
The Modern Insurance 
Agency Maturity Model

Use this model to audit your current operations and identify the 
specific steps required to reach "Mature" status—where technology 

is a core driver of business strategy.
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Mature Technology is a core driver of 
business strategy and competitive 
advantage. There is a culture of 
continuous optimization and a deep 
understanding of how data drives 
revenue and retention.

A fully data-driven approach to sales 
and marketing. Uses AI tools for sales 
coaching, lead prioritization, and 
automating administrative tasks. 
Employs sophisticated ABM and 
multi-channel nurturing campaigns 
based on deep customer insights.

Proactive, data-driven client 
management identifies at-risk 
renewals and cross-sell opportunities 
automatically. Omnichannel 
communication is seamless, and AI-
powered tools assist with service 
requests, providing a superior client 
experience.

A fully integrated, API-first tech stack 
creates a single source of truth. Data 
is treated as a strategic asset, used 
for predictive analytics and 
forecasting. The agency may build 
custom connectors (e.g., Ivans-to-
CRM) to solve unique workflow 
challenges.

Maturing Technology is viewed as a strategic 
investment with a clear roadmap. 
Leadership actively seeks tools that 
improve efficiency and client 
experience. There are defined 
processes and dashboards with 
robust, real-time reporting.

Lead scoring and lifecycle automation 
are robust. Sales and marketing 
teams are well-aligned, using shared 
data and workflows. Professional 
proposal software is used to enhance 
the sales process.

A client portal is available for self-
service. An integrated VoIP system 
logs calls and activities automatically 
in the CRM. Automation is used for 
key service touchpoints like renewal 
reminders and follow-ups.

Key systems (AMS, CRM, Rater) are 
integrated, and there is a strong 
focus on improving data quality. The 
agency is actively working to 
consolidate data and eliminate silos 
to create a unified customer view.

Established A formal technology budget exists, 
driven by revenue goals. Leadership 
understands the need for modern 
tools to stay competitive. Basic 
reporting on sales and marketing 
performance is in place.

A dedicated CRM is used to manage 
the sales pipeline, and a comparative 
rater is standard for quoting. Basic 
marketing automation (e.g., email drip 
campaigns) is implemented to  
nurture leads.

The agency uses an AMS and a  
data exchange (like Ivans) to 
automate policy downloads and 
updates. Core service workflows  
are defined but still require  
significant manual intervention.

The core systems (AMS, CRM, Rater) 
are in place but operate as separate 
silos with limited integration. Data 
hygiene is a recognized challenge, 
and data entry is largely manual.

Developing Technology is seen as a necessary 
cost, with a small, defined budget. 
Leadership is starting to explore new 
tools but lacks a formal strategy. 
Basic website analytics and 
occasional campaigns are run.

The agency relies on the basic CRM 
functionality within its AMS. 
Prospecting is inconsistent, and 
marketing consists of sporadic email 
blasts. A comparative rater may be 
used, but not consistently across  
the team.

An AMS is used for basic policy and 
client record-keeping. Most service 
tasks, like processing changes or 
handling claims documentation,  
are manual and time-consuming.

The agency has an AMS but few 
other integrated tools. Data is 
fragmented across spreadsheets, 
email inboxes, and the AMS, making  
a complete view of the client 
impossible.

Nascent Technology is viewed reactively as a 
necessary evil. There is no defined 
tech budget or strategy; tools are 
acquired on an ad-hoc basis to solve 
immediate problems.

Sales processes are undefined and 
rely heavily on referrals and manual 
prospecting. There is no CRM; client 
tracking is done in spreadsheets and 
email. The agency website is a simple 
"digital brochure."

Client and policy management is 
largely paper-based or managed in 
disorganized digital folders. There is 
no automation for renewals, follow-
ups, or service requests, leading to 
missed opportunities and E&O risks.

The tech stack consists of 
disconnected, consumer-grade tools 
(e.g., Gmail, Excel, Dropbox). Data  
is siloed, inconsistent, and 
untrustworthy, making accurate 
reporting impossible.


