
1 | Open MIC notes for the Crew 
 

 
……15 Years and still rolling……. 

Open MIC is open for anyone.      

9:00: AM Pacific Thursday 800 504-8071 Code is 5556463 

 

IF YOU WOULD LIKE TO FIND OUT MORE ABOUT US 

CALL OR EMAIL 

ANTHONY OWEN 

888-74AGENT (24368) 

tony@annuityagentsalliance.com 

OR VISIT OUR WEBSITE 

 

mailto:tony@annuityagentsalliance.com
http://www.annuityagentsalliance.com
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Editorial  
 

“Resolve and Determination are not the same thing.” 

         Bill Broich 

 

Some days I really wonder if I am beating my head against a wall.   

Just released last week were variable annuity sales results for 

the past quarter.  Sales were up over 24% and many companies 

are increasing their 2011 overall sales projections.  I can‟t for the 

life of me understand how the product can be sold let alone at the 

level of sales it now commands…. 

 

Here is part if the LIMRA article:  

The LIMRA report shows variable annuity sales in the first quarter of 2011 to be up a 
whopping 24% over the same period last year. In the first quarter of this year alone, a 
total of $39.8 billion worth of variable annuities were sold. 

 

I found this article on Investopedia….here is the link: 

http://www.investopedia.com/articles/04/111704.asp 

 

http://www.investopedia.com/articles/04/111704.asp
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Here is the part I like…. 

  

 Annual fees and administrative and mortality and expense 
charges - This is the area where investors get burned. These 
charges are buried into the cost of your annuity contract and take 
away from your annual profits. The average annuity will charge 
somewhere around 1.4% for these expenses, but some can be as high 
as 2.5%.  

 

 

 

Anyway…go figure….I guess I will keep my 

perch on the “soap box” and whittle away at the 

VA guys.      BB 

 

------------------------------------------------------ 
 

Crew Share  
Email me… (bbroich@msn.com) your sales success and experiences and share with the 

Crew….will always be anonymous. 

 

A Few Comments from Emails This Week about Leads and Selling 

Experiences….Both Good and Bad 

mailto:bbroich@msn.com
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(From 6 emails) 

 Retire Village is working as advertised….thanks 

 I wish you guys would be more specific bout product. 

 I had a great appointment with a new prospect, I said, “What is the 
purpose?” I bet 10 times….really works  (See below) 

 Hi Guys, I received six scrubbed leads last week and haven't 
converted one to an appointment. I received one on Monday May 16 
and sold $135,000 on Wednesday May 18. It is a numbers and 
patience game! Thanks again! 

 

------------------------------------------ 
Share from Jared Garduno 
 
 
Yeah it is a great site. Jack's other site is a great clients 
 
 www.safemoneyplaces.com.  
 

 

--------------------------------------------  

The two most important questions 
you can ever ask a prospect. 
 

1. “I have the information you requested 
(radio, internet, scrubbed, screened, direct mail) Are there 
any questions you would like to ask me?” 

 
(if a question is asked and you answer it then say) 
 

http://www.safemoneyplaces.com/
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2. “What is the purpose of (topic of question they 

asked) and what would you like it to 
accomplish?” 

 
If they say they don‟t have any questions then you 
say…. 
 
While I am here may I ask you a question (always yes) 

Do you have a will? (CD, annuity, IRA, pension plan, own mutual 

funds etc.)  
 

Whatever they respond to, ask then the first 

question….. 

 

And begin the fact finding process…. 

(8 page training at end of notes.) 

