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ProCare Approvals
A special mailing regarding 2002 ProCare
Medicare Supplementrates for new business
and renewal rate information has been mailed
to General Agents in Colorado, Connecticut,
Nevada and North Dakota.

Check your state(s) ProCare rate memo for
complete effective date information and cut-
off dates for business written with old rates.
If you did not receive this notice, please
contact the Agent Service Center
at (800) 925-7355.

Medicare HMO Lock-in Update
On June 12, 2002 Congress passed the “Public
Health Security and Bioterrorism Preparedness
and Response Act of 2002.”  In this legislation,
the Medicare HMO Lock-in provisions for
voluntary disenrollmentswere postponed until
2005.  This means that as of June 12, 2002, the
Open Enrollment Period is continuous through
December 31, 2004 (beneficiaries can
voluntarily enroll and disenroll from an HMO
at any time).  Another provision applies to
involuntary disenrollments.  This provision
gives Medicare HMOs until the second
Monday in September for the years 2002, 2003
and 2004 to submit information to the
Secretary on whether they intend to continue in
the Medicare+Choice program.

HMO Disenrollment Reminders
Remember these underwriting reminders
when writing voluntary and involuntary Med-
Supp business.

1.  You may postdate apps with an effective
date of 1-1-03, as long as they are written
due to an involuntary disenrollment.

2.  Clients who are eligible for a guaranteed
issue policy are not underwritten.

3.  Make sure to request a policy date which
coincides with the client returning to
traditional Medicare.  UA can only pay
claims when the client is back on Medicare.

4.  Send in appropriate replacement forms, and
a copy of the disenrollment letter (if
involuntarily disenrolled).

Interest Rate Set
The Lifestyle Annuitynew money interest
rate for June is set at 4.50 percent.  Rates will
continue to be reviewed and 
adjusted accordingly.
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Medicare Guides Available
The 2002 Guide To Health Insurance For People With
Medicareis now available to order from the Supply
Department (see contact information lower right).
Please place your orders if you have not already 
done so.

What’s New At Torchmark?
For the latest news and information on our parent
company, Torchmark Corporation, be sure to check out
our website at www.torchmarkcorp.com.  Find out how
Torchmark stacks up against other big businesses, read
current news releases and link directly to other
Torchmark subsidiaries.  You’ll want to bookmark this
site as one of your favorites.

Underwriting Reminders For Underage
Health Plans
As the cost of health insurance today rises by double
digits and more and more company layoffs occur, there
has never been a better time to offer basic supplemental
protection.  Keep in mind these underwriting rules: 

▲ Commission advances are only paid on monthly
bank draft business.  Other modes are paid 
as earned.  

▲ Advances are not paid on conversion policies nor
will they be paid on policies issued on Agents or
their family members.

▲ Be sure to include the proposed Insured’s personal
gross premium check with the application.  The
check must be imprinted with the applicant’s name
and address.  

▲ We will only advance commissions when drafting
on a company account if the insured is the sole
proprietor.  If the name of the business and the
insured don’t match, please send memo 
of explanation.  

▲ List bills are not allowed on underage business, nor
can you sell our underage plans to groups or small
businesses.  You may write the owner of a small
business and his immediate family members, but
not the employees due to ERISA rules.

▲ When writing policies on more than one family
member, separate voided checks and bank

authorizations are required.

Attn:  MI & MN Agents 
The app/brochures for the SSXC-C Surgical
Supplement product in Michigan and Minnesota have
been revised.  Please order new supplies.
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P E R S P E C T I V E

United American’s hallmark product has always been
Medicare Supplement insurance.  This means UA has
become known for excellence in the Medicare
Supplement market, but it also means UA has become
categorized as a one dimensional product company.
Nothing could be farther from the truth!  We have a full
portfolio of excellent products, and one of the most
overlooked in UA’s tool chest is Long Term Care.

We have devoted this issue of the UA News to a review
of UA’s Long Term Care products.  You’ll note UA offers
a wide range of coverage options including traditional
indemnity coverage with the LTC Classic plan, as well as
expense-incurred coverage with the LTC Gold Series.
You may be surprised to learn that premiums are very
competitive, especially our married rate which offers a
discount of up to 30% for
both people.  See pp. 6-8
for market information, a
product review and some
helpful ways to handle the
second most common
objection after, “I want to
think about it.”

