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Panelists Debate the Pros and Cons of  
Industry M&A and Comparative Raters 

IIAC Panel Discussed Emerging Issues 

PLANTSVILLE, CONN. — The fren-
zied pace of merger and acquisition 
activity on both the carrier and agency 
sides and the pros, cons and unintend-
ed consequences of comparative rating 
systems were among the topics discussed 
during an executive panel at the mid-
year convention of the Independent  
Insurance Agents of Connecticut (IIAC).

Jared Carillo, chairman of the IIAC, 
who served as moderator, asked panel-

ists how the large number of mergers 
and acquisitions (M&A) at both the 
agency and company levels have affect-
ed their strategies for business delivery. 
Panelists Greg Toczydlowski, executive 
vice president, president of business in-
surance for Travelers, and Mary Boyd, 
president of Plymouth Rock and CEO 
of its independent agency group, have 
been closely monitoring the insur-
ance industry’s consolidation efforts. 
On the agency side, M&A has largely 

How Life Insurance Can Be a 
Viable Add-On for P-C Agencies

BOSTON — Now might be an oppor-
tune time for property-casualty (P-C) 
agents to consider adding life insurance 
solutions to their portfolio offerings, 
according to Gerry Kreuz, brokerage 
manager at Needham, Mass.-based life 
insurance wholesaler First American  
Insurance Underwriters (FAIU). 

In his presentation at the Massachusetts 
Association of Insurance Agents annual 
conference in Boston, Kreuz explained 
that making such a move could offer the 
tandem benefits of strengthening exist-
ing client relationships and the agency’s 
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bottom line. He summed up this oppor-
tunity succinctly: “There is life out there 
— why aren’t you benefitting from it?” 

Comparing today’s P-C and life insur-
ance markets, Kreuz cited a number of 
issues to support his case, among them 
challenges currently facing P-C agen-
cies. He noted that prices are getting 
increasingly tight in the highly competi-
tive P-C environment, coupled with the 
uncertainties associated with technolo-
gy disruptions and the rising incidents 
of natural disasters. “You don’t know 
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been driven by perpetuation challenges. 
Toczydlowski said carriers want to sup-
port their distribution partners, and he 
is curious about what the industry will 
look like when it is time for the “tran-
sient capital” from private equity (PE) 
firms to exit the scene. However, he 
noted that among the many positive 
aspects PE capital has ushered into the 
industry is a great sophistication of lead 
generation, marketing and leadership 
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when the next big storm is going to hit 
and what impact it will have on you,  
either this year or next,” Kreuz said.

Conversely, a P-C agency’s decision to 
include life insurance could be beneficial 
due to having fewer competitors in this 
arena as well as the greater availability of 
prospective customers. The number of 
life insurance agents is steadily declin-
ing, with just 285,000 agents nationally 
at present, according to Kreuz. At the 
same time, more than half of the U.S. 
population is uninsured or underin-
sured for life insurance, with only 44% 
of U.S. households having individual 
life insurance.  

Potential competition from asset man-
agement professionals might not pose 
as great a threat as some P-C agencies 
may fear when it comes to market-
ing life insurance, according to Kreuz. 
He suggested that many of those indi-
viduals are more apt to promote other 
products simply because the life insur-
ance process “can seem rather foreign” 
to them. Some would have less knowl-
edge and experience with providing life 
insurance solutions and be further hin-
dered by a natural reluctance to broach 
the kind of personal, sensitive questions 
this requires with their clients.  

Addressing P-C agency representatives in 
the audience, Kreutz reminded them that 
in contrast, they have the advantage of at 

How Life Insurance  
Can Be a Viable Add-On 

for P-C Agencies
continued from page 1

least understanding underwriting from 
the P-C side. Their extra edge is that they 
are already accustomed to talking about 
risk protection with customers every day.

Successfully Marketing 
Life Insurance
Kreuz strongly recommended that once 
P-C agencies have made the commit-
ment to add life insurance, they should 
first turn to their existing P-C insureds. 
“You may be your client’s only insurance 
advisor, so take advantage of this rela-
tionship. There’s a huge opportunity to 
capitalize on it because you are already 
talking to these people every day. You 
probably already have a full list of clients, 
giving you a valuable pool of prospective 
clients for your life insurance business.”