 

------------------------------------------------------

Hot News and Other Helpful Info 
  
 Raymond James Annuity Abuse: http://www.financial-

planning.com/news/finra-arbitration-raymond-james-2673330- 

 Another Raymond James annuity article: 

http://newsandinsight.thomsonreuters.com/Legal/News/2011/05_-

_May/Raymond_James_to_pay_$1_5_million_in_annuities_case/ 

http://www.financial-planning.com/news/finra-arbitration-raymond-james-2673330-
http://www.financial-planning.com/news/finra-arbitration-raymond-james-2673330-
http://newsandinsight.thomsonreuters.com/Legal/News/2011/05_-_May/Raymond_James_to_pay_$1_5_million_in_annuities_case/
http://newsandinsight.thomsonreuters.com/Legal/News/2011/05_-_May/Raymond_James_to_pay_$1_5_million_in_annuities_case/
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 Hancock Settles with Florida: 
http://www.forbes.com/feeds/ap/2011/05/18/business-financials-us-

john-hancock-settlement_8473715.html 

 Pro Annuity article: 

http://insurancenewsnet.com/article.aspx?id=261411 

 National Western settles lawsuit: 

http://ifawebnews.com/2011/04/26/national-western-life-pays-17-

million-to-end-class-action-suit/ 

  

----------------------------------------------------------- 

Bankrate and Google going to War 

 

 

VS.. 

 

 

Google Advisor just released…this is an indication of how many 

financial sites are going…have a look. 

 

https://www.google.com/advisor/home 

------------------------------------------------------ 

http://www.forbes.com/feeds/ap/2011/05/18/business-financials-us-john-hancock-settlement_8473715.html
http://www.forbes.com/feeds/ap/2011/05/18/business-financials-us-john-hancock-settlement_8473715.html
http://insurancenewsnet.com/article.aspx?id=261411
http://ifawebnews.com/2011/04/26/national-western-life-pays-17-million-to-end-class-action-suit/
http://ifawebnews.com/2011/04/26/national-western-life-pays-17-million-to-end-class-action-suit/
http://www.bankrate.com/
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Indexed Annuity Sales Up 5% in First Quarter 

 

PLEASANT HILL, Iowa May 20 (BestWire) — Sales of indexed annuities in 
the United States rose to $7.1 billion in the first quarter of 2011, up about 
5% from the same period a year ago, according to AnnuitySpecs.com, a firm 
that tracks the data. However, sales were down 15% from the fourth quarter 
of last year. 

Separately, industry research organization Limra put sales up just 1% in the 
first quarter from the same period a year ago. 

Allianz Life Insurance Company of North America, a unit of Germany‟s 
Allianz SE, remained the market leader in the first quarter, with sales of 
$1.5 billion, and a 21% market share, according to AnnuitySpecs.com. Its 
first-quarter sales were up 6.08%. But from the fourth quarter of 2010, 
sales were down 20.6%. Capturing second place was American Equity 
Investment Life Insurance Co., with sales of $1.1 billion; Aviva USA, a unit 
of U.K.-based Aviva plc, ranked third with sales of $842.3 million; and 
North American Company for Life and Health Insurance, a member of 
Sammons Financial Group, took fourth place, with sales of $401 million. 
From last year‟s fourth quarter, sales for Aviva were down 32% while 
American Equity‟s sales were down 14.3%. Rounding out the top five was 
ING USA, part of ING Group N.V. of the Netherlands, with sales of $382.3 
million, according to AnnuitySpecs.com. 

Sales “continue to increase in this low-interest rate 
environment,” said Sheryl J. Moore, president and chief 
executive officer of AnnuitySpecs.com. “Sales are always down in 
the first quarter because the fourth quarter sales are usually big 
as a result of agent incentives and salespeople trying to qualify 
for trips,” she said. 

With these retirement savings and income products, an insurance company 
invests most of the principal in bonds to ensure the policy will generate a 
small annual return but the insurer uses a small portion of the premium to 
buy options in a stock market index. Options that are exercised can result in 
additional interest credited to a policy, potentially more than an investor 
might achieve through other fixed-income investments. 
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(By Fran Matso Lysiak, senior associate editor, BestWeek: fran.lysiak@ambest.com)BN-NJ-05-

20-2011 1639 ET # 

 

------------------------------------------------------- 

STARTING TODAY, 5/24/11 

 

BONUS COMMISSIONS on paid AVIVA Income 
Preferred Series annuity business!! 

 
COMMISSION BONUS to the writing agent on PAID Income Preferred Series annuity business with 

AVIVA from 3/24/11 – 8/19/11. 

