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Term to Term Conversion:
Another Unique Opportunity
from ANICO!ANICO
Signature Term

TM

Life Insurance

Case Study:
A High Net Worth Client With Cash Flow
Constraints Needs $1,000,000 In Life Insurance.

Living Benefit
Riders
1

for Chronic, Critical and

Terminal Illness

- Riders may allow access to your
death benefit while still living.

A male, age 55, Preferred Plus, Non-Smoker, purchases ANICO Signature
TM
Term ART (Annual Renewable Term) Life Insurance for an annual premium of $680.
After three years, his cash flow improves and he converts his ART policy with no
underwriting to a ANICO Signature Term™ 20 Year Level Term policy with an annual
premium of $4,190 for the level term period.
The insured then has the right to convert the 20 year term to a permanent life insurance
policy currently available for conversion with a conversion credit2 once his cash flow
improves even more.
For clients between the ages of 18 and 50, conversion to a 20 or 30 year level term period
is available.

For More information, contact your Marketing Company or

American National Insurance Company
888-501-4043, Option 1 • http://img.anicoweb.com

1
All riders may not be available in all states. The Accelerated Benefit Riders are offered for no additional premium; however, the accelerated benefit payment will be less than the
death benefit because it is paid prior to the death of the Insured and it is reduced by an administrative fee that is assessed when accelerated benefits are elected. Policy will terminate
upon election. 2 Conversion credit is only available in the first five policy years. Form Series ABR14-TM; ABR14-CH; ABR14-CT; ART12 (Forms may vary by state)
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c o m p le te n e s s c a n n o t b e g u a r a n te e d .
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WHOLE LIFE JUST GOT A WHOLE LOT EASIER
TO EXPLAIN.
EDUCATIONAL, INTERACTIVE AND NOW AVAILABLE AS AN IPAD APP.
Now when you’re educating clients about the benefits and potential of whole life, they’ll really
see it. The MetLife Whole Life Up CloseSM app:
• Easily shows how policy cash values grow and can be used to meet client ﬁnancial needs.
• Brings numerical concepts to life and helps start the conversation with clients.
• Provided by an industry leader who offers a full suite of life insurance products, including the
MetLife Promise Whole Life series.
Whole Life Up Close is yet another relationship-building, business-growing innovation that’s
developed from the MetLife perspective.
Download it now to your iPad or iPad mini at metlife.com/promisewholelife.

For Producer Use Only. Not for Use With the General Public.
1409-2385 ©2014 Metropolitan Life Insurance Company, New York, NY 10166 L0414371725[exp1215] PEANUTS © 2014 Peanuts Worldwide LLC

Foundation Builder Index UL
More Flexible, Better Value
Give clients an affordable death benefit,
more financial flexibility and the ability
to add long term care (LTC) coverage.
Foundation Builder Index UL offers:
• Generally income tax free death benefit protection
at competitive planned premiums—it ranks in the
top three in over 94% of cells when solving for
lifetime coverage*
• A no-lapse guarantee for up to 30 years, based
on issue age
• High caps for five crediting strategies linked to
the percentage change of an index

Visit The Index InstituteSM to learn more

• An optional Accelerated Benefit Rider for Long
Term Care Services** (available only at issue
and for an additional cost), covering permanent
and temporary LTC events

The Index Institute — your source for

about Foundation Builder Index UL.
everything Index.

• Participating and fixed account loans
genworth.com/IndexInstitute

* As of 9/4/2014. Based on a comparison with 14 insurers at a
7% illustrated rate and non-guaranteed charges.
** In Florida known as Long Term Care Insurance Accelerated
Benefit Rider
Refer to the policy for definitions and more details regarding coverage and its features. This provides a summary of coverage. Policy terms and provisions will prevail.
Market indices do not include dividends paid on the underlying stocks, and therefore do not reflect the total return of the underlying stocks. Although the Policy Value
may be affected by the performance of an index, the policy is not a security and does not directly or indirectly participate in any stock, equity or similar investment
including, but not limited to, any dividend payments attributable to any such investment.
Foundation Builder Index UL is flexible premium adjustable life insurance (commonly called universal life insurance) with optional index interest crediting.
The Foundation Builder Index UL product, riders, and benefits are subject to state availability and the terms, issue limitations and conditions of their policy forms.
Genworth Life & Annuity: Policy Form No. ICC14GA1009, ICC14GA1010, GA1009-0414 et al., or GA1010-0414 et al. Rider Form Nos. ICC12GA109R,
ICC14GA115R,ICC14GA117R, GA109R-1212 et al., GA115R-0414 et al., GA117R-0714 et al., ONE-CIR-100 et al., ONE-WP-TL et al.,ONE-ADB et al.
Genworth Life: Policy Form No. ICC14GL1009, ICC14GL1010, GL1009-0414 et al., or GL1010-0414 et al. Rider Form Nos. ICC12GL109R, ICC14GL115R, ICC14GL117R,
GL109R-1212 et al., GL115R-0414 et al., GL117R-0414 et al., GE-ONE-CIR-100 et al., GE-ONE-WP-TL et al., GE-ONE-ADB et al.

Life insurance underwritten by Genworth Life Insurance Company, Genworth Life and Annuity Insurance Company,
Richmond, VA
157240AD 09/19/14 For Producer/Agent Use Only. Not to be reproduced or shown to the public.

©2014 Genworth Financial, Inc. All rights reserved.
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chairman’s corner

What a Year!
AS
BARBARA CROWLEY

NAILBA CHAIRMAN OF THE BOARD

my term as NAILBA
Chairman draws to a
close, I am excited
to join you in Hollywood, Florida at
the Diplomat Resort and Spa for our
new and improved NAILBA 33. And I
am pleased to reflect back with pride
on NAILBA’s accomplishments this
year. Thanks to feedback from our
members, exhibitors, and sponsors,
we have made significant changes
to the Annual Meeting schedule,
launched a new Strategic Plan for
the organization, and made great
strides in the impact of our NAILBA
Charitable Foundation. It has been
an eventful year!
Later this month, NAILBA will
host our thirty-third Annual Meeting, this year at the Diplomat Resort
and Spa. This spring, a group of
Board members worked together to
develop an Annual Meeting schedule that responded to candid and
direct feedback from varying segments of our membership, as well as
our exhibitors and sponsors. Then,
the Professional Development Committee took the new schedule and
created a program that is rich in
content and take-away knowledge.
When you factor in a new night for
the Mooers Award Dinner, a soldout exhibit hall, heavy sponsorship
support, and additional networking

opportunities built in to the program, this Annual Meeting is really going to be our best ever. When
you see me there, be sure to tell me
what you think of the new program!
Once the Board identified the
new Annual Meeting program, it
was time to move on to re-vamping
the organization. I’m not going to
give away the details of the new
Strategic Plan here (come to the
Opening General Session for the
scoop), but I can assure you we
heard your feedback loud and clear
and we are making big changes.
To implement these changes, we
will need many of you to step up
and join us in committee service
to NAILBA. Visit the NAILBA booth
while we’re at the Annual Meeting to
pick up a Volunteer Interest Form, or
visit the web site (www.nailba.org)
to volunteer. The About NAILBA
section of our website and our
Annual Meeting Program both offer
committee information so you can
decide where your talents might be
best utilized. My successor, David
Long, will be making committee
appointments after the Annual
Meeting. I know I speak for more
than a few NAILBA members when
I tell you that my volunteer service
to NAILBA has been a highlight
of my career, and has helped me

THIS SPRING, a group of Board members worked

together to develop an Annual Meeting schedule
that responded to candid and direct feedback from
varying segments of our membership, as well as our
exhibitors and sponsors.

to grow both my business and my
personal knowledge base. I strongly
encourage you to volunteer during
this exciting time of change and
growth. You won’t regret it.
In addition to the changes in
the meeting and our organization,
I’ve been excited to see the way our
members and corporate supporters
have supported the NAILBA
Charitable Foundation. Check out
page 33 of this issue or the NAILBA
Charitable Foundation website
(www.nailbacharitablefoundation.
org) for the list of 2014 Grant
Recipients. Your support means that
we were able to award $265,000 to
twenty deserving charities and Life
Happens. Much of that grant funding
was provided by member donations,
and a big thanks is due to our
marketing organization members who
offered matching-donation programs
(including LifeMark, BRAMCO, TMA,
and NBA). Our corporate supporters
are our heroes—join us on Friday at
NAILBA 33’s Closing General Session
where we will recognize the support
of Legal and General America,
Prudential, Genworth, and Protective.
I am proud to have served on the
NAILBA Charitable Foundation’s Board
during my term on the NAILBA Board,
and I am committed to supporting
the organization in the future. I hope
that you will join me!
Finally, I would like to extend a
deep and personal thank you to my
family, the staff of Brokers Clearing
House, Ltd, all of you, and also our
staff at NAILBA headquarters, for
your support and encouragement
over the past twelve months. It has
been my distinct pleasure to serve
as your Chairman this year.
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CONQUER THE
COMPETITION with
Omega Builder IUL
Now you can become your clients’ hero
by bringing them Omega Builder IUL.

Omega Builder highlights:
• Includes the Income Protection
Agreement 1, which may decrease
cost of insurance charges up to 50%2
• Policy distributions may be enhanced
up to 30%2
• Index crediting bonus to help increase
cash accumulation3
• Fixed, indexed4 and variable loan options

LOOK LIKE AN IUL HERO
To learn how, call your Life Sales Support
Team at 1-888-413-7860, option 1.

1

Agreements may not be available in all states and may exist under a different name in various states. The
Income Protection Agreement (IPA) is an optional agreement in the state of Nebraska. The IPA provides
for an irrevocable settlement for all or a portion of the policy death proceeds. Changes to this election will
not be allowed while the policy is in force and the insured is alive. The beneficiary of the policy will not be
able to change the manner in which the death proceeds are paid out upon the death of the insured. The
IPA installment payment could be payable for a period up to 30 years. The installment payment and the
interest rate used to calculate that payment will be shown in the policy illustration that you provide to
clients either prior to or upon receipt of the policy. The Settlement Option Guaranteed Interest Rate used
in the calculation of the installment payment is set at the time of policy issue and is shown on the policy
data pages.

2

55/male/stnd/opt A DB with a 10-pay premium of $20,000 at 7.5% illustrated rate (6.5% VLR) with max
income age 65-100. The Company may reduce the cost of insurance charges in the policy which may
result in higher accumulation values.

3

Index crediting bonus is not available in New York, is not guaranteed and may be distributed by
Minnesota Life.

4

Indexed loans are only available with the Indexed Loan Agreement. This agreement may be added to
in-force Omega Builder IUL policies for no charge.

Omega Builder Indexed Universal Life is not available in the state of New York, Utah or Indiana.
The Indexed Universal Life Series is designed fi rst and foremost to provide life insurance protection.
While the interest crediting options are attractive for cash accumulation, the product should always be
promoted to fi rst meet the death benefit needs of families and businesses with cash accumulation as a
secondary benefit.
Life insurance products contain fees, such as mortality and expense charges, and may contain
restrictions, such as surrender charges. One could lose money in this product. Policy loans and
withdrawals may create an adverse tax result in the event of a lapse or policy surrender, and will reduce
both the cash value and death benefit. Guarantees are based on the claims-paying ability of the issuing
insurance company. Please keep in mind that the primary reason to purchase a life insurance product is
the death benefit.

Securian Financial Group, Inc.
www.securian.com
Insurance products are issued by Minnesota Life Insurance Company in all states except New York. In New York, products are issued by Securian Life Insurance Company,
a New York authorized insurer. Both companies are headquartered in Saint Paul, MN. Product availability and features may vary by state. Each insurer is solely responsible
for the financial obligations under the policies or contracts it issues.
400 Robert Street North, St. Paul, MN 55101-2098 • 1-800-820-4205
©2014 Securian Financial Group, Inc. All rights reserved.
F78045-46 9-2014 DOFU 9-2014
A04637-0914

For financial professional use only. Not for use with the public. This material may
not be reproduced in any form where it would be accessible to the general public.
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here does the time
go? It seems like only
yesterday that I was
writing about NAILBA 32—and
just the day before yesterday, it
was about NAILBA 23 (or, as it was
known back then, NAILBA XXIII.) I
can’t believe that I’ve been with you
all for more than 10 years now—and
please note that I mean that in a
GOOD way. NAILBA continues to be
my favorite workplace—really! I am
one of the few lucky people to have
a place that I truly look forward to
coming to every day, so I thought
I’d start by saying thanks for that.
This is the issue where I usually
talk about how best to “use” the
NAILBA Annual Meeting. I’m going
to do that again this time, but
from a different perspective (yup,
pun intended!).
I have heard a lot over the past
year about loss. I have heard about
loss of business, loss of staff people,
loss of family members, loss of pets,
loss of optimism…you get the idea.
I know that we all suffer losses we
don’t talk about too much, too. I
also know that each of us deals with
these losses in different ways.
I can hear you—“what does this
have to do with NAILBA 33?” Stick
with me…I’m almost there.

