How to Increase
Lifetime Client Value




Multiply Value,
Stop Chasing Volume

Lifetime client value is the total revenue

a client produces across the entire arc of the
relationship. New business pays the bills,
but lifetime value builds the agency.
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The Lead Generatlon
Treadmill

Most agencies measure
success by counting new | : l
policies or clients added
this month. They run
faster on the treadmill,
growing tired while the
. agency stagnates. "
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The Lifetime Value Equation

The math that predicts long-term agency value: Average annual revenue,
multiplied by years stayed, minus acquisition cost. Most find they spend
heavy to acquire clients who produce little and leave early.

Average
Annual
Revenue
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A Completely Different Asset

Lifetime value dictates marketing spend, producer pay, agency capacity, and
ultimate sale value. A book with high LTV is fundamentally different from a
low LTV book, even with the exact same client count.
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Gravity of Retention

he hidden truth: retention curves shift wildly based on policy count.
Moving a client from one policy to two changes the math by years.
Three policies make the math extraordinary.




Three Growth Levers

_ Iree specific levers move lifetime value. We will work through
"~ how to tune each one systematically.

 EXPANSION




{ r 1: Retention Length

The ost underused multiplier. A 5-year client is 2-3x

~ more valuable than a 3-year client due to compounding A
cross-sells. Driven by: S

- Bundling (creating inertia)

- Relationship depth (known vs.
account number)

- Proactive contact (reaching
out before renewal)




‘Lever 2: Revenue Per Year

per client per year is moved by two distinct forces. Most
- agents only think about the first. The second is bigger than they realize.

Cross-Selling
A Cag™)




The Cross-Sell Matrix

_40 :portunities exist in every book, provided you

have a process to surface them systematically:

- Medicare evaluates for life, hospital, dental, final expense
- Life evaluates for retirement income
- Commercial evaluates for personal and key person
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Coverage Upgrades

Policies degrade as life evolves. Auto policies become underinsured.
Life policies need riders for new children. Business policies need
expansion as revenue grows. Annual reviews surface these upgrades.

Initial Policy Growing Needs Optimized Coverage



Lever 3: Acquisition Efficiency

- The lever most owners ignore. Lifetime value is not just revenue—it is
revenue minus the cost to acquire the client in the first place.
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Driving Down Acquisition Cost

pipelines drive acquisition costs down: Referrals and Content.
Referred clients cost a fraction of paid leads and retain higher.
Content leads arrive pre-sold on your expertise.

Referrals
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- Stretch retention from three years to six.
Double revenue through cross-selling.
Cut acquisition costs by 60%.

You do not double lifetime value—
you quadruple it or more.




The LTV Scorecard: Metric 1

Five numbers, updated quarterly to operationalize the system.

Average Policies Per Hous% ':‘:'-'?ﬁ e single best predictor of
retention. Below 1.5 is a const:
Above 3.0 compounds.

It problem. Above 2.0 stabilizes.
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"he LTV Scorecard: Metrics 2 & .

| | A-Tier: 95%+
Annual Revenue [ ehtion Rate By (Q |
Per Client: Track | Tier: A-Tier should

the trend year- hold at 95%+,

over-year to verify B-Tier at 90%, B-Tier: 90% fl
if the cross-sell C-Tier at 85%. |
process is working. . >
_ C-Tier: 85% _Lr
@\nﬁ =i
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he LTV Scorecard: Metrics 4 &

-

Average Client Tenure:
Rises slowly, but highly
rewarding to watch.

Referral Rate: Below 20%
means you are spending
too much on paid
acquisition. Above
40% gives the
agency real leverage.

& NotebookLM



The Prototype: Month o

Patricia’'s 4-producer agency wrote 300 new clients a year,
N but the scorecard told the truth:

Policies per household 1 3]

Retention rate 86% ’)

L.

,, | Referral rate 2“/—]

.-'r"l.

( Revenue per client S BOOJ
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The Prototype: Month 24

: She built deliberate systems: annual reviews as cross-sell engines and -
structured referral conversations. 24 months later, LTV and profit more than
doubled with the exact same lead spend.

W

Policies per household 1.3

' w
Retention rate 86%

Referral rate 12% | Referral rate

(

. Revenue per client $1,800 Revenue per client -
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System Calibration Warnings

e (Chasing new client count instead of lifetime value.

e Treating cross-sell as an annual project, not a (AN
defined review agenda. .

e Ignoring the C-Tier (who often refer family to
become A-Tier).

e Failing to measure the scorecard.




* The 90-Day Blueprint

Lifetime value Is the operating philosophy of \f

every agency that scales. This week:

o Pull the five scorecard numbers. —

Pick the one lever with the
most room to grow.

Design a system to move it

for 90 days.
/




