05/20/03 Printers and Marketing Go Cash-in-Hand

	

	9,000 Printers Nationwide are Waiting for a Quote…

Is one of them in your neighborhood? We can help you ink more sales with a complete program of coverages especially for printers. The company that prints your business cards—could it be more than just a vendor to you? Could it become a revenue source for your agency?  

Countrywide, there are 9,000 middle market printers representing a potential commercial premium of $263 million. The Hartford understands how this industry—and its risk of financial loss—have changed over time. The Printers Program is available nationwide on an admitted basis*. To qualify for this program, the account must produce at least $5 million in revenue. Check out these program highlights:

Expanded Eligibility

Printers of all types (lithography, gravure, flexography, etc.), quick print operations, pre and post-press service providers continue to be eligible for the Printers Program. In addition, Hartford’s expanded the program to include:


Printers working on substrate other than paper


Printers with incidental publishing exposure


Silk screening operations

Property Choice

Hartford’s state of the art, independently-rated Property Choice product addresses printers’ unique needs. Some of the features of particular interest to printers are:


Built-in Equipment Breakdown.


A high, flexible limit on Personal Property including Computers, Electronic Media and Personal.


Property of Others.


Optional Functional Replacement Cost.


Printers SPICE endorsement has been enhanced to include $100,000 Expediting Expense.

Property Credit for Users of UV/EB Equipment

Hartford’s agreement with RadTech International, an association of businesses that manufacture and distribute UV/EB curing equipment and supplies, gives a 5% property credit to printers who use this equipment in their ink drying processes. Both RadTech and The Hartford are promoting this credit. The agreement capitalizes on the growth of a new curing technology that is faster, safer, and cleaner. It also provides you with a new marketing channel.

Independent General Liability and Errors & Omissions Rates

The Hartford’s many years of experience insuring printers has made it possible for them to develop independent rates for this industry, giving you and your clients the benefit of a highly flexible rate structure designed to better reflect the unique exposures of individual insureds.

New Errors & Omissions Form

At no additional charge, coverage is provided for cost to correct subcontractors work; recall a product that was printed incorrectly; pay for lost postage. For an additional charge, coverage for the cost to correct the printer’s own errors is available.

Risk Management Newsletter and HSB Self-Inspection Checklist
Three times a year, The Hartford publishes a user-friendly newsletter, Keeping the Presses Running, which is sent to all prospective middle market printing accounts throughout the country, featuring industry-specific risk management advice. In addition, Equipment Breakdown customers receive a risk management tool designed to help them troubleshoot equipment problems.

*excluding Alaska and Hawaii

‘Ink more sales’ and login today to Request a Quote. This document outlines in general terms the coverages afforded under the policy.   


	All the Right Moves: 

Top 10 Prospecting Tips

Prospecting is truly an art form, but it can be refined quickly by following a few tried and true tips: 

1.
Be social. Never miss the opportunity to participate in community events.  It may sound funny, but encourage name tags.  This helps you to remember their names and them to remember yours! 

2.
Business card exchange. They haven’t been around for hundreds of years for no reason. Share them and collect – but be smart. Write the details on the back of a card from a recent conversation. This will help you remember their personal details and key facts once the festivities and meetings are over.

3.
Talk to your audience. Don’t use HO3, GL and PUP to describe a potential insured’s needs. Explain things to them in street talk that they will understand.  And if you are talking to a commercial client, don’t assume that just because they are in business that they know YOUR business. 

4.
Do your homework. Before you call on a client, make sure you find out as much information as possible. Check the Internet, the Yellow Pages, the Better Business Bureau. Be sure that you know who they are, what they do, their surroundings and how you can add value. 

5.
Dress the part. It seems silly but it is true. The way you look on the outside is the first impression that you give when you meet someone face to face.  Dress formidably for the occasion, and remember it is always better to overdress than underdress. Make sure your shirt is ironed, shoes are buffed and hair is groomed – and don’t forget the breath mint!

6.
Speak slowly. When you leave your name and number on a voicemail, speak slowly and repeat the important stuff, like your name and number, and always tell why you are calling. 

7.
Be courteous. When you are typing an email, never forget that it is still an official business communication. A salutation, body and cordial closing should ALWAYS be used.  Your wit, humor and smile may not convey.
8. The OTHER Golden Rule: If you don't know, say so. You certainly won't make any solid relationships or build trust with a bumbling or incorrect response. It's OK to admit that you don't know, but you do know where to go to find out. And then find out and get back to them. 

9. Don't be a know-it-all, even if you do.  It is tempting to lead and control a conversation, but when you walk away, you find that you know everything that you thought you knew about YOURSELF, and nothing about the potential prospect that you just met.  Learn to actively listen, ask questions of the person you are talking to about subject matter that is interesting TO THEM.  And, be sure to remember the answers for later conversations.

10. And finally, chivalry is not dead. It should be practiced daily with out being patronizing. That goes for men and women. Think of it this way: be the host or hostess, even if it isn't your event.

But seriously. Use common sense, and if you don’t know, ask. Follow these simple rules above and your prospecting success should increase dramatically. 

And for the right coverage for you new client, go to Big “I” Markets to check out our new product offerings.



	MORE INFORMATION AND STATE AVAILABILITY: For more information on these products and more, login to Big “I” Markets. To request a User name and password, email bigimarkets@iiaba.net.



	ONLINE TRAINING: Need a refresher on how to navigate Big “I” Markets or just want a quick tour on how to submit a quote?  Register today for an online Web-based virtual tour of Big “I” Markets.  Send an email to bigimarkets@iiaba.net to register for training sessions that will be held every Thursday at 3:30 p.m. – 4:00 p.m. EST.

	You have received this e-mail because you are a registered member of Big "I" Markets.

If you do not wish to receive these product updates, click here. 


If you have trouble viewing this email, please go to http://www.independentagent.com/BigIAdvantage. 
