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MMGAp suitAbility  
review forM 
Effective Sept. 1, Agents must submit the MMGAP 
Policy Suitability Review Form (F6897) with 
MGAPB, UAMM, and UAMG applications for 
individual and worksite sales.  MMGAP policies will 
not be issued without the submission of the MMGAP 
Policy Suitability Review Form.  
Proper completion of this form will help determine 
the applicant’s total out-of-pocket expenses under 
their primary medical policy, which is needed to 
determine the appropriate MMGAP policy calendar-
year maximum benefit amount.  The MMGAP 
calendar-year maximum benefit amount must be the 
amount nearest, but not exceeding, the applicant’s 
total out-of-pocket expenses.
MMGAP policy benefits in a calendar year will never 
exceed:  

The applicant’s maximum out-of-pocket 
expenses under their primary medical policy in 
any one calendar year. 
The calendar-year maximum benefit amount of 
the MMGAP policy. 

The Underwriting Department will decline MMGAP 
applications with calendar-year maximum benefit 
amounts that do not adhere to the MMGAP Policy 
Suitability Review Form requirements.
You can download Form F6897 from the Compliance 
Sheet for your state here.  Click on ‘Compliance 
Sheets, Life and Health Products’.  
F6897 is also available for download on the 
Foundation website. 

uA lAptop sAles presentAtion 
We have released product presentations for CS1, 
UA-250, and SMXC in the states where these 
products are approved.  These additions further 
enhance the value of this dynamic sales tool.  
To request the UA Laptop Sales Presentation 
CD, Branch Managers may e-mail    
branchservice@torchmarkcorp.com. 

pArtners plus® enrollMent forMs 
Be sure to download the correct Partners Plus® 
forms for worksite and individual sales here.  
Remember, the individual sales enrollment forms  
are listed first, and the worksite sales enrollment 
forms are listed below them.  Take an extra few 
seconds to make sure you are downloading the 
correct form.  See the 9/04/08 issue of Keeping  
You Current for details.

1.

2.

foundAtion siGnAture series (MMGAp) 
ApprovAl for worksite 
A special mailing regarding product approval of the 
Foundation Signature Series (MMGAP) for worksite 
sales is being sent to Branch Agents working in 
Illinois and West Virginia.
Foundation Signature Series for worksite features  
the same great product that’s available on an 
individual basis in your state.  Optional life policies 
with face amounts ranging from $1,000 to $20,000 
are offered on the same application (UAMM).
The Foundation Signature Series is offered as  
Section 125 (pretax) except in Mississippi.  Worksite 
case submission requirements apply.  For product 
training information, go here and click on your state 
under ‘UAatWork Products’.  For case submission 
forms, go here.
The Foundation Signature Series (MMGAP) for 
worksite is now approved in Alabama, Arkansas, 
Arizona, Georgia, Illinois, Louisiana, Mississippi, 
Missouri, Nebraska, Ohio, Oklahoma, Texas, and 
West Virginia.

coMMon sense plAn 
The Common Sense Plan Field Underwriting Guide 
(CS1 UG 0808) has been updated to include new 
conversion rules for United American products and 
signature requirements.  
Please go here to download the updated Guide.
 
tMkweb.coM e-MAil Accounts 
Agents and Unit Managers must check their  
tmkweb.com e-mail accounts frequently because  
the Home Office is sending regular communications 
to all tmkweb.com e-mail addresses.  
Keeping You Current and Worksite Tips newsletters 
are e-mailed every Thursday to Agents, Unit 
Managers, and Branch Managers.  These newsletters 
contain important information, such as product 
updates, state-specific releases, bonus and 
commission information, underwriting changes, etc.  
The Home Office also e-mails Vision magazine  
and news on Laptop Sales Presentation updates.   
If you need help with your e-mail account,   
e-mail branchservice@torchmarkcorp.com.

interest rAte set 
The Lifestyle Annuity rate for September is  
4.20 percent. Rates will be reviewed and adjusted 
accordingly.
The Deposit Fund Rider new business interest rate 
for 2008 has been set at 3.00 percent.

unIteD AMeRICAn

 For more than 
a half century,  

United American 
Insurance Company has 

been meeting the public’s 
life and health needs.   

We are a leader in 
individual life and health 

protection. We are 
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perspective

OK!  I’m guilty.  I talk about it all the time.  I e-mail about 
it all the time.  I’m obsessed with it.  But, it’s a magnificent 
obsession!  You know what I’m talking about!  The United 
American Laptop Sales Presentation is the greatest marketing 
tool in the history of United American!  And I am totally and 
unabashedly passionate about it!

The reason I’m so passionate is obvious to any of you  
who are using it (and I sincerely hope that all of you are 
or soon will be).  The Laptop Sales Presentation is literally 
changing the way we sell.  