There is probably no
hotter subject among
senior Americans than
long term care needs.  The
ever-increasing life span of
our populace means more
potential for some type of
nursing home, assisted living, or home health care
burden.   In fact, come July 1, 2002, the new federal long
term care insurance program will be launched.  While
the program is designed specifically for the 20 million
federal employees, military personnel, retirees, spouses
and family members, the nationwide advertising
campaign announcing the program will go a long way in
serving a purpose for our needs too.  The federal program
will very likely raise the awareness among the general
population about the need for LTC insurance.

However, the greatest difficulty with Long Term Care is
not in the awareness or necessity of the product, but
rather in the lack of preparation for the costs incurred for
care.  Some people can pay the bill out of pocket, others
qualify for Medicaid (welfare), but most will fall

somewhere in the middle.  Statistically speaking, the
average male can expect to spend $56,895 on long term
care; the average woman will spend about double that at
$124,370.  The current monthly average cost for nursing
home is $4,654, and the average nursing home stay is 19
months.  Women outnumber men in nursing homes —
13% of women compared to 4% of men were projected
to spend five years or more in a nursing home.  

S. Larry Feldman, CLU wrote a book, When Caring Isn’t
Enough:  Meeting the Need for Long Term Care with Long-
Term Care Insurance, which pointed out the need for
LTC coverage is a matter of risk, rather than age.  He
uses Christopher Reeve, survivors of the Columbine high
school shooting and the September 11th tragedies as
examples that anyone, not just the elderly can face the

possibility of needing LTC.
Perhaps your most crucial role
as an insurance Agent is to help
create financial certainty.
Planning for the future creates
financial certainty, and one way
clients age 40 and over can do
this is to buy an LTC policy.  

People have to address long
term care because, at some
point in their life or the life of a
loved one, a debilitating illness
will occur.  If no long term care
coverage exists, it will affect the
family’s dynamics — someone

in the family will have to care for the person.  It also will
most definitely affect the family financially, emotionally
and psychologically.  

There may be no coverage where company staying power
and financial stability are more important.  Witness the
exodus of major LTC writers over the past 10 years,
either due to financial problems, mergers, or withdrawal
from the market.  UA has the financial staying power to
back your clients’ needs and to continue your
commission income!

Consider this our challenge to all UA Agents:  Get an
LTC sales kit from our supply department (see numbers
on the Editor’s page) and consider the impact on your
commission earnings!

FROM THE DESK OF:

Gene Grimland
President, General Agency

Marketing Division

“Perhaps your most crucial role as an
insurance Agent is to help create
financial certainty. ”

LTC:  The Overlooked Coverage?

Sources:  A Shopper’s Guide to Long Term Care; longtermcare.com; money.cnn.com
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6. THOMAS STATKEWICZ
Sylvan-James Associates, Inc.

