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from the editor | sales
How to Win More Sales
By Ayo Mseka

A

fter working in the insurance and financial-services business for some time, agents begin to witness powerful
examples of families spared from financial ruin, individuals able to realize their dreams despite major
setbacks, and clients enjoying peace of mind largely because they urged them to plan for a sound financial
future.
Many of you are witnessing these events today and are using them to demonstrate the powerful impact your
products and services have on your clients’ lives. With your “real-life stories,” you are raising the awareness of the
importance of insurance and persuading hundreds of clients to get the protection they so desperately need.
A perfect time to shine the spotlight on these stories is just around the corner — this September — when the
financial-services industry will be participating in the Life Insurance Awareness Month Campaign. Spearheaded
by Life Happens, the goal of this promotional campaign is to encourage American consumers to protect
themselves and their loved ones by buying insurance. Go to lifehappens.org today and start making plans to get
the most out of this important campaign.
More tools for success
Heartfelt stories of the powerful impact of insurance are not the only tools top producers use to sell large
amounts of insurance. They also make it a point to master the art and science of prospecting, use state-of-the-art
techniques to convert their prospects into clients, and do all they can to retain them, year after year.
For more ideas on how you too can rev up your sales production, all you need to do is to take a close look at
this issue of Advisor Today, which is chockful of articles designed to help you sell more. The cover article, for
example, offers tried-and-true strategies for succeeding at worksite sales, while in another article, industry veteran
Bill Cates explains how to become a trusted advisor to your clients.
Throughout this issue you will find other steps to success, such as in Stephen Harvill’s article, on the secrets of
million-dollar sellers, and in Connie Kadansky’s article, on how to motivate your team to get in front of prospects.
After reading this issue, don’t forget to visit the Advisor Today Blog at www.advisortodayblog.com. It, too,
contains tips and techniques to help light up your sales. Whatever time you spend on this site is well worth the
effort because at the end of your visit, you will have the information you need to successfully grow your business.
Coming soon: NAIFA’s 2019 P+P
Another source of information that is critical to your business success is NAIFA’s Performance +Purpose
Conference, which takes place this year from September 11 to September 14 at the Walt Disney World Dolphin
Resort in Orlando — just steps away from the wonders of Disney.
Register for P+P today at www.naifa.org and secure your place at a conference that will help you take your
practice to a higher level of success. Hope to see you there!

viewpoint
Serving Main Street
Clients don’t have to be wealthy to benefit from the services you provide in towns and cities across America.
By Kevin Mayeux, CAE

A

new survey by international investment management behemoth, Blackrock, has found, not surprisingly, that
most Americans are not prepared for retirement. Also, not surprisingly, people are stressed about this lack of
preparation. I learned about this survey from an interview with Blackrock CEO Rob Kapito on the “CBS This
Morning” program.
Kapito and Blackrock, described as “the largest money manager in the world with assets of over $6 trillion,”
are doing a fine job with their survey and media appearances to raise awareness of the problem. But as I watched
the program, it struck me that a broad segment of Main Street Americans already know they are struggling to
prepare for retirement. This is simply not news to them. Their question is not what, but how?
It also struck me that there is another segment of people who may not be struggling, or, at least, who are
confident they are doing something to confront the problem. These are the people who work with professional
insurance and financial advisors like you to prepare for the future.
As a NAIFA member, you serve clients in cities, towns, and neighborhoods across the United States. And
clients don’t have to be wealthy to benefit from your services. A recent survey of NAIFA members found that nine
out of 10 serve middle-income clients, and almost half serve at least some lower-income clients. More than 80%
say their typical clients have a combined annual household income of less than $150,000, and about half say their
typical clients earn less than $100,000 a year.
Your clients include people struggling to get by from paycheck-to-paycheck, those living very comfortably, and
everyone in between. If they have financial decisions to make, no matter how grand or small, you can help. Most
importantly, as an advisor, you don’t just make consumers aware of the problem — you offer them solutions as
well.
As a NAIFA advisor:
*You help families create and stick to realistic budgets so they can plan for the expected (retirement, college
expenses) and the unexpected (loss of employment, illness or injury, surprise expenses).
*You review their insurance policies, 401(k) plans, and other accounts, and work with them to find ways they
can save money or plan better.
*You counsel them on how to get their financial houses in order. If they are in debt, you work with them
to create a strategy to pay it down. Even if they have several bills, if it’s at all possible, you urge them to pay
themselves first because if they try to pay themselves after paying all of their bills, they may never be in a position
to do so.
*You provide them with flexibility to pay for your financial advice, products, and services in the way that
works best and is most beneficial to them.
*You work with the knowledge that even if they incorporate only half of the advice they receive, it is better
than doing nothing or having no budget at all.
*Most importantly, you build relationships with your clients. You have frequent conversations or
communications with them, year-round, to review their financial goals and make sure they are staying on track.
As a NAIFA advisor, what you do for Middle America is priceless: You help them stay on track with their
financial goals and provide the guidance they need to secure a sound financial future.

Kevin Mayeux, CAE, is CEO of NAIFA. Contact him at kmayeux@naifa.org.

new products
New Student Loan Repayment
Program Launched

A

s student loan debt reaches epidemic proportions, Massachusetts Mutual Life Insurance Co. (MassMutual) is
introducing a new student loan repayment and management program for the workplace, as part of a broader
financial-wellness initiative.
MassMutual is making a student loan program available to employers through Tuition.io, the leading platform
for student loan contributions, to help workers better manage and reduce their indebtedness. The student loan
program is available through MapMyFinances, MassMutual’s new workplace financial and benefits planning tool,
to help workers assess and balance their short- and long-term financial needs.
“More than 40 million Americans are burdened by a total of $1.5 trillion in student loan debt, which amounts
to an average of $37,000 in outstanding indebtedness per worker upon graduation,” said Tina Wilson, Head of
MassMutual’s Investment Solutions Innovation. “Carrying such a heavy debt burden makes it difficult for many
people to address other financial needs, particularly saving for retirement.”
“Companies that want to attract the newer generations of workers should consider that 51% of young
employees said help with student loan repayments would be their most important benefit”, said Scott Thompson,
CEO of Tuition.io. “A student loan benefit can also encourage employees to stay at the company longer and build
stronger company loyalty.”
The Tuition.io program provides two levels of support for student loan indebtedness, both of which help
borrowers better manage their student debt, including one that allows employers to provide financial assistance to
extinguish debts.
The student loan repayment option available through Tuition.io is called “Student Loan Contributions” and
allows employers to make payments towards an employee’s student loan indebtedness. Some employers elect
to provide student loan repayment assistance to employees with the goal of enhancing their employees’ overall
financial wellness and freeing up money for longer-term financial goals, such as saving for retirement, according
to Thompson. Employers can also choose to make payments towards student loans that parents have taken out for
their children, known as Parent PLUS loans.
Additionally, the Tuition.io student loan wellness section of the portal helps borrowers manage their debt by
creating a consolidated summary of all student loans for each participating employee by pulling in data from
multiple loans and loan servicers. The Tuition.io platform works with every US loan servicer — including both
federal and privately held loans — to generate automatic real-time updates whenever loan payments are made.
With all loan data available in one place, employees can more easily model different loan repayment options as
well as determine if paying extra to certain loan providers can potentially save on the amount of interest paid in
the long run.
Employees can also more easily assess whether refinancing makes sense for their personal situation. The
student loan wellness section of the portal can be made available to eligible employees’ family members as well to
provide the same loan management tools and capabilities.
Once the Student Loan solution has been elected by an employer and implemented through Tuition.io,
MassMutual integrates the program as part of its MapMyFinances financial wellness tool. Employees can use
the tool to add student debt repayment to their financial “To Do” list and use an actionable link to Tuition.io’s
employee online experience, leveraging single sign-on from MapMyFinances.
The student loan program has a cost associated with it. Tuition.io helps employers project both the program
and loan repayment potential costs, and weigh them against the projected benefits.
“The thousands of dollars in student loans that many Americans shoulder is proving to be a real barrier
to financial wellness, both in the short and long term,” Wilson said. “MassMutual is introducing Tuition.io to
workplace customers as part of our overall mission to enhance the financial wellness of all Americans.”

managing your practice | client relationships
Becoming a Trusted Advisor
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The steps highlighted in this article will help build trust with your clients.
By Bill Cates, CSP, CPAE

Y

ou’ve been hearing this for years: “You want to become a trusted advisor to your client.” This sounds like a
good idea, but what does it really mean and what does it take to become someone’s trusted advisor?
There are many reasons you should strive to become a trusted advisor. The more your clients see you as
their trusted advisor, the more they will:
1. Accept and implement your recommendations.
2. Allow you to learn more about them so that you can serve them even better.
3. Turn to you for more advice and include you in more complex issues.
4. Allow you to provide more complete solutions.
5. Quote you when speaking to others.
6. Keep their business with you for a long, long time.
7. Forgive you when you make a mistake.
8. Allow you to build deeper engagement and a business friendship.
9. Provide you with more introductions to others, vouching for your value as they do so.
10. Allow you to question their incorrect assumptions and limiting beliefs.
11. Become less concerned about your fees (to a degree, as long as you’re competitive).
Bill Bachrach, author of Values Based Financial Planning, says, “The single most important thing that has to
happen for two people to do business together is to build trust. Everyone has an imaginary Trust Dial embedded
in their subconscious. Everything you say and do moves the needle on that dial, one direction or the other.”
Actions that help build trust
Here are some actions that help build trust with clients:
*Asking great questions builds trust. Two of my all-time favorite books that will show you how to do this are:
Great Questions Financial Advisors Ask by Parisse & Richman, and Values Based Financial Planning by Bill
Bachrach.
*Listening well builds trust. One of my coaching clients, Gretchen, came down with a bad case of laryngitis.
For two days she ran appointments without being able to say much. She realized that these were some of the
best appointments she had ever had. She learned more about her clients and her clients really felt listened to. As

Bachrach said, “Listen with empathy. When it is your turn to speak, articulate your ideas with clarity and a level
of conviction that inspires people to take action.”
*Always leading with value builds trust. To borrow a term from Star Trek, your Prime Directive should be to
always lead with value. Before any appointment with a prospect or client, ask yourself: “How can I bring some
extra — unexpected — value to this person on this appointment?”

Full transparency is always the best policy.
*Telling the truth builds trust. By “telling the truth” I don’t mean the absence of falsehoods. In this context,
I mean not withholding information that you think the client might not like. Full transparency is always the best
policy.
*Discussing expectations builds trust. Showing genuine concern and interest in meeting and exceeding your
clients’ expectations is a trust-building conversation. Here is a sample you can use with your clients:
George. Let’s imagine it’s three years from today and we’ve been working together for that time. How will you
know we’ve been successful? What is your measure of the success of our relationship?
*Articulating your value with confidence builds trust. How you speak to your prospects and clients about the
work you do will certainly help you build trust more quickly. The keys are confidence and clarity. Leo Pusateri
is the master at teaching financial professionals how to determine and communicate their value proposition.
He contends (and I agree) that most advisors wing it when it comes to how they talk about their value. Let your
confidence (not arrogance) shine through.
*Not running away from problems builds trust. A relationship that’s had a problem that has been handled well
is a stronger relationship than one that’s never had a problem. Agree? When problems hit, do you get a sinking
feeling inside you, or do you become energized about the opportunity they present? This may be a bit optimistic,
but do you sincerely view problems as opportunities to test yourself and show others that you are there for them?
There is so much that goes into earning trusted-advisor status. If you believe you have earned this status with
some or most of your clients, ask them what they think about the value you provide and the relationship you’ve
established with them. It’s one thing to guess and assume. It’s another to be validated by your clients.
Bill Cates, CSP, CPAE, is the author of Get More Referrals Now! and Beyond Referrals, and the founder of The Cates Academy for
Relationship Marketing. Subscribe to his free referral tips and other free resources at: www.ReferralCoach.com/resources. Cates
works with financial professionals to increase sales by attracting high-quality clients through a steady and predictable flow of
referrals.

managing your practice | LECP
Finding Success in the Limited and Extended
Care Planning Market
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In conversations with prospects, bring up the need for care often, approach them with a starter policy,
and do drip marketing two weeks before their next birthday.
By Ayo Mseka

I

n recent years, the limited and extended care planning (LECP) industry has grown exponentially as companies
and advisors work together to help Americans plan and pay for their future care needs.
In this interview, Craig Roers, head of Marketing with Newman Long Term Care, offers some helpful hints
for finding success in the LECP market.
Advisor Today: Briefly describe the limited and extended care planning (LECP) industry.
Craig Roers: The LECP industry comprises insurers and advisors who are committed to proactively helping
people plan for their future care needs. Using insurance and other planning options, we can help protect families
from the devastating consequences of an extended care event. There is no one right solution for everyone; so, we
represent a variety of solutions to help people select the best options to fund their future care.
AT: Why is there increased focus on the LECP industry right now?
Roers: As Baby Boomers are nearing retirement, we are becoming more aware that many of them have done
little to prepare themselves or their families for what could be the biggest risk to their retirement income — a
long-term-care (LTC) event. If they don’t have a written plan in place and that plan is not communicated, their
families will go into crisis mode. They will do what they can to make the best of a bad situation, but many
unintended caregivers will put their own careers, finances and health at risk to take care of their loved ones.
We are also starting to hear more horror stories of those who did not have care plans in place, such as families
devastated by providing care to a loved one or are worn down to the point at which they take drastic actions that
hurt themselves or those around them.
Many of those situations can be avoided by putting a plan in place and making sure that family members
know it’s there for them to tap into when it’s needed. We don’t want to see our loved ones turning to GoFundMe
campaigns to help them pay for care if we can help guide them now.
AT: What best practices should agents and advisors use to serve their clients and expand their practices?
Roers: Here are a few winning strategies:

*Unless your clients already have LTCI, make sure you have the discussion again at each client review. Like
most things, they often need to hear about this several times before they will act. Don’t just ask them once and
check off that box forever. Many times, people are not yet in the right place to buy, but by continuing to have
this conversation with them (whether via reviews or drip marketing), you will be the advisor who they will turn
to when they do have a life trigger (most often a loved one needing care) that drives them to create their own
solution.