It allows us to present our Company history and product 
information to prospects and customers in a logical, uniform, 
and consistent manner.  Having been in the field myself, I am 
thoroughly convinced that if we give a consistent message 
to all our customers, our credibility and reputation for 
excellence will follow us wherever we go.  It is important 
for all of us to be on the ‘same page’ with prospects.  As 
we stress the same features and benefits and give prospects 
the same real life examples, they are more likely to reach 
the same conclusions about UA and what we offer.  And 
that means a more consistent approach to all our interaction 
with customers.  When the message we give is the same all 
around, we can respond to customers’ inquiries and answer 
customers’ questions more easily and effectively.  It’s the same 
in any business.  Consistency counts!  And mixed messages 
don’t cut it!

The one aspect of the Laptop Sales Presentation that excites 
me more than any other is the dramatic impact it is having 
on our new Agents.  I have received so many e-mails from 
the field telling me about the wonderful impact it is having on 
Agents who are new.  We’re devoting a few more pages this 
month to the UA Laptop Sales Presentation because I want 
all of you to be as passionate as I am about this exciting tool.  
The Laptop Sales Presentation is creating unprecedented 
excitement among all our Agents, but especially among new 
Agents.  Here’s a message I received today.  “Hello,  Andy.  Some 
of my ‘veterans’ in the office have been slow in adopting the 
Laptop Sales Presentation.  However, I have been insistent that 
all Unit Managers training new Agents should only use the UA 
Laptop Sales Presentation.  Today, my brand new Agent showed 

that the Laptop Presentation works, and is EASY!  On her first 
appointment, the new Agent did the FULL Laptop Presentation 
… Market Survey, sponsorship requests, etc., to a tee.   When 
she walked into my office today, she said, ‘I love this.  It’s too easy.  
I want more’ – she had more with $2,200 in annual premium, 
three more sponsorships, and a very happy new customer.” 

Another wrote, “I admit, I had fears about transitioning and fully 
committing to the UA Laptop Sales Presentation.  However, I gave 
you my word that I would ‘press the button’.  When I went to a 
prospect’s home, I simply asked her, ‘May I show you something?’  
She said, ‘Sure.’  And then I did it.  I pressed the button.  I showed her 
the Supplemental Health Presentation.  By the time I left, she had 
purchased a family cancer policy and a critical illness policy for a total 
of $836 annual premium.   All this took place in only 15 minutes!   
I love the button!!!”

And another, “My Agent decided that his first Laptop 
Presentation that generated $1,716 AP was so good he  
went out and sold another four applications for a total 
of $12,352 AP.  How is that for the power of the Laptop  
Sales Presentation?”

What more can I say?  Based on the e-mails I’ve been getting 
… a lot.  However, those of you out in the field, who use this 
dynamic tool daily, say it better than anyone.  Be sure to read 
pages 4 and 5.  These comments can’t help but inspire.  But, 
they also demonstrate that the Laptop Sales Presentation 
can take the fear out of selling, especially for new Agents.  
Once a new Agent presses that button, their whole attitude 
changes.  No fears or uncertainties remain, only confidence 
in themselves and the products they offer.  Agents have more 
time to concentrate on building relationships with customers 
because the Laptop Sales Presentation thoroughly covers the 
features and benefits along with providing real-life examples. 
Good relationships build trust, which creates long-term 
persistency.  You’ve got to love the Laptop!

Listen up!



still lovin’ the lAptop
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It’s a sales tool:  The UA Laptop Sales Presentation is a way to 
help Agents present UA product information to prospects and 
customers in a clear, consistent manner.  The presentation spells out in 
easy to understand language and graphics the important features and 
benefits of each product.  It leaves few, if any, questions unanswered.  
Prospects no longer hear only an Agent’s words.  They see a graphic 
representation of those words as well.  The Laptop Sales Presentation 
illustrates the need for our products using the faces of everyday 
people and the places and situations with which prospects are familiar.  
Prospects see themselves in those faces and situations, and the value 
and need for our products become real to them.  

It’s a training tool:  Whether it’s your first day in the Branch or 
your 25th year, training and learning never stop.  If you’re a new 
Agent and know little about United American’s history or UA 
products, the Laptop Sales Presentation can show you and tell you.  
If you’ve been around awhile but concentrated your sales efforts 
on one, two, or three products, the Laptop Sales Presentation is an 
easy way to help you broaden your personal product knowledge.  

For instance, you’ve sold UA for several years with a focus on 
Medicare Supplements.  But, with the media attention breast cancer 
and heart disease receives, many of your prospects and customers 
have indicated an interest in cancer or critical illness coverage.  Your 
experience with those products has been limited.  How do you 
change that?  The Laptop Sales Presentation makes it easy.  

Want to know more about our cancer and critical illness coverage? 
Open the Laptop Presentation and review the Cash Cancer and 
HealthGuard presentations just as your prospect would.   Before 
you realize it, you’ll be as excited (and as knowledgeable) about 

selling cancer and critical illness coverage as you are about selling 
Medicare Supplements!