7. TINA HENSON
National Consultants

8. MICHAEL LEMAR
Sunshine State Agency

9. IVAN M. SPINNER
Insurance Specialist Group, Inc.

10. LARRY L. WEBSTER
Webster & Associates, Ltd.

11. RAY GRIFFIN
Union Benefit Corp.

12. PHILIP B. ORTEZ JR.
Phil & Kathy Ortez Insurance
Agency, Inc.

13. CATHERINE HATTON
Hatton Insurance Agency

14. FRANKLIN D. CARBONE
Assured Benefits Corp.

15. PAUL SWEENEY
Quality First Insurance Agency, Inc.

16. PAUL D. WOOD JR.
National Health Insurance Company

17. JONATHAN AHLBUM
The Ahlbum Group

18. JIMMY K. WALKER II
America’s Insurance Consultants, Inc.

19. KEVIN C. MALLEY
Malley Insurance Agency

20. DAVID K. DANIELS
David K. Daniels & Associates

21. RON CONCKLIN
Rosenberg-Concklin, Inc.

22. LARRY L. BRYAN
Larry L. Bryan Insurance Services, Inc.

23. RONALD E. PERRY
Perry’s Insurance Agency

24. FORREST L. BLEDSOE
Chamber Health Plans, Inc.

25. FLORIDA CO-OP
INSURANCE SERVICE

26. RORY F. DOUGHERTY
Florida Insurance Services, Inc.

27. ROBERT GERCZAK
Gerczak Insurance Agency

28. GEORGE WILSON JR.
World Wide Coverage, Corp.

29. SHARON G. FIORELLA
Fiorella Insurance Agency

30. JOE BAILEY
2000 Insurance Concepts Agency, Inc.

Through May 2002, the following producers represent the top Agencies with the highest net combined annualized
premium for the year.  A distinguished wall plaque will be awarded each month to the number one President’s Club
candidate.  Agencies shown in color are on schedule to attend the UA Sales Conference.

Through May 2002, the following producers represent the top Writing Agents with the highest net combined
annualized premium for the year.  A distinguished wall plaque will be awarded each month to the number one
Pacesetters Club candidate.  Agents shown in color are on schedule to attend the UA Sales Conference.