Center the conversations on what the insurance will do for their
caregivers, not just on what it will do for them.
*Center the conversation on what the insurance will do for their caregivers, not just on what it will do
for them. If most people truly understood the physical, financial and emotional toll that caregiving can take
on their families, they would never think of putting that burden on them. LTCI not only helps ensure that the
policyholders can receive the care they want and where they want it, it also provides their loved ones with the
resources that can help them be care managers instead of care providers.
*Stop showing fully-loaded Cadillac plans right out of the gate. You are only giving prospective buyers sticker
shock. Open with a more affordable starter policy that covers just their biggest risk, and then allow them to
buy additional coverage if they think they will need more care or at a higher daily benefit. A basic policy can be
designed for most budgets. It’s better for them to have bought a smaller policy that only covers 50-80% of their
actual care costs than to show them a comprehensive plan that costs too much and they end up buying nothing.
*Do annual drip marketing to prospects two weeks before their next birthday, reminding them that LTCI is
priced based largely on health and age. They still have 30 days to save their “younger age” after their birthday,
but the deadline of a birthday can be a great trigger for them to act now.
*Make sure you communicate to your clients’ loved ones their preferences for care and how they plan to fund
that care. Let them know that this should not be a decision they force their family to make. Putting a written plan
in place helps prevent their families from having to make some tough decisions.
Craig Roers is Head of Marketing for Newman Long Term Care, where he has worked for the past 21 years. He is also one of the
sponsors of NAIFA’s new Limited and Extended Care Planning website: a digital hub with information and products designed to help
clients plan for their limited and extended-care planning needs. Contact him at: 612-454-4406 or at CraigR@newmanltc.com.
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Using Fear to Drive Success
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Lean into your fear by taking small steps and allow it to widen your world and guide you on your path to
success.
By Vijay Eswaran

A

ll of us have fear. Some choose to be consumed by it, while others choose to embrace and harness it to
fuel their dreams. The difference between the two groups is that those in the former group end up living
incomplete lives full of guilt and unhappiness, while the latter emerge stronger, smarter, and more likely to be
on the path to success.
After more than 25 years as an entrepreneur, I can tell you that there is only one fear worth having — you have
only today, and only today counts. And you have to maximize today.
A few years ago, I was on a family holiday at the Great Barrier Reef in Australia. We took a boat into the reef
on a beautiful Australian summer day. The boat pulled up over a segment of the reef that was barely below the
waterline. We jumped into the water to enjoy the incredible spectacle that lay underneath.
Suddenly something that looked like a line appeared below me and the warm water turned chillingly cold. The
line was the water ridge that plummeted from the safety of the reef into the darkness of the sea. The beautiful
sight below me suddenly went pitch black. I realized that I had gone over the reef into the icy ocean and there was
a chance the strong current could carry me away or dump me into the path of a shark.
Fear overtook my entire being for a moment, and then survival instinct kicked in. I yanked my head out of the
water and saw the reef was barely ten feet away. I started swimming back as fast as I could. Before I knew it, I
was back in the beauty and comfort of the reef, but for about twenty numbing seconds, I had gone over to the
dark side of Mother Nature.
That incident was a stark reminder of how close we all are to the line and how closely this line follows us
throughout our lives.
How fear affects us
Sometimes, we need a little fear to remind us of what is truly important. There are three things we must
remember about fear:
1. Fear is Excitement in Disguise. Let’s take the example of skydiving. The idea of stepping off a plane at
14,000 feet altitude into nothingness evokes two different responses in two people: Jill is thrilled and excited
about flying through the sky like a bird, while Jack is paralyzed by fear, imagining worst-case scenarios.

In Jill, the adventurous nature lying dormant in all of us awakens to the unrestrained elixir of fear and it gives
her an incredible high when she embraces it. But for Jack, just the thought of doing something outside his comfort
zone strikes unimaginable terror in his heart.
So, whether you experience fear or excitement depends on the lens you choose to look through at the world. It
comes down to a choice.
Interestingly, young children are the least affected by the fear of the unknown. Most young kids are far more
adventurous and fearless than many adults. But as we get older, life has a way of creating layer upon layer of
fear in our subconscious. Adulthood clouds our lens with self-doubt and other negative messages. So, clean your
lens and change your focus from fear to excitement. This takes practice, so start small and work up to the heavy
lifting.
2. What Doesn’t Paralyze You Energizes You. My experience tells me that fear is an unwelcome visitor in our
lives only when we are pursuing something we really want. That’s usually a sign we are on the right track!
Think about all the times you were overcome by fear and there’s a good chance you will notice a pattern. Most
likely it was just as you were about to embark on a major transition in your life or were venturing into something
new and unknown. This is normal. In fact, if you are not afraid, you should perhaps revisit your decision.
In a sense, fear shows us the way. It reveals something we need to work on. But what are you going do with it?
Do you allow it to paralyze you or guide you? Allow your fear to be an energizing force that propels you forward,
let it uncover what you need to do, and then do it.
3. Fear is a Great Motivator for Growth. At an evolutionary level, it was a keen sense of fear during the time
of the cavemen that effectively helped keep humans out of danger. But now that we no are longer in a survival
mode, that sense of fear hasn’t really gone away. It just manifested itself into something else. We are now afraid of
change, uncertainty, and unfamiliar things.

Allow your fear to be an energizing force that propels you forward, let
it uncover what you need to do, and then do it.
Living in this type of fear leaves you stuck in one place forever, in an illusory comfort zone that is akin to a
child’s security blanket. We all have one and carry it around. But, there comes a time when we must leave the
childhood nest and with it, the security blanket.
Humans are wired for familiarity and it’s easy to stick to the familiar. But unless you learn to let go of that
security blanket, you will never know what lies on the other side of fear. A life of predictability and familiarity is
not a life of growth.
Leaning into fear is hard to do, because it makes us vulnerable. When you take that leap, sometimes you fly,
but sometimes you crash and burn. In both cases, you are guaranteed to end up in a new place.
In summary, your life expands as your courage and willingness to grow expand. Lean into your fear today by
taking small steps and allow it to widen your world and guide you on your path to success.
Vijay Eswaran is a Malaysian entrepreneur, philanthropist and author. He has published three bestsellers on leadership and
mindfulness. When not traveling the globe on business, he is an advocate for improving the quality of higher education in South
East Asia. Eswaran is the recipient of numerous awards for entrepreneurship and business leadership and has been featured in
Forbes as one of Asia’s Top 50 philanthropists.

financial planning | investments
State of Financial Advice
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This benchmarking report tracks top trends and industry best practices.

H

earts & Wallets has released its annual benchmarking report, which identifies factors that distinguish the best
financial advice “experiences” that advisors offer to their clients.
The State of Advice & Guidance 2018: Actionable and Integrated Advice is the annual in-depth report
on advice and guidance, which includes Top Ten Trends and industry Best Practices.
The report draws upon data from Inside Advice Benchmarking, the comprehensive assessment of personal
finance advice and guidance conducted by Hearts & Wallets.

What distinguishes the best advice?
The report finds a growing number of advice and guidance experiences strive to address multiple goals beyond
retirement (or goal integration across household funds) and include topics that appeal to younger consumers.
It also includes data fields that capture non-traditional household diversity, factors that enhance the quality of
advice.
More experiences are delivering actionable recommendations, such as providing a retirement age as an output
instead of an input, how much to save for college — with detailed options of public vs. private college costs, and
even expense breakdowns for living at home.

More experiences are focusing on financial wellness or
‘smart investing.’
Also, more experiences are focusing on financial wellness or “smart investing.” Experiences with a value
proposition of financial wellness increased from 21% of advice experiences benchmarked in 2017 to 32% in
2018.
Experiences with a “smart investing” value proposition rose from 3% to 17%. More actionable outcomes
for consumers, such as “improve current path” and “how to succeed,” were in 67% of advice and guidance
experiences. Goal integration continues to be mainly the province of full-service experiences, which score an
average of 4.0 on a scale of 1-5, with 5 being the top for degree of integration.
“The best experiences personalize advice with concrete recommendations on how much to save to meet the
client’s goals,” Laura Varas, CEO and founder of Hearts & Wallets said. “Clients can use these insights to balance
the tradeoffs between goals to plan their financial future.”

College saving and emergency funds, both topics of importance to younger consumers, were addressed by
more experiences in 2018 for this year’s consumer hypothetical couple in their late 40s, Mark and Stacy, with two
children. College planning was addressed fully or partially by 20% more experiences in 2018 than in 2017.
Progress was seen in capturing interesting new data, such as the ability to include state tax rates, with full
service performing the best at 100%, compared to 23% of self-service experiences, which are tools that provide
answers without human involvement. Only 14% of advice and guidance experiences provided gender choices for
both spouses or partners.
Variations in quality
The report found wide variations in recommendations in a number of factors. For example, recommendations for
how much to save for college varied widely for the hypothetical couple.
The average of all experiences, including those that ignore college, was $7,452 per year for college saving,
as compared to a maximum of $67,630 and a minimum of $2. The $2 minimum was a good result, which
stemmed from a recommendation to open a 529 account with money from the grandparents. The average among
experiences that address college and have saving-allocation capabilities was $32,737, which is less than half of the
highest recommendation.
The quality of advice on total annual saving varied widely, with targets ranging from $24,585 to nearly double
that of $51,273 for the hypothetical couple. The best experiences recommended an achievable increase in annual
saving and allocate saving across 5 to 6 different account types, such as 401(k), employer match (if available),
taxable brokerage, IRAs, college planning, etc.
Where to save is the top consumer pain point, as identified by Hearts & Wallets quantitative research.
Retirement planning, including how much to save for retirement (59%), and choosing investments (57%) are the
biggest pain points for Americans who are still in the working stage of life.
“Sorting experiences by the Quality of Recommendations score shows that the least thoughtful experiences
tend to keep Mark and Stacy at their current saving,” Betsy Seeley, Hearts & Wallets Inside Advice® Subject
Matter Expert, said. “The best ones recommend an achievable stretch goal. The ones in the middle recommend
more than doubling saving. These wide variations can leave consumers scratching heads about the best action to
take.”
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Americans Adapting to Market Volatility as
the New Norm
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Many are used to market swings but are cautiously optimistic about future growth.
By Ayo Mseka

A

fter enduring ongoing stock market volatility throughout last year, Americans remain resilient in the face of
persistent volatility at the start of 2019 and are cautiously optimistic about the market gaining ground.
These are the findings of the new Allianz Life Quarterly Market Perceptions Study. The 2019 Q1
findings were released by Allianz Life Insurance Company of North America. This is the first in an ongoing
quarterly survey that will examine Americans’ perceptions of market activity and their feelings toward investing,
while simultaneously saving for retirement.
Given the ongoing volatility, Americans seem to have adapted to this new normal with one-third of respondents
saying they are comfortable with current market conditions.
“Last year was one of the most volatile years on record and after the major stock declines at the end of 2018,
Americans are apparently becoming accustomed to volatility,” said Kelly LaVigne, vice president of Advanced
Markets, Allianz Life. “This might be setting a dangerous precedent as they could become desensitized to
potential major market swings in the months ahead.”
Expecting gains, but fearing what’s next
Over half (52%) of Americans reported feeling optimistic that the stock market will grow 5% or more in 2019,
yet more than four in 10 say they feel worried that a major recession or big market crash are on the horizon.
“This juxtaposition in attitudes may be attributed to the fact that, despite ongoing volatility in the short term,
the market is still in the longest bull market run ever. But people are wondering how long the good times will
last,” said LaVigne. “They need to keep focus on the long term, and prepare and protect their retirement when
this bull run inevitably ends.”
The ongoing exposure to volatility has changed the types of financial solutions consumers may seek, with fewer
saying they are willing to give up some potential gains for a product that protects from market losses (49% in Q1
2019, versus 57% in 2018).
This is despite the fact that an increasing amount of people (41% in Q1 2019, versus 38% in 2018) say if
the market dropped, causing them to lose a lot of money, there is no way they could rebuild savings in time for
retirement.

