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INTEREST RATES SET
The Lifestyle Annuity new money interest 
rate for the month of November is 3.25 percent.
Rates will continue to be reviewed and adjusted
accordingly.  The Deposit Fund Rider new
business interest rate for 2004 has been set at
3.00 percent.

IMPORTANT NOTICE

FOR ALL AGENTS
Due to important privacy issues, United
American can no longer attempt to answer
questions regarding benefits from Agents or
Managers.  In order to provide better service
to our policyholders, we request that you
direct the customer to our Customer Service
department at 1-800-331-2512 with any
claims questions.

ATTN:  ALL AGENTS
This is just a reminder that, for persistency
reasons, UA does not accept cash, money
orders, or cashier’s checks with new business
as acceptable methods of payment.  In addition,
UA also does not allow a bank draft from a
savings account.

2005 MEDICARE DEDUCTIBLE
In 2005, the Part B deductible will increase to
$110.  Accordingly, UA’s non-commissionable
premium will increase to $109 on all policies
covering the Part B deductible with the
implementation of 2005 Medicare rate
increases.  Effective July 1, 2005, the non-
commissionable premium will be increased to
$109 on all policies covering the Part B
deductible even if no rate increase has been
implemented.  If you have any further questions
regarding 2005 Medicare premiums or deductibles,
visit the Department of Health & Human Services
website at www.medicare.gov.  Then, click on “What
are the Medicare premiums and coinsurance rates
for 2005?”

DO NOT CALL UPDATE
The FCC ruled on Oct. 8, 2004 to require lead
lists to be checked against the Do Not Call
registry every 31 days.  Effective immediately,
all lead lists must be scrubbed by the UA
Home Office every 31 days, rather than every
90 days.  If at any time you mention UA in
your sales approach, your lead list will need to
be scrubbed by our Home Office.

ATTN:  PA AGENTS
Effective immediately, Long Term Care is no
longer available in Pennsylvania.  Applications
dated after Nov. 15, 2004 or received after Dec. 1,
2004 will not be processed.
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Agents who are contracted as individuals with United American have often requested that their
commission income be paid directly to their agency or corporation. We have honored such requests by
permitting assignment of an individual’s commissions to a third party. When applicable, we have
reported the earnings under the tax ID number of the assignee.

Recent relevant judicial opinions, including those of the Supreme Court as well as instructions by
the Internal Revenue Service, now require that income must be reported to the party who
provided the goods or services which generated the income. Accordingly, we will no longer be able
to issue a Form 1099-MISC to an assigned agency or corporation. Earnings will be reported to the
individual Agent licensed with UA. 

There are two exceptions. If our contract is directly with a corporation, we will report earnings under
the corporation’s tax ID number. Secondly, if the Agent’s existing block of business for future
commissions is sold to a third party, we will consider reporting of income to the receiving entity upon
proof of the sale and properly completed assignment forms.

We trust that you recognize the necessity of this change and realize that exceptions cannot be
made. Thank you for your cooperation and understanding.

Important
Notice For
All Agents:

1099 REPORTING CHANGE
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PERSPECTIVE

Have you heard the statement, “The whole is greater than the
sum of its individual parts”? The relationship between quality
business and quantity business works in very much the same way.
When you add quality and quantity together, the end result is far
greater than the quality and quantity with which you start.  It’s
more a process of multiplication than addition.  Quality and
quantity combined produce great persistency and retention
which produces business that stays on the books and keeps
generating income for you year after year.  It’s a little like the
snowball effect.  Quantity and quality start the ball rolling and it
grows upon itself!  Write quality and quantity  together and you
multiply all the additional positives that make the whole sale
more valuable for you, your customer and United American. 

Taken individually, quantity and quality are limited.  You can
write a quantity of business, but without the quality to back it
up, it won’t stay around very long.  You can write quality
business, but without some degree of quantity, you won’t make
very much money, and you’ll have more time than you want to
service your few quality accounts.  You need both!  Quality
coupled with quantity produce an ideal result.   