When you suffer a loss, you
naturally turn to the people you are
closest to for help. When you lose
a family member, you turn to the
rest of your extended family, and
you support each other. When you
lose a pet, you turn to your petparent friends, because you know
that they “get it.”
So when you lose business (or
it just isn’t performing like it did
last year), who do you turn to for
support? As near as I can tell,
you turn to your peers—and that
means other NAILBA members. I
hear about instances of this all the
time. You call the other members of
your marketing group or your study
group, and you look for ideas about
what you may be doing wrong, or
what you may NOT be doing that
could help. And you know what?
They help you! No, they don’t give
you the recipe for THEIR “secret
sauce” (thanks, Dex U., for that
analogy—I use it often!) but they
help you refine the recipe for YOURS.
And where is the best place to
find a huge concentration of NAILBA
members all at the same time? You
can find them at the NAILBA Annual
Meeting—NAILBA 33. (See? I told
you I’d get there.)
Have you ever had a conversation
with a fellow NAILBA member in the
hall outside the General Session
and found a solution to your most
pressing problem—or at least the
most pressing on THAT day? Then
you have “used” the NAILBA Annual
Meeting properly.
The primary purpose of NAILBA
33—and all NAILBA meetings, really—is to provide you with those hallway opportunities. Sure, we feed you
and provide you with some entertainment and some classroom learning,
but what we hear most often is that
the stuff that happens in the halls
(and yes, in the lounges and res-

taurants) is the most valuable part
of the experience. Do you remember what we had to eat at the Mooers Award Dinner last November? Neither do I. But you DO remember the
conversation you had with—oh, let’s
call him Aloysius—at the reception
right before dinner. Aloysius solved
your pressing problem—and he probably doesn’t even know he did it.
Make a note to yourself right
now to send Aloysius—whoever your
Aloysius is—a thank you note as soon
as you finish reading this column.
THAT’S how to use NAILBA 33.
Yes, you should visit the Exhibit
Hall, go to the General Sessions,
and attend the workshops, too. But
you should really be on the lookout
for that hallway conversation. Be
open to sharing your successful
ideas when you are chatting, and
you might be amazed at what you
get back in return.
I would be remiss if I didn’t thank
the 2014 Board of Directors for their
help this past year. It hasn’t always
been easy, and it hasn’t always been
fun, but your service has helped to
make NAILBA even better. Improving
NAILBA, keeping it relevant to what
you do every day, and making sure
you get what you pay for from us
is what you, as leaders, and we, at
NAILBA headquarters, do every day.
I hope that you—our members—
feel that we have been successful
this past year.
And finally, we made a LOT of
changes to the NAILBA Annual
Meeting this year. Please let us know
what you liked or didn’t like. As Ray
Phillips will happily point out to you,
the stuff you liked was HIS idea; the
stuff you DIDN’T like was mine.
See you in Hollywood!
www.nailba.org 11
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DESPITE THE

IUL

CRITICS, MORE
AND MORE BGAs
ARE EMBRACING
THIS WILDLY
POPULAR PRODUCT
BY AMY BELL

12 perspectives NOVEMBER/DECEMBER 2014

S

ince we released our twopart article about indexed
universal life (IUL) back
in 2012, this revolutionary product has continued
to skyrocket in popularity. Thanks
to persistently low interest rates,
indexed UL polices mushroomed
from a $300 million market in 2006
to a $1.6 billion market in 2013,
LIMRA reports. Today, IUL keeps
growing at a breakneck pace. By the
second quarter of 2014, IUL represented an unprecedented 42 percent
of total UL premium, and 17 percent
of overall individual life premium.
It’s no wonder why the IUL market continues to flourish, breaking
every record along the way. These
fixed permanent life policies offer
the best of both worlds: upside
potential with interest crediting
linked to the performance of one or
more financial indexes; and downside protection in the form of a zero
percent floor. IUL serves up countless advantages, including flexible
premiums, tax-free policy loans, and
built-in riders that provide death
benefit acceleration for long-term
care, disability, and chronic illness.
“IUL still is a great alternative crediting methodology from
the traditional fixed and variable
options that were the only alternatives in recent history,” explains
Wade Allen, Senior Life Product Consultant with Minnesota Life. “The
product continues to improve as
additional carriers enter the market and continue to offer new crediting options, riders, and features in
response to feedback from advisors
and consumers.”
Yet despite the laundry list of
advantages, IUL still has its fair

IUL POLICY ILLUSTRATIONS continue to be a

controversial topic throughout the industry.
share of critics. “I’m not convinced
this product will be the panacea for
this business,” says Robin S. Landers, CLU, with Landers-Stein & Associates, Inc. in Miami. “Our carriers
certainly are promoting the heck out
of it and many agents seem to be
selling it. My biggest concern is that
agents are selling the sizzle without
knowing much about the steak.”
Some say IUL is simply the flavor
of the week. “It’s all situational,”
points out Richard M. Weber, MBA,
CLU, AEP, principal in The Ethical
Edge, Inc. in Pleasant Hill, California. “IUL looks great today because
the market is doing reasonably
well, and with the arbitrarily low
interest rates, there’s no way UL is
going to look good right now. So
IUL is the darling.”
On the other hand, many experts
believe IUL isn’t just a flash in the
pan, but an innovative product
that’s here to stay. “I think that as
IUL becomes more established in
the marketplace, it will be accepted by more and more advisors as the
third major crediting alternative,
in addition to fixed and variable,”
says Allen. “I think it will become
a more mature product with exciting new features and riders that just
aren’t possible on the fixed or variable platforms.”
IUL Illustrations: Overinflated
or Overly Conservative?
IUL policy illustrations continue to
be a controversial topic through-

out the industry. As we pointed
out in our 2012 IUL article, many
life insurance professionals still
claim IUL illustrations are dangerously exaggerated.
This is why Landers says IUL is
a ticking time bomb. “We are still
rescuing the ULs that were written
years ago, using illustrated rates
that weren’t realistic,” explains
Landers. “And when agents promise more than they can deliver, we
all end up tainted. We aren’t in the
investment business—we’re in the
insurance business. And the purpose
of insurance is to eliminate risk, not
create it.”
To create the illustrations, insurers use current IUL caps and participation rates and look-back periods of anywhere from 20 to 25 years
to derive an historical average on
returns. Yet, some regulators and
BGAs are concerned because there is
no standard look-back period. As a
result, some illustrations show double-digit interest crediting rates,
which critics say could create an
explosive situation down the road.
“We need to use much more conservative crediting rates so we don’t
exaggerate the expectation,” comments Weber. To accomplish this
task, Weber and his partner Chris
Hause developed new illustration
software for the Society of Financial Service Professionals. Designed
to measure the effect of volatility
in VUL and IUL policies, this program runs 1,000 hypothetical illuswww.nailba.org 13

REVISITING IUL

ALTHOUGH SOME BGAs initially thought an

adaptable premium would be confusing, many now see it
as a unique advantage.
trations randomly drawn from the
historic returns of the index within
eight seconds flat.
“This supplemental illustration
software uses dynamic rather than
constant numbers, which means the
customer ends up paying a higher
premium,” Weber explains. “However, when the customer pays more,
the policy is going to pay off. You’re
going to develop substantial cash
value, and there’s a high probability the death benefit will be substantially higher. So you get more
for being willing to pay more than
you have to because you decide it’s
in your best interest.”
Yet, other industry experts
believe these illustrations are far
too conservative. “With a higher risk
profile in an IUL, you would expect a
higher rate of return,” argues Daen
Wombwell, Founder and CEO of New
Investor World. “Some folks keep
saying, ‘Let’s be conservative,’ but
it doesn’t make sense to assume
the stock market never goes up. So
there’s this perception that insurance exists in a separate economic
universe—and it’s simply not true.”
Though naysayers claim current IUL caps are unsustainable,
Wombwell points out these caps
are absolutely realistic since they’re
driven by the bond yield on the general account. “If the bond yield on
the general account is really low
right now, my option budget is really low; so proportionately against
history, my caps are 30 percent lower than the norm. And these interest
rates are forecasted by every single
bank in the world and the govern-
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ment to go up. When interest rates
go up, my caps will go up—so my
illustrated caps are not unsustainable or unrealistic. It’s just math.
It’s not hard as long as it’s explained
in a logical way.”
According to Wombwell, many IUL
critics argue that the global economic order has changed. “Well, they say
that every single market cycle, and
it’s been the same ever since the
Great Depression. It really hasn’t
changed that much,” he retorts.
He goes on to say that if a client
has enough time, the riskier profile
of the IUL outperforms the less risky
whole life or universal life. “That is
logical economics,” he remarks. “This
is not people cooking the books. As
interest rates go up, I’d expect universal life and whole life returns to
go up. I’d also expect the caps on
IUL to go up. Yet people are saying
you should be showing an IUL at 5
½ or 6 percent to be conservative—
but that’s like saying for the next
30 years the S&P 500 are going to
underperform the bonds they issue.
That doesn’t make sense.”
Trash-Talk and Propaganda
Some IUL proponents say the whole
life industry has built a negative campaign against IUL because
the market poses a competitive
threat to whole life products. “As
IUL grows, it’s taking market share
predominantly from whole life and
some from universal life,” Wombwell
comments. “There’s nothing wrong
with whole life. It’s a great product for what it was designed for. But
why would a product that’s designed

around being really good at protections try to compete with the accumulation side of the industry space,
which includes IUL and VUL?”
Wombwell points out that whole
life is a very safe product with lots
of guarantees, so policyholders give
up growth for more protection. On
the other hand, IUL is riskier product with more growth potential.
“So why do they want to limit the
illustrated rate of an IUL, which has
higher risk? Of course it has a higher risk—you don’t know what your
return is going to be, it’s a more
speculative return,” he explains.
“And they’re trying to illustrate
IUL at the same rate as the whole
life product under the guise that
they want to protect the client. But
that’s utter propaganda. It’s purely so the whole life companies can
compete [with IUL].”
Flex Like Gumby
Despite the ongoing illustration
debate, some BGAs are embracing
IUL because of the product’s flexible
premium. Although some BGAs initially thought an adaptable premium
would be confusing, many now see
it as a unique advantage.
“It’s fundamentally intended to be flexible,” says Michael
Ashwill, VP/Chief Marketing Officer with Borden Hamman Agency in Dallas, Texas. “So if things
don’t go the way they’re illustrated, then you flex. If things go better than what’s illustrated, they
can pay less premium. If they go
worse than what’s illustrated, you
can pay more premium.”
However, Ashwill says it’s important for agents to get together with
their clients periodically to take a
look at how their policy is performing. “Producers need to be taught
that this is a flexible premium product, so you need to get back with
your client every couple of years,
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order a couple of In-Force Ledgers
and make sure the policy is doing
what you want it to do,” he explains.
“When you make small adjustments
in premium and keep things on track
as the interest rate changes, it will
all work out. So it’s not about the
illustrated rate, it’s really about
having a good agent that sells it as
a flexible premium product.”
This flexible premium really comes in handy when a client
experiences a disruption in income.
“There’s a litany of things that can
cause someone to have a disruption of income: the economy crashes, you have business problems, you
buy a house, your kid gets sick or
your parents get sick,” Ashwill says.
Unfortunately, if a client with a lev-
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el premium policy has a disruption
in income, they could lose guaranteed death benefit if they can’t pay
their premium.
“But with a flexible premium
product, you’re all right,” Ashwill
points out. “You can take a break
and make up for it later. To me, it’s
a much more suitable product for
most clients since most people have
some sort of a disruption in income
or some unpredicted significant
expenses in their lifetime.”
Time is on Your Side
Of course, IUL isn’t the ideal policy for
everyone. “IUL isn’t a perfect instrument—it has a place and a role,”
Wombwell comments. “You shouldn’t
be selling it to 80-year olds.”

As an agent tries to determine
whether IUL is the right fit for a client, one of the most important factors they should consider is time.
If a client has too short of a timeline (less than 10 years), the policy
won’t have time to pay off.
“What’s really interesting is if
you look over time (10+ years rolling averages), securities will outperform bonds,” Wombwell points
out. “In other words, the risk premium actually is true if you have time.
That tells us if you’re buying IULs
for accumulation, you need time.
So no, you shouldn’t be selling it to
people who need money for retirement in three years’ time. It’s not
going to happen. The crossover is
around year 15.”

So much more
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If their goal is accumulation, clients with a medium to a long-term
horizon are ideal candidates for IUL,
Wombwell adds.
Protection vs. Accumulation
One of the latest trends in the IUL
market is the introduction of protection-based ULs on an IUL chassis.
“Initially, all the conversation was
about max-funding IULs to be used
as a retirement supplement, whereas
now we’ve seen Genworth, Protective, and other carriers are developing their IULs as very effective flexible premium products on indexed
chassis,” Ashwill explains. He adds
that his agency really likes these new
protection-based products.
Yet Wombwell quips that protection-based UL is like “putting a trailer hitch on a Ferrari.” He believes
IULs are accumulation products first
and foremost. “The more protection
you build in, the worse their accumulation and the closer to a whole
life product they will perform,” he
expounds. “An IUL is an extremely
efficient investment tool, but only
if you’re able to fund it heavily. If
you underfund an IUL, your costs
go up dramatically. I’m not a strong
believer in IUL for protections. I
think whole life and VUL is better
for that.”
IUL 101
With so many moving parts and
ongoing debates about IUL, one
thing is certain: BGAs need to educate their agents about the inner
workings of these multi-faceted policies. “We’ve started doing webinars
on the mechanics of IULs because
agents just don’t understand the
product well enough,” Wombwell
says. His webinars cover everything from policy loan rates, how
to explain to a client what’s going
on behind the scenes, how 20-year
look-backs change every single year,

illustrated rates, how the caps get
calculated, and more. “We’re not
interested in IUL propaganda or
whole life propaganda; we’re just
interested in facts.”
Ashwill says there should be an
industry-wide education of agents
not only on the ins and outs of
IUL, but also on how to build ongoing relationships with their clients.
“There are plenty of registered reps
and property and casualty guys who
are constantly talking to their clients,” he explains. “Life insurance
agents will sell products to a client
and not talk to them for 10 years.”
As for IUL, Ashwill says the industry
needs to educate agents on how the
products are built, how to advise
their clients as they go, and how
to sell IUL as flexible premium and
create proper expectations on the
front-end.
When explaining IUL to clients, agents also need to learn how
to put things in laymen’s terms,
Wombwell emphasizes. “The biggest
issue we’ve got is that the industry
is hiding behind jargon, and that all
comes down to training,” he says.
“The issue here is the lack of transparency and the lack of willingness
to adopt change.”
Of course, if producers want to
properly advise clients, they must
fully understand the products themselves—and BGAs can help. “BGAs
can ensure their advisors are prepared for discussions about IUL by
promoting education opportunities,” Allen says. “In my experience,
advisors are always excited to hear
more about IUL. Education is the
key.” Fortunately, there are plenty of
educational opportunities out there
offered by carriers, BGAs, industry
associations, and third parties. “I
see more web-exes and educational meetings being advertised on IUL
than any other topic,” Allen adds.
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REVISITING IUL

WITH SO MANY MOVING PARTS and ongoing

debates about IUL, one thing is certain: BGAs need to
educate their agents about the inner workings of these
multi-faceted policies.
Looking to the Future
Although critics are still wary of
the product, many industry pros
believe the future is bright for
IUL. “As we look at the protection-based IULs, we think there’s a
very bright future in the industry
for those,” Ashwill says. “These are
great products.”