“While people might be feeling more comfortable, that doesn’t mean they shouldn’t take precautions to
safeguard their financial future,” said LaVigne. “Products that offer protection from market volatility with growth
potential are becoming more popular as a way to plan for a guaranteed stream of income in retirement.”

Millennials have a higher interest in a product with modest growth
and no potential loss.
The Millennial view
While Americans overall are feeling hopeful about the market, millennials (who tend to be more optimistic) are
proving to be the most cautious about what the future may bring. They are more worried about an impending
recession (52% compared with 46% of Gen Xers and 44% of baby boomers), and also feel more nervous about
investing in the market right now (43% compared with 35% of Gen Xers and 29% of baby boomers).
In addition, while they express interest in a variety of products, compared to older generations, millennials
have a higher interest in a product with modest growth and no potential loss (24% compared with 16% of Gen
Xers and 11% of baby boomers).

in partnership with

Help your families plan and pay for college
by partnering with NAIFA and Sallie Mae®
When it comes to college, families are often faced with the challenge of how to plan and pay. Sallie Mae is the nation’s saving,
planning, and paying for college company. Our tools and resources can expand your business and help your clients take control
of college ﬁnancing.

With your NAIFA membership, you can beneﬁt from
(A robust suite of products to assist with the college planning
process, helping establish long-term client relationships
(An expansion of your product line with private student loans
for both students and parents:
(Smart Option Student Loan® for Undergraduate Students:
Designed for students pursuing a bachelor’s or associate’s
degree, or a certiﬁcate at a degree-granting school.

Your clients can take advantage of these smart features
and great beneﬁts
(Multiple repayment options
(Competitive variable and ﬁxed interest rates
(No origination fee and no prepayment penalty1
(Coverage of up to 100% of the school-certiﬁed expenses2

(Graduate loans: The Sallie Mae graduate loan suite is
designed for speciﬁc master’s, doctoral, and professional
programs, including medical, dental, MBA, law, health
professions, and other graduate degrees.
(Sallie Mae Parent Loan: Give the gift of education to your
student with a loan in your own name. This loan is available
for parents, relatives, or any creditworthy individual.

To learn more about new college planning tools and resources available to you through NAIFA,
visit NAIFA.org/CollegePlanning

Borrow responsibly
We encourage students and families to start with savings, grants, scholarships, and federal student loans to pay for college. Students and families should
evaluate all anticipated monthly loan payments, and how much the student expects to earn in the future, before considering a private student loan.
1
Although we do not charge you a penalty or fee if you prepay your loan, any prepayment will be applied as provided in your promissory note: First to Unpaid Fees and costs, then to Unpaid Interest, and then to Current Principal.
2
Loan amount cannot exceed the cost of attendance less ﬁnancial aid received as certiﬁed by the school. Sallie Mae reserves the right to approve a lower loan amount than the school-certiﬁed amount.
These loans are for expenses of students attending participating degree-granting schools and are made by Sallie Mae Bank. Applications are subject to a requested minimum loan amount of $1,000. Current credit and other eligibility criteria apply.
SALLIE MAE RESERVES THE RIGHT TO MODIFY OR DISCONTINUE PRODUCTS, SERVICES, AND BENEFITS AT ANY TIME WITHOUT NOTICE.
© 2019 Sallie Mae Bank. All rights reserved. Sallie Mae, the Sallie Mae logo, and other Sallie Mae names and logos are service marks or registered service marks of Sallie Mae Bank. All other names and logos
used are the trademarks or service marks of their respective owners. SLM Corporation and its subsidiaries, including Sallie Mae Bank, are not sponsored by or agencies of the United States of America. SMPC MKT14279 0419
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Finding Success
at Worksite Sales
The key is to educate employees, share your story and always deliver on your promise.
By Jonathan Shuman, Pam Larson and Jennifer Hendricks- Fogg

As many companies look for ways to attract and retain a talented workforce in today’s highly competitive job
market, many are increasing or enhancing the number of benefits they offer to their employees. This creates an
opportunity for benefits advisors to boost the sales of their products at the work site — from health and disability
income insurance, to life, dental and vision insurance.
To help advisors accomplish this challenging task, we asked several financial executives for advice on what
works best at worksite selling — and this is what they shared with us.

From John Shuman
*Invest in education to achieve success at worksite sales. Success in life often comes down to education.
Increased knowledge of consumers leads to more sales of life insurance, according to the findings of the 2019
Insurance Barometer Study from LIMRA and Life Happens.1 There is a gap between consumers’ knowledge of
life insurance and their perceived need for the product.
The study found that 57 percent of adults said they have life insurance coverage, but only 46 percent said they
were knowledgeable about it. That means more than half of study respondents are not knowledgeable — even
some people who own the product. This is a reason why more people either don’t own life insurance or don’t own
more of it.
It’s been said that anyone who has ever sold anything will tell you that if a potential buyer doesn’t understand
what you’re selling, the chance of your actually making a sale to that individual is remote at best. A lack of
understanding also may lead to insufficient life coverage.

Investing in education may also provide success in life.
The LIMRA and Life Happens study also reported that many people overestimate the cost of life insurance.
When asked how much it would cost for a healthy, 30-year-old to purchase a 20-year term policy with a $250,000
death benefit, the median estimate was more than three times the actual premium. And what was the No. 1
reason for not purchasing coverage? It was that life insurance was perceived as too expensive.
Financial advisors and life insurers can swim against this tide of misunderstanding by working with employers
to conduct educational sessions at the worksite, not only about life insurance, but also about financial wellness
overall.
More than half of workers (54%) indicated they would welcome financial help or guidance from their
employer, according to the 2018 MassMutual Workplace Benefits Study.2 Yet, only 26% said they had access to
such education at work.
Many life insurance carriers offer educational support at the workplace, including some combination of
support online, on the phone or with collateral material. The most helpful providers, however, deploy educational
specialists to conduct educational seminars for employees on financial-planning topics at the worksite.
Benjamin Franklin said that an investment in knowledge always pays the best interest. In this instance,
investing in education may also provide success in life.

Jonathan Shuman leads sales of workplace benefits for Massachusetts Mutual Life Insurance Co. (MassMutual).
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From Pam Larson
*My top piece of advice for agents is to always look at the customer’s needs first. Our main goal as independent
agents is not to make a sale, but to do what we can to help our customers.
This starts with getting to know what challenges they face and what goals they have set. Agents are benefits
counselors. This means we start by taking the time to ask questions — and then we become quiet and listen.
Avoid the common sales mistake of talking too much. You will find that people really do open up and talk about
what is important to them.
*Based on what you learn about a client’s needs, you should educate, not sell, clients on benefits offerings. It’s
our job to not only tell them about the products but to also let them know how those products complement their
whole benefits package.
While we tend to think we know what’s best, we may not understand what is best for the customer. At the end
of the day, they have to decide what works for them and what they can afford. Remember that a personal benefits

strategy is just that — personal. It is contingent on each person and their family’s needs. The mix of benefits that
may work for one person is often entirely different from what your next customer will need.
*Get involved in your community. While you should not volunteer with the goal of creating business, people
will naturally get to know and trust you when you are visible in your community. Personally, I have served as
chairman of the board for the Kentucky 4-H Foundation for several years, I volunteer at my church and, as an
agent, I have been open to sponsoring different community organizations. People do business with people, not
with companies. When clients trust you, they are more likely to do business with you.

People do business with people, not with companies.
* Take care of your clients. Lastly, it is our obligation as agents to take care of our clients throughout the entire
benefits process, not just when we make the sale. That means it is our responsibility to help them adjust their
benefits over time, based on changes in needs and budgets and help them file their claims during their time of
need.
As an agent with a big book of business, I know I cannot always personally take care of each client, but I
do ensure they are being taken care of. For that reason, I hired a business operations manager whom I trust to
communicate with and help clients.
I am also not shy about recommending the Aflac mobile app to clients to file claims digitally so they can
be processed more quickly. That is not to say that if a client wants to file a paper claim, we won’t help them.
However, Aflac was founded on getting claims processed quickly, and it is our responsibility to help policyholders
do just that in whatever way that works for them.
Aflac herein means American Family Life Assurance Company of Columbus and American Family Life
Assurance Company of New York. WWHQ | 1932 Wynnton Road | Columbus, GA 31999.

Pam Larson is an independent sales agent licensed to sell Aflac products. Located in Lexington, Kentucky, she has served as a
benefits consultant for 14 years.

From Jennifer F. Hendricks-Fogg
*Share your story. When it comes to injuries or illnesses, many people have the “It won’t happen to me”
mentality. That’s why I share a lot of examples of how benefits work. Selling insurance is extremely personal to
me. My son was diagnosed with a brain tumor, and we lived at our local hospital for six months. During that
time, we depended, in part, on our insurance policies.
I tell these stories not to alarm clients, but to help educate them on how benefits work. After all, most people
live paycheck to paycheck, regardless of their jobs. And at the end of the day, we insure our cars and homes, so
why aren’t we doing more to help protect our paychecks?
*Explain benefits offerings. I also recommend taking the time to meet with clients to help them understand
their current benefits package and know what they may be missing. Maintaining customer relationships is about
having real conversations, not selling to people. Remember that customers have a budget as to how much they can
afford to pay for benefits from their paychecks; so, if cost is a concern, tell them to start small.

It is our obligation as agents to take care of our clients throughout the
entire benefits process.
Remind them they can always revisit additional benefits options during the next open enrollment, once they are
comfortable with the premiums they are paying for. Then, if they want, they can apply for more plans down the
road.
Others may be comfortable in spending more money on insurance as soon as they learn about the options
available to them. For instance, one of my customers decided to redirect money out of her weekly pizza budget
to cover her insurance policies. That was her decision, not mine, but I can help customers find creative savings
solutions, as well.

*Deliver on your promise. From there, it’s all about making sure you deliver on your promise. After all, we are
promoting a promise to customers that our company is going to help them in their time of need and it’s our job to
help policyholders get paid fast for eligible claims.
To help with that, just last year, I hired a claims administrator to assist with claims processing from A to Z.
Ultimately, this kind of personal touch helps customers trust you, which, in return, means they are more likely to
refer your company to their friends and help bring in new business.
The content within is for informational purposes, for agent- and broker-facing audiences. This information is not approved to distribute
to prospective insureds, to prospective accounts, or to use as a solicitation. Misrepresenting this, or any, information to solicit or induce
an insured to lapse, forfeit, or surrender an insurance policy is prohibited by law. Any use not specifically permitted herein is strictly
prohibited. Aflac herein refers to American Family Life Assurance Company of Columbus and/or American Family Life Assurance Company
of New York.

Jennifer F. Hendricks-Fogg is an independent sales agent licensed to sell Aflac products. A district sales coordinator in Albany,
New York, she has served as a benefits consultant for seven years.

Different Strokes for Different Folks
There are currently five generations of workers in today’s workforce: Silent Generation, baby boomers,
Generation X, millennials and Generation Z. But unlike in the ‘90s when the baby boomers took up half of the
workforce, there is no one dominant generation.
A LIMRA study looked at how three of these generations — baby boomers, Generation X (Gen X) and
millennials — view the importance of benefits.
While all of these groups have medical insurance as the most important benefit, millennials also ranked paid
time off as equally important, with 77% giving it a 4 or higher out of a 5-point scale.
Gen X workers also found paid time off important — 85% ranked it a 4 or higher. While retirement savings
plans are not as important for millennials as they are for baby boomers and Gen X (71% versus 84% and 82%
respectively), they still are among the top three benefits cited.
How employers rank benefits

LIMRA also examined employers’ views about benefits and what they feel is the most important to their
employees. Overall, LIMRA found employers tended to underestimate how important some benefits are to those
under age 40, compared with what employees said.
For example, employers’ perceived importance of life insurance for younger generations was only 44%, but
60% of employees under age 40 said life insurance was important. Similarly, employers viewed work-life benefits
less important for younger generations than their actual importance. Only 46% of employers thought work-life
benefits were important to their under-40 employees when, in fact, 61% of employees under age 40 cited worklife benefits as important.
Employers also missed the mark, overestimating the importance of some benefits for workers ages 40 and
older. LIMRA’s research finds older workers didn’t place as much importance on benefits like vision and dental as
their employers assumed.
Employers believed 83% of workers ages 40 and older would feel dental insurance is important, but 60% of
older workers said dental insurance is important. Similarly, 80% of employers believed their employees over 40

would rate vision insurance as important, while just over half of workers over age 40 (51%) considered vision
insurance as important.
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NAIFA’s
Advocacy Scores
Major Victories
The association uses its talented government relations staff, politically engaged
members, and collaboration with allied industry groups to successfully advance the
interests of Main Street America.
By the NAIFA Government Relations Team

