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This session was presented in Korean.
It can be said that prospecting is one of the most important 
topics, which is placed ahead of all the procedures in life 
insurance sales. Many agents have trouble recruiting new 
customers as they enter into Y or Z markets, leaving the early 
acquaintance market. Conducting sustainable introduction 
marketing, making their way into a new market by aggres-
sively seeking customers, or taking an active part in their 
club—all of them are ways to find prospects. 

As for me, I entered the life insurance industry in March 
2001 when I began by selling policies to my acquaintances, 
but shortly after, that list was exhausted. While contacting 
my college classmates by phone, I got in touch with Mr. Ahn, 
who was working in Gumi LG Philips LCD, and ended up 
with a cold response that most of them were already insured.  

Six months later, I got a call from him, and he asked me 
if I could come by whenever I was free. For the first time in 
my life, I visited Gumi, where I did my group presentation (I 
call this my initial seminar selling) for about 10 employees. 

Some time ago one employee in Gumi LG had a fit while going 
to work in the morning. Unfortunately, he died before anything 
could be done on the ambulance, which raced for the hospital. 

The firm offered the family of the deceased tens of millions as 
the injury benefit, but it must have been an absurdly small amount 
for a widow to raise a 100-day-old baby alone without her husband. 

At that point someone came to see the family of the de-
ceased, and to their surprise, he represented an insurance 
company. He let them know that the deceased had bought a 
whole life insurance policy one month before he died. 

The surprising news spread like a wildfire. When I arrived at 
Gumi LG, those interested in whole life insurance gathered in 

the meeting room, and after watching my presentation, through 
personal consultation they willingly became my customers.  

The variable universal insurance introduced first in 2003 
helped us contact the groups through seminar selling. I 
have met various prospects for eight years since I started 
seminar selling. 

There is a variety of markets, such as a postnatal care cen-
ter, a women’s association of an apartment community, an 
office seminar, a nurses’ seminar, a dentists’ golf outing, a 
yoga club, a teachers’ seminar, and so on. 

Through seminars I can emphasize the need for financial 
consultation on funds such as retirement savings, money for 
educating children, and specific-purpose funds. Actually, 
I’ve achieved good results in consultations with many pros-
pects who sought counseling through a series of seminars. 
The statistics say that it is possible to achieve 20 to 30 per-
cent of annual sales through seminar selling.

Most of the prospects are likely to be loyal to the instruc-
tor. In addition, we need to remember that people are drawn  
to gatherings and group meetings due to a human being’s 
social nature and desire for popularity. 

The seminar process can be completed through the fol-
lowing six stages:

1. Advance meeting
2. Preparation meeting
3. Conducting seminar
4. Seminar follow up
5. Customer management
6. New market development
I’d like to give agents this advice: Prepare your own seminar, 

and make an appointment to meet your customer, right now!
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