Recruiting Insurance %é
Agents Through Content




The Shift in Strategy .

The Outbound Grmd ¢ The Inbound Signal
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« Calling, pitching, and hoping / / * Creating public, useful material
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» Expensive and incredibly slowNﬂ gopeaking to people who sell
> . Insurance, not buy it

. Competing with every other ¢

* Pre-selling top talent on your /
agency calling the exact same

agency before they everreach © &=
names out
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"he Invisible Watcher

The best producers are heads-down in
their books and taking care of clients.
They do not browse job boards. They are
quietly observant. They notice agencies
that look organized and modern.

You must use content to earn a spot
on their private shortlist before they
decide to make a move.




The Leverage Point
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Compounding vs. Noise

One piece of content reaching 300
local agents generates more

high-quality interest than three |
months of grueling cold outreach. ;ﬁ‘

Content puts your agency in front’
of the exact people you want to /
hire, earning their attention on thei

own schedule. “q
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The Four Pillars Architecture

. Four distinct content pillars act together to create a complete,
- attractive picture of an agency a top producer actually wants to join.

1. Behind the Scenes 2. Producer Wins

3. Owner Point of View 4, Direct Asks




'Pillar 1 & 2: Culture and Proof |

Behind the Scenes

The most underused pillar. Show
what working there actually feels
like: Tuesday training meetings,
the monthly leaderboard, the
onboarding process.

Producers evaluate culture based
only on what they can see.
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Producer Wins & Stories [ +

fige—

Share specific, anonymized @
breakthroughs publicly. The new// | +
agent hitting 100 apps in 90 days.
The veteran doubling their /"
iIncome. The message you s_ to

the reader is: That could bé/Me.
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Pillar 3 & 4: Perspective and Invitation
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Owner Point of View Direct Asks
-*» Your stance on the industry. Why Used sparingly (1in every 5 posts).
+ you develop producers differently. A clear statement: We are hiring two
€ This attracts those who agree and producers in the next 90 days.
actively repels those who don't. Because these posts are rare, they
* It is about pre-qualifying, not feel like exclusive invitations rather

* catching everyone, than desperate noise.
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The Primary Hub & Format

LinkedIn is the foundation. ‘ “

It is where industry conversations " “

happen and career moves “’
4

quietly start. "‘
Linkedin /]

Facebook, YouTube, and
podcasts are just
supporting nodes.

The Winning Format

People recruit people, not
paragraphs. A 60-second video of
your training process or a producer’s
story does the heavy lifting. Text and
photos are just connective tissue.




: [he Weekly Cadence

Commit to 2-4 Mix the four pillars
posts per week. across the month.

The same producer Every touchpoint e
might check your compounds to build
page four times over a clearer picture of
six months before your agenc
messaging Yyou.
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_ e Baseline: The Outbound Grind

James runs a 15-agent agency in the
Carolinas. Three years ago, his
entire recruiting engine was cold
calls, lunches, and follow-ups.

10 hours spent per week
1in 50 hit rate

Yielded only 3
producers per year




Year One: The Foundation

James committed to 2 LinkedIn posts a
week, strictly using the four-pillar mix.

e Mondays: Behind the scenes (tralnlng -
meetings, pipeline reviews). g

e Thursdays: Producer story or Owner POV

e Result: Averaged 600 views per post.
Nothing viral, but highly targeted.




Year Two: The Ampilifier

James layered in new formats. Every
other Thursday became a short video.
He launched a 15-minute monthly
podcast interviewing his own producers.

e Result: Videos hit 2,000 views. The
podcast was shared inside other
local agencies.

e Producers started messaging him
directly. An inbound queue formed.
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The queue converted. A producer
who watched quietly for 14
months finally reached out and
joined. Newer agents saw his
onboarding video and asked to
Interview.

Zero cold calls made. Less than 3
hours a week spent on content,
yielding 2-3 new, highly-qualified
producers per quarter.

& NotebooklLM



Diagnostic: Four Common Tra

Broadcasting Jobs Corporate Speak
We're hiring is a closing argument. If Top producers ignore brochures.
90% of your content isn't the story, the Write the way you talk in team
10% asking for resumes does nothing. meetings. Take a real stance.

Hiding the Team Inconsistency
. You cannot be the only face. Two posts a week for a year beats 15
Producers need to evaluate their posts in one month followed by silence.

future colleagues. Consistency signals a stable operation.
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The Monday Morning Audit

*

Audit: Review your last 20 posts. If they are mostly generic or hiring
only, prepare to redesign.

Write: Draft 2 posts for next week (One Behind the Scenes, One
Owner POV).

Record: Block 30 minutes to film one 60-second video of your
training rhythm.

They are watching. Show the work, take a stance,
the ask. The right producers will find you. F
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