It’s the Great equalizer:  When you’re a new Agent, it’s difficult 
not to feel intimidated by the veteran producer sitting across the 
room.  You know ... the one who has qualified for and attended 
every UA Annual Sales Convention since its inception.  How can 
you ever hope to achieve that kind of success yourself?  With the 
Laptop Sales Presentation, it’s easier than you think.  

The Laptop Sales Presentation is helping new Agents be successful, 
beginning with their initial sales call.  Even if a new Agent has no 

previous sales experience, he or she can feel an immediate sense 
of competence using the UA Laptop Sales Presentation.  The 
presentation leaves nothing to chance.  Features and benefits 
of products are clearly spelled out and appropriately illustrated.  
It’s almost impossible for a new Agent to make a mistake.  That 
immediate sense of competence puts the new Agent on equal 
footing with the veterans.  And, if the new Agent is more computer-
saavy than the veteran, the Laptop Sales Presentation may give him 
an edge.  

With the recent addition of the Common Sense Plan (CS1), the 
Accident Compensation Plan (UA-250), and the Surgical/Medical 
Expense Plan (SMXC), the UA Laptop Sales Presentation has  
even more to offer.  Use it on every sales call and watch your 
production soar!

push And plAy the lAptop wAy!!
We knew we had created an outstanding marketing tool when we developed the United 
American Laptop Sales Presentation.  But, we didn’t anticipate what a tremendous impact it 
would have on numerous areas of our operation.  



still lovin’ the lAptop
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Andy King, United American’s President and Chief Marketing Officer, 
is still receiving a string of daily e-mails from people around the 
country detailing the amazing success this tool is creating among 
their Agents.  We included some of these in the last issue of Vision, 
but have more to share with you this month.  This is genuine 
feedback from real people experiencing unprecedented sales 
success.  This can be your success too!

“Our new slogan is ‘100% Laptop to the Top’!!!  We are pumped and 
there is no limit!!  One hundred percent of our sales in the last two 
weeks has come from Laptop Presentations.  Sales are increasing 
with $43,000 in Laptop Presentation-based sales last week alone!!  
The Agents have learned so many ways to use the new Laptop Sales 
Presentation.  The presentations 
allow us to add credibility to the 
Company, provide a professional 
presentation, show the need for life 
insurance through the dramatization, 
demonstrate the need for health 
insurance, provide an overview of 
products, generate referrals, and 
create a comfortable and stimulating 
sales experience for our prospects 
and customers.  The bottom line is a 
higher closing ratio and more money 
in the Agent’s pocket.  We are asking 
all Agents to use the Laptop Sales 
Presentation.  What’s more exciting 
is the mix of products we’re selling 
from these presentations.  Sales 
are heading up, Agents are excited, 
and you can feel the energy in the 
office.  We now have everyone on 
board with the fact that even the 
best of Agents cannot duplicate the 
credibility of the professional audio-
visual presentation UA has provided 
for us.  After all, if people see it on 
screen, they are much more inclined 
to accept its truth.  The next step is 
to market our way into every home and business in town, because we 
have something for everyone.  What a great Company UA is!  The new 
UA Laptop Sales Presentation and the UA product line are truly an 
Agent’s dream come true.”

“I had a prospect call late one afternoon wanting to schedule an 
appointment that evening.  The only Agents still in the office were new 
ones.  I told one I would go with her to the appointment.  On the way, 
a lightbulb went off in my head – The UA Laptop Sales Presentation!  I 
probably could have sent her alone, had her ‘push and play’ and she 
would have been fine.  However, we were already halfway there, and I 
wanted to witness for myself a new Agent using the presentation.  Upon 
starting the presentation, when the customer began asking a number 
of questions, my new Agent politely said, ‘I’ll gladly answer all your 
questions at the end of the Laptop Sales Presentation video’.  When the 

presentation was over, there were no questions.  My new Agent sold the 
customer both a health and life policy for a total of $2,988 AP along 
with our new Partners Plus® optional discount medical plan.  Life’s great!”

“I went with a new Agent yesterday for his first day in the field.  He 
used the Laptop Sales Presentation and wrote five apps for $4,512 
AP.  Another Agent, who was a struggling veteran, used the Laptop Sales 
Presentation for the first time yesterday and closed $2,488 AP, including 
Partners Plus®.”

“Today, one of my Agents who had two appointments used the Laptop 
Sales Presentation, closed four applications totalling $6,544 in AP.  He 
is new and by using the tools we have given him, he is our No.1 Agent 
for the month with a little more than $15,000 AP already – in the first 

week of the month!”

“I want to give you an update on my 
Agent’s progress for the week.  He 
finished with 16 apps and $5,006 in 
AP.  He was nine for nine using the 
Laptop Sales Presentation.  That’s a 
100 percent closing rate.”

“ We’re definitely on board with 
the UA Laptop Sales Presentation.  
It has made ALL the difference in 
our office ... last week was our best 
week to date closing $18,355 in AP.  
That’s not too bad considering we 
averaged $7,000 to $10,000 weekly 
before using the Laptop Sales 
Presentation.”

