
Are you selling your clients short?
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When selling life insurance, it’s easy to convince ourselves that the lowest price gets the order. Even though a 
client may make it clear price is what they’re looking for, we may be selling them—and ourselves—short.

Greg Schwabe is a brokerage manager at First American Insurance Underwriters. He can be contacted at 
781.449.6800 or gschwabe@faiu.com. First American Insurance Underwriters helps fi nancial advisors design and 

implement the most appropriate insurance solu  ons for their clients. We specialize in Life Insurance, 
Long-Term Care, Disability Income, and Annui  es solu  ons for personal and business planning.  

Brokerage Manager

• We can all agree that most people, including current clients, are not “well-educated” when it 
comes to their knowledge of life products, let alone the newer ones.

• Since what they do know is “death benefi t,” they want the lowest price for various face amounts. 

• Most applicants under age 50 have never considered cri  cal illness coverage, let alone how they 
would pay for it. Yet, at their current age, it’s most aff ordable.

Here’s the point: Along with showing low-cost policies, clients are best served by including plans that can do 
double-duty by off ering “living benefi ts” for very li  le extra money. Here are some examples:

• Help with family income if the bread- winner is sick and can’t work
• Assist with medical expenses
• Pay the policy premiums
• Get ROP by surrendering the policy at select anniversary dates

How many prospects know about those “living benefi ts”? And how might they respond if they knew they 
could have them for as li  le as an extra $5 to $7 a month? In some cases, at no addi  onal cost. If prospects 
don’t have a con  ngency plan to cover a chronic or cri  cal illness event, a cri  cal illness rider on a life policy 
is a good solu  on, and one that’s preferable to liquida  ng assets. As the guy in a TV ad says, “It’s a game 
changer.” Who wants to be the advisor who takes a phone call from a policyholder’s spouse asking if there 
are any benefi ts in their policy to help the family while the breadwinner is unable to work? Who wants to 
say no, when for a few dollars a month, you could deliver good news? Since “living benefi ts” are available on 
term and whole life policies, as well as annui  es, advisors should make it a prac  ce to off er them for every 
sale, regardless of plan or age.


