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on published rates from sources believed to 
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cannot be guaranteed.

1st Base - Great Rates, 
2nd Base - Competitive Comp,  

3rd Base - Impeccable Financials,
Home - Competitive Underwriting       

Step up to the plate with American National and 
Hit a home run with our competitive underwriting

and age last birthday advantage!

Play Ball with 

     American National 
AND CONSISTENTLY 

Hit a Home Run!

For More Information on Our New ANICO LTG Universal Life, 
Contact Your Marketing Company or Call 1-888-501-4043, Option 1.

Policy Form: IMUL, GIMUL-C Premiums payable to age 100 but coverage can remain in-force for life.
IMG5206                                                                          For Agent use Only; Not Approved For Use With Consumers.                                                                           6/08 

AMERICAN NATIONAL INSURANCE COMPANY
One Moody Plaza, Galveston, Texas 77550-7999

Independent Marketing Group is a division of American National Insurance Company.
 David Behrens George Crume Doug Culp
 Executive Vice President Vice President  Vice President
 Independent Marketing Brokerage Financial Institutions

 Jim Gerren Steve Dobbe Truitt Smith  
    Vice President Vice President Vice President  
 National Accounts  Broker-Dealer Pension Sales

A.M. Best Rating
A+ (Superior)

Standard & Poor’s Rating
AA (Very Strong)

Comdex Rating
95

ANICO LTG Universal Life  ANICO....$12,080
Protective..........................................$12,200

American General.....................................$12,207
MetLife Investors...........................................$12,271
United of Omaha........................................$12,300

Genworth............................................$12,302
AXA Equitable..............................$12,580
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agency resources

ly, families of four with household incomes 
of about $43,000 or less do not pay Fed-
eral income taxes. This economic group 
currently has no income tax incentive to 
be insured. Instead, uninsureds in this 
group ultimately rely upon Medicaid.

McCain would allow coverage to be 
purchased across state lines. 

McCain promotes “Cash and Counsel-
ing” programs for Long Term Care. 

FINRA
In September of 2007 the SEC, FINRA, 
and State Securities departments issued 
a joint report detailing their fi ndings fol-
lowing examinations of 100 securities 
fi rms with registered representatives. 
The report detailed several hot issues re-
lated to senior investors and protection 
of consumer information. 

One concern is registered representa-
tives that offered so-called “free lunch” 
sales seminars aimed at senior or investors 
nearing retirement age. They found that, 
in some cases, seniors are being lured to 
these seminars without clear knowledge 

that they are attending anything other 
than a free meal event or briefi ng.

As a result of their fi ndings, FINRA also 
announced the initiation of two new regu-
latory sweeps intended to ensure that se-
curities fi rms are using appropriate sales 
practices and materials in their dealing 
with seniors and individuals nearing retire-
ment. This is impacting us most in seminar 
marketing and in the use of designations. 
Certain designations such as Certifi ed Se-
nior Advisor (CSA) have been determined 
to be misleading in that they imply a level 
of expertise not supported by the require-
ments to obtain the designation.

Regulators are also squarely focused 
on the marketing of variable annuities, es-
pecially to senior investors. After almost 
four years of proposals, comments, and 
amendments, FINRA Rule 2821 became ef-
fective on May 8, 2008. As fi rst proposed, 
the rule requires principal review of a pro-
posed sale prior presentation to the client, 
plus additional disclosure and comparison 
paperwork. 

The advisory services or wrap-fee market 
continues to grow substantially, which could 

impact the requirements to be an investment 
advisor. If you are also licensed as an RIA or 
IAR, you will have several additional annual 
requirements under SEC Investment Advisers 
Act rules. 

STOLI
In July, the NAILBA Board of Directors ap-
proved an offi cial association position on 
STOLI. The STOLI subcommittee worked 
very hard to create a position state-
ment that balances the interests of our 
members, insurance carrier partners, our 
agents and their clients. All involved in 
this process recognize that while Life Set-
tlements are here to stay, and have sig-
nifi cant planning value for older clients, 
that STOLI does not have any place in our 
industry. In fact, it could jeopardize the 
ability of policy holders to access a legit-
imate Life Settlement if one is ever need-
ed or desired, for their existing coverage. 
Perhaps even more importantly, there is a 
fear in our industry that unchecked STO-
LI activity will induce the federal govern-
ment to take a hard look at the tax exempt 
status of life insurance.

Continued from page 56

immune system for patients bat-
tling kidney disease. Under their 
clinical trials, Oncophage® in-
creased the time before the cancer 
returned by almost two years.3 The 
FDA has yet to approve the medi-
cation. However, it has been ap-
proved by the Russian Ministry of 
Public Health and is available for 
patients in Russia. 

In the above example, should 
your client wish to treat their 
kidney cancer in Russia, poli-
cy benefi ts could be accelerat-
ed under the ABR critical ill-
ness rider to cover those medical 
expenses. 

In summary, when you are re-
viewing the perspective life insur-
ance policy benefi ts with your cli-
ents, in addition to the premium 
and projected cash value, consider 
all of the policy benefi ts including 
the no-additional cost, ABR criti-
cal illness rider. 

Dan Randall, CLU, ChFC, is a Senior 
Associate for National Life Group 
headquar tered in Montpelier, 
Vermont. He has over 13 years of 
experience in the financial services 
industry and primarily works with 
independent and career agents, 
their prospec ts, and adv isors 
regarding sales concepts for life 
insurance in the business and per-
sonal planning marketplace.