“The Laptop Sales Presentation 
works!!!  It’s only Wednesday and 
one Agent has 13 apps for a total 
AP of $3,902.  He is experiencing a 
100 percent closing rate!!!”

“A new Agent went out in the field 
by herself for the first time.  Her 
prospect was a gentleman whose 
English was somewhat limited.  She 

showed him the Laptop Sales Presentation for cancer and critical illness.  
Halfway through, he interrupted her saying, ‘I want both’.  He paid 
attention to the presentation, understood it, and purchased.  The Agent 
came back to the office showing every tooth in her head.”

“The Laptop Sales Presentation … what a concept.  The ‘Barbara story’ 
works!!  You can experience great success using the ‘push and play’ 
method.  You don’t have to be an expert with years of experience to sell 
life insurance today.”

You don’t have to be an expert either to experience this kind of success.  
All you have to do is use the tools we’ve given you!  To receive a free 
Laptop Sales Presentation CD, Branch Managers should e-mail Branch 
Services at branchservice@torchmarkcorp.com.  
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1. the exPAnDeD PROVIDeR netWORK 
Partners Plus members can save from 5% to 25%* 
on network physician charges and from 5% to 32%* 
on network hospital charges.  And, with the expanded 
provider network, Partners Plus members can gain access 
to more providers.  

There are four provider networks included with the 
Partners Plus Discount Medical Plan.  Members can 
realize discounts from participating providers in any of 
the four networks.  However, provider discounts may vary 
depending on which provider and network is utilized: 

PhCs network 
PHCS is the largest of the four provider networks and 
can give members average savings from 27% to 62% on 
physician and hospital services.

Beech street 
Average savings up to 25%*.

tRPn 
Average savings from 10% to 25%*.

First Access 
Average savings of 20%*.

To select a provider, members may visit  
www.providerlocator.com/ua or call the toll-free  
Patient Concierge Service number (888-561-5759)  
to speak to a representative (Mon. – Fri., 8am – 6pm  
Central time zone).  Members can search for a 
conveniently located provider according to their  
ZIP code.

* Subject to change.  Contact Competitive Health for information.   

 

2. PAtIent COnCIeRGe seRVICe 
This new and convenient feature is intended to help 
members avoid confusion as well as understand the 
provider network features of the Partners Plus Discount 
Medical Plan.  A Patient Concierge representative can 
answer questions about the Partners Plus provider 
network, provide members with a list of participating 
doctors and hospitals, and verify participation by calling 
providers before members make appointments.  Please 
note that the Patient Concierge does not set provider 
appointments for Partners Plus members. 

Nowadays, consumers are often frustrated when they 
receive an automated response instead of a live person.  
But, with the Patient Concierge Service, members are 
guaranteed to speak to a live person to get quick answers 
to their questions about Partners Plus.  

3.  DIReCt LAB seRVICes (DLs) 
DLS has contracts with major clinical labs and has 
negotiated special pricing on wellness panels and other 
popular blood tests.  Many of the tests are offered at up 
to 70% off typical laboratory charges.  In addition, Partners 
Plus members can receive an Annual Wellness Profile 
once per year, which is a $400 value. The Annual Wellness 
Profile blood test consists of the following panels:

Complete Blood Count

Thyroid Profile w/ Thyroid Stimulating Hormone

Lipid Profile

Liver Profile

Kidney Panel

Minerals and Bone

Fluids and Electrolytes

Diabetes

•

•

•

•

•

•

•

•

pArtners plus®!!!
customers get more with 

Last month we introduced you to Partners Plus®, our newest optional, noninsurance discount medical 
plan available to GSP1, GSP2, CS1, and HSXC policyholders (available in all states except Kansas,  
New Jersey, New York, South Dakota, and Vermont).

This month we want to show you what sets Partners Plus apart from our other discount medical plans:

www.providerlocator.com/ua
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pArtners plus®

Members can call the Patient Concierge to 
order any blood test or contact DLS online or 
by phone or fax.   
A requisition form is sent via e-mail to the 
member within two hours after the order 
is placed.  Confidential results are e-mailed 
within 24 to 48 hours following the blood test.

4.  MeDLInK 
MedLink is the nation’s leading provider of 
diagnostic imaging services.  Through MedLink, 
members can gain access to discounts on 
diagnostic imaging, radiology, neurodiagnostic 
testing, functional capacity exams, nuclear 
medicine, and pain management services.  
Considering the accepted recommendation 
for women age 40 and over to have 
mammograms every one to two years, the 
radiology discount could be of particular value 
to your female customers who are in this age 
range*.  And, people with arthritis often seek 
pain management treatment, so this discount 
could also be of interest to customers  
with arthritis.  