What exactly is quality business?  Quantity is self-explanatory,
but quality is more complex.  Quality business comes from
quality customers–people to whom you sell a product that
satisfies their needs at a price they can afford without
jeopardizing their current or future lifestyle.  A quality sale is
also one in which you build a relationship of trust with the
customer.  Customers see you as a friend and advisor, someone
on whom they can count when times get tough. A quality sale is
one in which you maintain that level of trust by providing
excellent customer service that sets you several notches above
your competition.  If the right variables are all in place–product
fit, affordability, trust between Agent and client and outstanding
customer service–the end result is quality sales that keep your
persistency and retention high and cancellations and lapses low.
Make quality #1 and quantity will be a close second.  

How can you reach a workable balance between selling the right
quantity of business and maintaining the quality that will keep
those renewals coming every year?  There are no hard and fast
rules. What works for one Agent may not work for the next.
Just as each individual sale is different, so may be the manner
and method of securing that sale.  It’s safe to say, however, there
are several general principles that work for the majority of
Agents.  Any additional approaches and sales techniques you use
will depend on you, your customer and the particular
circumstances of the sale.

One of the best ways to learn what generates success is to turn to
those who’ve achieved it (see pg 8).  Their sales practices and
techniques have earned them the numbers to make them award
and recognition recipients year after year.  There’s a good
reason they’re always at Convention.  They’ve earned the
right to be there!

Why are they so successful?  They don’t just work hard, they
work smart. They put together the necessary components to
create a quality sale and multiply it over and over again to create
the quantity.  See our center spread to learn the principles you
can apply to generate greater quality and quantity in your own
sales efforts.  

In June, we introduced the Combined Loss of Business (CLOB)
rate which reported business which had been lost or cancelled.
Rather than look at this negatively, going forward, we will focus
on your retention — the business that stays (and pays!).  In the
future, we’ll look at retention in terms of QBS — Quality
Business Standards.  Keeping your QBS UP will give you the
persistency you need to keep your business on the books for years
to come.  

Remember, “The business that pays is the business that stays”!
It may take time, but persistency pays off.  Just ask the Boston
Red Sox!

FROM THE DESK OF:

Larry Strong
Executive Vice President,
Chief Marketing Officer
General Agency Division

What in the
world is Q2?
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Tahoe – The images which come to mind
are clear, cool, sparkling water and the
glorious Sierra Nevada peaks rising
majestically toward the sky.  It’s some of
the most spectacular scenery in the United
States.  But the scenic waterways, awe-
inspiring sunsets and majestic mountains
of Mother Nature are only part of the
beauty of Lake Tahoe.  The newly
remodeled Hyatt Regency Lake Tahoe
with its Grand Lodge, luxury suites
and rustic elegance will charm you as
much as the scenic splendor of its
location.  Play golf on two Robert
Trent Jones courses, swim, jet ski, sail,
hike, or bike.  Enjoy lakeside dining at
several restaurants and try your hand in
the Casino.  Indulge yourself with a spa
treatment or just take a well-deserved nap.
You make the choice!

There’s no place
like Tahoe.
Be There!
UA Annual Sales Conference
June 9-12, 2005
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Child Safe Kit
We’ve seen it splashed across our television screens too often in recent years...the
innocent faces of children who have been abducted, abused or lost.  What if it was
your child?  Would you be able to provide authorities with the critical information
they need to do their job?  Hopefully, none of you or your customers will ever be
in this position.  Childhood abductions, however, are a reality, so United
American is now offering a new tool to help your customers be more prepared for
this possibility.

The Child Safe Kit (Form F4224) is a three-panel brochure in which your
customer can note important personal information on his or her child, which
could someday save that child’s life.  They can note usual items such as name,
address, height, weight and age.  There is also space, however, for items such
as bloodtype, medications the child takes, allergies to medications, the
child’s social security number, identifying physical characteristics and a
photo of the child.  In addition, the kit comes with a “do-it-yourself”
finger print kit.  The entire Kit fits into a plastic sleeve which can be kept in a

safe place in your customer’s home.  Kits are 50 cents a piece and
available everywhere!

