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We’re all familiar with the formula for 
success in a new year. We’ve heard the 
same words every year. They go some-
thing like this: make more calls, talk to 
more prospects, prepare better propos-
als, and work harder than ever. 

While every advisor can benefit from 
such advice, it may not be enough. 
Even though advisors may know how 
to sell life products, they can be more 
successful if they ask themselves these 
five questions:

1. “Do my prospects know 
how much life insurance has 
changed?” 

Yet, as advisors know, everything (not 
just some things) about life insurance 
has changed in the last 10 years—and 
it continues to pick up speed. All of it 
driven by three factors: technology, 
underwriting, and sales support. Taken 
together, their impact is immense. Here 
are a few of the far-reaching implications 
that prospects deserve to know about:

• It’s easier to do business  
No more piles of apps left sitting on 
someone’s desk; no more delays caused 
by going back and forth; and no more 
tedious application forms.
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Even though advisors may know how 
to sell life products, they can be more 
successful if they ask themselves the 
right questions.

Make More 
Life Insurance 
Sales in 2018

Continued on page 3

PRESIDENT’S MESSAGE

“Declined” doesn’t 
need to be the last 
word—and that’s good 
news particularly with 
the steady increase in 
impaired risk cases. 
In many instances, 
declines can be avoided, 
and there’s a good  

possibility that even when one occurs it 
can be brought back to life. 

Here are five guidelines for keeping  
difficult cases on track:
1. Prevent unnecessary declines
• Avoid getting it wrong. A client may 

not volunteer pertinent underwriting  
Continued on page 2
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Want to get in front of more business owners, particularly those under 
age 50? It’s not easy, but simplified issue DI is the insurance product 
that gets their attention. Here’s why:
• Insureds paid if they can’t work. It solves a worrisome problem. 

Use the money as they wish.
• Applying is quick and easy. With simplified underwriting, it’s 

appealing. No routine medical requirements, no financial verification 
under $150,000 annual income; phone interview for Part B of app

• Pre-existing medical conditions OK
• Design a personalized plan. Monthly benefits to $6,000; 30- to 180-day waiting 

periods; 2, 5 and 10-year term periods; add-on products: overhead expenses, disability 
buy-out; key-person replacement; virtually all industry classifications; discounts if 3 or 
more persons participate

• Opens the door for future life product sales 

A good way to start: Ask prospects what would happen to their business and to them 
personally if they couldn’t work.

Have questions? Contact Sue Devlin at sdevlin@faiu.com or 781-449-6800
Plans vary between companies. Information here for illustration purposes only.

Get In The Door 
Target Business Owners for 
Simplified Issue Individual DI Sales
Sue Devlin | LTC & DI Specialist

Ask prospects what would 
happen to their business 
and to them personally if 
they couldn’t work.

Keeping Difficult Cases On Track
There’s Life After a Decline
Allan D. Gersten, CLU®, ChFC®, CFP® 
CEO and Founder

information, resulting in a surprise 
decline. All it takes to avoid this is a 
clear understanding between client and 
broker as to the realities of what can 
short-circuit a case.

• Avoid client misstatements.  
Inaccurate factual information can result 
in a decline or the adverse modification 
of an offer by undermining a carrier’s 
confidence in the client’s veracity. Also, 
clients may not know or fully under-
stand their medical issues or be in denial 
regarding a medical condition.
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• Avoid missing pieces to the file, such 
as answers to the client’s medical status. 
Unanswered questions can cause declina-
tions. Most missing information involves 
gaps in the medical file, such as when a 
client does not mention seeing a physician 
or having a procedure, or old medical 
records aren’t available.

2. The client’s health status has 
changed since the original  
application was taken

This occurs more frequently and brokers 
should take note of these issues:
• The client may have completed an out-

standing test that clarifies the risk status 
and prognosis.

• Having a needed procedure may solve  
a problem that was a risk in itself or  
presented a risk inherent in general  
surgery, such as anesthesia, clotting, etc.

• Time passed and revealed less concern 
with a particular medical impairment. 
The client’s risk factors did not develop as 
feared. Hepatitis C is an extreme example. 
Once a sure declination, clients can now 
secure standard or preferred risk due to a 
new protocol to eliminate the disease.

• Controlled prior conditions were not  
under control, i.e., blood pressure,  
cholesterol, obesity, blood sugar, and  
liver functions. Control and stability  
are critical and, when seen by an under-
writer, a decline can be reversed.

• Proper exercise can address a medical 
concern for some risk factors and reverse  
a prior decline.

3. Changes in insurance company  
ratings and offers

Developments that help carriers enhance 
ratings and offers:
• Medical breakthroughs for various 

 impairments
• Technological improvements in assessing 

cases
• Access to previously unavailable and often 

obscure historical medical information 
that results in offers not possible in the past 

4. Alternative solutions and products
More creative or aggressive underwriting 
approaches to address existing medical 
problems:
• Term products with ratings up to 20 tables 

may solve problems where offers were not 
available.