Partners Plus was designed to help 
your customers save money.  If your 
customers save money, that means 
they have more money to spend on 
additional coverage – from you!  Helping 
your customers save money makes 
them happy.  Happy customers refer 
you to others and their business is 
more likely to stay on the books, which 
increases your renewal income.  Next 
time you show the UA Laptop Sales 
Presentation for GSP1, GSP2, CS1, or 
HSXC, be sure to tout the cost-saving 
potential of the Partners Plus Discount 
Medical Plan.

PPIB

VISION
HearINg
CHIrOpraCtICDeNtal

preSCrIptION DrugSVItamINS & NutrItIONal SupplemeNtS
24-HOur NurSe HelplINe

DISCOuNt meDICal plaNINfOrmatION bOOklet

UAI0779 0708

tHIS IS aN OptIONalNONINSuraNCe plaN.

prOVIDer NetwOrkpatIeNt CONCIergeDISCOuNtS ON lab teStSDISCOuNtS ON DIagNOStIC ImagINg

* National Cancer Institute Fact Sheet, Sept. 4, 2007.

– Not approved for advertising use –
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We hear and read so much about the millions of uninsured in the United States.  But, generally, those statistics refer to 
health insurance.  What about LIFE?  According to the Life and Health Insurance Foundation for Education, 68 million 
Americans have no life insurance.  That is a staggering number and far larger than the number of people without health 
insurance.  With Life Insurance Awareness Month on the horizon for September, there isn’t a better time than NOW to start 
whittling down that number.  Let the Laptop help you do the talking!

Here are some interesting statistics about life insurance.  According to Here are some interesting statistics about life insurance.  According to LIMRA International’s Facts About Life 2007LIMRA International’s Facts About Life 2007::

28% of wives have no life insurance.

15% of husbands have no life insurance.

56% of married parents believe their current life insurance coverage is inadequate to protect their families.

68% of parents in the United States have no personal life insurance Agent to advise them.

44% of households say they don’t have enough life insurance.

50% of parents don’t know how much life insurance to buy.

39% worry about making the wrong decision when selecting a life insurance policy.

24% of married parents say they haven’t purchased life insurance because no one has ever contacted them.

22% of families with dependent children say they will have immediate trouble meeting everyday living expenses if a 
primary wage earner dies.

26% of families with dependent children can cover expenses for only a few months if a primary wage earner dies.

81% of Americans say they need life insurance, but only 61% have any form of life insurance protection.

Among insured households, many, if not most, are underinsured.

•
•
•
•
•
•
•
•
•

•
•
•

68 Million Need Life!

Where do these statistics leave millions of individuals  
and families in the United States?  

Vulnerable!  Individuals and families without adequate life insurance 
coverage are vulnerable to the uncertainties of everyday life.  And those 
uncertainties can be devastating.  A family’s hopes and dreams can be 
shattered forever in an instant.  As UA Agents, you don’t have the power to 
predict the future, but you do have the power to alter its outcome for those 
who lose a loved one.  Proper life insurance coverage can literally mean the 
difference between rising above tragedy or falling victim to it.  Although 
nothing can replace the loss of a mother or father within a family, adequate 
life insurance coverage on that individual can make the reality of moving 
on with life more bearable and comfortable for those left behind.

Talk about life insurance to all your prospects ... young, old, male. 
female. married, or single.  No matter what their personal or financial 
circumstances, we have a product that can help to ease the uncertainties 
of their lives.  Contact your existing customer base to initiate a review 
of their current coverage because circumstances and needs change.  
UA’s Fundamental Life Series I and II, the optional life policy add-ons 
of FLEXGUARD Plus, and the Foundation Signature Series (MMGAP) 
provide prospects and customers with a wide range of benefit levels 
from which to choose and should create a comfortable fit for almost 
any prospect or customer.

 EMBRACE LIFE!
Source: Advisor Today, August 2008
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United American has developed new signage, which 
is now available on the UA Ad Catalog.  Simple 
in design and inexpensive to create, signage gets 
people’s attention quickly and easily.

The Ad Catalog offers 11 different signs, which you 
can personalize with your Agency phone number.  
We have signage specific to cancer, critical illness, 
life, the Child Safe ID Kit, the MedFacts Kit, and the 
Memorial Guide.  Go here to view all the signs that 
are available. 

You can download a sign by clicking the ‘Download 
This Sign’ button.  To edit the phone number field, 
your computer must have CutePDF Form Filler 
software. The software can be purchased and 
downloaded here.

If you want to order a finished sign from the  
Ad Catalog, contact our approved vendors.  Visit  
All Quality Signs or Worldwide Graphics & Sign 
Company.

Before you create and distribute any signage, 
always confirm that the sign is approved for use 
in your state.  In addition, always check with local 
municipalities or city authorities concerning any 
limitations or restrictions on placing signs in the area.

Signs are an inexpensive way to attract attention and 
spread the word about the value UA offers.  Use 
them often!

