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DISCLAIMER 
 

Seminar materials and presentations are intended to provide you with guidance and insight with regard 
to the selected topics. However, your instructor is not an attorney; and the materials and comments 
do not constitute, and should not be regarded as, legal advice. Although every effort has been made 
to assure the accuracy of these materials and the comments made during the seminar, they are not 
intended to serve as a substitute for legal counsel. Policy forms, clauses, rules, and court decisions 

constantly change and vary from company to company and state to state.  
 

These materials are intended as a general guideline and may not apply to a specific situation.  
The author, instructor, Professional Insurance Agents of Indiana Inc., and any organization for whom 

this seminar is conducted shall have neither liability nor responsibility to any person or entity with 
respect to any loss or damage alleged to be caused directly or indirectly as a result of information 

contained in this book, in the presentation, or in any ensuing discussion.  
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BERNARD (JOE) ESTEY III  

Joe Estey is a passionate marketer with a focus in digital marketing in 
the insurance space. Joe joined the insurance space in 2015 as the head 
of marketing for Paradiso Insurance, with a focus on brand recognition, 
providing an exemplary customer experience, and connecting with his 
local community. Since then, he has transitioned into becoming the 
Director of Marketing for Paradiso Presents, where he uses his skills to 
teach other insurance agencies about how they can push the envelope 
for their agencies with new-age marketing strategies and technologies. 

Joe has been featured in Roughnotes, the Insurance Advocate, PIA, and 
Be the Last Agent Standing for his writing on insurance marketing, and 
received the Market Innovation of the Year Award 2017 from the Young 
Insurance Professionals group. Joe is committed to helping agencies 
everywhere grow and increase visibility, and give back to the Journey 
Found organization through profits generated through Paradiso 
Presents. 

 

SOCIAL MEDIA LINKS 

Paradiso Insurance: 

Facebook: http://www.facebook.com/insurancect  

Twitter: https://twitter.com/paradisoins  

Pinterest: https://www.pinterest.com/ctinsurance/  

Google+: https://plus.google.com/u/0/108820559264738223174/posts  

LinkedIn: http://bit.ly/24bQk3I  

 

Paradiso Presents:  

Facebook: https://www.facebook.com/ParadisoPresents/?fref=ts  

Twitter: https://twitter.com/ParadisoPresent 

LinkedIn: https://www.linkedin.com/groups/4449433 

 

Joe Estey: 

Facebook: https://www.facebook.com/bernard.esteyiii  

LinkedIn: https://www.linkedin.com/in/bernardestey/  



 

Creating a Marketing Budget 

 

What percentage of your gross revenues will be used on your marketing budget? This is based 

on how much you’d like to grow. The lowest you can possibly have to maintain is 5%.  If you’re 

looking to experience large growth, your percentage would be closer to 25-30%. 

Next: Traditional vs Non-Traditional 

Each branch here requires a full time marketer.  

With non-traditional: How much money is to be spent on boosting/advertising in the social 

world? How much money to be spent on all marketing tools? (Mobile App, MyInsuranceVideos, 

content creation tools, website expenses, Sony Movie Studio, Photoshop) 

With traditional: You need to consider manpower here, such as the salary of an employee. Also, 

consider your branding guide (if you don’t have one yet it will help socially, digitally, and 

traditionally), business cards, calendars, handouts, tri-folds, thank you cards, gift cards, letter 

heads, any print material such as newspapers or magazines, little leagues, and community based 

marketing campaigns.  

Keep in mind: 

Identify your markets: personas can help with figuring out your ideal targets. The majority of our 

non-traditional budget is spent on Facebook so we can get in front of the right eyes through 

targeted campaigns. 

Basing your budget off of last year’s final numbers is critical.   

Here’s some examples of large name brands marketing budgets based on gross revenues: 

 



Creating a Marketing Budget

Traditional 
Marketing

  • Salary:

  • Print marketing:

  • Community based   
  campaigns:

  • Misc:  • Misc:

Non-traditional 
Marketing

  • Boosting/ads:

  • Marketing tools:

  • Agency website 
  initiatives:

  • Misc:  • Misc:

Target markets:

Percentage of gross 
revenues in your budget:


