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Sales and Marketing is 

sometimes a numbers game.

We think that’s particularly true 
when it comes to prospecting.



176,964
Source: NAICS. Counts by Total Employees. 2024
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Has Anyone Here Hosted a Lunch and Learn With a Prospect?
Would Anyone Like To?
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Does Anyone Know Who This Is?
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▪ Let’s play the numbers game, how long 

would it take Joey to have lunch with all 

those potential business prospects?

Joey Chestnut Can Eat 70 Hot Dogs in 10 Minutes



8

▪ 176,964 prospects

▪ 70 hot dogs in 10 minutes

▪ That’s 420 hot dogs per hour

▪ 176,964 divided by 420…

421 hours (17 and a half days)

The Numbers Game… 

How Quickly Can Joey Knock Out His Lunches (never mind the 

learning)?
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A More Reasonable Rate

▪ At a more reasonable rate of 30 minutes per 

lunch and learn?

3,686 days (10 years)
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Does This Sound Ridiculous? Effective as a Prospecting Strategy?
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But So is Any Prospecting Effort Without a Solid Strategy
Especially One That Doesn’t Include Collaboration with Marketing!
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Today’s Discussion

1.Sales and Marketing – 2 Paths, 1 Goal

2.The Need For Prospecting Today

3.4 Ways Marketing and Sales Work in Harmony on Prospecting
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Great Duos

▪ Complement each other

▪ Each have their unique strengths

▪ Share similar goals

▪ Understand one another

Our case for success in prospecting is all around the relationship between 

sales and marketing – our favorite duo.

But this is Nashville!

While you learn about our favorite duo, we’ll test you on some well-known musical duos!

In Music and In Business



Can you name that duo?



The Need for Prospecting Today
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▪ Everyone’s buying everyone

▪ Improve close ratios

▪ Prospecting helps you sharpen and hone your 

message

•Be in love with the problem, not the solution!

▪ Driving enrollment outcomes starts early

The Importance of Prospecting Today
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Catering to Diverse Needs

Messages Differ Based on Audience

▪ Brokers to Employers

▪ Enrollment Firms to Brokers/Producers

▪ How specific is your message?

•Existing case adding a product

•Virgin cases

•Benefit-savvy vs. Less familiarity

▪ What industry are you working in?



Can you name that duo?



A Dynamic Duo:

4 Ways Marketing and Sales 
Work in Harmony on Prospecting
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4 Ways Marketing and Sales Work in Harmony on Prospecting

Identify Your Audience Educate First

Personalize the Solution Make It Scalable
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4 Ways Marketing and Sales Work in Harmony on Prospecting

Identify Your Audience Educate First

Personalize the Solution Make It Scalable
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▪ The first step is finding an audience

▪ We discussed the 170k+ opportunities, 

but how do you identify the ones to 

target?

▪ Knowing who we want to target is half 

the battle, no one wants to waste time 

chasing the wrong prospects

▪ Sources to consider:

•Your own databases

•LinkedIn

•Your own book of business

•Lead generation

Identifying Your Audience
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Generating and Qualifying Prospects With Marketing

Expand Your Audience

▪ You have a list of contacts, but why not 

find more?

▪ Or, if you have contacts, why not help 

educate them while determining who’s 

ready for further action?

▪ Trustmark can help you create co-

sponsored:

•White papers

•Webinars

• Infographics
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A Bit More on Effective Lead Generation Programs

How To Make it Work

▪ Cast a wide net

▪ Gate content – it’s a transaction of sorts

▪ Trustmark can provide content, but some lift is 

required for your team internally

▪ Generating leads is great – follow up is the 

key though! Content Data

We Provide: Prospects pay with:

Use our expertise – there's a whole 

world of strategy around targeting 

programs like this via social media and 

other digital advertising.
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4 Ways Marketing and Sales Work in Harmony on Prospecting

Identify Your Audience Educate First

Personalize the Solution Make It Scalable
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Right Time, Right Message

▪ Demonstrate thought leadership

▪ Provide resources and fodder to fuel 

conversation

▪ Open eyes with relevant statistics and 

anecdotes

▪ Get their attention – break through the 

clutter!

▪ It can be hard to lead with product; you 

need to educate on the need first

Educate First
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Marketing Collaboration Tools

▪ Website: www.trustmarkins.com/launchpad

▪ Login: Your email

▪ Password (case sensitive): TrustmarkVIP

Introducing the Launchpad



Can you name that duo?
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4 Ways Marketing and Sales Work in Harmony on Prospecting

Identify Your Audience Educate First

Personalize the Solution Make It Scalable
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Personalize the Solution

Build a Connection

▪ Education is great, but you want to form a 

personal connection – be the leader

▪ You have the relationship, you’re introducing a 

carrier, how can we make that more 

streamlined

▪ When you're starting to talk solutions, we 

want a prospect to feel the solution is:

•Personal from you

•Personal to their needs
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Building a More Meaningful Program

▪ Easily target a given industry with ready-made messaging

•Municipalities/Public Sector

•Healthcare

•Education

•Manufacturing

•White collar/Private Industry

•Unions

▪ Packages built including:

•Flyers

•Case studies

•Emails

•Presentations

Segmentation Packages



32

Making It Personal With Marketing
A Library of Ready-made Materials



33

Building a More Meaningful Program with Marketing

Custom Programs

▪ Build your own voluntary benefits program with Trustmark

▪ We build it, you own it
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4 Ways Marketing and Sales Work in Harmony on Prospecting

Identify Your Audience Educate First

Personalize the Solution Make It Scalable
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Make It Scalable

Lasting Solutions to Help You Grow

▪ You can't reinvent the wheel for each prospect

▪ Build solutions that are easy for you to 

reference back to, easy to replicate

▪ Think about not just your personal 

prospecting, but your team – how can 

everyone win?
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Build Your Own Launchpad

Personalized Toolkits

▪ Start building a library of your own co-

branded pieces

▪ Great for aligning internal sales teams

▪ Easily access the tools both you and 

your clients need
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Examples From the Field

▪ Industry-targeted solution

•Producer prospecting a group of education clients

•Marketing developed communication solution to introduce a life and long-term care solution

− Branded for the producer

− Industry-specific messaging

▪ In-person CE Event

•Producer hosting an in-person CE Event

•Marketing developed program to support the event

− Program name/theme

− Invitation

− Registration

− Presentation content support



Can you name that duo?



Our Next Great Duo?
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YOU

+



Thank you!
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