General Agent Tools:
THESE COULD SAVE A LIFE

United American continuously seeks new ways to better serve you.  Because we care for customers, we want them and
their loved ones to be safe.  We‘re pleased to introduce two new items which reflect our desire to provide
policyholders with the tools they need to protect their families.  

MedFacts Kit
The MedFacts Kit (Form F4323) includes a three-panel, two-sided brochure in
which the customer can list personal information on emergency contacts, personal
physicians, insurance company, special health conditions, allergies to medications and
drugs, and a complete list of all medications he or she currently takes.  Two stickers
placed near the customer’s front and back entries direct emergency medical
personnel to the refrigerator where the information can be stored in the plastic
sleeve held by a peel-and-stick magnet.  This is an especially useful tool for your
Senior customers, particularly if they live alone.  In an emergency, this vital
information is readily available and could save a life.  Kits are 50 cents a piece
and available everywhere!

You can order quantities of each from Agent Supply. Include one with each new policy, but also give
them to your existing customers. It’s a small but very worthwhile investment to make in your customers’
well-being and is just one more way to show customers you care. A display insert (F4338) for use with
the Plexiglas stand is available to complement the MedFacts Kit.
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Whether you’re a veteran Agent or a novice in the industry, your goals are basically the same – sell quality
business and a lot of it!  Unlocking the door to both quality and quantity gives you high income, great
persistency, longterm residuals, satisfied customers, and a Quality Business Standands rate that’s off the charts.
Do you have the key?

Quality is not an act.  It is a habit.
Aristotle, ancient Greek philosopher and scientist, 384-322 BC

Quality x Quantity = Q2!

• Qualify Your Prospect: Obtain as much
information upfront as possible.  Determine if
your prospects have a need for the product, and
if they have adequate financial resources to
purchase the product and pay premiums on
time.  Just because they want to discuss a policy
with you, doesn’t always mean they have the
resources to buy it!

• Listen To Your Prospect: Don’t jump
immediately into your sales presentation.  Take
time to sincerely listen to your customer.
Instead of telling them what they need, let them tell you.
Ask open-ended questions to generate a comfortable
dialogue.  Encourage them to tell you about their current
coverage or gaps in coverage.  Once you know the
problems and challenges, you can begin to develop
solutions. 

• Develop Trust With Your Customers: People buy
from people they like and trust.  How do you create trust?

•   Show a genuine interest in your customers and in the
ideals that matter to them. 

•   Be totally honest with your customers.  Promise only
what you know you can deliver. 

•   Be responsive to their questions and concerns and
don’t talk down to them.

•   Always do what is best for your customers...even if it
means walking away from the sale!

• Educate Your Customers: Insurance products and
practices are confusing enough for those of us in the
industry, but for our customers, they can be totally
overwhelming.  Teach your customers why they need
coverage and why our products will satisfy those needs.
Encourage them to learn about United American by

visiting our website at www.unitedamerican.com.
It’s a great tool for you and your customer.

• Complete Paperwork in an Appropriate and
Timely Manner: Paperwork is the least exciting part of
the sales process, but it is critical to making a quality sale.
If the paperwork is not done properly, the sale can be held
up or terminated, and that means loss of income for you.
Do the paperwork right the first time, and both you and
your customer will be much happier.

• Don’t Be Afraid To Turn Down Business: This
goes back to proper qualification of your prospect.  If you’re
talking with the prospect and you realize that our products
are not what this customer needs or cannot comfortably
afford, say so!  They will appreciate your honesty, and you
won’t waste anyone’s time.

• Maintain Regular Contact With Your
Customers: This not only lets them know you care
about them, but keeps you informed of developments in
their lives which might necessitate policy changes or the
need for new coverages.  In addition, regular contact tells
them you’re paying attention to business!