The NAIFA advocacy program is stunningly successful. It is a unique and powerful combination of politically
engaged membership and professional participation in the legislative process.
Working collaboratively with allied industry and interest groups, NAIFA stays on top of emerging issues and
works toward enactment of legislation that promotes long-term financial security for America’s taxpayers —
especially middle-income America — through life and health insurance, annuities, retirement savings programs
and employer-provided benefits. NAIFA is the premier association representing Main Street USA.
Among the many successes attributable to NAIFA’s government relations program are:
• Continuation of the beneficial tax treatment of life insurance and annuities, despite attacks from such recent
proposals as a change to company reserve tax rules that could have negatively impacted life insurance products
• Retirement savings incentives on the cusp of enactment, including a requirement to illustrate the lifetime income
value of plan participants’ retirement savings accounts, modernization of multiple employer plan (MEP) rules
that will make it easier for small businesses to provide retirement savings programs for their workers, streamlined
discrimination and administrative rules applicable to employer-sponsored retirement savings plans, and others
• Fiduciary rules that permit advisors to work with middle-income Americans on retirement savings plans that are
affordable for modest-income investors that help them safeguard their families’ and business’s financial future —
this initiative involves working with the Department of Labor, the Securities and Exchange Commission (SEC)
and Congress
• Legislation that allows advisors to help protect vulnerable seniors (the Senior $afe Act)
• Health insurance legislation that protects the role of advisors in helping Americans choose and purchase
affordable health insurance coverage for themselves, their families and their workforces
NAIFA’s influence, skill and success are inspirational. Recent examples include the outcome of life insurance
tax proposals in the Tax Cuts and Jobs Act (TCJA), enacted in December 2017; and the House-passed SECURE
Act (H.R.1994), a retirement savings bill now headed to the Senate where prospects for enactment look good.
On the TCJA tax issues, NAIFA worked with life insurance company representatives to save the industry from
what would have been a crippling — some say industry-destroying — change in the way life insurers’ reserves are
taxed.
The provision would have hurt life insurance products, especially cash value life insurance. It was a complex,
corporate-level provision and it took NAIFA’s unique expertise to translate the impact into terms so that Congress
understood just how bad this proposal would have been for middle America’s taxpayers who rely on their
permanent life insurance for their long-term financial security. NAIFA “grasstops,” grassroots and staff took
this message to Congress and persuaded lawmakers to fundamentally change the proposal to one that would not
threaten the continued existence of competitively-priced, well-performing cash-value life insurance.
The second example is the pending retirement savings package. The SECURE Act (Setting Every Community
Up for Retirement Enhancement Act) in the House and RESA (Retirement Enhancement and Savings Act) in the
Senate contain 22 provisions that would further incentivize employers to offer and employees to participate in
retirement savings plans.
The legislation has been years in the making, and by the middle of May was poised for passage by the House
of Representatives. However, a late-emerging controversy over a provision unrelated to retirement savings (an
education account provision) had seemingly stalled the bill.
During NAIFA’s annual Congressional Conference, 600 NAIFA members blanketed Capitol Hill, urging
lawmakers to break through the controversy and vote to approve the SECURE Act (H.R.1994). The effort
worked. The day after NAIFA’s grassroots initiative, an agreement was reached, and the SECURE Act was
approved by the House 417-3 the following week. It was a stunning demonstration of the power of NAIFA
grassroots, relationship-building and commitment to sound retirement planning policy.

NAIFA’s political strength is rooted in the geographic diversity of
our membership.
There are many other examples of NAIFA’s success on Capitol Hill and in the agencies. But that success
depends on a carefully calibrated combination of involved, active members, skilled Washington staff and
dedicated leadership. There is incredible power in the united voices of tens of thousands of caring NAIFA
members working for the good of their clients. Those voices come together in the NAIFA government relations
program. That program has a decades-long track record of identifying emerging issues, educating lawmakers
about the impact of those issues and fighting, where needed, to enact or kill legislative proposals that impact
middle America’s use of life and health insurance, annuities, retirement savings programs and employee-benefits
programs.

NAIFA leverages its stellar grassroots and national political programs with close coordination with allied
interests. Beyond the collaboration that NAIFA engages in with the American Council of Life Insurers (ACLI) and
other industry trade associations, NAIFA works with the retirement savings community, the financial-services
industry’s many trade associations, health insurance groups and other organizations whose interests overlap with
NAIFA’s.
These coalitions — formal and informal — enhance NAIFA’s effectiveness in delivering the education and
message to lawmakers that are so important to achieving good policy in enacted law. Equally important, these
efforts enable NAIFA to destroy bad ideas that would adversely impact those who use life and health insurance,
annuities, retirement savings programs and employer-provided benefit programs.
NAIFA’s success in the states
As crucial as NAIFA’s federal government relations program is, it is but a part of the association’s overall
government relations activity. NAIFA’s state chapters are also active and successful in all 50 states and the District
of Columbia. The business of insurance is primarily regulated at the state level, and NAIFA is influential and
competent working with the state legislatures, departments of insurance, and state organizations like the National
Association of Insurance Commissioners (NAIC) and the National Council of Insurance Legislators (NCOIL).
Examples of NAIFA’s success at the state level include sound state-level health insurance policy, annuity
and fiduciary regulations, state-run retirement program proposals, and licensing and continuing professional
education regulations. NAIFA coordinates with the states and acts as a clearinghouse of strategic and substantive
information for states facing legislative or regulatory challenges that are, in one form or another, confronting
other states, too. As a result, the experiences — usually successful — in one state can be and are translated into
continued success for other states as well.
The CAP 50 program
NAIFA’s Cap 50 program set up a way for NAIFA’s industry colleagues to work cooperatively with NAIFA to
enable state chapters that already have an ongoing, effective state advocacy program to improve their advocacy
infrastructure and “up their game.” Grants from the Cap 50 fund are used to assist state chapters in improving
their overall advocacy capabilities, rather than to tackle any specific legislative or regulatory issue. To date, Cap
50 Fund grants totaling over $60,000 have been awarded to 15 NAIFA state chapters.
NAIFA’s political strength is rooted in the geographic diversity of our membership. The power lies in the
influence insurance and financial advisors can have on the public policy decisions of lawmakers. One of the best
ways for advisors to gain influence is by developing relationships with their elected officials. NAIFA’s grassroots
program harnesses relationship-building between constituent members and lawmakers and has documented
relationships with virtually every member of Congress, in both the House and Senate.
Member support of NAIFA’s political programs further advances our advocacy agenda. NAIFA’s political action
committee — IFAPAC — activates the largest pool of individual donors to support state and federal candidates
who share NAIFA’s views on policy to govern the products that are important to the financial security of middle
America. NAIFA’s bipartisan giving provides far-reaching access to lawmakers on both sides of the aisle. NAIFA’s
War Chest funds high-priority — often emergency — legislative and regulatory initiatives that exceed NAIFA’s
operations budget. Unexpected events and opportunities occur regularly.

NAIFA has a long history of impressive success in the advocacy arena
and stands ready to meet each challenge the future will bring.
The ability to handle these unforeseen cash needs usually means the difference between success and failure.
Unlike IFAPAC contributions, War Chest contributions are not subject to pay-to-play rules and restrictions. The
War Chest has enabled us to:
• Help NAIFA-NY with its fight against Reg. 187
• Participate in the Save Our Savings Coalition
• Participate in the Network Science Initiative
NAIFA knows that the work of advocacy, at both the federal and state levels, and before legislative bodies and
regulatory agencies, is never done. Hard on the heels of each challenge met comes the next one. NAIFA stands
ever-ready to protect the products and programs that underpin the financial security of America’s middle class.
In short, NAIFA uses its members’ relationships with elected officials, collaboration with allied interest groups,
involvement in political activity, and highly-skilled professional staff and counsel to make sure that every senator,
every member of the House of Representatives, every agency professional, and every state legislator and regulator

understand the importance to Main Street America of life and health insurance, annuities, retirement savings and
employee benefits.
NAIFA has a long history — starting with the association’s founding back in 1890 — of impressive success in
the advocacy arena. NAIFA also stands ready to meet each challenge that the future will bring.
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Election 2019
NAIFA Presents Nominees for Election of Secretary and Trustee
Member delegates will elect their new leadership at the 2019 NAIFA Performance + Purpose Conference in
Orlando, Florida. As directed by the NAIFA bylaws, the Committee on Governance has announced a single nominee
for each available position of Secretary and Trustee.

Secretary
Lawrence Holzberg, LUTCF
Lawrence Holzberg is Director of Sales and Strategic Initiatives, Managing Director, at Wealth
Advisory Group, LLC (WAG). He joined WAG with over 25 years of experience in the life
insurance sales, team management and brokerage marketplace. His role at Wealth Advisory
Group allows him to work in all three of these areas.
Holzberg contributes to career growth and development, as well as leads the brokerage
operations. He spent 14 years as a Principal of Rampart America. Directly after that, he headed
the expansion of brokerage operations for American Business.
He currently serves as a NAIFA Trustee an is a Past President of NAIFA-NYS.
Throughout his career, Holzberg has qualified for numerous awards, including Guardian’s Presidential Citation
Award every year since he joined WAG.
Holzberg resides with his wife, Joan, in Commack, NY.

Trustee
Mark Acre, LUTCF
Mark Acre is president of OneSource Insurance Group. His practice specialties include
Retirement Planning,
Auto and Home Owner’s Insurance, business, life and health insurance, as well as Employee
Benefits.
He is a LILI graduate and has served on the National APIC Committee. He is a current First
Vice Chair of the National APIC Committee, past YAT Liaison to APIC, a past YAT Chair, was
NAIFA-Missouri’s Past President, and has participated in many Day on the Hill events.
As the membership chair for both his local and state associations over the years, Acre has
been involved in many areas of NAIFA membership, including conducting several agency presentations. As part of
the National YAT Committee, he has also ushered many non-members into NAIFA’s new Ambassador Program.
In 2005, Acre was the #19 Agent out of over 5,000 agents nationwide for the Torchmark Corporation. In 2011,
he was the Judy Sorensen Memorial Award recipient from NAIFA Springfield, Missouri, and in 2014, was the
NAIFA National YAT Leader of the Year.
Acre is also active in his community, serving on the Board of Directors of the Missouri State University Alumni
Council and serving as National Chair of the Man Up and Go, a Non-Profit Organization.
Believing that the absence of a challenge degrades a human being, Acre enjoys tackling many challenges. He
recently summited Mt. Kilimanjaro in Tanzania to raise money for a non-profit organization called Man Up and Go.
Acre enjoys walking his children through hobbies that they are passionate about.

Trustee
Connie Golleher, CLTC, LUTCF
Connie Golleher is a member of the NAIFA Board of Trustees and founder and CEO of
The Golleher Group. Her areas of expertise include multi-life insurance, disability income
insurance, retirement solutions, executive benefits and life insurance.
Golleher is Past President of the NAIFA Greater Washington Foundation and Past President
of NAIFA-Greater Washington. She has met with Washington D.C. government officials to
discuss industry issues annually for more than 10 years and is an IFAPAC Contributor.
Golleher has served as a YAT mentor, was an Advisor 20/20 participant, and is a recipient
of the NAIFA Quality Award. She is also a member of the Women in Insurance and Financial
Services.
She has been a member of the M Financial, a National Study Group for 10 years, a Mentor to young producers
for M Financial firms nationally, and a facilitator at the Women in Insurance and Financial Services Breakfast
Meeting.
Golleher is also a Past Board Chair of For Love of Children, a Board Member of the DC Police Foundation,
a Committee Member of the Washington Area Women’s Foundation, Committee Member of the American Red
Cross’ “In The Bag” Event, and served as Finance Chair of the ERUCC (Church).
Golleher has been published in numerous publications, including Managing Partner, Legal Management &
ALA News, Kiplinger’s Retirement, Employee Benefit Review and the Business Review.
Golleher enjoys supporting the nation’s veterans and military families. As part of that support, she joins her
mother and other Gold Star Wives every month to help with the advocacy of widows’ benefits. She enjoys being in
or on the water, horseback riding, playing with her poodles, and reading.

Trustee
Win Havir, CPCU, CLF, LUTCF, CPCU, FSS, AIC
Win Havir is the executive vice president of business development for Educators Insurance
Resources Services, Inc. She represents The Horace Mann Companies. Her area of focus is
coordinating school district and state insurance benefits for teachers and staff, while helping
them prepare for a successful and rewarding retirement. Her practice specialties include auto,
fire, life insurance, retirement and student loan solutions. She is a member of the Phi Kappa
Phi Honor Society.
Havir is also a member of NAIFA’s Diversity and Inclusion Task Force. She has also served
as director, trustee and IFAPAC chair for NAIFA-Saint Paul. As an agency field executive for
State Farm, she encouraged participation in NAIFA at the local, state and national levels and invited NAIFA to
present at District Meetings.
Havir has assisted in recruiting multiple new members and has helped the Membership Committee on
numerous occasions by making phone calls or visiting prospective members.
Havir is a LILI graduate and moderator, a YAT mentor, and a NAIFA Quality Award recipient. She is also the
current president, a past president and charter member of the Greater Twin Cities Chapter of WIFS. She has been
involved with the Girl Scouts and was a member of Job’s Daughters Bethel 120. She was recognized with the
Ambassador of the Year Award by the Whittier Area Chamber of Commerce.
She lives in Stillwater, Minnesota, with her husband, Gary, also an active NAIFA member. Havir’s hobbies
include running and traveling the world.

