
Why Work with a Field  
Marketing Organization (FMO)
One question I hear frequently from agents across Minnesota and the Dakotas is: “Why should I work 
with an FMO when I can contract directly with carriers?” 

It’s a fair question. After spending years on both sides of this equation—running my own agency and 
now serving as a Regional Director at IFC National Marketing—I’ve developed a clear perspective on 
the tangible value that the right FMO partnership brings to your business.

Go Beyond Access to Products
Many agents initially view FMOs simply as middlemen who provide carrier access. While that’s certainly 
part of the equation, stopping there misses the bigger picture.

The most valuable FMOs don’t just offer you contracts—they become extensions of your business 
infrastructure, amplifying your capabilities without adding to your overhead. Think of it as having a 
specialized department for contracting, marketing, compliance, and training without having to hire a 
single additional person.

The “Cup-Filling” Approach to Growth
I often talk about the concept of “filling cups”—ensuring needs are met across different areas of our lives. 
Your business operates the same way. You have limited time and energy to pour into various aspects of 
your agency, an FMO can help keep all areas of your business running smoothly including:

• Prospecting for new clients;			   • Servicing existing relationships;
• Mastering product knowledge;			   • Handling administrative tasks;
• Staying updated on compliance;			   • Developing marketing strategies.

Working with a strong FMO allows you to concentrate your efforts where they matter most—building 
client relationships and closing sales—while we help fill the other cups.

Regional Market Insights That Matter
What works in Florida or California rarely translates perfectly to the Midwest market. Each region of the 
country has unique dynamics, carrier relationships, and client expectations.

Having spent years building relationships across Minnesota, North Dakota, South Dakota, and Iowa, I’ve 
seen how regional market intelligence makes the difference between struggling and thriving. When a 
carrier makes changes to their offering in our territory, you don’t want to be the last to know—or worse, 
misunderstand how it applies to your specific clients.

A Framework for Evaluating FMO Partnerships
Not all FMOs are created equal. Here’s the framework I recommend for evaluating potential partnerships:
1. �Support Infrastructure: Do they offer practical, accessible support when you need it? Can you reach a 

real person who knows your business?
2. �Training Quality: Do they provide training that goes beyond product brochures to actual sales 

strategies that work in your market?



3. Technology Tools: Do they offer tools that enhance your efficiency rather than complicate it?
4. Compensation Structure: Is their commission structure transparent and competitive?
5. Relationship Approach: Do they see you as a valued partner or just another contract?

Real Impact for Your Bottom Line
Last year, I worked with an agent in South Dakota who had been selling Medicare Supplements directly 
with carriers for years. After contracting with IFC, he not only gained access to more competitive products 
but also leveraged our marketing support to increase his annual production by 37% while actually 
reducing his administrative workload.

This wasn’t an isolated case. The right FMO partnership doesn’t cost you money—it makes you money by 
amplifying your strengths and supporting your weaknesses.

The Long-Term View
Insurance sales isn’t just about this quarter’s numbers—it’s about building a sustainable business that 
provides value for years to come. The strongest agent-FMO relationships are those where both parties 
take the long view.

From agents early in their careers to those looking toward succession planning, your FMO should be a 
strategic partner at each stage. They should understand your business goals and have concrete strategies 
to help you achieve them.

Making the Right Choice
If you’re considering an FMO partnership or reevaluating your current one, I’d welcome a conversation 
about how our approach at IFC National Marketing might align with your business goals. Whether it’s 
expanding your Medicare portfolio, exploring Senior Market products, or developing a more systematic 
sales process, we thrive on collaborating to solve problems and develop strategic growth plans.

Even as insurance has become more digital, both agents and clients still want personalized 
understanding of their specific situations. That’s where the right FMO partnership truly shines—
combining the efficiency of scale with the effectiveness of personalization.
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