1. MICHAEL K. STEVENS
Farm & Ranch Healthcare

2. KEN PARKER
Parker & Associates, P.A.

4. LELAND KOHUTEK
Insurance of America Agency, Inc.

3. PAMELA RANDALL
P.R.’s Insurance Solutions

6. NEAL STACY

7. VIRGILIO H. VILOMAR

8. TERRANCE R. DAVIDSON

9. THOMAS C. HILL

10. RICHARD R. ZEIS

11. JAMIE L. EDWARDS

12. TOD E. KEMBLE

13. TAMARA CHILDS

14. LYNN M. STOKES

15. ALAN I. BERMAN

16. LARRY L. BRYAN

17. SHANE E. MIZE

18. JONATHAN AHLBUM

19. JIM CARLSON JR.

20. PHILIP B. ORTEZ JR.

21. TERRI L. CHALKER

22. SYDNEY M. PATTON

23. JOHN J. LOEWEN

24. BRUCE A. BEIKMAN

25. JAMES MONTI

26. TIMOTHY RIAL

27. SCOTT E. HUNT

28. ROBERT POPE

29. GARY SAUNDERS

30. JEFFREY D. LEGGETT

PRESIDENT’S CLUB PACESETTERS CLUB

5. CHARLES R. MANKAMYER
Accident & Health Agency of
Florida, Inc.

1. DIANA R. PERKINS

2. IVAN M. SPINNER

4. STERLING S. COOPER

3. FRANKLIN D. DANDRIDGE

5. GREGORY PROSSER
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LIFE GENERAL AGENTS HEALTH GENERAL AGENTS

LIFE WRITING AGENTS HEALTH WRITING AGENTS

1. KEN PARKER
Parker & Associates, P.A.

2. MICHAEL K. STEVENS
Farm & Ranch Healthcare

3. DAVID K. DANIELS
David K. Daniels & Associates

4. ROLAND GUITERREZ
Guiterrez Insurance Agency

5. TINA HENSON
National Consultants

6. BRIAN H. MCLAUGHLIN
McLaughlin Insurance Agency

7. LOUIS H. LARKIN
Larkin Insurance Agency

8. EAGLES INSURANCE GROUP

9. MATTHEW U. THOMPSON
Thompson Insurance Agency

10. ALLEN V. TURNER
Turner Insurance Agency

11. DAN ARTHURS
Carolina Insurance Marketing

12. WILLIAM J. FEDIGAN
Fedigan Insurance Agency

13. BORK AGENCY, INC.

14. JOSEPH MALONEY
Maloney Insurance Agency

15. EARNEST WILSON
Wilson Insurance Agency

16. PHILIP B. ORTEZ JR.
Phil & Kathy Ortez Insurance Agency, Inc.

17. RAY W. MOELLER
Moeller Insurance Agency

18. RITA BAILEY
Eagles United Financial, Inc.

19. JOHN R. BILLS
John R. Bills & Associates

20. CHARLES H. OWENS
Owens Insurance Agency

21. STANDARD INTERNATIONAL
UNDERWRITERS, INC.

22. RICHARD F. GRAHAM
Graham Insurance Agency

23. FRANK REILLY
First Jersey Insurance Agency, Inc.

24. ROBERT L. SHOREY
Shorey Insurance Agency

25. THOMAS STATKEWICZ
Sylvan-James Associates, Inc.

26. JACKIE D. M CCOIN
McCoin Insurance Agency

27. PAUL COLSON
Senior American Insurance Agency, Inc.

28. LARRY L. KAMAKUA
Kamakua Insurance Agency

29. CURTIS SCOTT
Scott Insurance Agency

30. CHARLES R. MANKAMYER
Accident & Health Agency of Florida, Inc.

1. JAMES L. DODD IV

2. GLORIA G. MORA

3. HENRY MULDER

4. DOUGLAS R. LAHEY

5. RICHARD E. BURNETTE

6. LARRY A. WEINER

7. ELLEN S. NICODEMUS

8. CHAD A. SLOAT

9. JUNIOR R. GARLAND

10. PAMELA J. SURRATT

11. FRANKLIN D. DANDRIDGE

12. DENVER L. PROCTOR

13. THOMAS R. MILLER

14. TERRY M. BARKSDALE

15. TERRY L. LAMBETH

16. JOHN S. JACKSON

17. ROLAND GUITERREZ

18. WALLACE L. PEGRAM

19. JEFFREY M. MUYRES

20. ANGEL H. GODBOLT

21. DENNIS J. SMITH

22. WILLIAM C. DAVIS

23. MATTHEW H. TUCKER

24. RONALD W. READ

25. JEFF A. HORSKY

26. MARK NATIONS

27. ALFRED M. WILHITE

28. JIMMY DALCOURT

29. IZZA ISSA

30. JOHNATHAN YALE

1. DIANA R. PERKINS

2. IVAN M. SPINNER

3. STERLING S. COOPER

4. GREGORY PROSSER

5. FRANKLIN D. DANDRIDGE

6. VIRGILIO H. VILOMAR

7. TERRANCE R. DAVIDSON

8. NEAL STACY

9. RICHARD R. ZEIS

10. THOMAS C. HILL

11. JAMIE L. EDWARDS

12. TAMARA CHILDS

13. ALAN I. BERMAN

14. LARRY L. BRYAN

15. JONATHAN AHLBUM

16. JIM CARLSON JR.

17. JAMES MONTI

18. PHILIP B. ORTEZ JR.

19. TOD E. KEMBLE

20. SYDNEY M. PATTON

21. LYNN M. STOKES

22. JEFFREY D. LEGGETT

23. CHARLE S. LIEBERMAN

24. JOHN J. LOEWEN

25. GARY SAUNDERS

26. SHANE E. MIZE

27. ROBERT POPE

28. PHILLIP K. SEIDEMAN

29. BRUCE A. BEIKMAN

30. TIMOTHY RIAL

1. MICHAEL K. STEVENS
Farm & Ranch Healthcare

2. PAMELA RANDALL
P.R.’s Insurance Solutions

3. LELAND KOHUTEK
Insurance of America Agency, Inc.

4. CHARLES R. MANKAMYER
Accident & Health Agency of Florida, Inc.

5. THOMAS STATKEWICZ
Sylvan-James Associates, Inc.

6. MICHAEL LEMAR
Sunshine State Agency

7. TINA HENSON
National Consultants

8. IVAN M. SPINNER
Insurance Specialist Group, Inc.

9. LARRY L. WEBSTER
Webster & Associates, Ltd.

10. RAY GRIFFIN
Union Benefit Corp.

11. PHILIP B. ORTEZ JR.
Phi & Kathy Ortez Insurance Agency, Inc.

12. CATHERINE HATTON
Hatton Insurance Agency

13. FRANKLIN D. CARBONE
Assured Benefits Corp.

14. PAUL D. WOOD JR.
National Health Insurance Company

15. PAUL SWEENEY
Quality First Insurance Agency, Inc.

16. JONATHAN AHLBUM
The Ahlbum Group

17. JIMMY K. WALKER II
America’s Insurance Consultants, Inc.

18. KEVIN C. MALLEY