Wombwell says if agents can learn
how to speak in simple terms when
explaining IUL to clients, this market
will only continue to grow. “I believe
IUL has a whole bunch of advantages in the accumulation space,” he
explains. “When something is easy to
use and makes sense for most people,
it has a market. The issue [with IUL]
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is not the product. The product is
genius. The demon here is the industry’s lack of willingness to speak in
plain English so the clients understand. That’s true not just for IUL,
but also for other products.”
Allen concludes that indexed
products will never replace fixed
or variable crediting options—nor

should they, he adds. “It will, however, offer exciting new alternatives
that will help protect more people
and their loved ones.”
Amy Bell is a professional freelance
writer and owner of WritePunch
Inc. With more than 10 years of
writing, editing, and marketing
experience, she writes for a variety
of companies and publications
throughout the nation, including
Agent’s Sales Journal, Blueprints,
Real Estate & Construction Review,
The Weather Channel, and Turner
Broadcasting. She is a University
of Georgia Graduate with a BA in
Journalism. Visit her Web site at
w w w.w r itepunch.com for more
information.
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A Conversation
with Seth Godin
NAILBA 33 will feature a Closing General Session on Friday, November 21 with
renowned marketer, blogger and author Seth Godin. In advance of the meeting,
Perspectives magazine sat down with Seth to glean a few BGA-specific insights for
our subscribers and the NAILBA 33 audience.
: The current regulatory and legislative environment for our business model
places a significant burden for compliance and due diligence on both the producers who work with us
to sell products, as well as the carriers who provide them, and our own small businesses. Further to
that conundrum, we have become a very homogenized group of business people: we all use the same
or very similar back-end support to service our clients (the producers). Finally, we face significant
restrictions on allowable incentives—“the prize inside” has to pass any number of compliance
reviews. How can we effectively differentiate ourselves as a marketer in this environment?
SETH GODIN: I start with this: the regulatory restrictions that each consumer-facing agency in this

industry faces are a fabulous constraint, something that enables you to focus on what actually matters.
The Free Prize Inside of most marketing isn’t a tangible, measurable, buyable bonus (like the toy inside
a box of Cheerios.) No, it’s the soft tissue, the human connections, the stories we tell ourselves.
As wholesalers and distributors, the opportunity is to
build a bridge, a bridge between the actuaries and underYOU’RE NOT GOING TO GROW
writers and accounting-wonks who figure out how to make
YOU R BUSINES S BY BEING
insurance work, and the feet on the street, the men and
CHE A PER T H A N T HE NE X T
women who sell a story, not a spreadsheet.
GU Y. YOU’RE GOING TO GROW
What’s missing from most conversations about life
BY FIGU RING OU T HOW TO
insurance
is humanity. Too much focus on the details, on
LIV E ( A ND T ELL) A STORY
premiums
and
details distracts us from what’s actually being
A BOU T T HE U NIQU E WORK YOU
discussed—we’re going to die, and the thing we’re buying
DO TO GENER AT E PE ACE OF
MIND A ND CONNECTION TO
generally doesn’t come into play until after we do.
T HE COMMU NIT Y.
The challenge, of course, is that people don’t like talking
about death. They don’t like making a will, they don’t like
having frank discussions about money, either. So, the
opportunity is to make your free prize the fact that you can teach your customers how
to be the person we can talk to about these issues.
You’re not going to grow your business by being cheaper than the next guy. You’re
going to grow by figuring out how to live (and tell) a story about the unique work you
do to generate peace of mind and connection to the community. I know that’s old
school, but that’s what is going to work. The person who figures out how to get people to talk about
these issues is the person who will grow their agency, and if you are helping them do that, you win.

: Storytelling is key in our
business environment: life insurance is bought,
not sold. We (the BGAs) aren’t the storytellers—
the stories are being told by producers, to
consumers. How do we get our story told (the
value of working with an independent agent, via
a BGA) to consumers if the value proposition
isn’t being shared to the end user?
SETH GODIN: I’m afraid that you don’t have
nearly enough leverage to get your story in front
of end consumers. Even in the highly leveraged
media world of the internet, that’s just too
hard to pull off. What seems possible to me,
though, is to engage in long-term education of
the producers to get them to the place where
they can convert five or ten or fifty people a day,
and even more important, to create stories that
spread from one person to another.
This organization is in the storytelling
business. The right story changes everything.

PL AN TO JOIN US AT THE CLOSING
GENER AL SESSION IN HOLLY WOOD,
FLORIDA TO HE AR MORE FROM SE TH !

: Finally, your observation: “A vote is a statement about the voter, not the
candidate” is a perspective especially fitting for us. How do we increase awareness, involvement,
and engagement with a group of small business owners fighting to succeed in this challenging
environment, many of whom are competing with one another for the same clients?
SETH GODIN: I think the work the members of your organization does is a sterling example of what

happens when people within an industry work together. It seems clear to me that when competitors
are engaged in a race to the bottom, there’s no real reason for them to engage with each other in
service. But if the conversation can be turned upside down, and people see how much bigger the pie
is when the race goes to the top, the entire environment changes, doesn’t it?
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PROGRAM PREVIEW
WHERE THE BROKERAGE INDUSTRY MEETS

NOVEMBER 20-22, 2014
DIPLOMAT RESORT AND SPA
JOIN THE CONVERSATION!

■

HOLLYWOOD, FLORIDA

@NAILBA #NAILBA33

facebook.com/nailbahq

AGENDA*
All NAILBA 33 events and activities are held at
the Diplomat Resort and Spa. Event locations
starting with ‘Meeting Room’ will be held in the
main building of the Diplomat on the second
(rooms 201-220) and third (rooms 301-321)
floors; events followed by ‘Diplomat Convention
Center’ will be held in the Convention Center
connected to the hotel via walkway on the
second floor of the Diplomat’s South Tower.

THURSDAY ■ NOVEMBER 20

THURSDAY ■ NOVEMBER 20

8:00 a.m. – 9:00 a.m.
Exhibitors’ Breakfast

2:30 p.m. – 3:00 p.m.
Sweets Break in the Exhibit Hall

Great Hall – Diplomat Convention Center

Great Hall – Diplomat Convention Center

8:00 a.m. – 11:00 a.m.
Exhibit Hall Set-Up

5:30 p.m. – 6:00 p.m.
Mooers Award Reception

Great Hall – Diplomat Convention Center

Grand Ballroom Foyer – Diplomat Convention Center

Please refer to this agenda, the NAILBA 33
event app, or to the hotel reader boards to
locate all activities.

8:00 a.m. – 4:30 p.m.
Registration Open

WEDNESDAY ■ NOVEMBER 19
7:30 a.m. – 9:00 a.m.
Charitable Foundation Board Meeting
Meeting Room 202

7:30 a.m. – 9:00 a.m.
Professional Development Committee Meeting

Great Hall Foyer – Diplomat Convention Center

8:00 a.m. – 9:00 a.m.
Opening Breakfast
Atlantic Ballroom – Diplomat Convention Center

9:15 a.m. – 11:15 a.m.
Opening General Session: State of the
Industry (including NAILBA Business Meeting)
Grand Ballroom – Diplomat Convention Center

Meeting Room 204

sponsored by

9:00 a.m. – 12:00 p.m.
NAILBA Board of Directors Meeting

Great Hall Foyer – Diplomat Convention Center

Panelists:
Garth Garlock - North American Company
for Life and Health Insurance
Jim Kerley - LIMRA
Melinda Meyer - ValMark Securities, Inc.
Kent Sluyter - Prudential
Michael Tessler - Brokerage Unlimited, Inc.

10:30 a.m. – 5:00 p.m.
Exhibit Hall Set-Up

Facilitator:
Gene Koster - DCG Corporation

Meeting Room 201

9:30 a.m. – 5:00 p.m.
Registration Open

Great Hall – Diplomat Convention Center

12:30 p.m. – 5:30 p.m.
Power From the Middle:
Extreme Problem Solving
(ticketed event – separate fee applies)
See page 4 of this insert for information.
Regency 3 – Diplomat Convention Center
sponsored by

5:30 p.m. – 6:30 p.m.
Chairman’s Reception with Volunteers
and First-Time Attendees (by invitation)
Meeting Room 307

6:30 p.m.
Company Dinners (by invitation)

11:30 a.m. – 1:00 p.m.
Exhibit Hall Grand Opening and Lunch
Great Hall – Diplomat Convention Center

sponsored by

6:15 p.m. – 8:00 p.m.
Mooers Award Dinner
Grand Ballroom – Diplomat Convention Center
Entertainment sponsored by

8:00 p.m.
Hospitality Suites Open

FRIDAY ■ NOVEMBER 21
7:30 a.m. – 9:00 a.m.
Editorial Advisory Panel Meeting
Meeting Room 202

7:30 a.m. – 9:00 a.m.
Membership Committee Meeting
Meeting Room 203

8:30 a.m. – 5:00 p.m.
Registration Open
Great Hall Foyer – Diplomat Convention Center

8:30 a.m. – 9:15 a.m.
Breakfast in the Exhibit Hall
Great Hall – Diplomat Convention Center
Food service sponsored by

sponsored by

Beverages sponsored by

11:30 a.m. – 5:00 p.m.
Exhibit Hall Open

9:30 a.m. – 10:30 a.m.
BREAKOUT WORKSHOPS

Great Hall – Diplomat Convention Center

1:00 p.m. – 2:00 p.m.
Marketing Committee Meeting
Meeting Room 306

1:00 p.m. – 5:00 p.m.
Meetings with Carriers

Family Wealth Conversations: A New Way to
Serve Clients & Differentiate Your Firm
Atlantic 2 – Diplomat Convention Center
sponsored by

Speaker: Jay Cherney, Ph.D. - Wealth 360

AGENDA*
FRIDAY ■ NOVEMBER 21

FRIDAY ■ NOVEMBER 21

FRIDAY ■ NOVEMBER 21

9:30 a.m. – 10:30 a.m.
BREAKOUT WORKSHOPS (continued)

11:00 a.m. – 12:00 p.m.
BREAKOUT WORKSHOPS (continued)

3:00 p.m. – 4:45 p.m.
Closing General Session: Seth Godin

What You Don’t Know About Offering LTC
Is Hurting Your Business

Grand Ballroom – Diplomat Convention Center

Risk Appraisal Forum’s
2015 Underwriting Forecast
Atlantic 1 – Diplomat Convention Center
presented by

Atlantic 1 – Diplomat Convention Center
sponsored by

Panelists:
Kathy Deren - Nationwide
Brad Gabel - AIG
Bill Moore - Swiss Re

Panelists:
Ronald Hagelman, Jr.
- Broadtower Insurance Solutions
Vince Bodnar - Towers Watson
Dawn Helwig - Milliman

Facilitator:
Tim Bellig
- Trumark Insurance and Financial Services

Facilitator:
Barry Fisher - Broadtower Insurance Solutions

The Enemy Within: How The Force Of Drama
Impedes Necessary Change
Atlantic 3 – Diplomat Convention Center

12:00 p.m. – 1:30 p.m.
Lunch in the Exhibit Hall
Great Hall – Diplomat Convention Center

sponsored by

4:45 p.m. – 6:30 p.m.
Closing Reception &
NAILBA Charitable Foundation Live Auction
Great Hall Foyer – Diplomat Convention Center
sponsored by

6:30 p.m.
Company Dinners (by invitation)

SATURDAY ■ NOVEMBER 22
7:30 a.m. – 9:00 a.m.
Closing Breakfast
Atlantic 2-3 – Diplomat Convention Center

sponsored by

12:00 p.m. – 3:00 p.m.
Exhibit Hall Open

Speaker: John Coyle - Maddock Douglas, Inc.

Great Hall – Diplomat Convention Center

8:00 a.m.
Buses depart for Golf Tournament

10:00 a.m. – 12:00 p.m.
NAILBA 34 Priority Point Booth Selection
Meeting Room 202

1:00 – 2:00 p.m.
NAILBA and ACORD: What Will The Future
of Insurance Look Like?

8:30 a.m. (tee off)
Golf Outing

10:30 a.m. – 11:00 a.m.
AM Coffee Break

presented by

Grand Ballroom Foyer – Diplomat Convention Center

11:00 a.m. – 12:00 p.m.
BREAKOUT WORKSHOPS

Social Selling: How to Prospect and Generate
Leads with LinkedIn

Atlantic 2 – Diplomat Convention Center

Speakers:
Andrew A. Falvey – ACORD
Rick Heil - ACORD

1:00 – 2:30 p.m.
ASNG Educational Session (by invitation)

Tour Lobby – Diplomat Convention Center

Diplomat Golf Course
sponsored by

12:00 p.m. – 2:00 p.m.
Lunch and Golf Awards
Atlantic 2-3 – Diplomat Convention Center

Atlantic 3 – Diplomat Convention Center

Atlantic 3 – Diplomat Convention Center

NEW THIS YEAR

sponsored by

presented by

Speaker: Amy McIlwain - Financial Social Media

Speakers:
TBA

We’ll be offering a mobile
app to help you navigate the
meeting! The app will include
session information, exhibit hall
information, and more!
Use it on your smartphone
or tablet!

Thinking Differently About Cash
Accumulation Products
Atlantic 2 – Diplomat Convention Center
sponsored by

Speaker: Bobby Samuelson - MetLife

2:30 p.m. – 3:00 p.m.
Sweets Break in the Exhibit Hall
Great Hall – Diplomat Convention Center

3:00 p.m. – 8:00 p.m.
Exhibit Hall Teardown
Great Hall – Diplomat Convention Center

* Agenda as of September 26, 2014 • subject to change

A SPECIAL HALF DAY
INNOVATION WORKSHOP

GENERAL SESSION SPEAKER

Wednesday • November 19
12:30 p.m. - 5:30 p.m.

Friday • November 21 • 3:00 p.m.