 
$300,000.00 - $749,999.99 in PAID Aviva annuity business from 5/24/11 – 8/19/11, the writing 

agent will earn an additional 0.50% commission. 

 
$750,000.00+ in PAID Aviva annuity business from 5/24/11 – 8/19/11, the writing agent will 

earn an additional 1.00% commission. 

 

Only the Income Preferred Series is eligible for the commission 

bonus.  

. 
AVIVA has also announced a TRIP TO CABO SAN LUCAS for top producers.  

 

Some clarifications: 

The high-band premium bonus of 9% is an introductory rate and is 
good for all applications received at Aviva’s home office by August 
5th, 2011 and funded by September 5th, 2011.  

 
Applications received after August 5th or that don’t meet the funding 
deadline of September 5th will receive a high-band premium bonus 
rate of 8%. 

mailto:fran.lysiak@ambest.com)BN-NJ-05-20-2011
mailto:fran.lysiak@ambest.com)BN-NJ-05-20-2011
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------------------------------------------------------- 

To repeat last week’s comment about Porter, I like him 

but I don’t always agree with him….this week I 

completely agree with him….the brokers are raging on 

this new IPO….watch out.BB 

 

Porter‟s Newsletter “Exert” 

 

Shares of LinkedIn, the largest professional networking website, more than 

doubled in their first day of trading. The company sold 7.84 million shares 

at $45 each (after raising the initial public offering range from $32-$35 to 

$42-$45 on May 17). And shares jumped as high as $112 today. 

 

LinkedIn earned $2.08 million in the first quarter on $93.9 million of 

revenue. Annualize that number and you get $8.32 million for the year. 

LinkedIn's market cap hit $10 billion today, giving the company a price-to-

earnings ratio of around 1,200.  

Even Methuselah would die before getting his initial investment 

back. 

 

Who pays 1,200 times earnings for anything? The benighted masses 

love to get fleeced by brokers and CNBC talking heads. (I love 

that line….BB)   

According to the American Association of Individual Investors, less than 

half of individual investors in its Sentiment Survey are bullish now (26.7%) 

as in December (63.3%), and more than twice as many of them are bearish 

(41.3% now vs. 16.4% then). 

------------------------------------------------------- 
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Hello Partners, 
The new American Investors (Aviva) LSA is launching tomorrow, 5/24 (Officially). See 
below for a link to a website with full materials; disclosures, brochures, rates, as well as 
a state approval chart. (which includes CA). 
 

This product will be sold under your existing American Investors contract. You can use 
the same app as for the Income Preferred bonus, just a different disclosure which is 
available at the link below. 
 

The big difference on this product compared to the Income Edge Plus rider on the 
Income Preferred Bonus chassis is that the income rider can be paid out as a death 
benefit over a 5 year period and the step up is 8% simple vs. 7.2 compounded. Still 
have double payout for LTC (except CA) and they payout percentages are the same. 
The fee is slightly higher. The bonus is higher on the 100K+ rate band by 2%. 
 

http://www.avivausa.com/portal/site/avivausa/content/information  
 

Attached is a fact sheet – final premium bonus and rollup as follows. It’s not straight 7s 
and 8s anymore. 
Low band: $25K - $99K 

7% premium bonus 

7% simple interest rollup 

High band: $100K+ 

9% premium bonus 

8% simple interest rollup 

Thanks for the biz, 
Anthony R. Owen 
Vice President, Eagle Shadow Financial, LLC 
Co-Founder, Annuity Agents Alliance 
Marketing Advisor, Annuity.com 
Office: 303-284-3582 

 

 

 

 

 

http://www.avivausa.com/portal/site/avivausa/content/information
http://www.eagleshadowfinancial.com/
http://www.annuityagentsalliance.com/
http://www.annuity.com/


Issue Ages
(Owner and Annuitant)

0-78
0-74 in Indiana

Ownership

IRA - must be single ownership, but joint payout is available.
Non-Qualified - joint ownership available; must also be joint annuitants and legal spouses, unless the owner is a “non-natural 
person”.  Joint payout available on NQ with a single owner if the joint life withdrawal is based on the life of the owner and the spouse 
is the sole primary beneficiary.