• Stack simplified and guaranteed issue 
products when a difficult risk can  
qualify for these more liberal, but pricey, 
offerings.

• At times, a limited duration term plan will 
underwrite a case for one or two years.

While the products and pricing may not 
be optimal, coverage can be available for 
motivated clients with certain risk factors.

5. Underwriting: a human profession
Large case files can run hundreds of pages, 
which underwriters must read, digest, and 
process. Yet, they approach their work with 
their individual abilities and experience, in 
addition to the carrier’s guidelines, which 
can generate a range of offers.

A declined example: both the initial  
reviewer, a senior underwriter, and the 
chief underwriter misread the punctuation 
on a pathology report summary of a  
prostate cancer case. Then, fresh eyes saw 
the problem, which helped change the  
outcome to a standard nonsmoker rate.

Maximizing each case’s possibilities 
requires paying attention to details and 
overcoming challenges with a disciplined, 
fact-based, and persistent approach that 
stresses open communication every step  
of the way.

There’s Life After a Decline
Continued from page 1

It gets your attention  
when sales of a life  
insurance product take  
off. It doesn’t happen 
often. Yet, this is the  
continuing IUL story.  
In 2017 alone, from  
January through June, 
IUL premium sold 

jumped 8% and accounted for 57% of all 
UL sales, as well as 21% of all individual life 
insurance premium, according to LIMRA.

What makes accumulation IUL a “red hot” 
product? The answer is easy. While it is not 
for everyone, IUL is a great fit for higher 
tax bracket clients—and here’s why:

• Tax-free cash value growth within the 
policy

• Because funding is with after-tax dollars, 
large annual contributions are allowed up 
to the IRS limits

• Tax-free withdrawals at any age
• A great way to diversify tax-free income
• Mirrored “Index” strategy offers upside 

growth potential, currently up to 12.5% 
in an up market and zero percent loss in a 
down market

• More flexibility than IRAs and 401(k)s
• Client decides how many years to  

contribute

Why Sell Indexed  
Universal Life Now?
Tony J. O’Kussick, CLU 
Director of Operations

Current aggressive IUL premium 
pricing and more liberal underwriting 
as insurers compete for business is 
the frosting on the cake.

Declines can be avoided, and there’s a good possibility that 
even when one occurs it can be brought back to life.

If this isn’t enough to make IUL appeal-
ing to clients, current aggressive premium 
pricing and more liberal underwriting as 
insurers compete for business is the frosting 
on the cake.

Does this sound like an ideal “retirement 
plan”? Evidently, those purchasing IUL 
policies see the possibilities. Its success 
suggests that this is a life product where the 
stars are aligned for highly-compensated 
individuals—and advisors who are busy 
marketing it.
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{                       }It isn’t so much what the client pays for the
coverage, but how much more it costs them.

• Underwriting can be close to  
instantaneous.  Thanks to the  
harnessing of an insurance carrier’s vast 
amount of data and the use of algorithms,  
decisions and offers can be available at 
the press of a button.

• Outcomes are more favorable.  
Fearing that a medical problem will  
be found, some people avoid applying  
for life insurance. With immense  
medical and technology advances, just 
the opposite is true. What was once a  
decline may now be preferred.

The best opportunities for sales come from 
educating prospects as to the advances that 
make life insurance a far more favorable 
investment.
2. “What should I do when prospects 

say they have life insurance?” 
This is the perfect opportunity to establish 
yourself as their advisor by conducting a 
no obligation policy review. You may also 
find old policies that are under-performing, 
no longer needed, aren’t cost-effective, or 

don’t fit the policyholder’s current financial 
and lifestyle goals.

3. “How do I know which insurance 
carrier to use?” 

Although some advisors get by with  
using the same carriers, this can create an 
exposure, one that opens the door for  
others to present more appropriate 
solutions, including cost-saving possibilities. 
Every advisor can benefit from a coach 
who has an in-depth knowledge of a broad 
range of companies.

4. “Which linked benefit product 
works best for my client?” 

Standalone long-term care insurance  
products failed because they cost too  
much and the premiums were “wasted”  
if a policy wasn’t needed. 

What has followed are “hybrid” or “linked 
benefit” solutions tied to either a life 
insurance policy or an annuity that offer 
consumers options for meeting their needs, 
while “accelerated death benefit riders” let 
policyholders use their life insurance death 
benefit for long-term care services.

5. “What’s the best way to go about 
designing a life insurance plan  
for a client?” 

Without question, today the tens of  
millions of younger consumers expect  
personalization in what they buy,  
including life insurance. When making  
a financial decision, they expect it to fit 
their particular situation. 

All this points to three tasks when selling  
a life program: understanding the client’s  
story or fact-finding, designing the  
program, and presenting the plan. The first 
and last are the advisor’s responsibility, 
while designing the program often requires 
the assistance of a knowledgeable and 
experienced advisor’s advisor.