Trustee
Steve Saladino, LUTCF
Steve Saladino is a managing director with Principal Financial Group. His team provides
holistic financial planning to families and to small- to medium-sized businesses.
Saladino is a member of the NAIFA Membership Coach/Committee and a NAIFA-Florida
National Committeeperson. He is also a NAIFA-Florida Past President, President, President
Elect and VP, and was a Board Member (2012-2018). He is a Congressional Council member
and has participated in numerous Congressional Day on the Hill events.
Saladino is NAIFA-Florida Perennial Pinnacle Club qualifier (sponsored 5+ members
minimum annually) and has made many presentations, including General Agency/Career
Company presentations. He has served on various local, state and national membership committees since
becoming a NAIFA member in 1991.
He is involved in many community organizations, including the Epilepsy Services Foundation and the NAIFATampa Golf for Kids.
He likes spending time outdoors with his family fishing, kayaking, camping, bicycling and running.

Trustee
John Wheeler, Jr., CFP, CLU, ChFC, CRPC, LUTCF, LACP, Special Care Planner
John Wheeler started his career in 1969. He is a Registered Securities Principal and Executive
Vice President of Water Tower Financial Partners, LLC, Mass Mutual Chicago. His practice
specialties are advanced business planning and estate planning, and personal comprehensive
financial planning.
Wheeler is a current member of the NAIFA Board of Trustees and Past NAIFA-Illinois
President. He is currently National Committeeman and was NAIFA Central Region APIC
Co-Chair for 2 years. He is currently serving as the NAIFA National Committee APIC
Co-Chair and is the Chair of the NAIFA-National Member Benefits Committee. He is a
Congressional Council Member and has hosted or co-hosted numerous fundraisers for local and national
candidates.
He has moderated LUTC classes more than 20 times, connected NAIFA with The College for Financial
Planning, helped develop the new NAIFA LUTCF program, co-authored the new NAIFA DOL Skill Builders
Workshop and has presented it 3 times.
Wheeler has been a MetLife conference qualifier for numerous years and was Agency Sales Manager, Country
Financial Hall of Fame 2002, Master Agent 1995-1996, All American 25 years, All Star 24 years, and company
record holder in numerous categories. He served on the Agency Advisory Council for 10 years and has received
numerous industry awards. He has also qualified for the MDRT numerous times.
Wheeler is a founder of the Carol Stream Chamber of Commerce, where he served as President 8 times
and served on the Board for 32 years. He received the Illinois Reaches Out Award in 1997 for community
participation and was a recipient of the Country Spirit Award in 1998.
Wheeler has been a speaker at countless industry meetings and has been quoted in numerous financial
magazines.

naifa news
NAIFA Members Advocate for the Industry at
NAIFA’s Congressional Conference

T

his year’s NAIFA’s Congressional Conference attracted 600 insurance and financial advisors who came to
Washington, D.C., to advocate on behalf of their industry, their practices and their clients.
During the conference, advisors from all 50 states talked with their lawmakers about the crucial products
and services they provide to individuals, families and small businesses. They asked Congress to support legislation
to promote retirement savings — the SECURE Act (H.R. 1994) and RESA (S.972) — and to join or continue to
participate in the Financial Security Caucus.
NAIFA President Jill Judd, FSS, LUTCF, opened the meeting with a message to attendees on the importance
of advocacy and advisors’ active participation in NAIFA. She told them that their personal stories make them
uniquely qualified to be effective advocates and that their stories are also important for elected officials to hear.
For those who might be wondering if they have a story relevant to members of Congress, she said: “If you have
one client, you have a story to tell. If you have talked to one client about retirement, financial security or life
insurance, you have a story.”
NAIFA CEO Kevin Mayeux, CAE, spoke on the power of NAIFA’s membership promise and its key concepts
— “Advocate. Educate. Differentiate” — and how they relate to the advisors’ meetings on Capitol Hill.
“Advocate on behalf of yourselves and your businesses, your colleagues and your clients,” he said. “Educate
lawmakers about the crucial ways you serve your clients and communities and how their decisions can help or
hinder your efforts. Differentiate yourself from others promoting opposing interests to ours and those of our
clients. Provide a unified message with personal stories that set you and your clients apart. Wear your NAIFA pins
so that our elected officials relate to this symbol of our collective power.”
Featured speakers Sen. Charles Grassley (R-Iowa) and Rep. Jackie Walorski (R-Ind.) reinforced the idea that
NAIFA members have an impact when they meet with lawmakers on Capitol Hill. “If you want to be a resource
for me,” Senator Grassley said, “don’t wait for me to call you. You call me.”
Walorski told the attendees: “The power of your message is 10 times more coming from you than it is coming
from your professional advocates, because you made a real effort to be here.”
“I’ll work with whoever will work with me,” she added, speaking on the SECURE Act. “One of the biggest
bipartisan victories this session is going to be on your issue.”
Senator Grassley reminded NAIFA members that citizen advocates are an important part of the legislative
process. “You have a right to talk to your elected representatives, and we have a responsibility to consider what
you say,” he said. “If we are going to have a representative government, we have to have dialogue.”

Learn Rooftop Leadership at NAIFA’s
Performance + Purpose 2019

A

s a Green Beret serving his country in Iraq and Afghanistan, Scott Mann had to make real connections with
local communities in places where trust was absent, conflict was rampant and threats were close at hand.
In the same way he empowered local tribes in war zones to make transformative decisions using very
few resources, he now teaches people from all walks of life to be better leaders for their families, businesses,
communities and nation.
Mann refers to his methods as “Rooftop Leadership,” and he is bringing these powerful methods to the NAIFA
Performance + Purpose main stage on Thursday, Sept. 12 at the Walt Disney World Dolphin Resort.
Following his general session keynote, Mann will lead a special LILI 7 Workshop, which is a special event for
a smaller group of attendees. His keynote is open to every P+P attendee. The LILI 7 Workshop is available to all
attendees, but a separate advance ticket is required, and seats are limited.
Mann spent 23 years in the United States Army, 18 of those years as a Green Beret, where he specialized in
unconventional, high-impact missions all over the world, including Colombia, Ecuador, Peru, Panama, Iraq and
Afghanistan.

When many people think of U.S. military special forces, they think of the quick strike missions seen in action
movies. What they often do not realize is Green Beret missions typically require long deployments living, fighting
and training side-by-side with locals. While Green Berets possess all the elite tactical skills associated with special
forces, their missions require the ability to gain trust and lead people as much as any fighting technique.
During these long deployments, Mann became a master at building relationships in high-stakes, competitive
environments. He forged bonds and solved problems using values that moved people around the world to stand
up for themselves. His secret was the ability to restore trust and create human connections in places where that
didn’t seem possible.
But, it is not just what he learned at Fort Benning or Fort Bragg that drove the success of his combat
operations. Mann’s grandfather, Howard Mann, was a construction worker and Baptist minister in Asheville,
North Carolina, and the best storyteller he ever knew. For 43 years, his father, Rex Mann, was in the U.S. Forest
service fighting fires out West.
Mann says, “What these two guys taught me about storytelling, about connections, about meeting people where
they are … allowed me to go into some of the most trust-depleted places on earth and make connections and lead
people to do things they otherwise wouldn’t have done.”
If you are seeking a competitive edge in how you lead in this trust-depleted world, you need to join Scott
Mann and advisors from around the nation at Performance + Purpose 2019. P+P is the gathering of insurance
and financial advisors looking to educate and differentiate themselves. P+P is focused on personal development,
motivation and community. Learn from the experts and learn from your peers at a lively, fun, and informative
event.
For more information and to register, go to https://conference.naifa.org/.

NAIFA’s LECP Center Is Open for Business!
This digital hub connects key players in limited and extended care planning and highlights innovative
solutions in the marketplace.

I

f you have not yet visited the new NAIFA Limited & Extended Care Planning (LECP) Center, you may be missing
out on valuable information that will help you find success in the emerging limited and extended care planning
market.
The LECP Center, located at https://lecp.naifa.org/subscribe, is a digital hub designed to equip insurance agents
and financial advisors with information, products, designation and educational resources to help them plan for
generational limited, extended and long-term-care needs.
The Center is the result of NAIFA’s collaboration with a group of founding sponsors, which represent multiple
categories of businesses that exist in the long-term care sector of the financial-services industry. The sponsors
include education and certification experts, as well as insurance carriers and corporations.
The content covers traditional and combination products, as well as worksite selling, short-term care, critical
illness insurance, reverse mortgages, claims management, senior housing options, robotics and more.
NAIFA’s government relations team, which advocates on behalf of the industry, also provides legislative and
regulatory updates and backgrounders on issues that are of critical importance to the industry.
Check out the new LECP site today at https://lecp.naifa.org/subscribe and start learning how to seize the
opportunities this emerging market provides.

NAIFA Certification Commission Receives
Accreditation for its LACP Certification

T

he National Commission for Certifying Agencies (NCCA) has accredited the NAIFA Certification
Commission’s Life and Annuity Certified Professional (LACP) certification for a five-year period, effective May
13, 2019.
Founded in 2017, the NAIFA LACP certification program is governed by the NAIFA Certification Commission,
which functions as an independent certifying body acting in the public interest by establishing and enforcing

education, examination, experience and ethics requirements for certification. To become an LACP, practitioners
must meet the eligibility criteria and successfully complete the LACP examination.
The NAIFA Certification Commission received NCCA accreditation for its LACP program by submitting
an application demonstrating the program’s compliance with the NCCA’s Standards for the Accreditation of
Certification Programs.
NCCA is the accrediting body of the Institute for Credentialing Excellence (formerly the National Organization
for Competency Assurance). Since 1977, the NCCA has been accrediting certifying programs based on the highest
quality standards in professional certification to ensure the programs adhere to modern standards of practice in
the certification industry. Click here to purchase a copy of the NCCA Standards.
“The NAIFA Certification Commission is pleased to join an elite group of organizations that have received
and maintained NCCA accreditation,” said Chair, Brian Haney, CFS, CLTC, CFBS, LACP. “The NAIFA LACP
certification serves consumers by recognizing financial professionals with a mark of distinction for their product
knowledge, consultative sales process and compliance to ethical, legal and regulatory requirements. LACP
practitioners are held to a standard of excellence that defines and differentiates them from their peers and to the
clients they serve.”
To begin the path to LACP certification, professionals must meet the exam eligibility criteria and exemplify
excellence in the following three areas: product knowledge, consultative sales process, and commitment to ethical
conduct.
Eligible professionals may register to take the exam during three month-long testing windows each year in July,
October and January. The proctored exams are administered by Castle Worldwide through a network of nearly
1,000 testing centers in cities throughout the world.
Registration for the month of October is Sept. 1, 2019, and registration for January is Dec. 1. See Exam
Schedule and Registration.
“The NCAA-accredited LACP certification will be key to helping consumers find an advisor they can trust
with the in-depth knowledge and sound advice on securing financial futures,” said NAIFA CEO Kevin Mayeux,
CAE. “NAIFA thanks the Certification Commission and Committee Members and the many other subject matter
experts who volunteered their time and expertise to developing the LACP certification program.”

Zoom is Game Changer for Many NAIFA
Members!

N

AIFA members who are currently using the Zoom app — in their practice or with other NAIFA members
— are finding it to be a valuable tool that enhances the quality of their meetings. As some of you may know,
Zoom is a web-based, video-conferencing tool that allows users to meet online, with or without video.
It offers a wireless screen-sharing performance across several platforms, including Windows, Mac, Linux, iOS,
Android and Blackberry.
Advisor Today recently caught up with two NAIFA members who are happy users of Zoom, and this is what
they shared with us.
From A. Jeffery Hill, MBA, CEO
Hill Financial Group Inc.: A Wealth Accumulation Firm
Top 100 in Finance
NAIFA Central Arkansas Past President
As insurance agents and financial advisors, many of us are already harnessing the power of technology in many
areas of our practice. Technology helps us market more effectively, keep track of our clients’ information, set
client reminders, offer online communication portals and connect to social media.
I saw the writing on the wall several years ago while I was a Registered Rep for a Fortune 100 Mutual Life
Insurance company. When I transitioned to an independent platform, I knew it was time to expand my reach and
usage of technology. Because I am licensed to practice in multiple states, one of the tools I found to be the most
beneficial is the app Zoom.
Zoom allows me to conduct business virtually in a variety of ways. Thanks to Zoom, I can hold one-on-one or
seminar-style presentations virtually with my clients and prospects. Using the screen-share feature, I can act as a
witness as clients sign documents, and I can conduct illustration walk-throughs and presentations. Since I have a

separate business that allows me to travel, I am always in need of tools that support my growing virtual financialservices business. Zoom is one of the tools I use regularly.
In addition, when I book virtual appointments, I immediately send a “calendar invite” using Zoom as the
location, and my clients receive reminder alerts as we get closer to the appointment date.
Get into the habit of asking clients if they are open to virtual appointments, and you’ll be surprised at how
many of them will say a resounding yes!
From Ike Trotter
Ike Trotter Agency, LLC
Greenville, MS
Zoom provides a dramatic change for scheduling conferencing calls. Now, you can both hear what is being
discussed as well as make eye contact with the person or group you are conferencing with. In addition to saving
time, money and energy, it is a tremendous game-changer in bringing people together from around the country.
For years, I have participated in various conference calls through NAIFA. Zoom changes the entire picture
of the discussion. I have already been on several Zoom conferencing calls with NAIFA and I am amazed at the
difference it makes!
NAIFA recently partnered with Zoom, which is a fundamental partner in the association’s digital
transformation efforts.

managing your practice | diversity
Advocate, Educate, Differentiate —
and Diversify!

