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Introduction

The Co-Marketing Department offers a comprehensive suite of tools and 
strategies that drive profitable growth for our agency partners. Each campaign 
will be managed through an integrated approach using multiple channels for 
maximum impact.

Each campaign will: 

 ■ Carry consistent, clear, and powerful messages to the market.

 ■ Be aligned with state business strategies to drive growth.

 ■ Be repeatable, scalable, and deployed efficiently.

 ■ Reflect customer and market insights that support the products  
we develop and promote. 

 ■ Be measurable.
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Process

Co-marketing campaigns begin in the field. The Fireman’s Fund® Territory 
Sales Director (TSD) works with his or her agency partners to determine goals 
and growth strategies.  The TSD reviews these goals with their Regional Sales 
Executive (RSE) to ensure the proposed tactics align with the region marketing 
strategy. Upon approval, the TSD then collaborates with his or her Fireman’s 
Fund home office marketing contact to confirm strategies and to map out an 
effective plan of action.

Territory Sales Director (TSD)
Regional Sales Executive (RSE) 

Marketing
Marketing Programs Senior Director 
Co-Marketing Manager 
Designers 
Online Services 
Communications Managers 
Promotions Manager 
Direct Marketing Manager

Agent
Agency Principal  
Agency Manager 
Customer Service Representative (CSR)
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Goals

Co-marketing programs and tools are best used in combination to create fully 
integrated and impactful campaigns. Each campaign should focus on achieving 
at least one of the following goals:

Our ultimate goal is to generate revenue. But we cannot do this without 
building brand awareness and maintaining a solid universe of leads. 

Before embarking upon a campaign, it is important to select a primary goal. 
Each goal drives a course of action and determines the components of a 
campaign. For instance, if an agency is looking to promote their services in a 
specific community, they might select an awareness building campaign (e.g., 
Fire Department Grant Ceremony) versus a Direct Mail campaign geared to 
generate leads.

 Revenue  Leads  Awareness
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Programs and Tools

Below is a menu of available programs and tools, each aligned with one of three 
marketing goals. Programs are robust endeavors that can be enhanced with 
supporting tools for maximum impact. Each supporting tool offers an additional 
touchpoint with the audience. The more touchpoints – or contacts – you create, 
the more opportunities you have to get your message out.

Programs Goal Target Audience
Agency Contests Revenue Agents

Direct Mail (cross-sell) Leads Existing policyholders

Direct Mail (new business) Leads Prospect policyholders

Trade Show Booths Leads Policyholders

Hospitality Suites and Events Leads Agents/policyholders

Sponsorships Awareness Agents/policyholders

Fire Department Grants Awareness Policyholders/Prospects

Supporting Tools Goal Target Audience
Ads (print/web) Awareness Agents/policyholders

Brochures/Flyers Awareness Agents/policyholders

Agency Online Tools Awareness New and existing policyholders

Landing Pages Awareness Agents/policyholders

E-mail Communications Awareness Agents/policyholders
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Agency  Contests

Logistics 

With most contests, agencies are offered 
an incentive to write more business. But 
sometimes we use contests to encourage 
agents to use new software platforms or 
generate quotes. Agency contests offer 
prizes/incentives to participating agency 
principals and, often, CSRs. Contests 
typically last three months, but there are 
exceptions. 

Budget

Contest prices can range anywhere 
between $5,000 and $80,000 depending 
on the reach (states targeted) and 
the number of agencies expected to 
participate. Typically a contest should 
cost no more than 1.5% of the resulting 
incremental revenue gained.

Timelines*

The most effective contest is one with 
a fully-developed suite of supporting 
marketing tools, often requiring up to 
eight weeks of planning.

*Timelines vary. Please consult with your marketing 
representative.

The primary and immediate goal of an 
agency contest is to drive specific agency 
behavior. Ultimately, these behaviors will 
result in revenue.