Power From the Middle:
Extreme Problem Solving
sponsored by
Speakers: John Coyle – Maddock Douglas, Inc.
Maria Ferrante-Schepis – Maddock Douglas, Inc.
McRae Williams – Maddock Douglas, Inc.
We heard you…
Independent distribution faces some very unique challenges, which for some
are posing major threats to growth and value. For others, they represent major
innovation opportunities.
Whether it is commoditization of pricing and compensation, the big producer
“squeeze,” the need to add direct capabilities while still avoiding channel
conflict, or the attraction of younger talent, you recognize that the key to the
future is cracking the code on some big and hairy problems.
The best solutions start with examining and unraveling the problem in a new
way. This technique is called “creative problem solving.” You will have the
opportunity to learn this technique and apply it to the most important problems
in your business.
…And we need to hear more.
This half-day innovation workshop will help you rethink your biggest challenges.
It is a highly interactive session designed around the problems that you chose
in advance. It is delivered by innovation experts at Maddock Douglas, an
innovation consultancy specializing in helping the insurance and financial
services industry create its future.
Attendees will walk away with:
1. A new way of thinking about the most important problems/opportunities that
your business is facing
2. Implementable solutions to those problems that can transform your business
in new ways
3. Creative problem solving skills that can be applied in any scenario for better
decision-making
This workshop builds on the techniques developed by the Creative Educational
Foundation and the Creative Problem Solving Institute and are known to
produce outstanding results. It is a highly interactive and immersive session for
those who are willing to work hard for a better outcome. Your active participation
is required.

SETH GODIN
sponsored by
Seth Godin is the author
of 17 books that have
been bestsellers around
the world and have been
translated into more than
35 languages. He writes
about the post-industrial
revolution, the way ideas spread, marketing,
quitting, leadership, and most of all, changing
everything. You might be familiar with his books
Linchpin, Tribes, The Dip, and Purple Cow.
In addition to his writing and speaking, Seth is
founder of squidoo.com, a fast growing, easy
to use website. His blog (which you can find
by typing “seth” into Google) is one of the most
popular in the world. Before his work as a
writer and blogger, Godin was Vice President
of Direct Marketing at Yahoo!, a job he got
after selling them his pioneering 1990s online
startup, Yoyodyne.
In 2013, Godin was inducted into the Direct
Marketing Hall of Fame, one of three chosen
for this honor.
Recently, Godin once again set the book
publishing industry on its ear by launching
a series of four books via Kickstarter. The
campaign reached its goal after three hours
and ended up becoming the most successful
book project ever done this way. His latest,
The Icarus Deception, argues that we’ve been
brainwashed by industrial propaganda, and
pushes us to stand out, not to fit in.
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of America

NexusHQ

Allianz Life
American National Insurance Company
(ANICO)

Hearsay Social, Inc.
IENetwork

PaperClip, Inc.

American Retrieval Company

InforcePRO Software

Ameritas Life Insurance Corp.

InsMark, Inc.

ApplicInt Inc.

Insurance Media Services

APPS-Portamedic

InsuranceNewsNet

Arthur J. Gallagher & Company

Insurance Technologies

Ashar Group, LLC

iPipeline

Assurity Life Insurance Company

Jetstream APS

AXA

John Hancock Insurance

Bankrate Insurance

Kansas City Life Insurance Company

BD 4 BGA’s

Kemper Senior Solutions

SBLI - The Savings Bank Life Insurance Co
of MA

BizEquity LLC

Kodak alaris

Society of FSP

Broadtower Insurance Solutions

Laser App Software

StoneRiver

Broker World

Leap Systems, LLC

Summit Professional Networks

CANNEX Financial Exchanges

Legal & General America

Sunshine Promotions

Clinical Reference Laboratory

LexisNexis Risk Solutions

Superior Mobile Insurance Solutions

College For Financial Planning

Liberty Life Assurance Company of Boston

Supportive Insurance Services

Conference Event Management

Life Happens

SuranceBay, LLC

Coventry

LifeSecure Insurance Company

Symetra

DTCC

Lincoln Financial Group

The Cincinnati Life Insurance Co.

EbixExchange

Meridian-IQ

The Leaders Group, Inc.

ECA Marketing, Inc.

MetLife

The Lifeline Program

EMSI

Million Dollar Round Table (MDRT)

Transamerica Life Insurance Company

EPeNoah = eNoah iSolution
+ Employee Pooling

Minnesota Life

Verisk Health

ExamOne

Mobile Insurance Solutions: SwiftApp

Vertafore

Munich Re

Voya Financial

Mutual of Omaha

Welcome Funds, Inc.

NAIFA

WIFS

National Association of Professional Agents
(NAPA)

Wink, Inc.

First Financial Underwriting Services, Inc.
First Insurance Funding
Foresters
Forethought Financial Group
Future Income Payments, LLC

National Insurance Producer Registry
(NIPR)

North American Company
PolicyFlex LLC
Primoris Services, LLC
Principal Financial Group
Protective Life Insurance Company
Prudential
RGA
Risk Insurance & Reinsurance Solutions
S&P Dow Jones Indices
Sagicor Life Insurance Company

Zurich American Life Insurance Company
as of September 26, 2014 • subject to change

For exhibit or sponsor opportunities and information, please contact Susan Haning at 703.383.3068

MOOERS AWARD DINNER
ENTERTAINMENT

22ND ANNUAL
NAILBA GOLF
TOURNAMENT

Now on Thursday night,

the Mooers Award Dinner will
provide a black-tie (optional)
Awards Dinner with star-quality
entertainment. Over 30 years
ago, the Capitol Steps began as
a group of Senate staffers who
set out to satirize the very people
and places that employed them.
Since then, the Capitol Steps
have recorded over 34 albums, including their latest, How
to Succeed in Congress Without Really Lying. They’ve been
featured on NBC, CBS, ABC, and PBS, and can be heard
twice a year on National Public Radio stations nationwide
during their Politics Takes a Holiday radio specials.
No matter who or what is in the headlines, you can bet the
Capitol Steps will tackle both sides of the political spectrum
and all things equally foolish. What more would you expect
from the group that puts the “MOCK” in Democracy?!
Entertainment sponsored by

FOUNDATION
SILENT
AUCTION

SATURDAY,
NOVEMBER 22
The Diplomat Golf Course will play host to NAILBA’s
22nd Annual Golf Tournament, to benefit the Alan Palmer
Memorial Scholarship Fund at Emory University.

You must be a registered NAILBA 33 attendee
to participate.
There are two flights, The Holden Cup (Championship
Flight) and the Fun Flight. The Championship Flight will be
comprised of all teams with a gross team handicap of 60 or
less and any team that opts to play in this flight. The Fun
Flight will be comprised of all other entrants. Prizes for each
flight will be comparable.

Don’t miss your chance to be a part of the NAILBA Charitable Foundation’s annual silent
and live auction events! There are two ways to play.
DONATE an item for the silent auction or BID on your favorite items! The Silent Auction
will be available online October 15 through November 21. You can use the bidding station
onsite at NAILBA 33, or go to biddingforgood.com/nailbaauction to bid anytime after the
auction opens.
The Live Auction will take place during the Closing Reception at NAILBA 33,
Friday, November 21.
Contact Kathy Allison at NAILBA HQ for more information on donating items for the Silent
or Live Auction. Call her at 703.383.3072, or send her an email at kallison@nailba.org.

Better riders
to a better ride.
Win one of two pre-paid
leases on a BMW 528i by selling
a powerful combination of
living benefits riders
GET IN GEAR
AND GAIN TRACTION!
Better Ride contest points are
awarded for permanent life
applications with extra points for
applications with accelerated
living benefit riders.

CONTEST PERIOD:
Now through January 31, 2015
READY TO HIT THE ROAD?
Web: www.BetterRideContest.com
Phone: 800-845-7933
Email: internal.lifesales@aglife.com

Contest is open to all producers appointed with American General Life Insurance Company (AGL) who are at least 18 years of age. Eligibility is
limited to individuals contracted at the Producer’s level and is based solely on the Producer’s personal production. The company will issue awards
per qualifying producer based on the producer’s tax ID number regardless of what source through which the business is submitted. Producers
contracted with agencies identified as Direct Marketers will not be included in this contest. Also ineligible are employees of certain financial
institutions that prohibit their representatives from participating in these types of incentives, as well as AIG employed agents.

BOOTH

400

Please visit us at the
NAILBA Annual Meeting
November 20 -22, 2014

Policies issued by: American General Life Insurance Company (AGL), Policy Form Numbers, 13460, ICC13-13460, 13717, ICC13-13717;
Rider Form Numbers, 13972, 13600, ICC13600. Issuing company AGL is responsible for financial obligations of insurance products and is a
member of American International Group, Inc. (AIG). AGL does not solicit business in the state of New York. Products may not be available in
all states and product features may vary by state. The BMW name, model names, and logo are registered trademarks of BMW. IMPORTANT
NOTICE: Keep in mind that, as with all contests, any recommendation for the purchase, sale or exchange of any product must be suitable to the
client. Financial professionals must make a reasonable effort to obtain information concerning the client’s financial status, tax status, investment
objectives and such other information considered to be reasonable in making recommendations to the client.
©2014. All rights reserved. FOR FINANCIAL PROFESSIONAL USE ONLY – NOT FOR PUBLIC DISTRIBUTION
AGLC108134-NAILBA

nailba charitable foundation

“Tempus Fugit”—
Time Flies

I

JOHN RIPPINGER,
CLU, CFP, CHFC, RHU,
LUTCF, REBC
PRESIDENT, NAILBA
CHARITABLE FOUNDATION

can’t believe that this is the last column I will be
writing as President of the NAILBA Charitable Foundation. Two years really does “fly!” Of course, looking back, I was there at the beginning when the Foundation was just a dream of Col. Bill Felton. I met the
Colonel 20 years ago at an MDRT meeting. The two of us
discovered that, in addition to being active in the MDRT
Foundation, we were also members of NAILBA. At some
point in that conversation the Colonel threw out the
idea of replicating the MDRT Charitable Foundation at
NAILBA. The rest, as they say, is history.
The NAILBA Charitable Foundation was organized in
2002 with 76 charter members and has continued to
grow and mature each year since then. When you add
in the $265,000 in grants awarded this year, your Foundation has given, since its inception, $2,063,500 in
grants to over 145 deserving organizations (see facing
page for this year’s list of grantees). That is something
we all can be very proud of! All of the grant requests
we have considered over the years have been brought
to us by our members and corporate partners who give
of their time, talent, and money to the charities in
their own communities. Some of the organizations are
quite small with all-volunteer staffs while others might
be a local chapter of much larger national organizations. Regardless of their size, they all have one thing
in common; they provide much needed services to very

2013 Grant Funding in Action
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needy families and individuals who otherwise would be
unable to afford them due to economic situations or
experiencing a natural disaster.
At the end of the day, our Foundation does a lot of
good for thousands of individuals in multiple areas of
our country. I encourage you to continue to support the
Foundation, both personally and corporately. One idea
to get your broker base involved is to offer a matching program to benefit a local charity. Everybody wins—
your agency, the broker, and the charity. If that’s not
your style, then please support both our Silent and Live
Auctions. Don’t forget the Legal & General Raffle! This
year, Steve Howard (the “Beast”) will be competing with
his wife, Hope (the “Beauty”), to see who can sell the
most tickets. Don’t even try to say “no” as they are both
great sales people and devoted to the mission of the
Foundation. With all of these activities and the ongoing support of NAILBA members and corporate partners, let’s see if we can break our fundraising record of
$330,000 for 2014.
It’s been an honor, and my pleasure, to serve as your
Foundation President. I look forward to seeing you in
Florida in November.

Through the generosity

of NAILBA members and corporate partners
in the past year, the NAILBA Charitable
Foundation has been able to award $265,000
this year to members’ local charities and
Life Happens. Congratulations!!

Caruso Family Charities

$27,500

Recipient of the Col. J. William Felton III Grant
Lakeland, CO
(Sponsored by John McWilliams, Colorado Brokerage)

Lone Survivor Foundation

$25,000

$20,000

Omaha, NE
(Sponsored by Art Jetter, Art Jetter & Co.)

GlassRoots, Inc.

$15,000

Richmond Heights, MO
(Sponsored by Alan Protzel, The Marketing Alliance)

$7,500

Ivy Hill Therapeutic Equestrian Center

$7,500

Perkasie, PA
(Sponsored by William J. Shelow, LifeMark Partners)

$12,380

More Than Sport

$5,000

Kailua Kona, HI
(Sponsored by Tim Bellig, Trumark)

$12,000

Reach-a-Child, Inc.

$5,000

Middleton, WI
(Sponsored by Dawn Nelson, MVP Financial Services)

$10,000

St. Germain, WI
(Sponsored by Mike Smith, CPS Horizon)

Delta Gamma Center for Children with
Visual Impairments

$10,000

Forest Hills, NY
(Sponsored by Mike Smith, CPS Horizon)

Miami, FL
(Sponsored by Robin Landers, Landers-Stein & Associates)

Norcross, GA
(Sponsored by Sam Corey III, The Brokerage Resource)

Angel On My Shoulder

$10,000

Wilmington, NC
(Sponsored by Paige Carter Blair, Financial Security Associates)

Casa Valentina, Inc.

Fresno, CA
(Sponsored by Jess Wardwell, CPS Impact)

Lighthouse Family Retreat, Inc.

NourishNC

$15,000

South Haven, MI
(Sponsored by Thomas Riekse, Sr., LTCI Partners)

Fresno Survivors of Suicide Loss

$10,000

Huntington Beach, CA
(Sponsored by Peter Holden, CPS Insurance Services)

Songs of Love Foundation

Rexford, NY
(Sponsored by Kevin Johnson, National Long Term Care Brokers)

We Care I.N.C.

El Viento Foundation

$15,000

Newark, NJ
(Sponsored by Trish DeDolce, Prudential)

The Quest for Grace Foundation

$10,000

Danville, CA
(Sponsored by Jeff Mooers, H.D. Mooers & Co.)

Houston, TX
(Sponsored by James Sorebo, Four Season Financial Group)

Wounded Warriors Family Support

Down Syndrome Connection of the Bay Area

Give them Wings

$5,000

Hood River, OR
(Sponsored by Jess Wardwell, CPS Impact)

$10,000

One Bright Star

$3,500

Mankato, MN
(Sponsored by Scott Weilage, Weilage Advisory Group)
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Local Producer Likes
Having Interns

A BGA Sponsor

Internship
Programs
as Sources for Recruiting
New Producers
Hands-on learning fosters
industry knowledge
BY JEAN FEINGOLD

A Carrier’s Program
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Would Having Interns
Benefit Your Firm?