Premiums
Premiums allowed during the first contract year only
Minimum: $25,000
Premium banding: higher rates may apply for premiums of $100,000 or more

Premium Bonus
First-year premium bonus banded at $100,000
7% for initial premium up to $100,000
9% for initial premium $100,000 or more

Withdrawal Charge 
Schedule 
(Percent of 
Accumulated Value)

In some states, the withdrawal charge is combined with an MVA factor.

Premium Bonus 
Vesting Schedule

This product has a Premium Bonus Vesting Schedule, which shows the % of the Premium Bonus that is vested each year.

Interest
Crediting Strategies

Fixed Strategy
2-Year Monthly Cap - This strategy not available in all states.
1-Year Monthly Cap
1-Year Point-to-Point

Benefit Base

The Benefit Base is used to calculate Lifetime Income, the enhanced 5-year Death Benefit and for income under the 
Confinement “Doubler” Benefit. The Confinement Income “Doubler” Benefit is not available in California.

Rate:  7% simple interest for premium up to $100,000
 8% simple interest for premium over $100,000

The Benefit Base is not the same as the contract’s Accumulated Value, and it is never available for lump sum withdrawal; it is only used 
for calculating the income amount and the enhanced Death Benefit payout. Accumulation in the Benefit Base stops at the sooner of 
1) starting Lifetime Income Withdrawals, 2) age 85, 3) 10 years unless a restart is elected.

Benefit Base Charge
The fee is 0.95% of the Benefit Base, deducted annually from the Accumulated Value.  
At the end of the 10th Year, if income payments haven’t begun the total fee that exceeds the interest credits during that time period is 
credited back to the Accumulated Value.

Restart
At the end of the initial 10-year period, if the owner is less than age 85, the owner may contact Aviva to restart the Accumulation in 
the Benefit Base for an additional 10 years.  Only one Restart is available for a maximum of 20 years accumulation in the Benefit Base.

Benefit Base Payout 
Percentages for 
Lifetime Income

Attained Age at
Time of Election

Single Payout
Income Percentage

Joint Payout 
Income Percentage

50-54 3.5% 3.0%

55-59 4.0% 3.5%

60-64 4.5% 4.0%

65-69 5.0% 4.5%

70-74 5.5% 5.0%

75-79 6.0% 5.5%

80-84 6.5% 6.0%

85-89 7.0% 6.5%

90+ 7.5% 7.0%

Contract Year 1 2 3 4 5 6 7 8 9 10 11+

Charge 12 12 12 11 10 9 8 7 6 4 0%

Contract Year 1 2 3 4 5 6 7 8 9 10 11+

Vested Percentage 0 0 0 0 0 0 0 25% 50% 75% 100%

Lifetime Solutions Annuity
Product details

Lifetime Solutions Annuity [LTS (04/11)] or state variation] is issued by Aviva Life and Annuity Company, West 
Des Moines, IA. Product features, limitations and availability vary by state. 17909                           (Rev. 5/11)
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Indexed Annuity Complaints Very Low 
Hello Partners, 

 

Fixed and Fixed Indexed Annuity complaints have all but gone away in recent years. If you go back to 

2007 Allianz had around 35 complaints in Colorado and this year none. Although not as drastic, other 

carriers have seen their complaints greatly decrease or go away on fixed and FA's and FIA's. How is that 

possible with FA and FIA sales increasing? 

Several reasons: 

 

 Suitability requirements have greatly increased. As Bill always says, the more suitability 

regulations the better. 

 State required Annuity CE courses have become commonplace requiring agents to have more 

education about the products they sell. I have always said that the barriers to entry in this business 

are way too small. I believe a license requirement closer to what is required in the securities 

industry would be a huge improvement as long as it was state DOI regulated. 