@ISTOCK.COM/PEOPLEIMAGES

A successful diversity and inclusion program begins and ends with people. Here are a few peoplecentered steps to consider as you work toward a more diverse and inclusive practice.
By Brian Haney, CLTC, CFS, CFBS, LACP

I

t all started with Diversity. First as a buzz word, then a social movement. Diversity primarily refers to the
composition of a group. Does the organizational makeup reflect people from a variety of demographics,
backgrounds, ages, gender and varying abilities?
It has now moved toward Inclusion, the practice of diversity in the political, professional and social arenas.
Inclusion is more than tolerance and acceptance; it’s a welcoming stance toward underrepresented parties.
Inclusion moved the needle from talking about it to engaging in change. Organizations began establishing policies
and practices designed to provide a level playing field that welcomes variety and values differences.
But the future is equity: a proportional share of legitimate interest and influence. Equity is the intentional
modelling of an equitable environment, one that is self-aware and self-sustaining, engaged in challenging
intentional and unintentional forms of bias and discrimination while promoting wholesome and just alternatives.
Ultimately, equity as both art and science, eliminates barriers to full participation at all systematic levels. Not only
are all welcome, all have equal value, as well.

Leading the charge
For NAIFA, this is our moment. What better industry to lead the charge? Financial professionals are connected
to people in virtually every vocation and from all walks of life. As financial professionals, we help the public with
perhaps the most significant concern they face: their money. NAIFA members must showcase our commitment
to diversity, inclusion and equity by transforming ourselves, our teams, our agencies and ultimately the financial
companies we work with. Let’s be the change we hope to see in the world.
Starting the journey
The journey begins by taking a long and hard look in the mirror. You must be willing to examine the full
spectrum of your enterprise: from personal practice, to the agency, sales manager to c-suite leadership, all levels

of employees, to vendor relationships, and finally, to the customer experience. Equity and inclusion demand
authentic connection and engagement in all types of relationships.
Let’s examine the three main levels of engagement:
1. Leadership. Organizations unwilling to create genuine equitable leadership will struggle to see true diversity
and inclusion take hold. As financial professionals, we need to develop a more skilled network of sales managers,
general agents and c-suite champions working to advance diversity and inclusion (D&I) in their organizations.
Firms must develop and implement strategies on fostering change, stimulating inclusion and promoting
underrepresented parties into positions of leadership. Organizations that own equity and inclusion will find it to
be infectious. When staff, agents and advisors see the commitment, all parties will take part in the collaboration.
2. Work Place. Cultivating an equitable and diverse work environment is another key to success. How can you
create an environment that says to a diverse audience: “Not only do you fit here, but we won’t be as good of
an organization without you?” From valuing cultural identities, to celebrating differences, to fostering and
encouraging differing points of view and active participation, strong diverse and equitable work cultures will
invariably breed a more strategic approach to D&I practices.
3. Talent Development. If hiring practices don’t change, ultimately the entire industry will suffer. As the
demographic landscape of America shifts, the financial industry must shift along with it. If we believe D&I
is good for business, how can we get our talent pool to reflect that? If we lack diversity, can we intentionally
transform ourselves to model equity internally before hoping to attract diversity externally? Finally, once we hire
diverse professionals, can we support them with education and strategies to transform their businesses and set
them on a path to success?
On the path to success
What is standing in your way? Often, the largest threat to success may be the fear of getting it wrong. What
would it take to become a change agent within your firm, with your local NAIFA association, among your
colleagues and within your spheres of influence? How can this be done with tact and grace? There are some
manageable transformational steps to consider while avoiding walking on eggshells or saying something that could
be unintentionally offensive. Diversity, inclusion and equitable representation begin and end with people.

NAIFA members must showcase our commitment to diversity, inclusion
and equity by transforming ourselves, our teams, our agencies, and
ultimately the financial companies we work with. Let’s be the change
we hope to see in the world.
Below are several people-centered changes you can try:
*Involve your colleagues. Don’t try to do this alone. Reach up and reach out. Reaching up means engaging
someone in a leadership role who can support you and provide senior-level guidance.
If you are the leader, connect with a peer at NAIFA or in the financial- services community who might
be helpful in supporting your efforts. Reaching out means finding one or two like-minded collaborators who
will share your passion and support your interest in changing the culture. This could even become a team or
committee.
*Celebrate cultural events. Sometimes, small steps can make a big impact. Consider using an international
multicultural holiday calendar so you can be aware of the various holidays and celebratory moments happening in
other cultures.
Celebrating together helps the office bond and can create more opportunities for understanding the differences
already present. This can be a simple step toward understanding those cultures, while fostering equity by
encouraging those voices to be heard.
*Recruit intentionally. If you don’t have one already, consider setting up a diversity task force and find
employees who will lead the charge. If your recruiter or managers aren’t diverse, be intentional in pursuing those
who are. Representation matters. Employees who feel as if they are the “token employee,” are less likely to stay in
your organization.
Representation is a crucial component in fostering an inclusive and diverse workforce, allowing all employees
to feel a sense of belonging. In the theme of celebrating, consider creating a diversity award of some kind or
find ways to spotlight diverse production among agents. There’s no better way to encourage diversity than by
highlighting champions already modelling this important initiative. Showcasing those successful professionals
should also help attract more diverse talent.

*Have a plan. Take the time to strategize so you have clear direction, some steps to follow, and a means to
measure progress along the way. Ultimately, the ideal change needs to be organizational identity, one that aligns
with equity principles and values. This moves us away from excitement, interest and even the social pressures of
change toward legitimate action and engagement.
While there is no silver bullet, taking ownership and creating a plan to address it are the best steps anyone can
take as we all work together towards a better, more diverse, inclusive and equitable NAIFA.
Brian Haney, CLTC, CFS, CFBS, LACP, is vice president of The Haney Company in Silver Spring, Md. He is also the 2018 recipient
of NAIFA’s Diversity Award and the 2017 recipient of Advisor Today’s Four Under Forty Award. Contact him at 301-593-0600.

product spotlight | annuities
Fixed Annuities Continue to Drive Growth
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The uptick in sales was bolstered by market volatility, which caused investors to seek safety in
guarantees.
By LIMRA

F

irst quarter 2019 fixed annuity sales were $38 billion, a 38% increase compared with first quarter 2018,
according to LIMRA Secure Retirement Institute’s (LIMRA SRI) First Quarter 2019 U.S. Retail Annuity
Sales Survey. Fixed sales have outperformed variable annuity (VA) sales in 11 of the last 13 quarters and they
represent 63% of overall annuity sales.
Overall, U.S. annuity sales were $60.8 billion, an increase of 17% from the first quarter, 2018 results. It is the
highest first quarter of total annuity sales going back a decade.
“This is the strongest start for fixed annuities ever,” said Todd Giesing, annuity research director, LIMRA
Secure Retirement Institute. “The uptick in fixed annuity sales continued the momentum fixed annuities
experienced in 2018, and was bolstered by recent volatile equity markets, which had investors seeking solutions
with guarantees.”
Indexed annuity sales increased 24% in the first quarter, totaling $18 billion. This is the third consecutive first
quarter growth for indexed sales.
Sales of fixed-rate deferred annuities, (Book Value and MVA) were $15.1 billion in the first quarter — up from
$8.7 billion from first quarter 2017 results. After multiple quarters of following the 10-year treasury rate, this
quarter, fixed-rate deferred sales rose 68%, despite declines in the treasury rate growth.

U.S. annuity sales were $60.8 billion — the highest first quarter for
total annuity sales going back a decade.
“The significant turbulence in the equity markets in the fourth quarter 2018 really sparked a flight to safety,”
said Giesing. “This resulted the highest level of first quarter sales for indexed annuities we have ever seen, and the
highest level of fixed rate deferred sales since 2009.”
Single premium immediate annuity (SPIA) sales had a record first quarter up 33% to $2.8 billion, compared
with prior year results. Deferred income annuity (DIA) sales increased 23% in the first quarter 2019 to $633
million. DIA sales have remained in the $520-$660 million range for the past 10 quarters.

VA sales continue to lag
In the first quarter, variable annuity (VA) sales totaled $22.8 billion, down 7% from the prior year. Despite a
slight uptick for overall yearly VA sales at the end of 2018, VA sales can’t seem to gain traction.
“The steep market declines from fourth quarter last year have impacted VA sales this quarter,” noted Giesing.
“While we did see low sales in January and February, March sales were a bit stronger, indicating we will likely
see better results in the second quarter. Despite the expectations of improvement, VAs have an uphill climb,”
continued Giesing. “Beyond economic factors, competitive fixed annuity products have made the landscape even
more difficult for the VA market. SRI forecasts VA sales in 2019 to decline slightly.”
Registered indexed-linked annuity sales (RILAs) were $3.5 billion this quarter, an increase of 60% compared
with first quarter 2018 results. These products represent 15% of total VA sales. Excluding RILA products,
variable annuity sales declined 14%.
LIMRA Secure Retirement Institute’s First Quarter U.S. Individual Annuities Sales Survey represents data
from 94% of the market. LIMRA Secure Retirement Institute provides comprehensive, unbiased research
and education about all aspects within the retirement industry to improve retirement readiness and promote
retirement security. For more information, please visit www.secureretirementinstitute.com.

product spotlight | health savings accounts
Few Business Owners Have Full Grasp of
Health Savings Accounts
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Most expect to receive guidance from a financial advisor.
By Ayo Mseka

R

esearch released earlier this year by the Nationwide Retirement Institute finds that the majority of business
owners (55%) consider the cost of health care to be the biggest expense for people in retirement. This cost
outpaces housing (24%), taxes (12%), food (6%) and transportation (1%).
Yet, just one in five (20%) business owners fully understand important elements of health savings accounts
(HSAs), according to the survey of 406 U.S. business owners with 11-500 employees.
Among those surveyed, many didn’t understand that it’s necessary to provide a high-deductible health plan
(HDHP) when offering an HSA, that employers can contribute to employee plans and HSA balances carry over
year-to-year. These findings demonstrate the misconceptions and barriers that exist in helping employees save for
current or future healthcare expenses, the survey notes.

What business owners want
Meanwhile, three in four U.S. business owners expressed interest in talking to a financial advisor about employee
benefits that reduce company taxes (77%), offer employee tax savings (74%) or may increase retirement savings (76%).
“Business owners want to talk about employee benefit solutions that offer tax savings and can help increase
retirement savings,” said Kristi Rodriguez, leader of the Nationwide Retirement Institute. “A real opportunity
exists for financial advisors to play a major role in educating business owners about the benefits of health savings
accounts for both their business and their employees.”
HSA benefits and misconceptions
Business owners who already offer an HSA report that the main benefits are providing tax advantages (5%) and
the ability to cover healthcare deductibles and out-of-pocket expenses (58%). Less than half (43%) say saving
for retirement is an advantage that is associated with HSAs. In contrast, those who don’t offer HSAs and are not
considering offering one say they are unsure of the advantages associated with HSAs.

With some guidance, clients discover that whole life offers a
compelling balance of flexibility, performance and guarantees.
In addition to misconceptions around the benefits of an HSA, a gap exists in understanding that businesses
must provide a HDHP to offer an HSA. Six percent of business owners with 101-500 employees answered that
their business offers an HSA despite indicating they did not offer an HDHP option, which would not be possible.
“Health savings accounts are effective tools for business owners and employees alike,” said John Carter,
president of Nationwide’s retirement plan business. “They can supplement retirement savings plans by promoting
greater savings and easing retirement concerns around healthcare costs, while offering special tax treatment not
found in other retirement accounts.”
Who offers HSAs
Four out of ten (41%) business owners offer their employees an HSA. Another 21% are considering one and
38% state they are not considering an HSA. The larger the business the more likely it is to offer an HSA: 59% of
companies with 51 to 100 employees offer an HSA and 60% of companies with more than 100 employees offer
one, compared to only 25% for companies with 50 or fewer employees.
81% of millennial business owners offer an HSA option, compared to 44% of Gen X and 25% of boomerowned businesses.