Malley Insurance Agency

19. RON CONCKLIN
Rosenberg-Concklin, Inc.

20. LARRY L. BRYAN
Larry L. Bryan Insurance Services, Inc.

21. RONALD E. PERRY
Perry’s Insurance Agency

22. FORREST L. BLEDSOE
Chamber Health Plans, Inc.

23. FLORIDA CO-OP
INSURANCE SERVICE

24. RORY F. DOUGHERTY
Florida Insurance Services, Inc.

25. ROBERT GERCZAK
Gerczak Insurance Agency

26. DAVID K. DANIELS
David K. Daniels & Associates

27. GEORGE WILSON JR.
Worldwide Coverage Corp.

28. SHARON G. FIORELLA
Fiorella Insurance Agency

29. JOE BAILEY
2000 Insurance Concepts Agency, Inc.

30. WILLIAM BREWER
Brewer Insurance Agency
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The Power of Planning
Protecting FINANCES and FAMILIES with LONG-TERM CARE COVERAGE

The number of Americans who have purchased LTC insurance more than tripled over the last decade,
going from 1.9 million in 1990 to 6.8 million in 1999, according to a survey released by the Health
Insurance Association of America (HIAA).  HIAA in 1987 began to track sales of LTC insurance, and since
that time the market has grown annually by an average of 18 percent.  If that wasn’t enough, the federal
government is scheduled to roll-out the Long-Term Care Security Act, which will provide LTC coverage for
federal employees and retirees, and is expected to spark even more consumer thinking about LTC
products.  In the midst of such a hot marketplace, information is the best resource an Agent can have.  With
this in mind, let’s take a closer look at the facts behind Long Term Care:

Fact: Currently, the average nursing home stay is 19 months (consumerlawpage.com).

Consumerlawpage.com reports that nearly one out of every two persons age 65 and older will
probably spend some time in a nursing home, which costs on average $30,000 annually across
the United States and in metropolitan areas can escalate to as much as $60,000 to $100,000 per
year.  These costs are in addition to any medical bills or prescription medicines.

Fact: According to the HIAA, one in five Americans over the age of 50 will need LTC services during the
next 12 months.  

Fact: Conrad Meier, a health policy advisor for The Heartland Institute, states, “Most studies show that
most people fail to prepare for the long-term care event because they mistakenly believe Medicare
or their own health insurance will pay for it. This knowledge gap is dangerous in that it gives the
consumer a false sense of security.”  In reality, Medicare has very restrictive limits on skilled
nursing and nursing home care.

Fact: Only five percent of those over 65 have purchased private long-term care insurance.
(consumerlawpage.com).

Four ways to
market 

LTC insurance:
1. Seminars — The advantage of
seminars is you are able to reach
many prospects at one time.  It is
also effective to set up two
different seminars, one for
Seniors over age 65 and one for
boomers, typically ages 50 to 65.

2. Co-op Ventures — The
learning curve for LTC can make
it challenging for Agents not
already selling it to start up in the
business.  Partnering with an
experienced Agent or having an
LTC specialist on staff are good
ways to add versatility to sales.

3. Speaking Engagements —
Civic organizations, social groups,
and churches are usually
receptive to giving the floor to
qualified specialists.  If you have
contacts in these groups, consider
tapping those resources to gain
an expanded audience.

4. Use the Media — Get in touch
with local news media and send
them your business card.  Offer to
help them the next time they need
a contact for an LTC or
retirement-related story.

Special Markets
Report: Selling LTC
to Women

Among older couples, the man
usually makes the decisions on
investments.  When it comes to
LTC insurance however, the
woman is usually the decision-
maker.  Women tend to be
realistic, and they know it is likely
they will outlive their husbands
and are more likely to go into a
nursing home.  As for single
women, they want to know they

will be taken care of and also wish
to avoid burdening their families.
The following are some things to
keep in mind when marketing LTC
to women:

• Men make referrals for
investments but rarely for
insurance.  When you have a
happy woman client, she’ll gladly
tell other women about you.

• Women, especially older
women, are great joiners.  In your
area, you may find retired military
officers’ wives’ clubs, service
organizations, women’s church

groups, or Daughters of the
Revolution — the list of clubs for
women is almost endless.  Most
are looking for speakers to give
informative talks about important
issues, such as LTC.