 Emphasis on guarantees! In an environment of decreasing caps agents have been forced to focus 

on the core benefits of FA's and FIA's in order to sell them rather than pushing market 

participation hype. While market participation can be significant at times, this should never be the 

primary purpose for purchasing and FIA. Preservation of gains and/or lifetime income are the two 

reasons to buy and annuity. 

 

I have attached the Colorado Department of Insurance complaint list for 2010. See if you can find one for 

your state and show your clients how few complaints there are about our products. 

 

Thanks for the biz, 
 
Anthony R. Owen 

 

 

------------------------------------------------------ 



 
  

 

Online Complaint Report for 2010 

Runtime: 05/22/2011 08:41:52 am 

The consumer Complaint Ratio illustrates how some companies generate more 
complaints per $1 million of premium than others. The ratio provides helpful 
information to consumers interested in evaluating their insurance companies and/or 
health carriers, and to State regulators in targeting companies requiring closer review. 

 Private passenger automobile protests are included in the number of complaints. 
Protests are a formal objection to a premium increase, nonrenewal, cancellation 
or reduction in coverage and are applicable to private passenger automobile only. 
A company is statutorily required to send a Notice of Right to Protest if it is 
taking one of these actions against the individual consumer.  

 In the health insurance arena, Medicare, Medicaid, Excess Loss, and Federal 
Employee Health benefit plan premiums are excluded from the Complaint Ratio 
and Complaint Index calculations, where possible, since the Division of 
Insurance does not have regulatory authority over complaints in these areas.  

New this year is the column labeled Complaint Index. The number is calculated by 
dividing an company's share of complaints by its share of premium on a line-specific 
basis. 

An index higher than 1.0 indicates that a company's complaint counts are higher than 
average, and an index lower than 1.0 indicates that a company's complaint counts are 
lower (better) than average. An index of 0.0 (zero) indicates that no complaints were 
received for the company, which is always better than average. 

The Complaint Index is generally considered to be more informative than the 
Complaint Ratio, because it adds at-a-glance information indicating how each insurer 
compares to the rest of the marketplace. Complete line of business tables would need to 
be sorted by the Complaint Ratio column in order to provide the same information. 

Consumers are cautioned against relying only on the Complaint Ratio and/or the 
Complaint Index when evaluating companies. Premium benefits, financial condition, 
and level of service should all be considered. 

Please Note: The companies included in the standard reports are responsible for 
reconciling documented complaints and reporting discrepancies to the Division of 
Insurance. However, not all of the companies have performed this review. Therefore, 
these reports may contain unverified information. 

Search Criteria:
  - Reporting Year: 2010
  - Company Name/Alias: Not Specified
  - Policy Type: Annuity Insurance
  - (At least 5 Total Complaints OR a Marketshare of at least 0.10% for this Standard 
Report)

Page 1 of 5
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Annuity Insurance

Company Name Industry 
Group

Market 
Share

Premium 
($Millions)

Total 
Complaints

Confirmed 
Complaints

Complaint 
Ratio

Complaint 
Index

 Allianz Life Insurance 
Company of North America

 Allianz Ins 
Grp

  
2.98%   $161.74M  1  0   0.01   1.53

 American Equity Investment 
Life Insurance Company

 American 
Equity 
Investment 
Grp

  
2.75%   $149.35M  0  0   0.00   0.00

 American General Life 
Insurance Company (AIG)

 American 
Intrnl Grp

  
0.12%   $6.33M  0  0   0.00   0.00

 American National Insurance 
Company

 American 
Natl Fncl Grp

  
0.75%   $40.87M  0  0   0.00   0.00

 American United Life 
Insurance Company

 Oneamerica 
Financial 
Partners Grp

  
1.33%   $72.09M  0  0   0.00   0.00

 Ameritas Life Insurance Corp.
 Unifi 
Companies

  
0.12%   $6.68M  0  0   0.00   0.00

 Aviva Life and Annuity 
Company  Amerus Grp

  
3.41%   $185.20M  0  0   0.00   0.00

 AXA Equitable Life Insurance 
Company  Axa Ins Grp

  
2.43%   $132.03M  1  0   0.01   1.87

 Bankers Life and Casualty 
Company  Conseco Grp

  
0.21%   $11.21M  4  3   0.36   88.17

 CUNA Mutual Insurance 
Society

 Cuna Mut 
Grp

  
0.11%   $6.14M  0  0   0.00   0.00

 EquiTrust Life Insurance 
Company

 Iowa Farm 
Bureau

  
0.10%   $5.57M  0  0   0.00   0.00

 Farm Bureau Life Insurance 
Company

 Iowa Farm 
Bureau

  
0.12%   $6.34M  0  0   0.00   0.00

 Farmers New World Life 
Insurance Company (Farmers)