Affordable Insurance: F6982 Cancer 2: F6984

No-Cost Child ID Kit: F6985

Critical Illness 1: F6986

Memorial Guide: F6841

MedFacts Kit: F6992

How many times have you driven down a road and found a row of signs following the same 
path?  Stuck in the ground along a shoulder or stapled to a telephone pole, these signs 
advertise home builders, singles’ websites, home remodelers, and almost any other profession 
or interest you can imagine.  One of the most popular signs is for insurance sales.  Why are 
insurance signs so popular?  BECAUSE THEY WORK!!

http://www.unitedamerican.com/adcatalog/index.asp
http://www.cutepdf.com/Products/CutePDF/Filler.asp
http://www.allqualitysigns.com
http://www.worldwidegraphics.com
http://www.worldwidegraphics.com


Company qualifications must be met to attend Convention.  You must have a Quality of Business rate of at least 60% as determined by 
the 4th month persistency report (or Decline/Cancellation rate of less than 25% from the Convention report if no QOB rate is available), 
and be above minimum standards.  *Do not meet Company qualifications to attend Convention.

A C H I E V E M E N T

P r e s i d e n t’s  C l u B  1 - 1 0

BranCh Managers unit Managers agents
1.	 Don	Gibbs,	CLU*
	 Branch	C9	
	 $2,730,013

2.	 Jason	Gsoell*
	 Branch	F8	
	 $2,491,965

3.	 Jeff	Miller*
	 Branch	50
	 $2,436,216

1.	 Stephanie	Coutavas
	 Branch	N9
	 $838,661

2.	 Ashley	Baxter
	 Branch	40
	 $828,939

3.	 Grecia	Joyner*
	 Branch	R3
	 $794,393

1.	 Kevin	Fackler*
	 Branch	C9	
	 $303,809

2.	 Jiries	Samander
	 Branch	74	
	 $193,710

3.	 Matthew	Johnson
	 Branch	50	
	 $193,373

h o n o r  C l u B  1 1 - 2 0
BranCh Managers unit Managers agents

		4.		John	Paul	Caswell*,	Branch	6	. . . . . $1,774,477
		5.		Andy	Bliss*,	Branch	K6 	. . . . . . . . . . ..		1,556,118
		6.		Peter	Schettini,	Branch	39 	. . . . . . . . . 1,436,805
		7.		Randy	Byrd*,	Branch	74 	. . . . . . . . . . . 1,338,536
		8.		Andrew	Coutavas,	Branch	N9	. . . . . . . 1,152,121
		9.		Cody	Webster*,	Branch	M5	. . . . . . . . . 1,115,070
10.	Preston	Eisnaugle*,	Branch	30	. . . . . . 1,106,988

		4.		Ed	Holbrook,	Branch	J2 	. . . . . . . . . . . . .$708,960
		5.		Tanner	Smith*,	Branch	F8	. . . . . . . . . . . .626,656
		6.		Timothy	Gifford*,	Branch	K6	. . . . . . . . . .613,550
		7.		Don	Arnett,	Branch	C9	. . . . . . . . . . . . . . .606,963
		8.		Marian	Keith*,	Branch	C3	. . . . . . . . . . . .554,196
		9.		Monica	Burgess*,	Branch	8	. . . . . . . . . . .531,815
10.	LeRoy	Cape,	Branch	32	. . . . . . . . . . . . . . .527,452	 							 	

		4.		Greg	Carter,	Branch	46	. . . . . . . . . . . . . .$179,841												 					 	
		5.			John	Devenyns,	Branch	V1 	. . . . . . . . . . .173,630
		6.		Bob	Coleman*,	Branch	50	. . . . . . . . . . . .169,691
		7.		Kelly	Paterson*,	Branch	N9	. . . . . . . . . . .159,309
		8.			Gary	Allred,	Branch	C9	. . . . . . . . . . . . . . .156,467
		9.			Timothy	Thompson,	Branch	J2	. . . . . . . .155,919
10.		Bruce	Dunlap,	Branch	J2	. . . . . . . . . . . . .150,939

11.		Chad	Yoos*,	Branch	33	.................... $1,096,450
12.		John	Kampling,	Branch	32	................ 1,072,859
13.		Jason	Everett,	Branch	N1	..................... 969,552
14.		Robert	Giles*,	Branch	40	..................... 870,527
15.		Alan	Spafford*,	Branch	60	................... 848,918
16.		Tim	Joyner*,	Branch	R3	....................... 819,348
17.		Johnny	Salyers*,	Branch	10	................. 782,731
18.		Marion	Parker*,	Branch	46	.................. 736,983
19.		Casey	Lillie*,	Branch	M3	...................... 714,951
20.		Ross	Taylor*,	Branch	92	....................... 698,734

11.		John	Grafton,	Branch	39	..................... $520,973
12.		Peter	Guilfoyle,	Branch	33	..................... 519,860
13.		Brian	Fowler*,	Branch	86	..........................516,876
14.		Timothy	Bryan*,	Branch	C9	.................. 506,156
15.		Mark	Wofford*,	Branch	50	.................... 503,116
16.		Joshua	Byrd*,	Branch	74	...................... 499,639