Many of the producers and BGA staff members of the future are college
students today. Those majoring in business subjects may be required by
their universities to do an internship as a condition of graduation. Your
BGA firm or your producers could sponsor these interns and give them a
chance to learn how the industry works.
Local Producer Likes
Having Interns
ll undergraduate business majors
attending the University of
Florida’s Heavener School of
Business in the Warrington College of Business Administration are
required to complete an internship
at least one semester in length as a
condition of graduation. This internship must be arranged in advance,
include at least 150 work hours, and
requires tuition payment for at least
one credit hour. Although students
are encouraged to intern at companies in an industry they are considering for their post-graduation careers,
this is not required. Many different
types of businesses worldwide are
acceptable internship sponsors.
One sponsor is producer Larry
Hartfield, owner of Hartfield Insurance Group, Inc. in Gainesville, FL.
He started this internship program
because his firm is small. “Having
interns frees our producers up to
produce and helps keep client services up to date,” he explained.
“This helps us be more efficient.”
Since beginning in 2008, about
eight students have applied for
these unpaid internships each
semester and about half are accepted. Resumes are screened by a senior
intern who then reviews them with
Hartfield before he chooses those
to be interviewed. Once selected,
each of the four to six interns works
a minimum of two four-hour shifts
per week so at least one intern is in
the office during all business hours.

A

About 80 percent of the interns stay
at least one semester.
A broad range of duties are
included. Interns help maintain client relationships through phone
or mail contact, audit client files,
call carriers for current client policy information, run quotes for prospective and current clients, promote the firm through community
outreach, social media, and newsletters, and help plan educational seminars and events. Computer skills are employed to maintain
and update the client database and
use it with mail merge to create client letters as well as creating and
updating client data worksheets.
Regular office work like answering
phones, making copies, and sending
faxes is also part of the job.
Interns who do well are invited to stay on and are then paid for
their work. Some stay until graduation. “These continuing interns
know what to do,” Hartfield said.
“They are highly motivated, they’re
intelligent, and there’s no learning
curve. They have a sense of ownership and are proactive in getting
things done. They show initiative.”
In general, Hartfield has been
impressed by his interns. “Some of
these interns are among the smartest and most highly motivated people we’ve met,” he said. “A few have
just stood out and been so good and
have learned so much. They’ve been
very helpful to our firm. They’ll do
fabulously in whatever they pursue.

They want to learn. They go above
and beyond.”
But despite their abilities and
their hard work for him, to date none
of Hartfield’s interns have chosen to
pursue careers in insurance. They
know all along they are not interested in becoming insurance agents.
“They are looking to expand their
knowledge in the financial industry
and want exposure to financial analysis,” he said. “Most want big jobs
with big corporations as financial
advisors. This is a really nice way of
introducing them to the non-glorious things and to help them learn
what not to do when they are in the
business world later.”
A BGA Sponsor
Since 2003, ValMark Securities, Inc.
of Akron, Ohio has offered internships to juniors and seniors attending the Business and Finance Schools
at the University of Akron. Candidates must submit formal applications indicating they meet the
scholastic and basic candidate criteria. The selection process typically
begins with a dinner hosted by ValMark at which the top accounting and
finance students are invited to learn
about careers in financial services.
“ValMark has a selection team led
by one of our life insurance marketing specialists who started with us as
an intern in the program,” explained
Melinda Meyer, ValMark Vice President. Because this staff member is
a University of Akron alumna, past
internship participant, and current
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“HAVING INTERNS frees our producers up to produce

and helps keep client services up to date,” said owner
Larry Hartfield.
full-time employee of the firm, her
participation has added great dimension to the quality of the program.
The selection team also includes
the Senior Vice President of Human
Resources, the Vice President of Marketing, and key stakeholders of the
departments where the interns will
work. The number of applicants ranges from three to 12 annually and the
internship lasts one year. During
that time, they rotate through various departments to learn about many
aspects of the business. The firm’s
goal is to have three to five interns
at any given time; there are currently
six interns at the firm. All 69 interns
accepted into the program to date
have completed it.
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“The ValMark Development Program is not where students go to perform tasks that no one else wants to
do, but where they go to jump into
the financial services fire,” noted
Meyer. “Under the direction of seasoned associates, the students have
real hands-on experience in each
area of concentration. For example,
if they are assigned to our life insurance marketing area, they learn the
inner workings of products, unique
features, carrier strengths, illustration production, and case design.
They participate in internal meetings, meetings with our insurance
company partners, conference calls,
and webinars. If they are assigned
to our new business area, they learn
soup to nuts of the new business
processing and underwriting processes with the goal of developing
into internal underwriters.”
The high quality of the students
in ValMark’s internship program is
demonstrated by the honors some
have achieved. “For example, two
of our interns have been recognized
by the Wall Street Journal with an
outstanding achievement award
in finance,” Meyer noted. “Another was one of ten students out of
90,000 applicants to be chosen as
a Leadership Fellow for 2014 given by the Coca Cola Foundation.
Shane LaBarge, whose Life Foundation scholarship award was presented during NAILBA 32’s Friday General Session, is one of our current
intern associates. These young people are truly remarkable.”
Interns are paid a competitive
hourly rate and move to exempt

salaried positions should they
become full-time employees. ValMark also supports advanced education including CFP, MBA, and JD
for interns who are hired as staff.
This allows them to continue their
education in their areas of interest
while working full-time in meaningful professional positions.
In addition to the many interns
ValMark has hired as permanent
employees, others are now working
at banks, wires, and CPA firms. Three
have completed law school. Significantly some are now working as
insurance or investment specialists
or advisors for ValMark producers,
including a few who after becoming
experts in their fields have shared
their expertise by serving as adjunct
professors at the business school at
the University of Akron.
Meyer said they can see how much
the internship experience benefits
new employees who join the firm.
“The difference between interns
who become full-time employees and
those who are hired from the outside
as employees is night and day,” she
said. “I have found that the intern
development associate has energy and a fresh perspective, is eager
to learn, inquisitive, and open to
change-thinking. That is not always
the case with a seasoned hire.”
Although entering the insurance industry through an internship
program may not improve the typical five to seven year longevity of
new college graduate hires, Meyer
said ValMark has very focused purposes for being involved with an
internship program. “Our philosophy
is to provide these young people
practical exposure to all aspects of
financial services including estate,
retirement and financial planning,
product expertise, case design,
underwriting, technology, compliance, law, and sales of life insurance, annuities, long term care, and

investment vehicles,” she said. “We
also focus on helping them in the
next phase of their education—
growing from a book learning college student to a sharpened professional so that they can go out into
the business world with confidence,
an understanding of financial services, strong communication skills,
and a better definition of where
they want to focus their careers.“
Among the benefits of having
an internship program, Meyer said
ValMark enjoys both building their
firm’s bench strength from the constant infusion of fresh thinking
and perspectives supplied by having smart, inquisitive young people on staff and helping the University of Akron develop its programs.
“For example, we are currently working with the university to enhance
its financial planning curriculum,
which has been certified by the CFP
Board, and to create a nationally recognized wealth management institute,” she said. “Together with other financial services firms we have
raised a significant amount of money that will be dedicated to the hiring of a full-time program director to
lead the CFP program at the university. This not only benefits the university and its students, but also the
professional future of the financial
services and insurance landscape. To
do so requires being purposeful and
dedicated. Having a strong relationship with the decision makers at the
university, written criteria for the
development program, specific student profile, measurable accountability, buy in from internal stakeholders, designated mentors, and social
and networking events and activities
are some of the key contributors to
the success of the program.”
A Carrier’s Program
Northwestern Mutual started its
internship program in 1967 and more

than 44,000 students have successfully completed it. This program has
been recognized for the past 18 years
as one of the top ten internship programs nationwide by Vault.com.
Students at many colleges and
universities are eligible to participate because the program is available
at the more than 350 Northwestern
Mutual offices across the U.S. After
expressing interest online, calling an
office directly, or attending a campus career or internship fair, “Each
prospective intern meets and interviews with representatives from the
office in which they are interested in
working to learn about the career and
determine if an internship is a good fit
based on their career goals and abilities,” explained Michael Van Grinsven, Director of Northwestern Mutual’s internship program. Of those who
apply, initial conversations are held
with one of 20 students and one of
six begins the interview process. He
said they anticipate accepting more
than 3,700 financial interns this year.
“Our mutual selection process
ensures that both the company and
the students are making decisions
to determine if they are the right fit
for the program,” Van Grinsven said.
“For example, during the selection
process, we give assignments to students to help them understand the
company and internship program as
well as their knowledge of the local
market through research to determine their viability. Essentially anyone can learn more about the opportunity, but they have to work at it.
The process is more than interviewing well or saying the right things.
We try and offer them an experience,
get them as close to the career as
they can without actually doing it.
“Our recruiting efforts are a
direct result of the growing need
for financial planning in the United
States,” noted Van Grinsven. “The
demand for financial planning has

never been higher.” Northwestern
Mutual’s 2014 Planning and Progress
Study found that two-thirds of Americans don’t have a long-term financial plan and 71 percent lack a financial advisor. At the same time, 70
percent of American adults feel the
economy will experience future crises and 52 percent say they need a
financial plan to help them weather
the ups-and-downs.
Full-time students can participate
in internships lasting one semester
or throughout their entire college
careers. “We treat our internships as
a year-round program that doesn’t
stop when participants head back to
school,” Van Grinsven noted. “The
majority of our interns are integrated into their teams for the full year.
This allows them to receive a greater depth of training and mentoring
while building experience beyond
the summer months. Our interns are
essentially full-fledged financial representatives who get an opportunity to build close relationships with
clients, analyze financial situations,
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“THE VALMARK DEVELOPMENT PROGRAM is not where

students go to perform tasks that no one else wants to
do, but where they go to jump into the financial services
fire,” noted Vice President Melinda Meyer.
make recommendations, and ultimately reap the same rewards as a
full-time financial representative—
all coinciding with classroom work.”
Students are given stipends
based on their training and development and commissions based on
results. They often earn between
$2,000 to $5,000 per semester
based on their level of activity and
success in selling.
“The program is designed to
strengthen what we call the ‘courage muscle’ by offering students a
real-world and unique experience,”
Van Grinsven said. “When they join
the program, interns partner with
full-time financial representatives to
receive hands-on training and mentoring as they learn about our pro-
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cess and about being a successful
entrepreneur. While we provide the
tools and hands-on training, students should view our internships as
a test environment that is not just
role-playing. This approach gives our
interns an in-depth look at the profession and a real sense of whether
the career is a right fit. And, if so,
it serves as a jump start to hit the
ground running post-graduation.”
Van Grinsven said they expect
about one-third of their interns
to pursue full-time careers with
Northwestern Mutual after graduation. Former interns are now many
of the company’s most successful
financial representatives and nearly half of its senior field management. The company sees the internship program as a cornerstone of its
recruiting efforts and a key driver
of its long track record of attracting exceptional talent. “We strongly view the program as incredibly
important for finding the best and
brightest early in their careers,”
he said. “Ninety-eight percent of
our interns found the program to
be instrumental or very helpful to
their future careers—whether in the
financial services industry, sales, or
other business endeavor.”
The important Millennial Generation is well-represented at Northwestern Mutual, comprising almost
one-third of its full-time financial representatives. “That number
is expected to climb as the appetite for financial guidance grows
among this financially precocious
generation,” Van Grinsven pointed

out. Northwestern Mutual believes a
financial advisor career is an attractive option for Millennials, many of
whom are current college students
exploring their future career paths.
Would Having Interns Benefit
Your Firm?
If your firm is located near a college
or university offering majors in business subjects, exploring the possibility of sponsoring an internship program could be worthwhile. Begin by
visiting the school online to see if
internships are a graduation requirement. If so, there should be information on what is necessary to become
a sponsor. If there is no internship
requirement, check the university’s
career resource center to see whether
they work with employers who wish
to offer internships. Once you contact the appropriate person, they
will help you set up a program and
will direct students to it.
Considering how small the percentage of interns who continue in
the life insurance industry is, your
motivation for having interns should
not be to find future staff members
or producers. A better goal is a desire
to help students learn about the
industry and its importance in the
financial world. Even if interns don’t
become producers or BGAs, they may
well become future clients.
Jean Feingold is a Gainesville,
FL-based freelance writer whose
company, Business Communicators,
celebrated its 20th anniversary in
2010. Her work has appeared in
trade magazines in the petroleum
marketing, trucking, construction, restaurant, interior design,
airport, manufacturing, and other
industries. She is author of the
book, “Creating a Farmers Market:
Starting from Nowhere.” She holds
an MBA in management from the
University of Florida and a BA in
psychology from New College.

how do you design
an accumulation strategy
for your clients?

talk with AXA

The life insurance industry is moving toward accumulation. And AXA can help you get started — with
the resources and expertise to design an accumulation strategy for your clients. We offer a broad
spectrum of products, sales concepts, training and education tools, even the support of our Advanced
Case Design team. It’s how AXA can help you help your clients take small, manageable steps toward
achieving their goals.
Visit AXA at the 2014 NAILBA Conference, Booth 607.
Or contact us at axa.com/nailba

Life products are issued by AXA Equitable Life Insurance Company (New York, NY) or MONY Life Insurance Company of America, an Arizona Stock Corporation with
main administrative office in Jersey City, NJ 07310 and co-distributed by affiliates AXA Network, LLC and its subsidiaries and AXA Distributors, LLC. Variable Life
Products are co-distributed by AXA Advisors, LLC and AXA Distributors, LLC 1290 Avenue of the Americas, New York, NY 10104. IU-97698 (9/14) (Exp. 9/16)

life happens

A Dream on Hold Becomes a Dream Realized
BY KARIM ABOUELNAGA
A Life Lessons Scholarship helped a student turn a life of struggle into a life of helping others who are struggling.
As for me, I was fortunate enough
to be awarded a Life Lessons Scholarship from Life Happens four years
ago. The scholarship helped make my
transition from my local college to
Cornell University. The money helped
cover transportation costs, books for
classes, and relieved my family of a
financial burden that they would not
have been able to bear. That was just
the beginning.