THE KEYS TO A QUALITY SALE:
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Talent is recognizable not only by quality, but also by the quantity it yields.
Anton Chekhov, Russian playwright, 1860-1904

! The Equation is Key!

Sources:  www.adviceonmanagement.com; www.worldofquotes.com;
www.bartleby.com; www.careerbuilder.com; Insurance Marketing,
February/March, 2004; National Underwriter, June 7, 2004; National
Underwriter, April 19, 2004; National Underwriter, December 9, 2002;
Independent Agent, February 2003; Agent’s Sales Journal, June/July 2004;
Agent’s Sales Journal, Fourth Quarter, 2003. 

• Set 15 to 20 Appointments Weekly:
Allowing for cancellations and illness, this number
should provide enough customer contacts to reach or
exceed your goals.

• Cross-Sell at Every Opportunity:
According to an article in the February/March 2004
issue of Insurance Marketing, the cross-sell ratio in the
insurance industry is extremely low.  Yet, the old
axiom, “Your best customer is an existing customer”
still rings true.  It takes less time and effort to sell to an
existing customer than it does to sell to a new one.
Since you’ve already established relationships with
these customers during the initial sales, why waste the
opportunity to generate additional sales?  Tap this
resource and your quantity of sales will
increase dramatically.

• ALWAYS Ask For a Referral: If you’ve
handled the presentation well, listened to your
prospects and treated them with respect and courtesy,
they will not hesitate to provide a referral, whether
they buy from you or not.  

• Make Yourself Known in Your
Community:

•  Offer to speak before local groups like the
Kiwanis, Lions Club, Parents without Partners or
Senior Citizens.  This approach will also provide
you with outstanding networking opportunities.

•  Sponsor a local kids’ sport team.  Whatever your
interest–soccer, football, basketball, rugby–there
will always be a group of boys and girls who would
love to have your agency name emblazoned across
the front or back of their uniforms.  You can get a
lot of valuable exposure on a Saturday morning!

•  Use standard promotional materials such as caps,
visors, tee shirts, pens and pencils.  Some of these
are very inexpensive and can be an excellent and
longlasting form of advertising.

Quality and quantity work as a team.  Start with a
healthy dose of quality and apply it to each and every
sales presentation to create sales with a high level of
persistency, longterm retention and steady yearly
income.  Quality plus quantity generate only positive
effects for you and your customers that keep your
Quality Business Standards (QBS) rate high (above
60%) and climbing higher! 

Remember, think QBS!

THE KEYS TO A QUALITY SALE:
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Jonathan Ahlbum
The Ahlbum Group

Michael Lemar
Sunshine State Agency

Charles R. Mankamyer
American Life & Health Group, Inc.

Jimmy K. Walker II
America’s Insurance
Consultants, LLC

Here’s how  . . .
Want to Write More Quality Business?

“The key to maintaining quality business is simple: service, continuous customer service.  Answer or return client
phone calls promptly and stay in touch with your clients.  With UA’s customer service along side ours, the job is easy! 

Quality sales lead to referrals and persistency that produces continuing renewal income.  That income can be used to
finance leads and prospecting programs which create more quality business.  It’s a circle that keeps growing
and growing.

Careful field underwriting is critical to writing quality business.  Spend adequate time with customers asking
questions, LISTENING to their answers, making them aware of our Company and agency services after the sale, and
addressing ALL of their needs and concerns.”

“Quality and quantity are the two building blocks of your business.  You can be successful just writing quantity
business, but it limits what you can achieve.  Without quality, the sale will dissipate pretty quickly, so concentrate
on quality first and then go for quantity. 

Always do a thorough analysis of your prospect’s needs, and don’t oversell the customer.

Persistency and retention are critical to producing quality business.  Return phone calls promptly and answer
customers’ questions thoroughly.  If you provide quality customer service, clients will stay with you.  In addition,
make sure the product is right for the customer and that they’re with the right company.  I haven’t sold a Medicare
Supplement policy for any company other than United American in the past 15 years.” 