President’s Message
Continued from page 1

“Just get me $2 million 
of term at the lowest 
price,” says the client. 
Advisors have heard 
these words time and 
again. It’s the classic life 
insurance transactional 
sale in which price is all 
that matters. 

Asking for a low price makes sense because 
that’s how most people buy stuff. If their 
understanding of life insurance equals 
death benefit, it makes sense to go for the 
lowest price.

To help avoid getting blindsided and losing 
business, there are steps that add value to 
transactional sales:

1. You’re an advisor, not an order taker. 
Include alternative quotes in your plan.

2. Your field underwriting can help  
determine risk (it’s your case, so don’t 
leave it to the insurance company).  
The right company may not be the  
lowest on a spreadsheet.

3. Based on your findings, build your case 
for value. Select appropriate term and 
permanent life products and weigh in 

the cost riders, policy fees, modal factors, 
length of grace period, and convertibility.

4. Communicate your findings to the client, 
highlighting the pros and cons of each one 
in terms of its value. This is an opportuni-
ty to engage clients and get them thinking 
about what they can get for their money, 
including why the lowest priced product 
may be more expensive in the long run.

This is a way to slow down clients so you 
can engage them. Yes, it takes work, but it 
can do more for the client and for you.

Then, add one more thing—a surprise: 
“You will receive your policy by email 
shortly after it’s approved.”

By this point, you have both changed the 
narrative and given the client an enhanced 
value transactional sale presentation. Now, 
you won’t be listening to the usual dead-
end comments: “Thanks, I’ll get back 
to you” or “That seems a little high.” In 
effect, you disrupt a client’s thinking by 
putting price in perspective, making it only 
one of many factors.

It isn’t so much what the client pays for 
the coverage, but how much more it costs 
them. Should the client go for the lowest 

price, they may have more limited options. 
If they convert to a permanent plan later 
on, the premium could be higher if the 
modal factors are less favorable for modes 
other than annual, or if the lowest priced 
plan limits the conversion time to 5 years 
instead of 20 or more. In other words, 
there is a cost to opting for the lowest price.

Here’s the point in using the Enhanced 
Value Transactional Sale strategy: advisors 
often assume that when someone asks for 
the lowest price, that’s it and they won’t  
accept anything else. While that may be 
true for some, it’s a mistake to think it 
applies to everyone. It doesn’t. 

By serving the client’s best interests,  
you can turn a nominal premium into  
an upgraded one, as well as having the 
opportunity to work with a client who  
may well be with you for a long time.

Although they’re still transactional sales, 
they are also an opportunity to become 
involved with a client’s financial situation, 
which is far more meaningful than betting 
on a spreadsheet to close a sale.

Win Business with Enhanced 
Value Transactional Sales
Gregory E. Schwabe, FLMI | Brokerage Manager



460 Hillside Avenue, Needham, MA 02494 
T 781.449.6800  |  F 781.449.1547 
www.faiu.com

4 Winter 2018

The advisor’s clients,  
a husband and wife,  
purchased Variable  
Annuity with a lifetime 
income rider to give  
them a joint lifetime 
income at a future date. 
The clients were now 
ready to turn on the  

income. I suggested we should look at  
an SPIA to see if it would provide them  
even more guaranteed income. Here are 
the results for the 78-year-old male and 
75-year-old female: 

Variable Annuity 
Current value: $500,000
Income account balance: $530,000
Projected joint life income: $25,350

Single Premium Immediate Annuity
Based on that information, we looked at 
the possibility of transferring the VA into 
an SPIA, with a joint life with cash refund 
option (guaranteed return of premium):

RESULTS:
The clients are guaranteed more income, 

and the agent earns a commission for 
improving their financial situation.

The Case of  31%  
More Income
Paul Heffernan
Annuity Wholesaler

Transfer amount: $500,000
Projected joint life income: $33,426

This is a 31% increase in annual income 
for the couple, as well as protection for the 
beneficiaries in the form of the cash refund.

Results: The clients are guaranteed more 
income, and the agent earns a commission 
for improving their financial situation. The 
only downside? The loss of upside potential 
from the VA subaccounts, but I am willing 
to bet that most clients would give that up 
for 30% more in guaranteed income.

High Blood Pressure & Family History
•  56-year-old male
•  Controlled high blood pressure & lipids
•  Smokes one cigar per week
•  Family history - father died at age  

56 due to heat stroke
•  Applying for $5 Million Term
•  Approved Preferred Best
•  Annual Premium $3,364

Various Impairments
•  68-year-old female
•  Gastric Sleeve surgery performed  

two years ago - has lost 100 lbs.
•  Sleep Apnea, Abnormal Mammogram 

five years ago - all benign
• Applying for $1 Million UL
• Approved Standard Non-Smoker
• Annual Premium $20,067

Mitral Valve Replacement Surgery
•  73-year-old male
•  Had Mechanical Mitral Valve  

replacement surgery
• Stent was inserted seven years ago
• Taking Coumadin
•  Applying for $500,000 Term
•  Approved Table D
•  Annual Premium $36,726

UNDERWRITING CASE STUDIES