I

n 2007, I lost my father, Adel,
and my family lost its sole
breadwinner to terminal cancer.
Like a large number of Americans,
my father did not protect his life or
his income. The devastation from my
father’s death left my mother and
four brothers, who ranged in age
from 1– to 16–years old, in shock.
The family business was closed; we
sold our house to cover the overdue
mortgage payments and costs associated with the funeral. Instead of
taking the time to properly mourn
for him, we became grieving survivors without any financial security.
To support our family, my brothers and I took up jobs as candy sales
people. My aspirations of attending a
top college were far from a reality at
that point. With time, however, things
improved. After a few years of relying
on public assistance and government
aid, my mother found a steady job as
a paraprofessional with the New York
City Department of Education and my
brothers and I found steady work at a
local aquatic center. Every time I think
back to the situation we were put in, I
am reminded of how lucky we were to
overcome such unfavorable odds.

Continuing My Father’s Legacy
After brief remarks of gratitude I
delivered to a group of life insurance agents, I was given a platform through Life Happens to share
my family’s story of hardship with
thousands of life insurance agents
across the United States. Beyond
just allowing me to share the story,
the scholarship provided me with
an avenue for me to continue my
father’s legacy. I proudly told our
family’s story to inspire life insurance agents and ensure that our
reality did not have to be the reality
for so many other Americans.
Since receiving the scholarship
in 2010, I went on to graduate from
Cornell University with a 3.72 GPA
and a Bachelor of Science in Hotel
Administration. My graduation day
was special as it was the first time
anyone in my immediate family had
completed college. While an undergrad, I spent my summers interning
in financial services holding summer
analyst positions at Goldman Sachs
and at BlackRock. Though I immensely enjoyed working alongside some of
the brightest people in the country,
I found myself gravitating toward a
greater purpose.
During my sophomore year at Cornell, I galvanized a group of peers to
found a nonprofit organization called
Practice Makes Perfect. Its mission is
to eliminate the summer learning loss
for low-income students. In inner-city
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neighborhoods, children are susceptible to losses of academic achievement that range anywhere from 2.5
to 3.5 months of grade level equivalency when they are not engaged over
the summer. Since Practice Makes
Perfect’s founding in 2011, we have
directly impacted over 500 students
and indirectly impacted thousands
of others. Upon graduation, I turned
down my full-time offer at BlackRock
to run Practice Makes Perfect.
To date, Practice Makes Perfect has
raised over $1 million in support for

its work, been recognized by former
President Bill Clinton, and has been
featured in dozens of publications,
including The New York Times, Forbes,
The Atlantic, and USA Today for its
innovative model and real-world
impact. The confidence I had postgraduation to turn down full-time job
offers was in large part because of
the education I was afforded. To this
day, I am grateful to Life Happens and
the Life Lessons Scholarship Program,
which played a role in making my education possible.

FUND A DREAM, LIVE THE DREAM
CINDY GENTRY, CHAIR OF LIFE HAPPENS, PAST CHAIR OF NAILBA
NAILBA and the NAILBA Charitable Foundation should be proud of their
ongoing support of the Life Lessons Scholarship Program; this year, as
in years past, the Foundation contributed $30,000 in grant funding to
this scholarship program. Karim’s story shows the power of what these
scholarships can do. It’s interesting to note that the nonprofit Life
Happens has helped a student in need, who in turn formed his own
nonprofit to help other students in need. Powerful indeed.
I hope you watch Karim’s story at www.lifehappens.org/karim,
and encourage the agents you work with to watch and share this story
with their prospects and clients. It shows just how devastating the
effects can be of parents failing to plan with life insurance for the
“what ifs” in life.
I also encourage you and your agents to support the Life Lessons
Scholarship Program through tax-deductible donations:

100%

of the money the program
receives goes directly to
the students as scholarships.

Anyone who donates between now and the end of November will
be entered into Life Happens “Fund a Dream, Live the Dream”
contest to win a trip to NYC to meet LIAM spokesperson Boomer
Esiason and watch him break down all the Sunday football action
on TV—plus a whole lot more. You can check that out and donate at
www.lifehappens.org/dreams.
But whether it’s during the contest or after, I encourage you to
donate. Start helping the Karims of the world reach their goals.

Fund a Dream,
Live the Dream
Sweepstakes

A $25 donation will:
Help a struggling student pay for college

And you will be entered to win:
•
•
•
•

An all-expense-paid trip to NYC
A meeting with Boomer Esiason
NFL suite tickets
Autographed memorabilia

Enter at www.lifehappens.org/dreams
Sweepstakes ends 11:59 pm Central Time on November 30, 2014
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LTCI Partners

Tom Riekse, Jr., ChFC, CEBS

From left to right: Tom Riekse, Sr.,
Steve Cain, Scott Williams, Mark
Schau, Tom Long, Tom Riekse, Jr.

About the Agency
LTCI Partners was founded in 2001 as
the result of a merger of two BGAs
focused on LTC insurance. In 2006
our company became integrated with
National Financial Partners (NFP), a
nationwide insurance, benefits, and
advisory organization that provides
substantial accounting, business,
and compliance support. We currently employ 70 people. Our headquarters is in Lake Forest, Illinois but
we have an office in Madison, Wisconsin and about one-third of our
employees work remotely.
What makes your BGA unique?
We are unique in a few ways. First,
we have always adhered to the philosophy that LTC insurance is typically bought rather than sold. That
is, we work with many financial advisors where insurance is not their primary business but their clients come
to them for advice. Because of that,
we’ve focused on making the buying
(and hence selling) process easier for
the consumer. We do that by providing “virtual point of sale” support
and application fulfillment services.
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Our ideal client is a financial advisor
with a cadre of clients who are likely
candidates for LTC protection.
Based on our experience with
application fulfillment, we’ve branched
out into additional services. We have
a group team that helps benefit brokers conduct enrollments of LTC plans
through our call center. As more
employers are offering medically
underwritten benefits such as longterm care insurance through the worksite, we can be a fit. We also have a
salaried and licensed team that works
with affinity groups and referrals from
unlicensed advisors to work directly
with consumers on LTC insurance.
The ability to conduct LTC sales
and take applications over the
phone is critical to our business.
We’ve heavily invested in our CRM,
technology, and telephony capabilities to provide these services. The
fact that we record all calls gives a
level of comfort to advisors entrusting us with their clients.
Where do you see your agency
in 3 years? 5 years?
Currently, our product mix is focused
on standalone and linked LTC insurance. In three years I think an
increasing percentage of our sales
will come from higher benefit health
underwritten critical illness products as well. I believe in five years
carriers will have the ability to conduct straight through underwriting
with intelligent underwriting tools,
greatly diminishing the need for case
management and underwriting services. Carriers will follow the lead of
property and casualty companies and
sell direct online. However, there will
be opportunities for multi-carrier

insurance marketplaces and we want
to be a player in that business.
Although people are reluctant
to believe it, I think in the near
future videoconferencing will be as
ubiquitous as the internet is today.
It will be expected that you will be
on video feeds in high resolution,
which will bring back face-to-face
selling in a new way.
How does being a NAILBA
member benefit you and
your business?
Our company originally joined
NAILBA to seek out life BGAs that
were considering “outsourcing”
their standalone LTC insurance to
us, and we’ve been fortunate to
strike many mutually beneficial
business relationships through
NAILBA. What was unexpected was
the benefit of working with the
technology and marketing vendors
that NAILBA partners with and the
ability to meet businesses with
similar challenges.
How have you been involved
in NAILBA?
I’ve been involved with several
areas of NAILBA over the years. My
first entrée into NAILBA was on the
government affairs committee—
it is amazing the impact and influence NAILBA has on both state and
federal insurance policy. I’ve also
been involved with the professional
development committee. NAILBA
has some great thought leaders
involved who are really experts in
their field. I’m currently a member
of the board of directors and have
an inside view of the great management group at NAILBA. Most

The best idea?
Delivering underwriting decisions while you’re
talking with clients
Accelerating sale-to-issuance time is critical in today’s business environment.
Four StoneRiver carrier systems can help you with point of sale decisions:
•
•
•
•

Life Portraits® Illustrations system
LifeApply® electronic applications
LifeSuite® underwriting system
ID3® policy administration system

Four systems … four ways to improve life insurance processing.
Life & Annuity . Property & Casualty . Workers’ Compensation . Reinsurance

www.stoneriver.com
855-529-9615

© 2014 StoneRiver, Inc.
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“I’M VERY LUCKY to be in a business where it is easy
to be inspired... I see the example of people who truly
show their love for their families by planning for LTC.”

recently, I joined the Editorial Advisory Panel for Perspectives.
One misconception among both
carriers and distributors is that
NAILBA is exclusively for life insurance brokerage firms. Although that
is the core of NAILBA, the organization has been working hard to
broaden the types of independent
distribution to include products
such as LTC and disability.
What inspires you?
I’m very lucky to be in a business
where it is easy to be inspired.
First, I see the example of people

who truly show their love for their
families by planning for LTC. Not
surprisingly, these people tend to
be optimistic and trustworthy of
others since they are placing their
faith that an insurer will follow
through on their commitment at
some future time. People negative
about the future of the planet and
concerned about economic collapse tend to be not be as trusting
and don’t tend to plan as much. I
find that sad.
I’m also inspired by the immigrants that this country continues
to attract—leaving your country

More About Tom Riekse, Jr.
Although my father and grandfather were “insurance men,” I

didn’t want to be in insurance sales after college. In the early

behind to begin anew is something
all our families went through at
some point and it is a big sacrifice.
What are you the most
optimistic about the future of
our industry?
I’m optimistic because life and LTC
insurance are essential products
to human communities. I often
try and correct people when they
ask “but what if I never use it?” as
if their premium dollar is thrown
away if they don’t claim. Instead,
there should be more reminders of

Wife Diana (married 20 years)
and son Jack, 11.
Reading now:

Kellogg’s and Nike.

Scott Anderson

Around the time of my interviews, my grandmother was in a

nursing home and it was costing her a lot of money to pay for

Lawrence in Arabia by
CivilWarLand in Bad Decline
by George Saunders

care. My father, Tom Riekse, Sr., was familiar with insurance

Favorite movie:

It was his idea to begin a specialty organization devoted to

Scorsese does.

brokerage because he had supported them in a carrier role.

Pretty much anything Martin

LTC planning and LTC insurance and I was fortunate to go in

Hobbies:

on the ground floor with him. It’s been great working with him
throughout the years—he is my 2nd best friend after my wife
and my business mentor—a rare combination!

Boating and canoeing in Michigan
lakes and rivers during the

summer and fall, eating and

I was born in Michigan and raised in suburban Chicago. I

drinking in Chicago restaurants

MBA at University of Illinois, Chicago.

Favorite vacation spot:

graduated from Hope College in Holland, Michigan and got my

What is the best advice you
would offer to a BGA or carrier?
The best advice I would give to carriers or distributors is to be contrarian in how they approach their
business. If the majority says that
something won’t work, that might
be the road to explore and where
the opportunities lie. For example,
when our firm started taking applications on behalf of advisors with
no reduction in compensation, we
were told it was a bad idea—the
typical practice at that time was to
train “the field” on how to complete
an application. We realized that we
could pay for that service quickly in
terms of a higher placement ratio.

Family:

’90s I pursued an MBA with the desire to work in consumer
goods marketing and interviewed with companies like

how everyone’s premiums are helping others. If the industry can get
that sharing message across things
will be fine.

during the winter and spring.

Frankfort and Crystal Lake in
Northern Michigan, and the
Pacific Northwest

Michigan Shoreline
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Planting Seeds

Auction Time!
As we near the dates for the NAILBA Annual Meeting, the Foundation
offers both a Silent Auction and a Live Auction to raise grant funding.

Donate an item or make plans now to bid!
Visit nailbacharitablefoundation.org for more information.
About the NAILBA Charitable Foundation
The NAILBA Charitable Foundation is the philanthropic arm of NAILBA. Its mission is
two-fold – to encourage volunteerism among NAILBA members and to provide grant
funds to worthy charitable organizations that serve to enhance the quality of life for
those less fortunate, with a special emphasis on children. Since 2002, the Foundation has
been proud to provide over $1.7 million in grant funding to more than 120 organizations.
For more information about the NAILBA Charitable Foundation,
please contact us at 703.383.3081 or visit our website nailbacharitablefoundation.org.
NAILBA Charitable Foundation • 11325 Random Hills Road • Suite 110 • Fairfax, VA 22030

XXX

nailba’s agency successor networking group

The Bottom Line

A

Correction: In the previous issue
of Perspectives, in this column,
we incorrectly listed the panelists
for the State of the Industry Panel
at NAILBA 33. The correct list of
confirmed panelists as of press time
is: Garth Garlock, North American
Co., Jim Kerley, LIMRA, Melinda
Meyer, Valmark Insurance Agency,
Kent Sluyter, Prudential and Michael
Tessler, Brokerage Unlimited, Inc.

Have you been identified as the
next sitting principal of your agency?
The ASNG Planning Team works
diligently to reach out to others in
the industry who have transition
experience and are willing to share
what they learned in the process.
Contact Rachel Marineau, CMP,
NAILBA’s Manager of Meetings
and Education, at 703.383.3069
or rmarineau@nailba.org for
more information on the Agency
Successor Networking Group.

s the owner of an agency,
the day-to-day details of
managing a business fall
on your shoulders. This includes the
overall well-being and morale of
your employees, ensuring your staff
have the appropriate resources and
training available to them, maintenance and up-keep of your building
or offices, salaries and compensation, to name just a few. Then there
are the finances. Keeping the books
is a completely different process
from managing insurance and financial plans.
This November at NAILBA 33,
the ASNG (Agency Successor Networking Group) will be holding its
own session for members of the
group to delve deeper into certain
specifics pertaining to business
finance. Estimating the amount of
business you can reasonably expect
the agency to pull in from both
existing and new contracts can be
tricky. How do you ensure your own
agency’s needs are covered and how
do you make such projections safely? Understanding your company’s
cash flow is a vital skill.
In March of this year, the group
got several good pointers on profit and loss statements. Knowing the
intricacies of these reports combined with other financial statements will help you develop a solid budget. In Hollywood, Florida
during NAILBA 33, members of the
ASNG will hear from a speaker who
will work with them to hone these
skills and more. Active participants
of the ASNG are invited and strongly encouraged to take part in this
meeting. It’s the main opportunity the group has on an annual basis
to come together face-to-face and
interact in person.
Many participants are also in
need of going through the valuation process for their business. Such
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information is valuable and should
be incorporated into the succession
plan. Talk with your peers about the
process they have used to have their
business valuated. Having a firm
handle on such details is an important step as a few peers mentioned
during the group’s August and September teleconferences. There are
many aspects to consider when
drafting your transition plan, but
the most important detail is that
one exists and is in writing!
On Friday, November 21, the
ASNG will be getting together for
a session at NAILBA’s Annual Meeting to learn more about a few areas
within business finance and to fine
tune their abilities on matters related to budgeting, cash flow, and other intricacies related to accounting
such as commissions and first year
versus renewal compensation—as
time allows.