 Zurich Ins 
Grp

  
0.10%   $5.18M  0  0   0.00   0.00

 Fidelity Investments Life 
Insurance Company

 Fidelity 
Invest Ins & 
Annuity Grp

  
0.74%   $40.26M  0  0   0.00   0.00

 Forethought Life Insurance 
Company

 Forethought 
Fincial 
Services Inc

  
0.24%   $12.95M  0  0   0.00   0.00

 Genworth Life and Annuity 
Insurance Company

 Ge Global 
Grp

  
0.27%   $14.88M  0  0   0.00   0.00

 Genworth Life Insurance 
Company

 Ge Global 
Grp

  
0.10%   $5.28M  0  0   0.00   0.00

 Great American Life Insurance 
Company

 American 
Financial Grp

  
0.12%   $6.37M  0  0   0.00   0.00

 Great-West Life & Annuity 
Insurance Company

 Great West L 
Asr

  
3.54%   $192.61M  0  0   0.00   0.00

 Guardian Insurance & Annuity 
Company, Inc., The

 Guardian Life 
Grp

  
0.30%   $16.25M  0  0   0.00   0.00
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 Hartford Life and Annuity 
Insurance Company

 Hartford Fire 
& Cas Grp

  
0.28%   $15.39M  1  0   0.06   16.05

 Hartford Life Insurance 
Company

 Hartford Fire 
& Cas Grp

  
1.28%   $69.57M  0  0   0.00   0.00

 Industrial Alliance Pacific 
Insurance and Financial 
Services Inc.

 Industrial 
Alliance Grp

  
0.11%   $5.84M  0  0   0.00   0.00

 ING Life Insurance and 
Annuity Company

 Ing America 
Ins Holding 
Grp

  
0.99%   $54.05M  0  0   0.00   0.00

 ING USA Annuity and Life 
Insurance Company

 Ing America 
Ins Holding 
Grp

  
0.83%   $45.10M  0  0   0.00   0.00

 Integrity Life Insurance 
Company

 West 
Southern Grp

  
0.10%   $5.35M  0  0   0.00   0.00

 Jackson National Life 
Insurance Company

 Jackson Natl 
Grp

  
9.45%   $513.32M  1  1   0.00   0.48

 Jefferson National Life 
Insurance Company  Inviva Grp

  
0.21%   $11.40M  0  0   0.00   0.00

 John Hancock Life Insurance 
Company (U.S.A.)

 John 
Hancock Grp

  
3.62%   $196.84M  2  0   0.01   2.51

 Kansas City Life Insurance 
Company

 Kansas City 
Life Ins

  
0.28%   $15.22M  0  0   0.00   0.00

 Lafayette Life Insurance 
Company, The

 West 
Southern Grp

  
0.11%   $5.80M  0  0   0.00   0.00

 Liberty Life Insurance 
Company

 Rbc Holdings 
(Usa) Grp

  
0.21%   $11.35M  0  0   0.00   0.00

 Life Insurance Company of 
the Southwest

 National Life 
Group

  
0.19%   $10.44M  0  0   0.00   0.00

 Lincoln Benefit Life Company
 Allstate Ins 
Grp

  
0.21%   $11.18M  0  0   0.00   0.00

 Lincoln National Life 
Insurance Company, The  Lincoln Natl

  
5.00%   $271.44M  0  0   0.00   0.00

 Massachusetts Mutual Life 
Insurance Company

 Mass Mut L I 
C

  
1.87%   $101.84M  0  0   0.00   0.00

 Metlife Insurance Company of 
Connecticut (MetLife)