“Selling quality business begins with having quality Agents on board.  Provide Agents with
ongoing training and qualified leads needed to create quality business that stays on the books.
Only hire Agents who have a burning desire for success, and understand that what is best for the
customer always comes first.”

“Quality sales result from proper assessments up front of your customers’ needs.  You must know what they are
willing and able to spend and place products that fit their particular situation.  I have each of my Agents go through
product training to learn when to offer certain plans, depending upon the prospects’ financial situations and pre-
existing conditions.  Selling United American is like putting a puzzle together; only sell the pieces that fit!

Once you obtain their business, be sure to do a policy review with them after issue, send a follow-up thank you
letter and make quarterly contact with them.

You cannot be successful if you are just living for the front money and not looking for the longterm residuals.  If you
are writing quality business, the quantity will come in time.” 
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Questions About QBS?
We’re here to help!

With all the letters we’ve thrown at you recently, it’s understandable you might be confused by the alphabet
soup.  We put together this quick primer to help you learn just what all those letters mean and how they
apply to your business.  Lesson #1:  Forget CLOB!  All you really need to know are three little letters, QBS.
QBS stands for Quality Business Standards.  

Each Agent will have a QBS percentage which represents their business retention rate.  You need a QBS of
60 percent or higher to qualify for all honors, awards, and convention.  You need a QBS of 50 percent or
higher to not receive a warning letter from the UA Home Office. QBS is determined by four important
factors:  your submitted business, declines, cancellations, and lapses.  We all know what “submitted business”
is, but let’s take a look at the definitions of the remaining three factors:

1.  Submitted Business $1,000
2.  Declined Business $100
3.  Gross Issued $900
4.  Cancelled Business $100   (Cancel/Decline Rate of 20%)
5.  Net Issued $800
6.  Lapsed $90   (Lapse Rate of 11.25%)   

Definitions

How is QBS (Retention) Calculated?

1. Decline — Underwriting may decline to issue a policy for several reasons.  The most
common reason is due to the health of the applicant.

2. Cancellation — The policyholder never pays the first premium, or the first premium
is refunded at the applicant’s request.

3. Lapse — The non-payment of premium after the policy has been in force for at least
one month.

Now, you are probably asking yourself how a QBS rate is calculated.  Here’s an example of
how it works:

(
( (

(QBS  = 1 -   [Lapsed] + [Cancelled] + [Declined] 
[Submitted Business]

Example QBS percentage = 1 -    $90 + $100 + $100  =  1 - .29 = .71
$1,000

QBS = .71 x 100 = 71%!
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6. THOMAS J. COUGHLIN

7. WILLIAM T. CORPORON

8. JERROLD J. POSTIN

9. MICHELLE PATTON

10. MICHAEL A. JOHNSON

11. MICHAEL A. MORRIS

12. RICHARD R. ZEIS

13. ROBYN D. WHITLOW

14. DELORES A. DAY

15. STERLING R. COOPER

16. FRANK D. DANDRIDGE

17. TERRANCE R. DAVIDSON

18. DAVID R. OLIVER

19. JACK O. YOUNG III

20. JERRY EVINS

21. JOHN C. CHAFFIN

22. DUNCAN T. KELLAR

23. CLINT HILL

24. SHEILA D. WILLIAMS

25. ROBERT E. HOLDER

26. PHILIP K. SEIDEMAN

27. GREGORY PROSSER

28. JAMES E. MAYNER

29. JERRY C. ANDERSON

30. KENT R. KUNZE

TO P  P R O D U C E R S

6. JONATHAN AHLBUM
The Ahlbum Group

7. HANI S. RIHAN
American Ins. Agency of FL., Inc.

8. MICHAEL LEMAR
Sunshine State Agency

9. THOMAS STATKEWICZ
Sylvan-James Associates, Inc.

10. TINA HENSON
American Eagle Consultants, Inc.

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

12. ASSURECOR, INC.
13. RAY GRIFFIN

Union Benefit Corp.
14. KENNETH R. BOWLING

The Benefit Exchange
15. RICHARD E. GORDON

Gordon Marketing
16. CATHERINE HATTON

Hatton Insurance Agency
17. DWAYNE A. MOODY

Moody Insurance Agency
18. RON CONCKLIN

Rosenberg-Concklin, Inc.