Programs

A.  iPod contest web page
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Programs

Develop a Fully Integrated Campaign
Did you know you can support your contest with the following 
marketing tools for maximum effect?

 ■ Flyers, posters

 ■ Branded promotional items, gifts

 ■ E-mail announcements

 ■ Landing page, linked from flyer and e-mails

 ■ Policyholder direct mail

B.  iPod contest e-mail announcement

A New, iPod Touch® Could Be Yours this Month 

Get Ready to Win!  

July 1 through October 1, 2009

Every month, from July 1 to October 1, 

2009, three Apple® iPods will be awarded 

to those who enter the most Small 

Business Quotes via QuickQuote. 
  
First Prize: 16GB iPod Touch®

Second Prize: 8GB iPod Nano®

Third Prize: 4GB iPod Shuffle®

Learn more 

For contest details, rules and restrictions, 

click here or contact your Territory Sales 

Director today. 

July is just around the corner, 
so get ready to start – the 
more quotes you generate, 
the better your chances of 
winning.

Legal   |   Privacy  

©2009 Fireman’s Fund Insurance Company, Novato, CA. All rights reserved.

Tune Up This Summer with Fireman’s Fund® 

Win a Free iPod®

 
 
July 1 through October 1, 2009

This summer, when you generate the most Small Business Quotes using Fireman’s Fund 
QuickQuote rating tool, you could be a winner. 

Prizes awarded each month to the top three performers: 

First Prize: 16GB iPod Touch®

Second Prize: 8GB iPod Nano®

Third Prize: 4GB iPod Shuffle® 

For more information on QuickQuote and our Tune Up Contest, please call your Territory Sales 
Director. For contest rules and restrictions, visit www.firemansfund.com/tuneup
Fireman’s Fund Insurance Company incorporates by reference the applicable producer compensation disclosure requirements.
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C. iPod contest flyer
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Direct Mail – Cross-Sell

Description

A cross-sell mailing is one that solicits 
additional coverages from  current 
customers. Mailings to existing customers 
usually generate higher response rates 
than “cold” mailings. A successful cross-
sell mailing typically renders a 2% to 5% 
response rate.

Budget

Direct mail campaigns range in price, 
depending on mail quantities and the type 
of package you are mailing. Components 
might include a letter, brochure and 
response card. A post card is much less 
expensive to produce and mail. Mailing 
costs for a package range from $2 to $3.

Timelines

A well-planned direct mail campaign 
requires six to eight weeks of lead time.

*Timelines vary. Please consult with your marketing 
representative.

A direct mail campaign is an effective way to 
generate leads, increase quote activity and 
promote retention.

Programs

A. Letter with response card 
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Programs

Develop a Fully Integrated Campaign
Did you know you can support your direct mail campaign with the 
following marketing tools for maximum effect?

 ■ Agency homepage content that reflects direct mail message.

 ■ “Second hit” direct mail to non-responders.

 ■ Co-marketing ad in select publications.

Agency logo

B. Postcard

Car 
insurance 
on your 
terms.

Not all insurance policies 
are created equal.
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An auto policy that puts you 
in the driver’s seat: 

 ■ Minimize depreciation.
 ■ Use original manufacturer parts.
 ■ Choose your own repair shop.
 ■ Rent a car comparable to your own while 

yours is repaired.

Does your current policy provide 
these benefits?

And you qualify for a discount because you 
insure your home with <XYZ AGENCY> 
and Fireman’s Fund®.

FIRST CLASS
U.S. POSTAGE

PAID
SAN LEANDRO, CA

PERMIT NO. 169

Fireman’s Fund Insurance Company
777 San Marin Drive
Novato, CA 94998

 
Prestige Auto® Premier

From Fireman’s Fund Insurance Company

Call for more information 
and we’ll put a few gallons in your tank. 