Members of the ASNG are asked
to mark their calendars and watch
for more details on the ASNG events
taking place during NAILBA 33 this
November. Collaborating during the
ASNG session on Friday afternoon is
a wonderful way to catch up with
other members of the group and
welcome those who have recently joined prior to the Annual Meeting. We hope everyone will be able
to make it to Hollywood, Florida for this momentous event. This
year promises to be better than ever
with a freshly revised schedule for
NAILBA 33 and outstanding General Session speaker Seth Godin. For
those unable to make the meeting in November, make sure to mark
your calendars for the next few
months’ worth of ASNG teleconferences which take place on the first
Wednesday of each month.

agency resources

Underwriting Gems:
Total Bilirubin and RDW

HANK GEORGE, FALU, CLU, FLMI

I

n recent years, we have learned
a great deal about the insurability implications of two common
tests: total bilirubin and a component of the CBC called the red blood
cell distribution index (RDW).
While these implications are
clearly substantial, they may not yet
be addressed in most underwriting
manuals. They will be…and in the
meantime, here is why this should be
a priority for insurers and reinsurers.

Total Bilirubin (TB)
You will find TB reported on every
clinical and insurance blood profile,
along with the usual liver-related
enzymes, (AST, ALT, etc.). Bilirubin is a byproduct of the breakdown
of old red blood cells, made water
soluble in the liver in order to be
excreted from the body.
TB consists of two fractions:
indirect (unconjugated) and direct
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(conjugated). This distinction is
rarely important in underwriting.
Typically, the “normal” range for
TB is 0.3 to 1.2 mg/dL. Most elevations we see are in the 1.3 to 2.5
range and nearly all are accounted
for by Gilbert syndrome (GS). We
used to describe GS as “harmless.”
Given what we now know, one might
be disposed to view this inherited
condition as desirable. Most of the
5-10% of individuals with the gene
mutation causing Gilbert syndrome
have high normal readings except
in certain contexts such as fasting,
dehydration, higher levels of physical exertion, and so on. In these
settings, their TB will increase as
much as three-fold.
Bilirubin is an antioxidant. This
means it plays a role in preventing cellular damage wrought by free
radicals. As a rule of thumb, the
greater one’s antioxidant inventory,
the lower the risk of many chronic
disorders including coronary disease
and cancer. A study on liver tests in
the Journal of Insurance Medicine
showed that there was no increased
mortality due to isolated elevations
of total bilirubin in the range associated with Gilbert syndrome. By
isolated, we mean that all other liver-related tests are normal (as is
almost always true in GS cases).
Recent research shows that individuals with the GS gene mutation
have less likelihood of certain major
diseases. As this evidence continues to accumulate, the time may
come when applicants with Gilbert
syndrome warrant an underwriting
credit to balance against debits for
unfavorable CAD risk factors.

The Dark Side of Total Bilirubin
Historically, we have paid little
attention when lab test results are
within the so-called “normal” (a
better word is “reference”) range.
This is changing as more studies are done; for example, an excellent series of papers by Clinical Reference Laboratory (CRL) published
in several industry journals. As fate
(and free radicals!) would have it,
low normal and below normal TB are
potent markers for heightened risks
of coronary disease, stroke, heart
failure, diabetes, peripheral arterial
disease, COPD, lung cancer, and kidney failure.
Quite an imposing list to say the least!
In a study where over 17,000
American men free of liver disease
were followed for 11 years, the relative mortality risk when TB was
elevated was barely half of that
found at low normal/below normal
levels. Similar findings were reported in 10,503 healthy Belgian subjects whose mortality was tracked
for a decade.
As new investigations into the
implications of bilirubin and non-liver disease continue to accumulate, it
will be incumbent upon us to change
our underwriting guidelines accordingly. This will likely result in debits when TB is 0.4 or lower and perhaps credits for readings in the range
associated with Gilbert syndrome.
RDW
The complete blood count encompasses white blood cells, red blood
cells, and platelets. The red blood
cell component includes four indices: MCV, MCH, MCHC, and RDW.
The fourth index—red blood cell
distribution width (RDW)—makes

a modest contribution in clinical
diagnosis, chiefly to assist in distinguishing between causes of anemia. Hence, RDW is largely ignored
by physicians. RDW is expressed as a
percentage with differing reference
ranges between laboratories. Based
on one widely used analytical method, normal RDW ranges between
12.09% and 15.19%. As a rule, readings of 15% or higher are considered
abnormally elevated.
In the last few years, powerful associations have been revealed
between high RDW and factors
accounting for ill health such as heavy
smoking, nutritional deficiencies,
abnormal iron metabolism, alcohol
dependence, and excess free radicals.

One could list over 50 published
investigations revealing a highly significant relationship between high
RDW and a wide range of chronic diseases. After evaluating 15,652
healthy community dwelling persons,
American researchers discovered that
the incidence of cardiovascular disease was over twice as high if RDW
readings were in the top 20%.
RDW is a robust marker for mortality after elective interventions
for coronary disease (angioplasty
and bypass grafts), atrial fibrillation, and diabetes. It is also predictive of serious consequences in liver, lung, and GI disease, and linked
to increased risks of major depression, physical frailty, and dementia.

In terms of all-cause mortality, those with RDW in the top 20%
of readings consistently have over
twice the risk of death as individuals with readings in the lowest 60%.
And this is after adjusting for other
risk considerations that might otherwise be redundant to RDW’s impact.
The delay between blood specimen collection and laboratory analysis in our industry prevents us from
using RDW as a screening test.
On the other hand, RDW is on
every APS if the applicant has had
at least one CBC…and the CBC is
the most widely done test in clinical medicine. There is no significant overlap between RDW, liver enzymes, and the cardiac marker

NT-proBNP; thus, we can use them
together in assessing insurability.
If you want to know all the gory
details about RDW and underwriting, you can read my paper posted at: http://insureintell.com/
content/rdw-mortality-and-morbidity-implications.
Bottom line: RDW has emerged
as a major mortality and morbidity
risk marker and guidelines for making
appropriate use of this test need to be
in every medical underwriting manual.
Hank George can be reached for
comments and feedback at hank@
hankgeorgeinc.com or via the web
at www.hankgeorgeinc.com.
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SO MANY
CHOICES,
SO MUCH
CONFUSION
BY RONALD R. HAGELMAN, JR., CLTC, CSA, LTCP AND BARRY J. FISHER, LTCP
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The expanding universe of
alternatives for leveraging chronic
illness (long-term care) risk is
creating considerable confusion,
marketing hyperbole, and attempts
at stress avoidance in a quest for
easy answers. In order to achieve
clarity, two important historical notes
need to be made.

T

wo sections of the Internal Revenue Code (IRC) were grafted to
create the growing branches of this new and vigorous tree we call
hybrid and linked (combo) long-term care planning solutions. The
Health Insurance Portability and Accountability Act (“HIPAA”–1976) created
two ways to provide tax-free dollars for chronic illness. Tax–qualified longterm care health insurance was created and defined under IRC §7702(b).
HIPAA also referenced IRC §101(g) and expanded allowable definitions for
terminal illness accelerated death benefit life insurance riders to include
critical illness, disability, nursing home illness, and chronic illness,
providing yet another source of tax-free dollars to pay for long-term care.
A third graft was made in 2010 by the Pension Protection Act (PPA) that
changed the basic structural dynamics of dual-purpose combo products.
Simply stated, the internal cost for the long-term care rider is now tax-free.
PPA also expanded the use of 1035 Exchanges in long-term care planning.
These new options have begun to transform the LTCi marketplace
and to readjust our thinking about indemnifying this risk. Life insurance
companies without chronic illness options on their products, who are
concerned about increased 1035 Exchange exposure on their existing blocks
of premium, have created sales momentum for combo products. Analysis of
recent LIMRA statistics by the Society of Actuaries indicates that hybrid
and linked products are the fastest-growing segment of life and long-term
care insurance.
Before reviewing the differences in combo products, it would be prudent
to visualize what our product and sales future may look like. The recently
published Society of Actuaries “Land this Plane” Survey of industry thought
leaders (in which we participated) gives us a view of possible new options.
■ The most significant product enhancement is the introduction of
high-deductible plans providing catastrophic cover for claims such as
Alzheimer’s and Parkinson’s.
■ There was substantial support for the creation of a separate tax-advantaged LTC Account, allowing tax-deferred earnings, thus encouraging
individuals to save for their own long-term care.
■ In recognition that most claims are of short duration, a majority of experts advocate short-term care product options.
■ There was majority support for adding a long-term care benefit to Medicare.
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SO MANY CHOICES, SO MUCH CONFUSION

ANALYSIS OF RECENT LIMRA statistics

by the Society of Actuaries indicates that hybrid and
linked products are the fastest-growing segment of life
and long-term care insurance.
This suggestion was tied to creating some form of Social Insurance
option for the middle class.
■ There is support for a “Term-LTCi”
product with a tax-deferred side
fund. This would create a new
“universal life-style” long-term
care insurance product.
■ There was also majority support for
developing mutual insurance strategies. This is a private risk-sharing
strategy that would provide for
level non-cancellable premiums.
The most important conclusions
from the Land This Plane Survey were
as follows:

■

■

■

■

■

■

The high cost of caring for the
Boomer generation is upon us
and must be addressed.
Private insurance must be part of
the solution
The public and private sector
should focus on their strengths to
solve the LTC financing conundrum.
Some form of mandatory “social
insurance” offer for the middle
class may be inevitable to guarantee participation and limited
underwriting.
The risk problem needs to be attacked from the top and the bottom: catastrophic top-cover is
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more important than basic fundamental coverage.
The proliferation of combo products has created opportunity and
confusion in our agencies. Independent life brokerage agencies
need to recognize they are in the
long-term care planning business,
whether they like it or not. Onethird of all life policies have some
sort of chronic illness rider. Therefore, understanding traditional and
the new long-term care insurance
options in your product portfolio is
in order.
Getting a handle on definitions
is a good place to start. The terms
combo, hybrid, and linked are tossed
around with reckless abandon. Combo is a good general term but lacks
specificity. We use the term hybrid
to refer to life insurance products
with accelerated death benefit riders (ADBRs). Linked policies have an
ADBR and an extension of benefit
rider (EOBR).
Hybrid and linked LTCi planning
solutions are designed to provide
liquidity when the insured suffers a
chronic illness, however, they often
comply with different sections of the
Internal Revenue Code, are subject to
different regulations, and have subtle
but significant design differences.
Hybrid life insurance products are
generally filed using IRC §101(g) and
are also subject to NAIC Model Regulation 620 and the Interstate Insurance Compact (“IIPRC”). The latter
two regulations clarify IRC §101(g)
and differ in significant ways from
traditional and linked long-term care

insurance products that fall under
IRC §7702(b). For instance:
■ §101(g) assumes the insured is
going to die, therefore a terminal
illness trigger is always present;
■ In order for accelerated life insurance benefits to be tax-free
under §101(g), an ADBR must be
attached to a policy that is guaranteed renewable for life;
■ §101(g) plans do not require a
plan of care;
■ §101(g) does not require an offer
of inflation protection, an outline
of coverage or, with a few exceptions, agent continuing education.
In order to clarify the Internal
Revenue Code on accelerated death
benefit riders, the NAIC issued Model Regulation 620; and the Interstate Insurance Product Regulation
Compact (IIPRC) has also issued
guidelines. The latter is more significant because it clearly lists chronic illness as a qualification for benefits, and allows insurers to get
products approved in 43 states in a
relatively short period of time.
IIPRC guidelines stipulate that
policies:
■ Must meet the requirements under §101(g);
■ Explicitly lists chronic illness as
a benefit trigger
• However, the rider cannot be
marketed as long-term care
insurance unless the policy provides an extension of benefits
rider (EOBR);
■ Chronic illness is expected to be
permanent, so by implication, it
meets the 90-day requirement
under §7702(b)(c)(2);
■ Expense reimbursement is not
allowed;
■ Lump sum benefits must be offered.
Is there a cost for accelerated death benefit riders? While
there may not be an explicit premium for the ADBR, at time of claim,
the amount accelerated (usual-

Darling, did you hear
that Apps -Portamedic, the
leader in electronic exams, is
taking smart paramed to the
next level with tablets?

appslive.com

One Jericho Plaza, Jericho, NY 11753
516.822.6230

SO MANY CHOICES, SO MUCH CONFUSION

ONE MISCONCEPTION is that hybrid

alternatives are more affordable than traditional
long-term care insurance.
ly a lump sum) will be discounted based on the insured’s anticipated life expectancy at that time.
This method is referred to as a “discounted death benefit” approach
and will always fall under §101(g).
An acceptable but rare method of
paying for the ADBR is referred to
as a “lien” against either the cash
value or death benefit of the policy.
This approach includes interest and
administrative charges. This method
is exclusive to §101(g) accelerated
death benefit riders.
Finally, some companies charge
an additional premium for the accelerated benefit, but at time of claim,
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the policyholder will receive a
defined monthly benefit such as 1%,
2%, or 3% of the death benefit or
a certain dollar amount per month.
This type of policy can fall under
either §101(g) or §7702(b).
Linked life/long-term care insurance policies that fall under §7702(b)
are generally single premium universal or whole life insurance with
an ADBR for chronic illness and an
extension of benefit rider for claims
that go beyond 24, 36, or 48 months.
These products are primarily marketed to clients age 60–75 with a very
specific profile.
Do Linked and Hybrid Products
Spell the End of Traditional LTCi?
While they are an important and
growing segment of the chronic illness insurance spectrum, distributors and agents need to be circumspect. One misconception is that
hybrid alternatives are more affordable than traditional long-term care
insurance. On closer inspection, however, traditional LTCi provides the
most premium-to-benefit leverage
for a long-term care claim. Therefore, determining which product is
suitable for each consumer is critical. General rules of thumb include:
■ Hybrids are for people who need
life insurance and/or who want to
make sure someone will receive a
benefit if they never use the policy for long-term care expenses.
■ One concern with hybrid life insurance products is: if the policy
is sold for a death benefit need
and then gets accelerated for
chronic illness, the beneficiaries

will get a smaller death benefit
than they expected. The counterpoint is that it’s merely a
trade-off of dollars. Does it make
a difference if the death benefit
is accelerated to pay for chronic
illness costs? Maybe the ADBR
will lead to enhanced quality of
life for the insured and their family while the former is alive. The
death benefit is received one way
or the other and provides more
options to the policyholder.
■ Linked products are for those
who want to self-insure the risk
but see the value of some insurance leverage.
Finally, while benefits from all
policies providing chronic illness
benefits are received tax-free, the
premiums for combo policies are not
deductible as accident and health
insurance like traditional LTCi. Tax
deductibility of LTCi premiums is a
significant benefit for many business
owners and should not be overlooked.
Planning for chronic illness has
never been more important and
we’ve never had more options. Long
term care is the risk that will not
go away and the best solutions will
always remain insurance. Agents and
advisors involved in the planning
conversation must remain knowledgeable and prepared to respond
with all of the choices at hand.
R onald R .
Hagelman,
Jr., CLTC, CSA,
LTC P, and
Barry J. Fisher, LTCP, are President
and Vice-President respectively of
Broadtower Insurance Solutions,
Inc. the nation’s largest marketing organization dedicated to longterm care planning and insurance.
They can be reached at rhagelman
@broadtowerinsurance.com and
bfisher@broadtowerinsurance.com.
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reading ahead

Innovative Solutions
to Common Issues

What have you recently read that
inspired you to look differently at the
way you’re doing business? NAILBA
welcomes your recommendations
for books or blogs that you find
helpful in shaping the way you
do business. Contact Rachel
Marineau, CMP, NAILBA’s Manager
of Meetings and Education, at
703.383.3069 or rmarineau@nailba.org
and share your reading list.

