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THE ABC'S  
OF LEADERSHIP  
POST-COVID-19
FARSHAD ASL •  GAMA GLOBAL-USA

Inevitably, we are spending much time discussing 
how to adjust our behavior and lifestyle to better 
adapt. But you rarely hear anyone talk about how  
we should adjust and evaluate our leadership to  
stay effective and relevant moving forward.

A •  Leaders will need to be more accessible, 
adaptable, and authentic.

B •  Leaders will need to be BOLD, as in 
brave, obedient, with leadership  
abilities, and different.

C •  Leaders will need compassion, 
communication, and commitment.

“ Crisis creates opportunity  
for corrections, adjustments, 
and self-evaluation.”
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BACK TO THE FUTURE
 INSURANCE LEADERSHIP IN THE COVID-ERA

PANOS LELEDAKIS •  GAMA GLOBAL-HELLAS

We need to make tough decisions  
and work through tough choices faster. 
These are not easy choices—not making big decisions  
can hurt more. Aim for speed over elegance. Resilient leaders  
take decisive action with courage, based on imperfect 
information, knowing that expediency is essential.

We must not be plan-driven but purpose-driven. 
Even if we have the perfect plan, we still must deliver in a new 
reality. Put the mission first! Paint a compelling picture of the 
future that inspires others to persevere. Embrace the long  
view, and stay focused on the horizon, anticipating the new 
business models that are likely to emerge and spark the 
innovations that will define tomorrow. Be the beacon! We need 
a new mixed “Phy-gital strategy” combined with resilience, a 
new mindset, new tools, and adaptation at lightning speed.

But we should look back before we  
take a step forward towards resilience.  
As mentioned earlier, we can utilize ancient wisdom and 
experience to move forward. We can be inspired by a story 
from my birthplace, which was once ancient Greece. I assume 
that all have heard the story of the 300 Spartans and King 
Leonidas. Spartans were the best fighters the ancient world 

had ever seen. Their amazing success was based on three 
principles: endless practice, innovation, and team spirit.

Endless practice is ruthless practice.  
It’s the first thing we have to do. We have to  
practice and learn the digital tools available to  
us until they become our second nature.

Innovation: the Spartans invented a spear from a special 
metal that could pierce the shields of their enemies.  
The ancient battle was between copper and iron, the new 
element. That’s what we have to do also: come up with 
innovative tools and approaches to penetrate the mind of  
the client, overcome their resistance to and prejudices  
about our profession, and share our message efficiently.

The third essential principle is team spirit! 
The Spartans fought together as a team. They created  
a military formation called phalanx, and it was the most 
successful formation in battle. The idea behind it was  
that yes, we fight with our spears, but the most crucial  
element is the use of our shield to protect our self  
and also our fellow fighter on the left.
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The Covid-19 pandemic was a global societal shock, and it spared no one, not even companies with established  
business continuity capabilities. This not only drove consumers to pivot their focus towards what really matters, it also  

fueled them to learn how to navigate and find better ways to survive and protect themselves and those they love. 

As leaders in an industry where protection is the key foundation of the business, it is our responsibility to establish  
ourselves as pillars who respond to this shift in the consumer’s behavior and insights. We need to re-brand and build new  
and more effective strategies to determine what the consumers demand now and how to address their changing needs.

Here are some practical steps to take towards making your mark despite these trying times.

STRONG PILLARS AMIDST UNCERTAINTIES
SUSAN LEE •  GAMA GLOBAL-PHILIPPINES

REBUILD (Plan… Plan… Plan…)
The key is to be proactive about the changes your brand needs 
and to think long-term about what those changes will entail. 
Understand that your positioning may no longer meet the needs 
of your clients or is simply no longer relevant in the new market 
landscape. Also, it is time to determine how you can integrate 
technology to meet the shifting demands in the industry. 

RESTART (Take Action)
Identify and dominate your business niche market. Working  
in a niche market is a way to stand out from competitors, helps 
you establish a positive reputation, and boosts your authority 
as an expert in this field of business—ultimately attracting 
more customers towards your service. 