<PHONE NUMBER>
<PROMO #>

<FIRST NAME> <LAST NAME>
<ADDRESS>
<CITY> <STATE> <ZIP>
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Direct Mail – New Business

Description 

The key to a successful new business 
direct mail campaign is the mailing list. 
The demographics of your list should 
perfectly match your target audience. 
Many agents have well-honed prospect 
lists they are willing to share. Association 
lists can often be rented or purchased for 
direct mail campaigns. A successful new 
business direct mail campaign typically 
renders a 1% to 2% response rate. So it 
is critical that your mailing list is large 
enough to generate an acceptable pool of 
leads. 

Budget

Direct mail campaigns range in price, 
depending the quantities and the type of 
package you are mailing. Components 
might include a letter, brochure and 
response card.  A post card is much less 
expensive to produce and mail. Mailing 
costs for a package range from $2 to $3.

Timelines*

A well-planned direct mail campaign 
requires six to eight weeks of lead time.

*Timelines vary. Please consult with your marketing 
representative.

A new business direct mail campaign is 
an effective way of generating leads.

Programs

Return address 

Protect Everything You’ve Worked For
Just one lawsuit can threaten your assets, personal wealth and lifestyle.

This program will: 
 ■ Guarantee coverage to provide unlimited 

home replacement, even for claims above 
policy limits.

 ■ Secure the best coverage at the most 
competitive rates.

 ■ Conduct a personal analysis to uncover gaps 
and reduce your liability exposure. 

 ■ Protect you from libel and defamation  
of character.

Request your complimentary insurance 
assessment today to identify coverage gaps  
that can leave you vulnerable to loss. 

Please Contact Joe Smith, Vice President  
for a confidential assessment. 

222.821.1100  l  www.agency.net     

Agency

Founded in 1979, we serve the unique needs 
of our local communities – protecting 
many of our finest homes, estates, and 
valued possessions such as high-value art 
collections and jewelry. Client services include 
background checks for domestic employees 
and emergency 24/7 claims service.  

We attains the best products and benefits 
from insurance providers that share our level 
of commitment – a proud agent of Fireman’s 
Fund Insurance Company. 

Fireman’s Fund Insurance Company

Fireman’s Fund® is a premier property 
and casualty insurance company, offering 
personal and commercial insurance products 
nationwide. 

Printed on recycled paper with soy-based ink using renewable 
sources such as wind and solar.   Please recycle.

 ■ Protect pools, walkways, 
roadways, parking lots and patios

 ■ Protect revenue streams

 ■ Protect guests

Request your complimentary 
insurance assessment today to 
identify coverage gaps that can 
leave you vulnerable to loss. 

Are you managing your risks effectively?
BBVA Compass Insurance is working with Fireman’s Fund® to offer 
small hotels, motels and inns an insurance program with flexible limits  
and more than 40 specialized coverages.

Insurance products are offered through BBVA Compass Insurance 
Agency, Inc., an affiliate of Compass Bank®.  Insurance products 
are not FDIC insured, are not bank deposits, have no bank 
guarantee and are not insured by any federal government agency.

The insurance policy, not this brochure, forms the contract 
between the insured and the insurance company.  The policy may 
contain limits, exclusions, and limitations that are not detailed 

It just makes sense to help you  
identify solutions that solve problems  
and create value.  

We’ll give you a call.  

Let’s talk.

<First Name><LastName>
<Address Line 1>
<Address Line 2>
<City><State><Zip>

Your pool has grown, 
so have the risks.
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Agency

A. Postcard
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Programs

Develop a Fully Integrated Campaign
Did you know you can support your direct mail campaign with the 
following marketing tools for maximum effect?

 ■ Agency homepage content that reflects direct mail message.

 ■ “Second hit” direct mail to non-responders.

 ■ Co-marketing ad in select publications.

