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of the ‘Movable Middle’
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‘Moveable Middle’ Defined

‘Moveable Middle’‘Ok being just OK’
Willing & Able:

o to grow

o to invest

o to change

o to put in the 

effort
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Who here is:

❑ Currently doing something

❑ In the planning process of doing something

❑Haven’t done anything
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Symptom #1: Field Managers in our industry focus most of their energy on recruiting and a 

producer’s early years and tend to leave their experienced producers ‘alone’

New
Income Producers

Field managers are mostly proactive in 

this early stage of a producer’s lifecycle

Field managers are mostly 

reactive in this stage 
“ I am the boss, now what?”

5

“You can be your own boss.”

Time
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Symptom #2: Head Trash
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Symptom #3: The Clash of Agendas

✓ Sell our products!

✓ Implement the programs we 

invested time & $$ on!

✓ Attend our training classes!

✓ 3

✓ 4

I need help on creating an efficient & 

effective practice that:

✓ Makes me more $$

✓ Gives me more quality time

✓ Is more fun

Home Office
Agent



LOGO

Symptom #4: Lack of support for practice development

One in four advisors said learning to run a business was among their top 

challenges. 

LIMRA: Advisors Seek Support on How to Better Run Their Businesses, 2018

The number one area where advisors are not receiving enough support is 

practice management and how to run a business . 

LIMRA: Delivering on The Promise, 2015
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Symptom #5: Agents lack an intentional growth process for their client base
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Clientele X-Ray – Project Objectives

Providing advisors with a decision-

making tool to help them segment 

their clientele

Helping advisors focus their efforts 

on the most profitable and/or promising 

segments

Enabling advisors to make a plan 

for the less profitable segments

Ensuring all iA clients get the best 

possible service

Improving Global Offer
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Clientele X-Ray – Insurance Profile
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Clientele X-Ray – Insurance Profile

5 vs 127 17 vs 521
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Clientele X-Ray – Insurance Profile
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Clientele X-Ray – Recommendation, Diagnostic & Opportunities

804 doors
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Clientele X-Ray – Focusing on the most profitable doors

Insurance Profile

247
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Clientele X-Ray – Best Practices

Find Balance

Support throughout 

the Process

Centralize 

Service Units

Structured Approach

Take action

Awareness

Make a Plan

Advisors Managers
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Moveable 
Middle

Agency 
Leader

Sales 
Manager

HO

The Key Players in Moving the Middle

Orchestrated & Aligned
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Training for Moveable Middle is Not One-Size-Fits-All…

Practice Development is a long-term process:

• Personal & customized

• Consultative approach

• Vision-based with a long-term outlook

• Encompasses all aspects of a practice

• Working on the business

Bottom-Line: HO Programs tend to be prescribed solutions, but we need to uncover their pains first.
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Practice Development Retreat

Outline

➢ Declare Your Future – Vision Statement

➢ Gap Analysis/Self-Assessment

➢ Marketing, Sales, Operations

➢ Clientele Audit

➢ Practice Financials

➢ Time Management

Present 3-year strategic blueprint

✓ Production

✓ People

✓ Processes

✓ Promotion/Marketing

✓ Partnerships

✓ Personal Development
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Moveable Middle Needs to be Coached

New
Income Producers

Producer needs a ‘Manager’ who:

 Shares expectations

 Focuses on goals

 Creates pressure

 Instructs

 Gives solutions

Producer desires a 

‘Coach’ who:

 Shares ideas

 Focuses on the process

 Collaborates

 Asks questions

20

Yet, field managers tend to lack 

good coaching skills (active 
listening, probing questions, patience, 
allowing advisors to self-discover, etc.)
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The Art & Science of Coaching

Openers
Generate 

possibilities
Develop 

plans
Preview 

outcomes
Commit to 

action

• What would you like 

to focus on during 

this meeting?

• What’s your biggest 

challenge right 

now?

• What’s important? 

What matters?

• What have you 

thought of so far?

• What are your 

options?

• What would be a 

win from your 

perspective?

• How would you 

make that 

happen?

• What are the next 

steps?

• Who should be 

involved?

• What is your ideal 

outcome?

• What could go 

wrong?

• What are you going 

to do now?

• How will you 

measure success?

• What could stop 

you?

• What do you most 

need right now?

Model for A Coaching Session
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• This is where bulleted text lives
Text describing the above bullet

• This is where bulleted text lives
Text describing the above bullet

• This is where bulleted text lives
Text describing the above bullet
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Clientele X-Ray – Savings Profile
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Clientele X-Ray – Savings Profile

5 vs 189 25 vs 513
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Clientele X-Ray – Savings Profile
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Clientele X-Ray – Recommendation Algorithm

• Our algorithm makes a general recommendation based 

on adjustable criteria

• The advisors must then go through every door individually 

to analyze if the recommendation matches their goals
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Clientele X-Ray – Diagnostic & Opportunities
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Clientele X-Ray – Best Practices for advisors

Awareness

Redefining what truly 

is a profitable client

Understanding the benefits 

of client segmentation based 

on profitability

Entrepreneurial vision 

of the project
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Clientele X-Ray – Best Practices for advisors

Take Action

Mastering the tool

Investing time to analyze each 

door individually

Assessing the potential of each 

door

Categorizing each door (Platinum, 

Gold, Silver, Bronze, etc.)



LOGO

Clientele X-Ray – Best Practices for advisors

Make a Plan

Determining short and mid-term 

compensation goals

Identifying target clientele

Defining service offer
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Clientele X-Ray – Best Practices for advisors

Structured

Approach
Investing time to build business plan
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Clientele X-Ray – Best Practices for managers

Centralize 

Service Units

Assign clients to best performing 

advisors

Give few references at a time

Monitor Reference – Meetings – Sales 

conversion rates
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Clientele X-Ray – Best Practices for managers

Support 

throughout  

the Process

Identify and collaborate with the right 

buyer

Manage expectations for the advisor 

who’s selling their clientele

Avoid taking the junior advisor as an 

assistant
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Clientele X-Ray – Best Practices for managers

Find Balance

Assign doors and type of doors based 

on advisor skills

Avoid selling all the doors to the same 

advisor
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