• Ask questions and create the
need, but don’t do most of the
talking.  Women, in particular, like
to buy insurance from Agents who
really listen to them.

Source:  “Marketing LTCI to Women is
Powerful,” National Underwriter, April
22, 2002.

Getting started...
As an insurance Agent, you have an advantage of which you may not even
be aware.  When Americans were asked to identify the type of financial
professional they use for help in financial and retirement planning, Agents
topped the list (see chart below).

United American has an outstanding LTC portfolio which
offers plenty of choices.  Issue ages are 40 to 84.

LTC Classic — Indemnity
• Qualified nursing home only coverage
• Optional benefit inflation rider
• Optional non-forfeiture benefit rider
• Coverage for skilled, intermediate, and custodial levels of care

LTC Gold Series — Expense-Incurred
• Three Plans:  Gold, Gold Plus, Gold Max
• Qualified nursing home coverage
• Optional home health care or home health and community care protection
• Optional benefit inflation and non-forfeiture benefit rider for 

extra security

Don’t forget about these great UA LTC Tools: LTC Agent
Guide, LTC Consumer Questionnaire, LTC Rate Calculator, LTC
Shopper’s Guide, ads, and lead cards!  Check your UA Product
Approval chart for state availability at www.uageneralagency.com/office.

50

40

30

20

10

49

36 34 32
28

Agent Lawyer Financial 
Planner

Accountant Stockbroker

Financial
Professionals
Americans
Use for Help
with
Retirement
Planning

Source: American Council of Life Insurers survey, Monitoring Attitudes of the Public 2000

Fact:
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Healthy today...but what about tomorrow?
As with any insurance sale, the best time to overcome the cost objection is to make it part of your presentation.
Prospective clients should know that the cost of waiting to purchase long term care coverage is high.  Consider these
average cost projection scenarios based on policies from several companies:

• If you wait three years to buy LTC coverage, it costs 24% more every year for the rest of your life.
• If you wait five years, it would cost 68% more every year for the rest of your life.
• And if you wait eight years, LTC coverage would cost 128% more every year.

More importantly than the rising cost of the coverage is the uninsurability factor.  If clients wait too long to purchase
coverage, they may not be able to when they want due to health conditions (like strokes) which unexpectedly occur.

Think Monthly
Monthly premium payments are the most popular method of payment.  Even more convenient is the automatic
payment plan feature associated with all our pay modes.  By offering monthly bank draft, the customer saves time and
money and removes the hassle of remembering to write the check.  If clients prefer to be on direct bill, we offer a third
party notice whereby UA can notify a family member or friend when the client’s premium payment has been missed or
a lapse occurs.

In Closing
Try these closing statement suggestions as a way to persuade your clients to say “Yes.”

• “If you have the plan, I hope you never use it.  However, if you need to use it, it’s there for you; either 
way you win.”

• “Why not transfer the risk from you to the insurance company, just as you’ve done with your car, home 
and health insurance?”

• “Health is not a question of if but when.  Most of us are going to be unhealthy.  The question becomes, “Will you
need care for a day or for years?” 

• “What would $2,500 or $3,500 a month in long term care bills do to your budget or life savings?”

• “You can use a long term care plan to protect your estate, or you can use your estate to pay for long term care.”

Handling Objections —
When ‘No’ Means 

I’m Not Convinced
No sales presentation is free of objections of one sort or another.  Since
insurance is sold and not bought, your response to a client’s objection can mean
the difference in making the sale.  Responding to protests is a practiced skill
which requires an understanding of how the product you’re proposing will help
your clients meet their goals.  Responses will vary of course with the type of
product you’re selling.  We believe the best defense is a strong offense . . . know
what to expect before it comes out of your client’s mouth.  Below are some ways
to handle the cost objection and also some closing suggestions to help your
clients say ‘Yes’ to LTC coverage. 
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Referral Power!
Taking the Awkward Out of the Ask

Consistently and 
Constantly...

Often, Agents are unsure of when
and how frequently it is
appropriate to ask a customer for
a referral.  For the best results, you
should realistically ask several
times.  The following are ideas of
times and places to ask for that
all-important referral:

* From the Get-Go: Don’t
hesitate to ask at the first
appointment.  People do not
have to make a purchase to refer
you.  They only need to feel
confident in you, your service,
and the product.