19. JEFFREY M. ZITO
Zito Insurance Agency

20. FRANKLIN D. CARBONE
Assured Benefits Corp.

21. JOHN W. STAMPER
Choice Plus Benefits

22. JERRY L. SMITH
Smith Insurance Agency

23. TIM L. WILLIAMS
The Williams Division

24. WILLIAM T. BREWER
Brewer Insurance Agency

25. BILL MINTON
Minton Insurance Agency

26. CHET IWANSKI JR.
Iwanski Insurance Agency

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

28. WILLIAM F. WISE JR.
Wise Insurance Agency

29. RANDALL M. FREY
Vinewood Insurance Agency

30. GEORGE WILSON JR.
World Wide Coverage Corp.

Through October 2004, 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 and have a Quality of Business standard of 60% or more.

Through October 2004, 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 and have a Quality of Business standard of 60% or more.

1.  FARM & RANCH 
HEALTHCARE, INC.

Mike Stevens, President

2.  JIMMY K. WALKER II
America’s Insurance 

Consultants, LLC

4.  CHARLES R. MANKAMYER
American Life & Health Group, Inc.

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

PRESIDENT’S CLUB PACESETTERS CLUB

5.  PAMELA G. RANDALL
P.R.’s Insurance Solutions

1.  CHET N. MARKO

2.  DIANA R. PERKINS

4.  AMY-NICOLE
PERKINS-FRANK

3.  PHILIP B. ORTEZ JR.

5.  LYNN M. STOKES
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TO P  P R O D U C E R S

LIFE GENERAL AGENTS HEALTH GENERAL AGENTS

LIFE WRITING AGENTS HEALTH WRITING AGENTS

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

2. FARM & RANCH 
HEALTHCARE, INC.
Mike Stevens, President

3. BARRY L. WESTMORELAND
Westmoreland Insurance Agency

4. PAMELA G. RANDALL
P.R.’s Insurance Solutions

5. MATTHEW U. THOMPSON
Thompson Insurance Agency

6. ROBERT D. COLLINS
Collins Insurance Agency

7. BRIAN MCLAUGHLIN
McLaughlin Insurance Agency

8. TINA HENSON
American Eagle Consultants, Inc.

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

10. STANDARD INTERNATIONAL
UNDERWRITERS, INC.

11. WILLIAM B. COLLINS JR.
Collins Insurance Agency

12. WALTER L. JONES
Jones Insurance Agency

13. RONALD J. PERKINS
Perkins Insurance Agency

14. ANN VANCE
Eagle Insurance Group

15. DAN L. ARTHURS
Carolina Insurance Agency

16.  TOMMY L. FOUNTAIN
Fountain Insurance Agency

17. STEVEN DUFFANY
Duffany Insurance Agency

18. RANDALL M. FREY
Vinewood Insurance Agency

19.  CHARLES R. MANKAMYER
American Life & Health Group, Inc.

20. THOMAS STATKEWICZ
Sylvan-James Associates, Inc.

21. RICHARD R. GRAHAM
Graham Insurance Agency

22. ASSURECOR, INC.

23.  CHARLES W. HOCKING
Hocking Insurance Agency

24. KRISHNA SINGH
Singh Insurance Agency

25. ALBERT R. MCKENZIE
McKenzie Insurance Agency

26. RICHARD REIF
J.R. Insurance Agency, Inc.

27. ROBERT LYLE
Medical Insurance Services, Inc.

28. BORK AGENCY, INC.

29. CURTIS SCOTT
Scott Insurance Agency

30. RAY W. MOELLER
Moeller Insurance Agency

1. THOMAS H. ELDER III

