines, CTA language, visuals, and email timing to 
identify the most effective combinations.

• Audience Refinement
As you gather data, refine your targeting parameters. If you notice certain 
industries or job titles consistently yield high-quality leads, focus your 
efforts on those segments.

• Retargeting
Implement retargeting campaigns for visitors who didn’t convert on their 
first visit. Retargeting allows you to stay visible to potential clients who 
showed initial interest, encouraging them to return and engage further.

• Regular Performance Reviews
Schedule periodic reviews of your campaign performance to assess 
progress and set new goals. Use insights from your data to inform future 
strategies, focusing on what’s proven most effective.

CREATING A FEEDBACK LOOP FOR LONG-TERM SUCCESS

Collecting feedback from your sales team on lead quality and conversion 
rates can provide valuable insights for refining your approach. Sales 
teams often have first-hand knowledge of prospects’ concerns, allowing 
you to adjust your content and targeting accordingly.

By tracking, testing, and optimising, you ensure that your lead generation 
and nurturing campaigns are continuously evolving and improving, 
delivering the best possible results for your brokerage.





At the heart of every successful marketing campaign is a clear 
understanding of ROI (Return on Investment). For insurance brokers, 
tracking and improving ROI ensures that your resources are being used 
effectively and that every pound invested in lead generation yields 
maximum returns. By calculating ROI accurately and implementing 
strategies to increase it, you can continuously improve your lead 
generation efforts and achieve sustainable growth.

CALCULATING ROI IN B2B LEAD GENERATION

ROI in lead generation measures the profitability of your investment. It’s 
calculated as a ratio of the revenue generated by new clients to the cost 
of acquiring those clients. Here’s the formula:

ROI = (Revenue from New Clients - Lead Generation Cost) / Lead 
Generation Cost x 100

For example, if your lead generation campaign costs £10,000 and 
generates £50,000 in new client revenue, the ROI would be:

ROI = (£50,000 - £10,000) / £10,000 x 100 = 400%

A high ROI indicates that your campaign is cost-effective and generating 
substantial value, while a low ROI may suggest the need for optimisation.
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KEY COMPONENTS OF ROI IN LEAD GENERATION

1. Lead Acquisition Costs
This includes the total cost of all lead generation activities, such as 
paid media, content creation, CRM management, and email marketing. 
Breaking down these costs by channel helps you understand which 
strategies are most efficient.

2. Conversion Rate and Average Client Value
Knowing the percentage of leads that convert into paying clients and the 
average revenue per client gives you insight into the effectiveness of your 
sales funnel. High conversion rates and valuable clients indicate a strong, 
efficient funnel.

3. Lifetime Value of a Client (LTV)
For insurance brokers, client relationships often last years, making the 
lifetime value of each client crucial. When calculating ROI, factor in the 
total revenue you expect to generate over the entire relationship. A client 
acquired for £500 might yield £5,000 in lifetime revenue, giving you a 
clearer picture of your long-term ROI.

STRATEGIES TO INCREASE ROI

Once you understand your current ROI, it’s time to implement strategies 
to boost it. Here are some proven approaches:

1. Optimise Campaign Targeting
To improve ROI, focus on reaching high-value prospects who are more 
likely to convert. Regularly refine your targeting criteria across channels, 
using data to identify industries, job titles, and demographics that yield 
the best results. By narrowing your focus to the most promising leads, you 
increase the likelihood of conversions and reduce wasted ad spend.

2. Enhance Lead Quality
Generating high-quality leads leads to a more efficient conversion 
process. Use specific targeting criteria in paid media, optimise lead 
magnets to attract decision-makers, and employ qualifying forms to filter 
out lower-quality leads. High-quality leads shorten the sales cycle and 
increase conversion rates, contributing to a higher ROI.
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3. Increase Conversion Rates through Testing and Optimisation
Continuously test and optimise each stage of your sales funnel, from ad 
creatives to landing page designs to email sequences. Experiment with 
headlines, CTAs, images, and messaging to identify what resonates most 
with your audience. Even small improvements in conversion rate can lead 
to significant ROI gains over time.

4. Focus on Retargeting and Follow-Up
Prospects who interact with your content but don’t convert initially are 
valuable assets. Use retargeting ads to keep your brand visible to these 
potential clients and implement follow-up email sequences to re-engage 
them. This multi-touch approach improves the chances of conversion, 
maximising the value of your initial investment in attracting them.

5. Leverage Automation to Reduce Costs
Automating repetitive tasks, such as lead nurturing emails and CRM data 
entry, saves time and reduces operational costs. By using automation 
tools, you can maintain consistent communication with leads at a 
fraction of the cost of manual outreach, improving both efficiency and 
ROI.

6. Improve Client Retention and Upsell Opportunities
Once a lead converts into a client, increasing ROI is also about retaining 
that client and maximising their value over time. Implementing strong 
client relationship strategies, such as regular check-ins, upselling 
additional services, and offering exclusive benefits, can increase the 
lifetime value of each client. Retention and upselling reduce the need for 
constant new lead generation, making each initial investment in client 
acquisition more profitable.
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T R AC K I N G  A N D  E VA L U AT I N G  R O I  OV E R  T I M E

To maintain a high ROI, track and evaluate performance regularly. Set 
specific goals, monitor key metrics (CPL, CPA, and conversion rates), and 
adjust strategies as needed using tools like Google Analytics, LinkedIn 
Campaign Manager, and CRM dashboards for a real-time view across all 
channels.

THE LONG-TERM VALUE OF AN ROI-DRIVEN STRATEGY

An ROI-driven strategy builds sustainable growth, creating a resilient 
marketing system that adapts to industry changes and consistently 
delivers high-quality clients. By refining your approach, you ensure that 
your marketing investments yield measurable growth and support long-
term success in a competitive insurance market.

READY TO TRANSFORM YOUR BROKERAGE’S GROWTH?

If you’re looking to implement a powerful, ROI-driven strategy that 
attracts high-quality leads and drives sustainable growth, Involve Digital 
is here to help. Our proven methods have already delivered exceptional 
results for top insurance brokers, and we’re ready to do the same for you.

Let’s discuss how we can customise this strategy to meet your brokerage’s 
unique needs. Schedule a free consultation with this link today to start 
building a lead generation system that delivers real, measurable results. 
 
Or alternatively, reach out to Michael at michael@involvedigital.com.

https://usemotion.com/meet/michael-wilkins/6sc8wfx
https://usemotion.com/meet/michael-wilkins/6sc8wfx
https://usemotion.com/meet/michael-wilkins/6sc8wfx
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