* At the Time of Sale:
Ask while you are wrapping up
the final paperwork on the
transaction.  Customers are still
focused on you at this point, but
soon they will be moving on to
the next issue in their lives.

* When You Deliver:
People are usually in a good
state of mind when you deliver
their new policy.  This is an
excellent time to leverage
yourself.

* While Saying Thanks:
Ask for referrals in your “Thank
You” notes.  Gentle reminders
keep you in your customers’
thoughts.

* When Following Up:
Calling to follow-up and touch
base with your policyholders is a
good way to keep the coverage
in force and an opportune time
to ask for referrals.  Also, add a
referral reminder to any
correspondence that you send to
your policyholders.

Everyday, we all rely on the advice of peers to make buying decisions.  In
fact, The Public Pulse reports that most Americans count on their
friends for information on a myriad of issues, ranging from what movies to
see, to buying a new car to, of course, which financial products to
purchase.  We seek out and take the advice of others because we trust the
credibility of the person passing the word along.  The power of word-of-
mouth makes or breaks deals daily.

Regardless, The Insurance Marketing Resource Center recently
conducted a survey with shocking results.

Survey says...
*62% of Agents said they get at least 25% of their new
business from referrals (does that seem low to anyone?).

*Only 16% of Agents have an organized system for generating
referrals, even though 49% said the quality of referrals they
receive was good to excellent.

*Only 46% have a “reward system” for customers who 
give referrals.

Appointments are the cornerstone of every insurance producer’s career.
The reason some Agents struggle is not from an inability to sell, but
rather from a lack of thought given to generating and organizing referrals.  

To get more referrals, first and foremost make sure your business is worthy
of being referred.  You need to constantly communicate, be available, and
follow through.  Regardless of how many times or how nicely you ask, if
your policyholder does not feel they are receiving quality service, don’t
bet on a referral.  Secondly, it is essential that your customers and
prospects know your goal is to reach and work with people like them.
Tell your clients you enjoy working with them and your goal is to serve
others in the same professional manner.  This might be an easier
approach for you, as it focuses more on the customer than on you.

By planning, organizing, and implementing a system for asking, you are
able to harness the power of referrals and watch your business grow!
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Come feel the spirit of the Fairmont
Scottsdale Princess. Delight in the

history and the hospitality of the warm
and rejuvenating desert sunshine. It is a

true world-class five diamond resort.
Come and play the magnificent TPC

Stadium golf course, home to the
Phoenix Open.  Enjoy a game of

tennis, indulge yourself at the Spa, or
visit the exclusive shops of Scottsdale.

Experience Arizona’s finest . . . the

Fairmont Scottsdale Princess and

UA Sales Conference 
May 8-11, 2003

renew your spirit like never before.

www.fairmount.com
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A DV E R T I S E M E N T

You were declined for a contract

because of a reported debit balance.

If you had only known ahead of time,

you would have taken care of it —

right?  Be proactive, instead of reactive.

Now is the time to get out in front of

the problem!

For about thirty cents a day, you can be

notified via e-mail if a company reports

you as having a debit balance.  Imagine

for less than the price of a pack of gum,

you can avoid a sticky situation or at

least manage the issue of a reported

debit balance.

Okay, so nobody told you!  Don’t let

that get in the way of a contract —

simply log onto www.DebitWatch.com
and get in control!  Do it now before

you send in your next application, and

let Debit Watch watch out for you!

So nobody 
told you. . .

www.DebitWatch.com

Debit Watch$
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About Your Company
For over a half century, United American

Insurance Company has been meeting the

public’s Life and Health needs. We are a

leader in individual Life/Health protection.

We are totally committed to meeting

customer needs through personal one-on-

one Agent service and complete Home Office

customer support. You can count on UA to

do what it says it will do.

SUPPLY ORDER INFORMATION:
Toll Free: (800) 285-FORM or (800) 285-3676
Fax: (405) 752-9341
E-mail: uaagentsupply@torchmarkcorp.com
Web site: www.uageneralagency.com
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