The larger the business, the more likely it is to offer an HSA.
Millennial business owners also possess a solid knowledge about the important elements of HSAs, in addition
to knowing how HSAs can be advantageous to them and their businesses. However, only 31% of millennial
business owners knew that HSA balances carry over year-to-year.
Lastly, millennial business owners expressed the greatest interest in speaking with a financial advisor about
benefits associated with HSAs, with at least 90% saying they’d be interested.
“In an economy with low unemployment, employers are competing for talented workers. Benefits play a key
role in attracting and retaining employees,” noted Carter. “We believe the growth of health savings accounts
follows the same upward trajectory of defined contribution plans. As employers become more familiar with health
savings accounts, advisors need to help ensure they understand the associated benefits.”
To help advisors have these conversations, the Nationwide Retirement Institute offers a variety of educational
resources and tools, including Nationwide’s Health Care Cost Assessment. This tool provides a meaningful,
personalized cost estimate that helps advisors and clients estimate future medical and long-term care expenses.
Advisors who are interested in learning more about HSAs, upcoming webinars or obtaining complimentary
health-care cost assessments for clients, should call 1-800-626-3112 or visit www.nationwidefinancial.com/hsa.
Nationwide commissioned Edelman Intelligence to conduct a 10-question, online survey through the YouGov
panel from February 14-22, 2019, among a sample of 406 U.S. business owners.
Business owners are defined as having between 11-500 employees, being 18 years or older and self-reporting as
either a sole or partial owner of their business. For this survey, millennials are defined as individuals ages 18-34,
Gen X as ages 35-54 and boomers as age 55 and older.
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The product is broader than how it is funded, with protection paired with efficient capital use
and re-use.
By Patrick Marody

T

he word “flexibility” is often loosely defined in planning conversations. Clients ask for it to be built into their
strategy and advisors position it as a selling point of a proposed solution to help alleviate concerns and close
the sale.
But ask yourself: What are your clients really wanting when they ask for flexibility? Is it the assurance that the
product can help them solve a wide variety of planning challenges and adapt to evolving needs? Or is “flexibility”
often a code word for “the freedom to change their mind”? A permission slip to reduce what they’re spending on
securing protection or saving for the future and redirect those dollars to a different expense or to enhance their
current lifestyle?
While we believe flexibility is crucial to a successful strategy, perhaps we define it a bit differently — working
carefully to equip clients with flexibility that empowers them to achieve financial freedom. It also means steering
them away from behaviors and products that appear to offer flexibility, but when exercised, can dangerously
undermine their chances of achieving successful outcomes.
We’ve also observed that some have falsely labeled valuable tools like whole life insurance as “inflexible,”
conditioning clients to be resistant when they’re recommended as a solution. But with a bit of guidance, they
discover that whole life offers a compelling balance of flexibility, performance and guarantees.
Be careful with the word ‘flexibility’
Often the demand for flexibility is driven by the tug of war clients feel when allocating scarce resources between
paying for a current lifestyle and planning for future needs.
Interestingly, flexibility seems to matter less to clients if the financial decision (no matter the magnitude) offers
instant, tangible gratification. Mortgages, for example, are perhaps one of the least flexible long-term commitments
one can make. But no one expects to negotiate flexible payment terms with the bank — they choose from a menu of
financing options to pick a manageable payment, knowing there will be penalties if payments are missed.
Like mortgages, our clients’ future needs have price tags that require saving and planning today. Of course,
there are times when life hands us unexpected challenges and flexibility is paramount. Major life events like an

emergency expense, a medical condition or a job loss can make money tight for a while and require us to deviate
from the original plan. We call those “unexpected outcomes,” and are careful to think about those types of needs
when constructing a strategy for our clients.
But even if the reason a client needs to reduce funding is justifiable, does that change the resources they’ll
need when the future arrives? Unless they’re willing to accept “less” as an acceptable outcome — less retirement
income, less funding for college expenses, less money for health- and long-term care needs — the resources they’ll
need are inflexible. In short, flexibility in planning cannot be perceived by the client as “the freedom to do less
and still succeed.”
Thankfully, there are better planning solutions — ones that expand the definition of “flexibility,” and turn it
into a powerful asset instead of a potential liability.
Discovering whole life’s true flexibility
If one could define and build the most effective, flexible and desirable financial tool to help achieve your goals,
what characteristics would it have? For example, would it:
• Offer value to you during life and be self-completing upon disability or death
• Offer protection for your assets from predators and creditors
• Accumulate its value tax-deferred and offer access that can be free of taxes or penalties
• Let you take an accelerated benefit should you need additional financial resources for chronic illness care or
confronting a terminal illness
• Accumulate cash value over time, be accessed without questions or red tape for emergencies or unplanned needs
and be readily available for any reasons you can think of, whether it’s a planning goal, a major purchase or an
investment opportunity
And once utilized for life’s needs or opportunities, would you want the ability to put it all back as if it never left
(if the policy uses a non-direct recognition approach to dividend crediting)? Then, once replaced, have the ability
to draw down the asset for its intended purpose, such as college tuition, retirement on a tax-advantaged basis or
leaving a legacy for the next generation? Whole life, when optional riders are included, can be capable of all of
these things, in addition to providing important death benefit protection.

With some guidance, clients discover that whole life offers a
compelling balance of flexibility, performance and guarantees.
But don’t underestimate whole life’s flexibility when it comes to premiums, as well. When clients face
unexpected outcomes in life and payments need to be missed, the cash value can serve as collateral for automatic
premium loans from the insurer. Do those loans bear an interest rate? Absolutely. There is always a cost, whether
in accrued interest or in opportunity cost, for taking money that was needed for one purpose and allocating it
elsewhere.
Still, one of the most compelling flexibility features of whole life is that when we need to deviate from the
original plan, we can quantify the cost of that deviation through the policy loan. Then through loan repayment,
we can restore the policy to its full value and potential for later use and re-use.
Do all of the most popular financial tools, such as 401(k)s, Roth IRAs and 529s allow one to pull money out
for other opportunities (forgetting, for a moment, the potential impact of taxes and penalties), and then replace
that money later? Or if contributions need to be reduced for a while, can one request that contribution limits be
waived so that those missed savings can be restored to the account? No, of course not. And even if one could,
would those funds still enjoy the same growth that would have occurred as if the money had been there all along?
Most certainly not.
You’ll only make so much money in a lifetime and there are unlimited places to put it. I’d think if you have a
limited supply, you want to put it in the most efficient place.
That’s the power and potential of whole life — a flexibility that is broader than how it’s funded and extends
into a universe of protection paired with efficient capital use and re-use.
Patrick Marody is an Ohio National Financial Services associate general agent with Financial Architects, Inc. in Farmington Hills,
Michigan. He can be reached at patrick@financialarch.com or at 248-482-3600.
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Whether your client is the king of the c-suite or the queen of the Seven Kingdoms, key-person insurance
is the name of the game.
By Frank Zuccarello

W

hen HBO’s phenomenally successful “Game of Thrones” launched its final season this year, TV screens
were filled with images of kings and queens jockeying for positions of power while falling victim to
perilous pitfalls, enemies lurking around every corner, various forms of treachery, and unimaginable risks.
So how were they protected?
Whether we’re talking about the battlefield or the boardroom, today’s titans of the c-suite need a lot more
than armies at their disposal if they want to protect not only themselves but their business as well, should they
succumb to a serious injury or disease that could potentially “dethrone” them.
Many organizations are protected by key-person life insurance, or at the very least have a succession plan
should the rain maker pass away. But statistics show the risk of disability during the working years is significantly
higher than the risk of death. A 45-year-old executive is three times more likely to suffer a disability lasting longer
than 90 days than to die before the age of 65.
Which leads us to this very important question: Why do so many risk managers protect the vision, but ignore
protecting the visionary? Why do Daenerys Targaryen’s disciples buy into her vision of a united Seven Kingdoms,
but don’t blink an eye when she climbs on the back of a fire-breathing dragon and soars into the clouds (with nary
a seatbelt for protection).
It’s a problem we still see in today’s corporate environment. Hundreds of millions of dollars are spent insuring
towering steel-and-chrome skyscrapers, but the key person in the corner office is unprotected.
So why is it that the majority of risk managers don’t think about it, even though there have been numerous
surveys done showing that a company’s biggest asset rides the elevator every day? It’s not just the plant, or the
building they should be protecting but the person who’s driving the business while sitting in the c-suite.
Risk managers need to evaluate the risk to key personnel and c-suite executives by looking at how they are
leveraged against the success of the company. What is the potential impact should they not be able to perform
their duties. Ask yourself: If that person left in the middle of the night, who could successfully run the company?
And what would be the cost to replace that person from outside if there were no one in place in-house?

In today’s competitive business environment, protecting the value of a
star executive is more critical than ever.
Or are they irreplaceable? If Mark Zuckerberg should be unable to head up his burgeoning social media
empire, is there realistically someone else to fill that void? In some companies, it is unlikely.
But every case doesn’t have to spotlight a high-profile leader like Zuckerberg or even a Cersei Lannister. There
are many mid-level corporations (or kingdoms) where the key person needs disability protection just as badly.
All we have to do is go online to read about how everything changes in the blink of an eye, which only serves to
underscore the importance of the job of a risk manager.
In today’s competitive business environment, protecting the value of a star executive is more critical than ever.
And the tools are right there in front of them. Using markets once reserved for elite athletes and entertainers,
carriers like Lloyd’s of London have developed key person disability products designed to protect a company’s
most critical asset. These carriers have the ability to deliver disability benefits of up to $100 million for
individuals whose vision, knowledge, connections and experience are critical to a company’s operation and future.
There is no doubt that high-powered executives are tough minded and confident. Therefore, preparing for a
disability runs contrary to the way they view themselves. This may help explain why so many brush off the need
for the coverage. But insuring against a disability preserves what executives value the most and why they’re in
business: namely, control.
We recently worked with the CEO and Founder of an extremely large cloud-based communications services
company in Silicon Valley. The company was fully aware that its visionary leader, who at that time was in his late40s and lived a healthy and active lifestyle, was the fuel that drove the business engine, and that any type of longterm disability would derail the company’s plan for future growth.
A decision was made to take out a $50 million key-person disability insurance policy as a hedge against the
CEO no longer being able to perform his duties. Benefit limits for key-person protection are also available in
excess of $100 million per person and are most commonly purchased in conjunction with a large life insurance
transaction.
It doesn’t matter if your client is a Zuckerberg or a Lannister, whether their domain is Manhattan Island or the
Iron Islands, the key players in the game need to be protected at all costs. As their trusted advisors you wear the
hand of the king pin, which designates you as your client’s closest advisor — the one to offer them counsel in the
decisions that can protect both themselves and their livelihood.
Frank Zuccarello is Partner of Exceptional Risk Advisors, LLC, where he manages the field underwriting, sales and operations for
the firm’s Accident & Health Division. Zuccarello underwrites and places kidnap and ransom policies for corporate executives, as
well as a long list of high-profile entertainers. The firm serves corporate executives, international celebrities and athletes through
its relationship with Lloyd’s of London. Contact: 866-512-0444; frank.zuccarello@exceptionalriskadvisors.com.
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By Stephen Harvill

Keeping the sales process simple and viewing time as your most valuable resource will help move your
sales production from good to great.

I

wrote the book The 21 Secrets of Million Dollar Sellers based on a single idea: Great performers follow
successful patterns. If I could devise a methodology, those power behaviors could be identified.
The result could create a primer for any salesperson looking to make the next leap in their career. There
would be little risk in picking the “secrets” that best matched their strengths and attacked their weaknesses
because those secrets were behaviors already in play with pinnacle performers.
I followed a very simple plan:
• Create a questionnaire that will identify key behavior traits of top salespeople.
• Utilize open-ended questions that create dialogue and storytelling.
• Don’t limit the field of sales professionals to a single industry. I am looking for patterns of success. The more
industries and businesses, the better.
• Create only one filter: You have to be a million-dollar producer. I don’t care how the business identifies that. It
could be a million dollars of product or services sold, or it could be that the salesperson makes a million dollars a
year. This would be the only criterion.
After over two years of work and 300 interviews with sales professionals in seven different industries, I had my
Amazon best-selling book, which has now been translated into a dozen languages and named one of the top 100
sales books of all time.

Secrets of success
Here are just two of the secrets of success:
Secret #1: Keep it simple. Nothing will get a pinnacle sales performer to a yes more quickly than the idea
and application of simplicity. Even the slightest bit of confusion and complexity in the sales process will allow
a prospect to retreat to a no response. The objective of a salesperson is to remove no, not add a reason for a
prospect to say it.