2. JAMES L. DODD IV

3. CHARLES R. CLARK

4. DAR H. OVERBEY

5. BARRY L. WESTMORELAND

6. CHRIS W. SIMPLER

7. ALGENON L. CASH

8. ELLEN S. NICODEMUS

9. JEFFREY A. HEYBROCK

10. CHET N. MARKO

11. BRIAN T. MARTINEZ

12. STEPHEN W. BENNETT

13. LYNN M. STOKES

14. MATTHEW U. THOMPSON

15. DENIS J. JOACHIM

16. JAMES H. KALCHTHALER

17. ROBERT D. COLLINS

18. MICHAEL A. WATKINS

19. TERRY L. LAMBETH

20. CARLTON R. LAFFERTY

21. TIFFANY S. BOWE

22. KEVIN E. STAFFORD

23. WILLIAM H. HEITMANN

24. WALLACE L. PEGRAM

25. JEREMY B. WOOD

26. MARK W. WILLARD

27. SCOTT W. OSBORNE

28. CURTIS O. LOVE

29. DANE Z. CLAY

30. NATHAN E. BOOKER

1. DIANA R. PERKINS

2. CHET N. MARKO

3. PHILIP B. ORTEZ JR.

4. AMY-NICOLE PERKINS-FRANK

5. THOMAS J. COUGHLIN

6. JERROLD J. POSTIN

7. MICHELLE PATTON

8. WILLIAM T. CORPORON

9. MICHAEL A. JOHNSON

10. LYNN M. STOKES

11. RICHARD R. ZEIS

12. ROBYN D. WHITLOW

13. MICHAEL A. MORRIS

14. DELORES A. DAY

15. DAVID R. OLIVER

16. TERRANCE R. DAVIDSON

17. FRANK D. DANDRIDGE

18. JACK O. YOUNG III

19. STERLING R. COOPER

20.  JERRY EVINS

21. CLINT HILL

22. PHILIP K. SEIDEMAN

23.  JERRY EVINS

24. SHEILA D. WILLIAMS

25. ROBERT E. HOLDER

26. JAMES E. MAYNER

27. PHILIP K. SEIDEMAN

28. JOYCE E. KINGON

29. JUDITH M. LITTLE

30.  JORDAN PORTER

1. FARM & RANCH 
HEALTHCARE, INC.
Mike Stevens, President

2. JIMMY K. WALKER II
America’s Insurance Consultants, LLC

3. CHARLES R. MANKAMYER
American Life & Health Group, Inc.

4. PAMELA G. RANDALL
P.R.’s Insurance Solutions

5. JONATHAN AHLBUM
The Ahlbum Group

6. HANI S. RIHAN
American Ins. Agency of FL., Inc.

7. MICHAEL LEMAR
Sunshine State Agency

8. THOMAS STATKEWICZ
Sylvan-James Associates, Inc.

9. TINA HENSON
American Eagle Consultants, Inc.

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

11. ASSURECOR, INC.
12. RAY GRIFFIN

Union Benefit Corp.

13. KENNETH R. BOWLING
The Benefit Exchange

14. RICHARD E. GORDON
Gordon Marketing

15. CATHERINE HATTON
Hatton Insurance Agency

16. DWAYNE A. MOODY
Moody Insurance Agency

17. RON CONCKLIN
Rosenberg-Concklin, Inc.

18. JEFFREY M. ZITO
Zito Insurance Agency

19. FRANKLIN D. CARBONE
Assured Benefits Corp.

20. JOHN W. STAMPER
Choice Plus Benefits

21. JERRY L. SMITH
Smith Insurance Agency

22. TIM L. WILLIAMS
The Williams Division

23. WILLIAM T. BREWER
Brewer Insurance Agency

24. BILL MINTON
Minton Insurance Agency

25. CHET IWANSKI JR.
Iwanski Insurance Agency

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

27. WILLIAM F. WISE JR.
Wise Insurance Agency

28. RANDALL M. FREY
Vinewood Insurance Agency

29. GEORGE WILSON JR.
World Wide Coverage Corp.

30. JOSEPH M. EICHMAN
Eichman Insurance Agency
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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.
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