Even so, making the move to include life 
insurance is not without its challenges 
for P-C agents, including mastering the 
necessary expertise and process logistics 
it entails. Timing is another factor, he 
explained, since successful marketing of 
life insurance can take longer than a P-C 
sale depending on where customers are 
in the life cycle. 

Above all, there needs to be a deliberate 
shift in customer approach from “talk-
ing about things … to talking about 
people” when making this transition. In 
other words, becoming a risk manager 
for clients’ lives, he said. 

Beginning the Life
Insurance Conversation
Initiating discussions about life in-
surance with clients can be a natural 

extension for P-C agents. “You need to 
find the gaps and ask questions,” he said. 
“For example, ‘Have you thought about 
protecting your mortgage?’ or ‘Do you 
have a plan if you or another breadwin-
ner were suddenly unable to provide for 
your family?’” 

For customers with whom an agency 
already has a P-C policy in place, one 
good approach might be to suggest re-
viewing their coverage together to make 
sure it still meets their needs.

Making a distinction between life in-
surance marketing opportunities for 
personal insurance customers versus 
commercial insurance customers, Kreuz 
enumerated the possible respective 
needs of each. Examples for personal 
insurance prospects cover family pro-
tection, college funding, survivor needs, 
income protection and long-term care, 
while the needs of commercial insur-
ance customers can range from buy/sell 
funding to coverage for a company’s key 
employee(s).

Kreuz compared different “partici-
pation” levels that agencies should 
consider with regard to potential life 
insurance revenue. At the lowest level, 
that of simply taking a reactive mar-
keting stance, prospective customers 
might notice on their own that an agen-
cy sells life insurance and initiate the  
conversation themselves. 

The next and more effective tier, pro-
active marketing, entails initiating 
targeted outreach, as in the case of an 
agency sending a combination congrat-
ulatory/sales email message to parents 
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with new infants. 

The optimal approach, however, would 
be proactive marketing with point-
of-sale support, a strategy yielding the 
biggest numbers, he said.

In his closing remarks, Kreuz reiterated 
that the time is right for P-C agencies 
to consider selling life insurance. Con-
current with existing market factors 
favorable to making this transition, he 
noted that it could boost improved re-
tention rates, citing the correlation 
between the number of insurance prod-
ucts customers hold with an agency and 
their tendency to remain with it. 

“By acting now, you avoid lost sales op-
portunities should your prospective 
customers decide to go with someone 
else or their life circumstances change 
dramatically. Delaying your start could 
also result in lost potential revenue. By 
being a holistic insurance practitioner, 
the customer will look to you as their 
‘go to’ insurance advisor — that’s huge,” 
said Kreuz.	 ■
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them as much larger entities. She said 
that is fine because “we will get used to 
building relationships and relevancy in 
the same way that we would if some-
one had not been acquired. It’s about 
being adaptable, working together and  
helping to provide solutions.” 

Joe Leahy, chairman of the Independent 
Insurance Agents & Brokers of Amer-
ica Inc. (the Big “I”), urged attendees 
to learn from history. He explained 
that returning World War II veterans, 
commonly referred to as GIs, started 
countless insurance agencies in their 
own neighborhoods. “At the Big “I,” the 
majority of our members have less than 
five employees. You’ll see some growth, 
but you won’t see that disappearing. You 
have to look at history: We will regrow 
ourselves,” he said.

Pros and Cons of 
Comparative Raters
When comparative raters were intro-
duced to the insurance industry, the 
general consensus was that they were 

development that came with the aggre-
gation of capabilities.

“If we do the best thing for the custom-
er, have consistently great experiences 
for them and give them choices, quality 
and local customization, the financing 
will work itself out,” said Toczydlowski.

At the company level, Boyd anticipates 
more carrier acquisitions in the future 
as recent tax law changes may allow 
some of the domestic carriers to vie for  
acquisitions. 

The majority of independent agencies 
have less than $250,000 with any in-
dividual carrier, according to Boyd. As 
those agencies are acquired or consoli-
dated, carriers will be interacting with 