His areas of expertise are focused 
on the needs of emerging aff lu-
ent clients with an emphasis on 
non-qualified fringe benefit plan-
ning, comprehensive asset alloca-
tion, business continuation, capital 
accumulation strategies, retirement 
distributions, and wealth transfer.

Randall can be reached at National 
Life Group, 1 National Life Drive, 
Mont pe l ie r,  Ve rmont  05604. 
Telephone: 888-297-3990. Email: 
drandall@nationallife.com.

A c c e l e ra t e d  B ene f i t s  R i d e r 
( f o r m  s e r i e s  7490/7493  i s 
underwrit ten by Nat ional Life 
Insurance Company. Death ben-
ef it  and ca sh value w i l l  be 
reduced if accelerated benef its 
are elected. 

Na t i ona l  L i f e  G roup®  i s  a 
t rade name represent ing var i-
ous af f i l iates, which of fer a 
var iet y of f inanc ial  ser v ices 
products.

1.  Criticism of FDA Prescription Drug 
Approval Process, Boston Globe, 
April 12, 2005

2.  Cancer’s Cruel Economics, Business 
Week, May 21, 2008

3.  The Battle Over New Cancer Drugs, 
CBS News, May 21, 2008



Make the move to life settlements today!

Many agencies including your competitors, are looking closely at life settlements. Nobody understands the market more than Maple

Life Financial. We’re different. We understand your agency’s needs and concerns. We believe in what we do and it shows. How we

do business says who we are and sets us apart from others, which is why we are one of the industry’s top providers. Let us help you

take advantage of an established and proven market. Make the move to life settlements today! 

Partner with Maple Life Financial and help your clients
look at life in a new light! Call toll free 1-877-777-0635,
or visit www.MapleLifeFinancial.com.

An MLF Financial Group Company

Looking at LIFE in a new light™

FINANCIAL INC.

[MLF�NAILBA�AD�2008]

Are You
Ready?
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Get Involved!
Now more than ever it’s time for you—and your agents—to  
become involved in the political process.

With the upcoming change in Administration in Washington and the expiration of 
the Bush tax cuts, there will be significant debate about the tax code and regulatory 
reform over the next few years.  

NAILBA has made it easy for you to get involved through our online Legislative  
Action Center where you can: 

 Learn about the issues that are important to your business

 Read about recent developments in Washington, DC

 Send a message to your elected officials 

 Register to vote! 

Through laws and regulations, federal leaders make decisions that impact your  
ability to succeed.  You can help shape those decisions by getting involved today.

Visit www.NAILBA.org and click on Legislative Action Center to learn more.
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West Coast Life wants your sales to soar to new heights with LifeTime Platinum III! LifeTime Platinum III  
offers lower rates along with the addition of a Preferred Tobacco class. Your clients’ financial situations and  
personal goals are unique to them. Helping your clients select the right policy is essential in meeting their  
particular needs. LifeTime Platinum III offers your clients a competitively designed and affordably priced flexible 
premium universal life insurance policy that can provide the added security of a built-in lapse protection provision. 
Check out the competitive rates listed below!

Let your sales soar  
to new heights with  

West Coast Life’s 

A-5655 (4/08)  FOR AGENT USE ONLY. NOT FOR CONSUMER USE.
LifeTime Platinum III, policy form #WC-U15 11-06 and state variations thereof, is a flexible premium universal life insurance policy issued by  
West Coast Life Insurance Company (San Francisco, CA). Product features and availability may vary by state. Consult policy for benefits, riders,  
limitations, and exclusions. Subject to underwriting. Two-year contestable and suicide period. Benefits adjusted for misstatements of age or  
gender. All payments and all guarantees are subject to the claims paying ability of West Coast Life Insurance Company.

Check out the great lower rates!

LifeTime Platinum III 
Universal Life

For more information about this product, 
give us a call at 1-800-366-9378!

  Super Preferred Standard Preferred Standard 
 Age Preferred NT NT NT Tobacco Tobacco

 40 $5,273 $5,975 $6,925 $9,400 $11,500
 50 $7,893 $8,650 $10,490 $16,200 $18,600
 60 $14,300 $15,300 $19,100 $27,273 $32,995
 70 $26,000 $27,100 $34,400 $47,000 $55,049

 40 $4,050 $4,750 $5,750 $7,900 $8,978
 50 $6,324 $6,995 $8,695 $12,700 $14,250
 60 $11,897 $12,400 $15,100 $21,237 $24,219
 70 $19,700 $19,800 $26,300 $34,754 $39,558 

Male
$1,000,000  

Face Amount

Female
$1,000,000  

Face Amount

Life Time Level Pay Annual Premiums 

LifeTime Platinum III offers “industry leading pricing” with improved affordability at all ages, rate - classes, 
and premium funding scenarios.

NT= NonTobacco   The above premiums are lifetime level premiums that provide lifetime lapse protection. The policy will 
not lapse due to insufficient funds as long as the Lapse Protection Account value equals or exceeds policy debt. The amount of  
premium and any charges determine if the lapse protection is in effect. Loans, partial surrenders, policy changes, and any  
delinquent premium outlays will affect the length of the protection. The lapse protection guarantees the policy death benefit  
only, not the cash or surrender value. Refer to policy and endorsements for complete limitations, terms, and conditions.
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competitive Banner Life

COUNT ON US TO BE COMPETITIVE ON PRICE, COMPENSATION AND UNDERWRITING

AppAssist Voice Signature
Strong Financial Performance
Dedicated New Business Staff
Responsibly Priced Term Rates

Competitive Underwriting Practices
To learn more about our competitive underwriting guidelines or low term 

rates, please contact your general agent or visit LGAmerica.com.