REVIVE (Inspire)
Go digital without losing real human engagement while 
building a sense of personal connection and community. The 
need to connect is stronger than ever. Reinvest on social  
media. Focus on content, timing, and authenticity. Create 
communities centered on your brand and brand values  
to attract long-term, high-impact customers.

RENEW (Ignite Your Fire) 
Build your momentum, focus, don’t falter, and  
maintain a teachable, humble, and grateful heart.

REMIND (Purpose Driven)
Always revisit the big “WHY,” why you’re doing this. My  
goals have been the same from the start: to provide a good 
quality of life for my family and create the same opportunity 
for others. I don’t think I would have lasted this long had I  
wavered from these. Seeing how my team’s quality of life has 
improved serves as a strong reminder for why I do what I do. 

“What leaders need during a crisis is not a predefined 
response plan but behaviors and mindsets that will prevent 
them from overreacting to yesterday’s developments  
and help them look ahead.” – McKinsey & Company

What will your future be?  
This crisis has created an opportunity to reset some of your 
goals and ambitions; it’s time to ask: “As we recover from this 
crisis, do we want to be different—and if so, how?”
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Since I am able to track selling percentages through an 
innovative mobile application, I have seen what techniques 
are effective in the virtual world. While several ratios dropped 
in the initial month of isolation, the agents I personally coach 
were able to make the necessary adjustments. 

We found we still need to focus on the four main stages of  
the sales process: approach, need, solution, and close. Also,  
a buying decision must be made in each stage, although  
the methods to get there slightly differ.

I often use a baseball diamond to stress the point. Just like in 
baseball, each base must be attained before moving to the next. 

For first base, the approach, we need the buying  
decision to grant us the virtual interview. The psychological 
state of the prospect at this point is indifference and fear 
of buying something they don’t want or need. But a virtual 
appointment involves less fear, and the indifference  
factor is reduced in frightening times. 

Second base, the need stage, is most frequently skipped. 
Ironically, the skill and experience of the advisor often works 
against them here. They quickly find the need and anxiously 
move to the solution. However, finding the need is not  
taking second base. The prospect must take ownership of 
 the problem. That is the sale at this step.

Third base is where the prospect needs to be sold that the 
solution we are proposing is the ideal solution to their need. 

Finally, Home Plate is the decision to do it now. I could  
write pages of closing lines, answers to objections, and closing 
techniques; however, I often find the shortfall here is related  
to failure to obtain the buying decision at second base.

CLOSING SALES IN  
THE VIRTUAL WORLD
JOHN T.  BAIER •  GAMA GLOBAL-USA
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As a result of the situation surrounding COVID-19, 
there is a unique opportunity for insurers to rethink 
and innovate as they adjust and respond. 

First, there may be a need for new products. Th ere has 
already been some fascinating, early-stage thinking in some 
insurers about products that would be payable in the case 
of pandemics or epidemics. Th e concept would involve a 
small lump sum payout to help a customer meet any kind of 
increased or new expenditure for certain defi ned events. For 
example, pandemics could be included, with a payout being 
triggered once a certain number of cases have been registered 
in the customer’s state or region. In addition, products that 
are more like critical illness or riders on existing policies, 
which pay upon being diagnosed, could emerge as increasingly 
more popular around the world.

Second, there could be an increase in the appetite for usage-
based insurance (UBI) products—where the premiums payable 

is based on the extent to which a certain activity is 
performed. Th e simplest example is for motor insurance, 
where, through telematics and data analysis, a customer 
would be charged according to the actual number of miles 
they drive rather than paying fi xed premiums over time. 

Th e main barriers concerning UBI have always been data 
privacy and security concerns. But given the experience of so 
many motorists during lockdowns, there may be a shift  where 
cars move from a fi xed asset in an individual’s life to a more 
variable one, further supported by the rise in popularity of 
shared or on-demand mobility services—meaning that a 
UBI model could become very attractive to at least some.

A counter argument to this is that, in the wake of 
COVID-19, consumer willingness to take public transport 
will drop, meaning that personal car travel becomes 
even more ingrained than before. We will have to see 
how this pans out through and aft er the pandemic.

INNOVATION & CHANGE
AAMIR CHALISA •  GAMA GLOBAL-USA
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