B. Postcard

Do you wonder how your homeowner’s 
insurance provider will handle your claim?
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Trade Show Booths

Key Points 

Before renting booth space, it’s important 
to research the convention and determine 
how well the attendee list matches your 
ideal prospect profile. Additionally, it is 
important to select a conference that is 
well- attended, and a booth location that 
will be heavily trafficked. 

Budget

The average 10’ x 10’ booth space will 
range in price from $2,500 to $5,500, 
and an additional $3,000 for shipping, 
electrical power, lead scanning device 
and audio/visual rental. New signage, 
brochures and displays will add to cost.

Timelines*

Booth space at the more popular trade 
shows can book up a year in advance. A 
well-prepared booth space will showcase 
up-to-date signage and displays, as well 
as the most current marketing support 
materials (brochures and flyers). Please 
allow six to eight weeks of preparation 
before the show date.

*Timelines vary. Please consult with your marketing 
representative.

Conventions can be an effective forum 
for meeting with potential customers and 
generating leads.

Programs

B. Pull-up banners

A. Greenbuild convention

Fireman’s Fund is a member of 
the U.S. Green Building Council (USGBC). 

Green Insurance for 
Your Building

Fireman’s Fund is a member of 
the U.S. Green Building Council (USGBC). 
Fireman’s Fund is a member of 
the U.S. Green Building Council (USGBC). 

Green Risk Managment 
Consulting

Fireman’s Fund is a member of 
the U.S. Green Building Council (USGBC). 

Green Insurance for 
Your Home
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Programs

Develop a Fully Integrated Campaign
Did you know you can support your trade show presence with the 
following marketing tools for maximum effect?

 ■ Flyers, posters.

 ■ Branded promotional items, gifts.

 ■ E-mail announcements.

 ■ Landing page, linked from marketing materials.

 ■ Policyholder direct mail.

C. Trade show booth display

Fireman’s Fund Insurance Company
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The first 
of its kind: 

Green 
Insurance 
For 
Buildings 
and 
Homes
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Hospitality Suites and Events

Description 

Events in tandem with a scheduled 
convention or gathering: A hospitality 
suite can enhance your presence at a 
convention and is an opportune way to 
meet with a captive group of existing and 
prospective customers. Typically these 
events are hosted in a ballroom, suite, 
or restaurant at the main convention 
hotel, or at a hotel near the convention 
site. Here, attendees can enjoy cocktails, 
appetizers, light dinner fare, and easy 
conversation.

Independent Events: Social gatherings 
such as these are not limited to 
conventions. You can host a Fireman’s 
Fund event at the destination of your 
choice.

Budget and Timelines*

The venue for the party/event needs to be 
booked, sometimes, months in advance. 
Invitations should mail at least six weeks 
in advance followed by reminders. The 
price can range anywhere from $5,000 to 
$50,000, depending on venue, equipment 
rental requirements, menu, and number 
of attendees.

*Timelines vary. Please consult with your marketing 
representative.

Hosting a cocktail party or event can be  
an effective means for generating leads.

Programs
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Programs

Develop a Fully Integrated Campaign
Did you know you can support your Hospitality Suite/Event with the 
following marketing tools for maximum effect?

 ■ Trade show booth.

 ■ Online registration and e-mail invitations.

 ■ Branded promotional items.

 ■ Post event mailings.

 ■ Displays, signage.
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Sponsorships

Description 

In addition to booth rentals, many 
conventions offer sponsorships as an 
additional venue through which you 
can display your logo, and sometimes 
distribute your marketing materials. 
Sponsorship vehicles can include the 
conference show guide, speaker sessions, 
luncheons, cocktail receptions, and 
related giveaway items such as  water 
bottles, conference badges and conference 
tote bags.

Sponsorships aren’t limited to convention 
sites. Private and themed gatherings 
(e.g., theatre productions, festivals, Oscar 
parties, art exhibits) often offer branding 
opportunities in exchange for financial 
support. 

Budget and Timeline*

Sponsorships, like trade show booths, can 
sometimes book months in advance. A 
sponsorship can range anywhere between 
$5,000 and $100,000.