			17.		Nicholas	Boeschen,	Branch	39	.............. 479,173	
			18.		Tracy	Manners*,	Branch	50	................... 457,189
			19.		Karen	Ruple*,	Branch	P8	...................... 437,418
			20.		Alan	Hall,	Branch	86	............................. 433,719

11.		Don	Arnett*,	Branch	C9	................. $150,408
12.		John	Misrasi*,	Branch	P9	................. 148,490
13.		Lisa	Caviness,	Branch	A1	.................. 147,504
14.		Malcolm	McCall*,	Branch	C3	............ 147,276
15.		Abby	Bragg*,	Branch	40	.................. 146,308
16.		Jonathan	Feld*,	Branch	K1	.............. 145,222
17.		Thomas	McDannel*,	Branch	N9	........ 141,754
18.		Alan	Zabko,	Branch	63	..................... 139,091
19.		Annette	Doyle,	Branch	39	................ 138,764
20.		Patricia	Grasberger,	Branch	H5	........ 136,632

Through July 2008, the following producers represent the Top Agents, Unit Managers, and Branch Managers with the highest net 
annualized premium for the year. 
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Rookie Manager    
The Top Rookie Manager has been a Manager for less than one year and is recognized by United American 
for the Branch's combined net annualized premium.  Garridy Mcewen of Branch 51 is July’s Rookie 
Manager of the Month. The Branch 51 team produced $123,568 of net annualized premium in July. 

   Great job, Garridy!  Keep your production growing!

First Year Agent Production
Through July 2008, the following represent the Top Five Branch and Unit Managers with the highest First Year 
Agent production for the year.  *Do not meet at least one of the Company’s Convention qualifications.

top 5 – 1st Year 
Branch Manager
1. Jason Gsoell*, Branch F8.............................$2,462,671

2. Jeff Miller*, Branch 50 ...................................$2,099,780

3. Don Gibbs, CLU*, Branch C9 .................$1,723,161

4. John Paul Caswell*, Branch 6 ...................$1,427,741

5. Andy Bliss, Branch K6 ...................................$1,350,624 

top 5 – 1st Year 
unit Manager  
1. Stephanie Coutavas, Branch N9 ...............$837,367

2. Grecia Joyner*, Branch R3 ............................$778,794

3. Ashley Baxter, Branch 40 ...............................$721,091

4. Tanner Smith*, Branch F8 .............................$620,468

5. Ed Holbrook, Branch J2 ..................................$541,260

Recruit and promote for continued growth!

ACHIEVEMENT

Welcome & Congratulations to our new Branch Managers!
James Goodwin has been promoted to Branch Manager of Branch R8.  James was previously a Unit 
Manager in Branch 46.

Kevin Conley has been promoted to Branch Manager of Branch 85.  Kevin was previously a Unit Manager 
in Branch 71.

terah Mims has been promoted to Branch Manager of Branch e9.  Terah was previously a Unit Manager 
in the same Branch.

Lance evans has been promoted to Branch Manager of Branch h2.  Lance was previously a Unit Manager 
in Branch 10.

sean Valley has been promoted to Branch Manager of Branch G8.  Sean was previously a Unit Manager 
in Branch K6.
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Remember … keep lovin’ the Laptop Sales Presentation!

Production Goals 
When the monthly combined net annualized premium for your Branch exceeds the established record, a 
new goal will be established at the next $25,000 increment above the actual production.

Branch Manager          Branch          Production          new Goal
Garridy McEwen . . . . . . . . . . . Branch 51 . . . . . . . . . $123,568 . . . . . . . . . . . .$125,000
Jason Adams  . . . . . . . . . . . . . . Branch 42 . . . . . . . . . $122,412 . . . . . . . . . . . .$125,000
Jason Moon . . . . . . . . . . . . . . . Branch 29 . . . . . . . . . . $76,320 . . . . . . . . . . . .$100,000



Qualifying to Cruise

United American recognizes Agents, Unit Managers, and Branch Managers who are on schedule, as of July, for next year’s National Sales Convention.   
The Convention will be held April 17-20, 2009.  You must have the following net annualized production to qualify:*

Agents — $102,081; Unit Managers —  $72,916 First Year / $291,662 Total; and Branch Managers — $145,833 First Year / $583,331 Total.
*To qualify, you must have a Quality of Business rate of at least 60% from the 4th month persistency report (or a Decline/Cancellation rate of less than 25% from the convention report 
if a QOB rate is not available), have in-force premium growth over 12/07, have a credit balance in your personal account (Branch Managers must have a credit in the Z account as well), 
and be above minimum standards.