Great producers use simplicity as a core strategy.
Great producers use simplicity as a core strategy. They remove ambiguity and complexity to create the most
effective road to yes. If you remove the confusion that complexity creates, it increases the likelihood of your
making a sale.
This is done in a variety of ways and is often directly related to the product or service that is being sold. Here is
a simple idea to get you going:
The Power of 3: Never allow any part of your sales process to exceed three parts. This is one of the secrets
of simplicity. This law will always keep things in the simple neighborhood. Sure, it’s hard and it takes a lot
of discipline, but you will always be in the realm of simplicity if you never let anything exceed three. It takes
thoughtful reduction to get to the essence of your strategy.
Secret #16: Master the day. There are over 180 currencies used in the world. The euro, yen, renminbi, peso,
and baht all claim a sense of value, but there is one real “currency” that outweighs all others: time.
Great salespeople see time as their most valuable resource, a strategic tool in both their personal planning and
in their respect for their client’s time. They know the difference between important and impactful. They strive to
become the master of their day, not its victim.
Here’s an example:
The Black Hole of Email. Yes, despite its rumored demise, email still reigns as the king of information
exchange, responsible for over 124 billion communications a day. Though email might seem the lifeblood of your
professional life, you are not a slave to it. Surprisingly, many of the sales stars in the book structure their email
time to meet their sales time. Some won’t even open their email until after they have done serious sales work.
Top-line producers know that being right is the most important factor and that being right takes uninterrupted
and focused time.
Many salespeople see sales as a job. But to top sales professionals, it’s their career. To excel, you need to get
better, and getting better is a lifelong goal.
Stephen Harvill is with CREATIVE VENTURES in Top O The Lake, Lakeway, Texas. Contact him at 512-712-5279 or at
steve@creativeventures.com.
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The first step is to get them to admit they have sales call reluctance.
By Connie Kadansky, MCC

I

sn’t it frustrating? The difference between making or exceeding sales goals every month comes down to simple
numbers. If your sales team makes an effort to talk to a few more new prospects every day, sales will pick up, and
goals will be met.
But even after you’ve given your sales team all the tools and support they need, such as sales training, scripting,
marketing materials, bonuses, and incentives, you cannot seem to motivate them to get out and prospect more. To
make matters worse, your competition is out there stealing business away from you not because they have a better
product or service, but simply because their salesperson got there first.
Until and unless you can find a way to get your salespeople to “own up” to the fact that they are NOT calling
on as many new prospects as they should, you will continue to struggle to meet your objectives every month and
continue to lose business to competitors.

Why most traditional sales incentives rarely work
You already know from experience that additional traditional sales training, interactive websites, sophisticated
contact management systems, and incentive trips rarely work. But did you ever stop to wonder why?
The answer is simple: They do nothing to address the real problem, which is the fear salespeople have when
contacting new prospects. This fear shuts them down and causes them to procrastinate or “get busy” with
unimportant, however justifiable tasks, in an effort to avoid making more prospecting calls.
Simply put, Sales Call Reluctance is an emotional hesitation to prospect and self promote. When a salesperson
develops a fear of prospecting and leveraging relationships, he incurs a substantial handicap that is similar to that
of a baseball player with a fear of swinging a bat or a lawyer afraid to talk to a jury.

Keep your sales staff focusing on solutions and becoming creative
with the challenges they experience.

We tend to intellectualize call reluctance, but to do so is setting a booby trap that locks us into fear and
inaction. It is not an intellectual exercise to prospect. Unresolved negative experiences can result in a significant
breakdown in the actions.
Leaders and top sales performers are known for achieving their key performance indicators. They do not allow
their actions to be sabotaged by fear, resistance or reluctance.
Happy high achievers are said to display high emotional intelligence, according to Vance Ceasar, a researcher
on happy high achievers. Eighty percent of a salesperson’s success is directly due to his emotional intelligence —
and top performers have learned how to put their emotions in check.
Eliminating sales call reluctance
So, what can you do to help your salespeople develop their own use of emotional intelligence in professional
relationships, thereby increasing their self-confidence?
The first thing is to give them the tools and techniques they need to handle their feelings. When we want
something from someone, we experience fear because of our emotional makeup as human beings. Whether we
want their business, an appointment, approval, respect, friendship, or love, we fear they will say no to our request.
Likewise, when we want something from a prospect, they sense it. And guess what? They immediately put up
a self-protective barrier because in sensing that you want something from them, they psychologically or intuitively
feel you can take something from them — their money, their time or their reputation. So now you have two people
in fear and nobody selling or buying anything.
Long-term top producers have the skills to focus on the value they provide to prospects, the problems they
solve and how they help them avoid failure. Because they regularly achieve results, they tend to have less fear.
What would happen if a call-reluctant salesperson overcomes his fear and approaches a prospect with a
different mental approach, such as, “I am 100% committed to providing valuable products and services,” “I want
to find out how much attention my prospect puts on the problem I solve,” and “timing is everything”?
You may think this will never work, but to teach this approach of fear-free prospecting is to teach neutrality
because it teaches people to remain emotionally detached from the outcome of the call. So, when they do not get
their “way,” they do not experience frustration, anxiety or defeat. This is the beginning of inner confidence.
You can teach your salespeople to step up to a much higher level of satisfaction and success in their work,
regardless of the level of performance they presently are experiencing. You can teach them not to allow a
prospect’s response to determine or affect their attitude. And you can give them the skills associated with
resolving fear and reluctance.
A good go-to question for salespeople to ask themselves when they reach a prospect who is not receptive is:
“What am I making their ‘no’ mean?”
Once a salesperson learns to experience this type of neutrality about their prospecting, they will start getting
better results immediately and will get more enjoyment out of their job. The skills and training you can provide
will enable them to begin to self-correct and become more emotionally resilient. They will then develop openmindedness and confidence and society, and their prospects will start to respond to them positively.
Helping your team
Keep your sales staff focusing on solutions and becoming creative with the challenges they experience. Do not
allow them to waste time criticizing and blaming someone else for their lack of sales. Do not allow them to
become a victim to anything. Inspire them to be courageous and face the truth: They are responsible.
Also, get your sales team to be honest with their vulnerabilities around prospecting. According to David
Hawkins, M.D., Ph.D., 78% of people would never admit to being reluctant or resistant to anything. Lacking the
courage to be vulnerable, salespeople come from a position of non-integrity.
That is why the first step in overcoming call reluctance is to get your salespeople to be aware that they have
it. To do this, they must feel as if they can talk about it without being punished or without looking inadequate in
your eyes.
Unless they get it out in the open and support each other in overcoming it, it will continue to lurk in the
background and cause them to fail to earn the types of commissions they want.
In addition, ask them to evaluate themselves privately by recording whether or not they believe they are getting
in front of qualified prospects consistently and comfortably. If they feel they are not, why not? Many people want
to hide and deny their call reluctance. However, admitting they are call reluctant is an important step toward
overcoming their reluctance.
Also, encourage your sales team to observe their behavior on the sales call. Call reluctance shows up there, too.
What do they do when it is time to ask their prospect for the appointment? Do they shy away? Do they hope that
if they are nice enough, the prospect will ask to buy? Do they walk away without clear follow-through?

Suggest they write down their self-defeating behaviors. Do they commit to making 50 calls a day, but stop at
20? Do they get caught up in busy work to avoid prospecting? Do they have “selective forgetting” when it comes
to asking for referrals? Do they avoid targeting certain prospects like CEOs, lawyers and doctors?
Work with them also to be able to clearly, concisely and confidently articulate their real value to their
prospects. If they can do this, they are not wasting their prospects’ time. People want products, services and ideas
that can make their lives and businesses better.
Support them in taking an inventory of what they have to offer. Once they are convinced of their value, they
will feel more comfortable with prospecting because they are “sold” on themselves. Have them write down and
carry with them several reasons for the added value they provide to their clients.
In addition, have your salespeople capture the things their self-critical inner voice is saying to them. It’s OK to
create a spreadsheet for this. Do they recognize this voice? It is an internal saboteur that must be defused. This
voice says things like, “I don’t want to intrude,” or “I haven’t done enough research about their company,” or
“They already have an advisor they love.”
Once they have captured these things, encourage them to answer this question: “How does this internal selftalk make me feel?” This step is very important. Does it make them feel rejected, disappointed, vulnerable, sad or
depressed? It is important to pin-point the feelings that are triggered by the internal saboteur.
The next question they should ask themselves is: “What story am I making up to protect myself?” They might
be saying that prospects do not pick up their phones anymore, or prospects resent salespeople.
Another question is: “What experience in my life triggers me to make up this story?” For example, do they say
things like: “I hate it when salespeople call and interrupt me,” or “I resent salespeople who call me?”
Interesting insights will come from this exercise. If salespeople resent salespeople who prospect them, every
time they prospect, they’ll have the nagging voice inside them, which rejects their role as a trusted advisor.
Connie Kadansky, MCC, Sales Call Reluctance Coach, has been coaching advisors for 21 years. She was a speaker at NAIFA’s
2018 Performance + Purpose Conference and the 2018 MDRT Global Conference. www.exceptionalsales.com.
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This article explains why alternative investments have a place in your client’s portfolio.
By Aaron Hodari, CFP, CIMA

T

hink about the characteristics that make a strong portfolio: diversified, cost-efficient, tax-efficient and riskmanaged.
These qualities should be true of every portfolio, no matter the size or an investor’s risk profile. The
clients we meet with all want a portfolio that “checks these boxes,” but creating such a portfolio is easier said than
done.
This is why we often look to alternative investments. The world of alternatives provides access to unique
opportunities, which, when used correctly for the right investor, can help achieve the portfolio traits mentioned
above.
Why alternative investments
The catch-all phrase of “alternative investments” is a bit of a misnomer, since it can mean different things to
different people. Hedge funds are alternative investments, as are structured settlements and cryptocurrency assets
(but that’s a discussion for another day).
The reason we preach the value of alternatives to certain clients is because they can have a low correlation to
the U.S. stock market, which comprises many investors’ main risk exposure.
Achieving an asset mix with low correlations helps protect against downside and bouts of volatility, especially
as traditional assets are becoming more correlated than ever. As BlackRock noted, alternatives took less heat
during the dot-com crash and financial crisis, compared to their mainstream peers.
On top of this, alternatives can generate higher rates of return due to the wide scope of their investment
universe. Of course, not all alternatives are created equal.
With this in mind, there are two types of alternatives we feel make a strong case for portfolio inclusion: real
estate and private debt.
Real estate
Perhaps the most well-known type of alternative investment, real estate investing, has become increasingly
popular in recent years. We find real estate attractive in part for its returns. The average 20-year return of REITs
(11.8%) residential real estate (10.6%), and commercial real estate (9.5%) all outperform the S&P 500 (8.6%).

Perhaps the most well-known type of alternative investment, real
estate investing, has become popular in recent years.
The total equity market cap of the FTSE Nareit All REITs Index is over $1.1 trillion according to the National
Association of Real Estate Investment Trusts, more than double the market’s $438 Billion value in 2007. This
growth is due in part to the increasing variety of REIT specializations and countless fintech platforms that have
democratized access to the market, increasing investor exposure to the market.
However, the rising popularity of real estate investing has had an unintended consequence: It has increased
the correlation of the asset to equities and the overall market. This can be problematic for us, as we are generally
trying to diversify away from equities when including a real estate allocation in a client portfolio.
This is why we prefer to allocate to non-publicly traded real estate funds over publicly traded REITs. Private
placement real estate gives us access to institutionally managed real estate assets directly valued by leading firms,
without having to worry about external market forces having an impact on price and volatility. It’s a best-of-bothworlds solution for our investing needs.
Private debt
In the wake of the financial crisis, many traditional lenders scaled back their business lending activity, paving the
way for institutional funds and investors hungry for entry into the private lending markets to get a bigger piece of
the pie.
And the market is expected to continue to grow, both in the U.S. and abroad. A 2017 report from the
Alternative Investment Management Association said the global private credit market will break the $1 trillion
threshold by 2020.
Why would investors flock to such an obscure and illiquid type of investment? It comes down to returns.
In a survey from BNY Mellon, 96% of respondents said private debt had performed at or better than their
expectations — higher than for any other type of alternative investment.
According to Preqin, between June 2013-June 2017 private debt funds recorded double-digit annualized
returns. Direct lending strategies led the charge, returning 13.8%. Between the rising rate environment and
equity’s volatile 2018 finale, the returns for an uncorrelated asset class like private debt are hard to argue with.
Diversification, manager selection, and an understanding of the illiquidity are critical, but for the right investor, it
can be a valuable part of the portfolio.
Alternative investments are not for everyone. As Legg Mason points out, alternative investments come with
quite diverse returns. Their liquidity can vary greatly, as well.
But for the right investors who have the desire, capital, and risk profile to look elsewhere, alternatives can
provide a great cushion to protect their portfolio and potentially increase their returns.
Aaron Hodari, CFP, CIMA, is a managing director at Schechter, a boutique, third-generation wealth advisory and financial
services firm located in Birmingham, MI. For 80 years, Schechter has quietly advised wealthy families on financial matters
including: Institutional quality investment advisory services, private capital and alternative investments, advanced life insurance
planning and income and estate taxes.
(The views expressed in this article are those of the author and may not reflect those of Schechter or their affiliates.)
Investment Risk: Alternative investment products, including real estate investments, private equity, hedge funds, and other notes &
debentures, are considered highly speculative, involve a high degree of risk, and therefore may not be suitable for all investors.
Alternative investment managers often engage in speculative investment practices, such as the use of leverage, that may increase
the risk of investment loss, can be highly illiquid, are not required to provide periodic pricing or valuation information to investors,
may involve complex tax structures and delays in distributing important tax information, are not subject to the same regulatory
requirements as mutual funds, often charge high fees which may offset any trading profits, and in many cases the underlying
investments are not transparent and are known only to the investment manager.
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