Selling the Invisible
Harry Beckwith
When a consumer purchases a service
from you or your company, they are
paying for your promise to deliver
something in the future. This is especially true in the world of finance and
insurance. In the insurance industry,
a client buys an insurance policy but
will probably never see the benefits
of that policy until he or she has to
file a claim. How do you sell something that has no immediate benefit
to the client? How do you sell something that can’t be immediately seen
or experienced?
In his book Selling the Invisible, author Harry Beckwith focuses
almost entirely on the marketing and
sales of services which are, paradoxically, both "invisible" and experiential. He discusses a few well-illustrated ideas with are worth following.
■ Sell your relationship (and your
understanding of the other person's needs), not just your expertise in isolation.
■ Your boss or client has three
choices and you are generally the
last: to do nothing, to do it themselves, or to use you. Focus on being the first choice every time.
■ What is your promise or value
proposition? Are you just showing up, or does every day offer
a chance for you to show your
value in a specific way?
Regardless of how long you’ve
been in the business of sales, Beckwith shares some fantastic advice
on how to sell the invisible, the
intangible, and offers information
on value propositions that revolve
around knowledge and insight.
Selling the Invisible isn’t as
much about "selling" as it is about
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establishing and nourishing relationships, not only with clients
and prospective clients but with
almost everyone else within a given marketplace. Everything he suggests combines common sense with
a sensitivity to others' needs and
interests. Truly, almost everyone in
any organization must constantly
be "selling" various services to others within and beyond that organization. First, they must establish
credibility, then trust, and finally
obtain agreement. Almost all relationships succeed or fail because of
what cannot be grasped with our
hands but felt with our hearts.
The Tipping Point: How Little
Things Can Make a Big Difference
Malcolm Gladwell
Malcolm Gladwell writes a fascinating study of human behavior
patterns, and shows us where the
smallest things can trigger an epidemic of change in The Tipping Point.
Though loaded with statistics, the
numbers are presented in a way that
makes the book read like an exciting novel. Gladwell, a staff writer
for New Yorker Magazine, also gives
several examples in history, where
one small change in behavior cre-

ated a bigger change on a national
level. He also provides insight into
the type of person or group that it
takes to make that change.
The author’s first example of
change initiated by a group is the
resurrection of the popularity of
Hush Puppies, which had long been
out of fashion. A group of teenage boys in the East Village of New
York found them cool to wear. This
“word-of-mouth” advertising, which
started with these trend-setters,
set off a sweeping fashion change
and soon boys all over America had
to have the "cool" shoes.
Gladwell identifies three different personalities it takes to trigger
the change: Connectors, Mavens
and Salespeople. The Connectors
are those who possess the ability to spark a friendship with little effort, they have an incredible energy and are those with an
absolutely magnetic personality.
Mavens can be described as those
who want to help, for truly no other reason than wanting to help.
But amazingly enough, this desire
to help draws people in and grabs
their attention. Finally there are
the Salesmen who have the skills
to persuade. Their natural charisma
and charm makes them irresistible
and difficult to say no to.
There are several other phenomena that Gladwell examines, showing the small things that spark a
change. If there are changes you’re
eager to make, this book will give
you an insight into the methods
that work, and those that will fail.

THE ADVANTAGE IS THE RELATIONSHIP

FEEL LIKE AN OUTSIDER?
You’ve grown your agency by innovating and putting your own “spin” on
distributing life products, and you compete with other BGAs that have their
own “spin” on things. Despite being a highly entrepreneurial business
owner, it’s a constant challenge for you and your staff to differentiate with your
customers on a daily basis.
Does it bother you that agents have left your organization for other BGAs?
Do you often wonder: “What are other BGAs doing to grow?”
What if your firm had access to live in-person “Idea Labs” to share sales
concepts with your peers up to 10 times a year, and you didn’t have to pay for
the cost of travel?
What if you were only a phone call away from a team of professionals that
actually listens and cares about what you are doing to grow your agency?
What if that same team could help you fix an underwriting offer, optimize an

illustration, provide you with real sales ideas, prioritize your case with the carrier
or simply answer questions promptly?
What if there was an organization that you could join without giving up your
independence that would gain you access to all of these things?
And what if they did all of these things without charging you anything extra?
Advantage Insurance Network (AIN) is a National Marketing Organization that
provides their Member Firms with perspective, strategy and transparency by
leveraging their Member Services Team with thirteen (13) fulltime staff so that
you can grow your business confidently.
Stop feeling like an outsider. Jump into a much bigger pool.

CONTACT MARTIN HAILE: 800-350-2019
martin @ advantageinsurance.com
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Build a Better
Solution

With the Choice Series
from Protective Life

Affordable protection options with the flexibility to meet multiple needs

See what you can build for clients at www.myprotective.com/Build
www.protective.com
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With 10,000 baby boomers turning 65 every day, and healthcare and long term care costs on the rise,
seniors are looking for ways to fund these vital needs. Based on an analysis of individuals who sold their life
insurance policies to Coventry First in 2013, 77% used the proceeds to pay for medical or healthcare costs,
long term care services or to increase retirement income. Life settlements are changing the way people view
life insurance. And the potential is nothing short of enormous.

coventry.com

877-836-8300

©2014 Coventry First LLC. All rights reserved.

GIVE YOUR CLIENTS
THE OPPORTUNITY
TO CHOOSE.

EASE.

Quotes Done Right (QDR) is a web-based, one of its kind, term life insurance
lead generator and consumer quoting tool and it’s broker-powered. Agencies can
invite an already appointed Banner broker to setup a profile for a personalized
version of QDR that will include his/her contact information on every page.

SPARK.

It’s your time to shine. Your personal QDR website address can be shared in
advertisements, email messages, community newsletters or on social media
networks. Use it to make connections with an affinity group or association.

SWAGGER.

QDR was created with the customer in mind. Life insurance doesn’t have to be
complicated, or boring. It’s perfect for Gen X and Gen Y - but early tests conclude
people of all ages like it

SOUL.

We’re investing in opportunities to grow the life insurance industry. No one else
has anything like it. Engage potential customers, interact with the applicant, drop
an AppAssist ticket and increase your business. It’s that simple.

=

LEARN MORE ABOUT QUOTES DONE
RIGHT AT LGAMERICA.COM/QDR AND
TALK TO US AT NAILBA BOOTH #305.
Scan this QR
code to see our
QDR video.
Download the Tag app
at http://gettag.mobi.

Legal & General America life insurance products are
underwritten and issued by Banner Life Insurance Company,
Urbana, MD and William Penn Life Insurance Company of New
York, Garden City, NY. Banner products are distributed in 49
states and in DC. Banner does not solicit business in NY. 14-328

EVERY DAY MATTERS.®
BANNER. WILLIAM PENN.

SOLUTIONS
THAT STAND
OUT FROM
THE CROWD
See how we can help you grow your business. The Principal offers market-based
solutions to serve a variety of needs in the individual, business and nonqualified deferred
compensation markets. Match that with our competitive underwriting programs and
diverse product portfolio, our people have the expertise to collaborate with you to achieve
your goals. Experience The Principal difference today!

WE’LL GIVE YOU AN EDGE®

©2014 Principal Financial Services, Inc. Insurance products from the Principal Financial Group® are issued by Principal National Life Insurance Co. (except in NY) and Principal Life Insurance Co. Securities
offered through Princor Financial Services Corp. 800-247-1737, Member SIPC. Principal National, Principal Life, Princor,® and Principal Financial Services are members of the Principal Financial Group®,
Des Moines IA 50393. AD2704-01 | t14070202wk

Conquer the competition with OMEGA BUILDER IUL
• Includes the Income Protection Agreement 1,
which may decrease cost of insurance
charges up to 50%2

• Policy distributions may be enhanced
up to 30%2

LOOK LIKE AN IUL HERO

To learn how, call your Life Sales Support Team at
1-888-413-7860, option 1.
1

Agreements may not be available in all states and may exist under a different name in various states. The Income Protection Agreement (IPA) is an optional agreement in the state of Nebraska. The IPA provides for an irrevocable settlement for all or a
portion of the policy death proceeds. Changes to this election will not be allowed while the policy is in force and the insured is alive. The beneficiary of the policy will not be able to change the manner in which the death proceeds are paid out upon the
death of the insured. The IPA installment payment could be payable for a period up to 30 years. The installment payment and the interest rate used to calculate that payment will be shown in the policy illustration that you provide to clients either prior
to or upon receipt of the policy. The Settlement Option Guaranteed Interest Rate used in the calculation of the installment payment is set at the time of policy issue and is shown on the policy data pages.

2

55/male/stnd/opt A DB with a 10-pay premium of $20,000 at 7.5% illustrated rate (6.5% VLR) with max income age 65-100. The Company may reduce the cost of insurance charges in the policy which may result in higher accumulation values.

Omega Builder Indexed Universal Life is not available in the state of New York, Utah or Indiana.
The Indexed Universal Life Series is designed fi rst and foremost to provide life insurance protection. While the interest crediting options are attractive for cash accumulation, the product should always be promoted to fi rst meet the death
benefi t needs of families and businesses with cash accumulation as a secondary benefi t.
Life insurance products contain fees, such as mortality and expense charges, and may contain restrictions, such as surrender charges. One could lose money in this product. Policy loans and withdrawals may create an adverse tax result in
the event of a lapse or policy surrender, and will reduce both the cash value and death benefi t. Guarantees are based on the claims-paying ability of the issuing insurance company. Please keep in mind that the primary reason to purchase a
life insurance product is the death benefi t.
Securian Financial Group, Inc.
www.securian.com
Insurance products are issued by Minnesota Life Insurance Company in all states except New York. In New York, products are issued by Securian Life Insurance Company, a New York
authorized insurer. Both companies are headquartered in Saint Paul, MN. Product availability and features may vary by state. Each insurer is solely responsible for the financial obligations
under the policies or contracts it issues.
400 Robert Street North, St. Paul, MN 55101-2098 • 1-800-820-4205
©2014 Securian Financial Group, Inc. All rights reserved.
F78045-47 9-2014 DOFU 9-2014
A04679-0914

For financial professional use only. Not for use with the public. This material may not be reproduced in any form where it would be accessible to the general public.

Liberty Life Assurance Company of Boston

How did WE make life easier in 2014?
We asked ourselves that question with YOU in mind.
Our answer?
• A broader, simplified product portfolio with 10-minute approval
decisions
• Industry-leading customer service makes us even easier to do
business with
• A new online resource that provides quick, easy access to everything
you need

Come tell us what made your
life easy at booth #217!

www.BuildwithLibertyLife.com
Liberty Life Assurance Company of Boston
Home office: Boston, Mass. Service center: Dover, N.H.
©2014 Liberty Mutual Insurance
IND 2014524 9/14

If you’re not protecting your emails, then that’s exactly what
you’re doing but worst, it’s your client’s information!
Come visit us at NAILBA 33, Booth 513

Compliant Email Service
www.paperclip.com

Email Encryption
Proof of Delivery
Proof of Readability
Disinterested Third Party Audit
No Login or Passwords Required
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Affordable protection options with the flexibility to meet multiple needs
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WHOLE LIFE JUST GOT A WHOLE
LOT EASIER TO EXPLAIN.
EDUCATIONAL, INTERACTIVE AND NOW
AVAILABLE AS AN IPAD APP.
Now when you’re educating clients about the benefits and
potential of whole life, they’ll really see it. The MetLife
Whole Life Up CloseSM app:
• Easily shows how policy cash values grow and can be
used to meet client financial needs.
• Brings numerical concepts to life and helps start the
conversation with clients.
• Provided by an industry leader who offers a full suite of
life insurance products, including the MetLife Promise
Whole Life series.
Whole Life Up Close is yet another relationship-building,
business-growing innovation that’s developed from the
MetLife perspective.
Download it now to your iPad or iPad mini at
metlife.com/promisewholelife.
For Producer Use Only. Not for Use With the General Public.
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Helping your business take flight
Symetra works harder to help you fly farther. For more than half a century,
Symetra has been helping individuals and businesses reach their financial goals
through retirement, benefits and life insurance solutions.

Symetra is proudly committed to
the guaranteed universal life market
and our BGA partners.

www.symetra.com
Life Insurance is issued by Symetra Life Insurance Company,
777 108th Avenue NE, Suite 1200, Bellevue, WA 98004-5135.
Products are not available in all U.S. states or any U.S. territory.
Symetra® is a registered service mark of Symetra Life Insurance Company.