BRANCH 06
Heather O’Daniel

BRANCH 08
Todd Baxter, Mgr.
Tene’ya Buchanan
Tara Burleson
Nicole Duvaleus
Jonathon Hardy
David Watson

BRANCH 10
Tammey Hill

BRANCH 12
Greg Burney

BRANCH 18
Nathaniel Fairconnetue

BRANCH 20
Nicole Scheltema

BRANCH 21
Richard Diombala
Steven Herr

BRANCH 22
Randy Mosley

BRANCH 25
Jennifer Byrd

BRANCH 32
Yendis Bolling
LeRoy Cape, U. Mgr.
Jennifer Fleming
John Kampling, Mgr.
Erika Pingston

BRANCH 33
Erick Araujo
Melissa Carballo
Peter Guilfoyle, U. Mgr.
Edward McDonald, U. Mgr.
Thomas Yoshikawa

BRANCH 39
Nicholas Boeschen, U. Mgr.
Adrian Corbbrey
Annette Doyle
John Grafton, U. Mgr.
James Hamilton
Dale Hanson
Sean McManus
Jason Poirier
Peter Schettini, Mgr.

BRANCH 40
Haley Conner
Ashley Frieden, U. Mgr.
Edmond Greenup
Latausha Henry
Eric Morgan

BRANCH 42
Jason Adams, Mgr.
Dennis Metzger

BRANCH 46
Greg Carter, U. Mgr.
Jesse Warf

BRANCH 50
Steven Hargis, U. Mgr.
Matthew Johnson, U. Mgr.
David Nutter

BRANCH 51
Benjamin Caler
Garridy McEwen, Mgr.

BRANCH 54
Preston Stillman

BRANCH 55
Larry Bowman
Scott Rollins, U. Mgr.

BRANCH 60
Joann Spafford-Paak, U. Mgr.

BRANCH 61
Stevie Mauldin, U. Mgr.

BRANCH 63
Alan Zabko

BRANCH 68
Stewart Ross, U. Mgr.

BRANCH 69
Cort Hughes
Annette Yankalunas

BRANCH 74
Kathryn Hillman
Jiries Samander
James Spitchley

BRANCH 86
Kristen Adkins
Elena Garrett, U. Mgr.
Alan Hall, U. Mgr.
Andrea League
Robert Matt
Barbara Shannon
Robert Williams, U. Mgr.

BRANCH 90
Katherine Blanco

BRANCH 91
Tim Wilson-Humphries

BRANCH 92
Elizabeth Cornell, U. Mgr.
Matthew Davis
Justin Hilderbrandt
Lashay Hill
Joshua Owen
Kevin Steffens, U. Mgr.

BRANCH A1
Lisa Caviness
Fred DiVittorio, U. Mgr.

BRANCH A8
Dana Fischer

BRANCH B1
Paul Debord
C J Williamson, U. Mgr

BRANCH B7
Rachel Fenz, U. Mgr.
Bryan Owen

BRANCH C9
Gary Allred
Don Arnett, U. Mgr.
Chris Gibson
Haldon Johnson
Jude Montoya
Meagan Snow
Wanda Tollison-Wilsey

BRANCH D8
Robert Campbell
Quoc Nguyen
Fallon Washington

BRANCH E1
Larry Isley

BRANCH E6
Jennifer Orozco
Douglas Pugh

BRANCH F8
Samantha Beckwith
Katie Cox
Jamy Hermsen

BRANCH G8
Priscilla Bilbraut, U. Mgr. 
Eric Blamick
Bridgette Bright

BRANCH H4
Cherie Galloway
Steve Nilson, U. Mgr.

BRANCH H5
Patricia Grasberger
Edward Swartz, U. Mgr.
Jennifer Tosa

BRANCH J2
Bruce Dunlap
Ed Holbrook, U. Mgr
Michelle Holbrook
Samantha Lewis
Timothy Thompson

BRANCH K2
Aljean Polley

BRANCH K6
Brian Dzienny
Mary Fox
Paul Greenstein
Sara Ruehr

BRANCH M1
Rodolfo Jorge

BRANCH M4
Darla Waters

BRANCH N1
Jason Everett, Mgr.

BRANCH N5
Manuel Redondo, U. Mgr

BRANCH N7
Caroline Martin

BRANCH N9
Jaunita Cooks
Andrew Coutavas, Mgr.
Stephanie Coutavas, U. Mgr.
 Donna Lepka
Joan Smith

BRANCH P1
Joshua Baxter, U. Mgr.

BRANCH P7
Michelle Riccio
Robert Schildt, U. Mgr.

BRANCH P8
Danny Richardson

BRANCH R1
Daniel Tullai

BRANCH R3
Christi Beaty
Alma Bradford
Gregory Hamilton
Vernonica McGilvray

BRANCH R5
Gerard Midworth

BRANCH R7
Nataly Carbajal, U. Mgr.
Robin Christensen
Stephanie Jeffers, U. Mgr.
Melissa Nehlen
James Orlando
Donna Small
Michael Taylor, Mgr.

BRANCH T9
Oliver Cde Baca

BRANCH V1
John Devenyns

BRANCH V5
Roger Cain