*Timelines vary. Please consult with your marketing 
representative.

Conventions can provide ideal forums for 
cultivating brand and product awareness 
with potential customers.

Programs

A. Educational track at the 2008 Greenbuild convention

B. Concourse d’Elegance
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Programs

Develop a Fully Integrated Campaign
Did you know you can support your sponsorship with the following 
marketing tools for maximum effect?

 ■ Trade show booth.

 ■ Hospitality suite.

 ■ E-mail announcements/invitations.

 ■ Branded promotional items.

 ■ Post event mailings.

C. Newport event
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Fire Department Grant Ceremonies

Description 

The Heritage Program® is an ongoing 
corporate philanthropy program that 
enables our agents to direct grants to fire 
departments and fire and burn prevention 
programs.

How it works

Agents enrolled in the Heritage RewardSM 
program accrue points to be redeemed 
for grants to local fire departments for 
equipment, training and community 
education. The grants are awarded 
at an event, often at the selected fire 
department, and attended by community 
leaders, clients, prospective clients, and 
the media. 

Budget and Timelines* 

Fireman’s Fund® works with agencies 
to customize each event. The check 
presentation ceremony can take two or 
more months to plan. Costs to the agency 
vary, depending on marketing support 
selected.

*Timelines vary. Please consult with your marketing 
representative.

Grant events are the perfect way to gather 
the media, community leaders, and 
prospects to generate awareness.

Programs

A. Ribbon cutting and presentation of Alpharetta Safety House
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Programs

Develop a Fully Integrated Campaign
Did you know you can support your grant with the following 
marketing tools for maximum effect?

 ■ Press release.

 ■ Fire chief testimonial.

 ■ Pre-and post grant mailings and invitations.

 ■ E-mail invitations.

 ■ Banners and signage.

B. Check presentation for Safety House
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Ads (Print and Web)

How it works 

Working with your marketing representative, 
you can create an ad for placement in 
conference programs, newsletters, trade 
journals and online sites. You can also 
create a co-marketing ad that builds brand 
awareness for both your partnering agency 
and Fireman’s Fund®. 

Budget

Frequency is the key to effective advertising 
campaigns. When your message appears in 
the same vehicle (journal, site) week after 
week, month after month, your message 
becomes indelible in the reader’s mind. 
Prices vary per journal and site. Please ask 
your marketing contact for a quote.

Timelines*

Publications and magazines tend to book ad 
space a month in advance; the lead time is 
shorter for web site advertising. Please allow 
three weeks to write and design a new ad.

*Timelines vary. Please consult with your marketing representative.

Advertising is an effective means of making 
a lasting impression and generating public 
awareness about our brand and products.

Supporting Tools

Print

Web
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Supporting Tools

Brochures and Flyers

How it works 

You can collaborate with an agency to create 
co-marketing materials that showcase our 
partnership and combined expertise. In this 
way, you are helping agencies promote their 
brand and effectively target their sales efforts.

Budget

Prices vary by format of your printed piece  
as well as quantities. 

Timelines*

Brochures and flyers take approximately 
three weeks to write and design. Add  
another two weeks for printing.

*Timelines vary. Please consult with your  
marketing representative.

Collateral materials make great leave-
behinds for agency visits and help build 
brand and product awareness.
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Agency Online Tools

Description

A Fireman’s Fund® branded and 
formatted column appears on the 
agency’s homepage and links to a 
fully-designed landing page featuring 
information and tools such as:

 ■ Fireman’s Fund coverage scenarios 

 ■ Risk management tips to reduce claims

 ■ Safety bulletins

 ■ Online newsletter

Budget and Timelines*

Currently no costs are associated with the 
development of these tools and require a 
minimum of three weeks of production 
time.

*Timelines vary. Please consult with your marketing 
representative.

This innovative co-marketing tool will help 
build awareness among new and existing 
customers.

Supporting Tools
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Supporting Tools

Landing Pages

Budget

Currently there are no hard costs 
associated with landing pages.

Timelines*

Landing pages take approximately 
three to four weeks to write, design and 
program.

*Timelines vary. Please consult with your marketing 
representative.

A landing page is an ideal way to inform  
agents about certain promotions, and  
generate enthusiasm and awareness.
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E-mail Communications

Description

E-mails can be used as either invitations, 
or a tool to promote a contest or 
product, or simply as a vehicle to impart 
information.

Budget

The html coding required for a formatted 
e-mail costs approximately $400 - $600. 

Timelines*

An html e-mail requires about three to 
four weeks to write, design, and program.

*Timelines vary. Please consult with your marketing 
representative.

E-mails generate awareness and can be 
used as either invitations or simply to 
impart information.

Supporting Tools
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Integrated Campaigns

The ideal marketing campaign should focus on achieving one of  
three primary goals:

A fully-integrated campaign allows you to supplement your primary program 
with supporting tools such as trinkets, direct mail, print ads, and e-mail 
communications. These tools ensure that you have multiple touchpoints – or 
contacts – with your target audience. The more touchpoints in your campaign, 
the better you are able to generate visibility, develop a strong universe of 
prospects, and drive new business and high retention rates.

The following are just a few examples of integrated campaigns that start 
with a primary goal and focus, and are supported by a variety of tools. Your 
home office marketing representative can assist you in building an integrated 
campaign to meet your specific needs.

 Revenue  Leads  Awareness
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Integrated Campaigns

Revenue Generation

Agency Contest
Limo-driven night on the town for all CSRs and their colleagues if agency meets its 
pre-determined goal for cross-selling.

Marketing includes:  

 ■ Flyers and posters delivered to staff prior to contest.

 ■ Prizes/incentive.

Additional Tools and Programs

E-mail Announcements – Sent every few weeks to participants.

Landing Page – Flyers, posters and e-mails link to this.

Giveaways and Trinkets – Delivered during contest to generate enthusiasm.

Direct Mail – Sent to a policyholder list provided by the agency. 

When meeting with a Fireman’s Fund® TSD, the 
agency principal agrees he’d like to do more high net 
worth cross-selling, but can’t seem to motivate his 
CSRs. He asks for our help in creating a robust incentive 
plan for his staff.
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Integrated Campaigns

Lead Generation

Trade Show Booth 

Booth signage, displays and marketing materials shared by Fireman’s 
Fund® and participating agency.

Additional Tools and Programs

Print Ads – In local real estate journals inviting attendees to the booth. 

Hospitality Suite – Agents and potential policyholders invited for cocktails 
at  nearby location during the conference. 

Marketing Includes:

 ■ Direct mail invitations send to prospective policyholders/conference 
attendees.

 ■ E-mail Invitations send to prospective  policyholders/conference 
attendees.

Follow-up E-mails – Sent to booth and event attendees.

When meeting with a TSD, the agency asks for our 
help in cultivating a database of qualified leads. 
The agency’s focus is Commercial Real Estate, 
and it happens that next fall, the Building Owners 
and Managers Association is holding their annual 
conference in his state.
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Integrated Campaigns

Awareness Generation

Fire Department Grant Ceremony 

Select a high-profile venue in which to host an event that brings the press, 
potential policyholders together for celebration.

Marketing includes:  

 ■ Press releases.

 ■ Signage.

 ■ Brochures and flyers.

Additional Tools and Programs

Print Ads – Announcing event; 

E-mail Invitations – Sent to potential policyholders/attendees.

Direct Mail – One to attendees, one to no-shows.  

Agency X has been growing steadily with us for years. 
The principal opened a branch office in Tucson Arizona 
last month, and has had difficulty getting traction. He 
asked his TSD for support in gaining visibility for both 
his agency and our products.
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