 Metropolitan 
Grp

  
0.31%   $16.78M  0  0   0.00   0.00

 MetLife Investors Insurance 
Company (MetLife)

 Metropolitan 
Grp

  
0.27%   $14.58M  0  0   0.00   0.00

 MetLife Investors USA 
Insurance Company (MetLife)

 Metropolitan 
Grp

  
4.33%   $235.31M  0  0   0.00   0.00

 Metropolitan Life Insurance 
Company (MetLife)

 Metropolitan 
Grp

  
3.57%   $193.80M  1  1   0.01   1.27

 Midland National Life 
Insurance Company

 Midland Natl 
Life Ins Grp

  
0.80%   $43.31M  0  0   0.00   0.00

 Minnesota Life Insurance 
Company

 Minnesota 
Mut

  
0.51%   $27.78M  0  0   0.00   0.00

 Modern Woodmen of America  
  

0.29%   $15.75M  0  0   0.00   0.00
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 Monumental Life Insurance 
Company

 Aegon Us 
Holding Grp

  
0.24%   $13.20M  0  0   0.00   0.00

 National Western Life 
Insurance Company  

  
0.82%   $44.58M  0  0   0.00   0.00

 Nationwide Life Insurance 
Company

 Nationwide 
Corp

  
2.62%   $142.20M  0  0   0.00   0.00

 New York Life Insurance and 
Annuity Corporation

 New York 
Life Grp

  
2.18%   $118.58M  0  0   0.00   0.00

 New York Life Insurance 
Company

 New York 
Life Grp

  
1.18%   $64.21M  0  0   0.00   0.00

 North American Company for 
Life and Health Insurance

 Midland Natl 
Life Ins Grp

  
1.01%   $54.87M  1  1   0.02   4.50

 Northwestern Mutual Life 
Insurance Company, The

 Northwestern 
Mut

  
0.59%   $32.08M  0  0   0.00   0.00

 Ohio National Life Insurance 
Company, The

 Ohio Natl 
Life Grp

  
0.35%   $19.02M  0  0   0.00   0.00

 OM Financial Life Insurance 
Company

 Old Mut Us 
Life Holding 
Grp

  
0.30%   $16.16M  1  0   0.06   15.29

 Pacific Life & Annuity 
Company

 Pacific Life 
Ins Co

  
6.38%   $346.43M  0  0   0.00   0.00

 Pacific Life Insurance 
Company

 Pacific Life 
Ins Co

  
1.02%   $55.41M  0  0   0.00   0.00

 Principal Life Insurance 
Company

 Principal Fin 
Grp

  
0.31%   $16.75M  0  0   0.00   0.00

 Protective Life Insurance 
Company

 Protective 
Life Ins Grp

  
0.72%   $39.37M  1  1   0.03   6.27

 Pruco Life Insurance Company
 Prudential Of 
Amer

  
5.60%   $304.29M  0  0   0.00   0.00

 Prudential Annuities Life 
Assurance Corporation

 Prudential Of 
Amer

  
2.09%   $113.73M  1  1   0.01   2.17

 Prudential Insurance 
Company of America, The

 Prudential Of 
Amer

  
1.55%   $84.21M  1  0   0.01   2.93

 RiverSource Life Insurance 
Company

 Ameriprise 
Financial Grp

  
1.10%   $59.79M  1  0   0.02   4.13

 Security Benefit Life 
Insurance Company

 Security 
Benefit

  
0.23%   $12.69M  0  0   0.00   0.00

 Sentry Life Insurance 
Company

 Sentry Ins 
Grp

  
0.13%   $7.15M  0  0   0.00   0.00

 Standard Insurance Company
 Stancorp 
Financial Grp

  
1.27%   $69.12M  0  0   0.00   0.00

 State Farm Life Insurance 
Company  State Farm Il

  
0.20%   $11.06M  0  0   0.00   0.00

 State Life Insurance 
Company, The

 Oneamerica 
Financial 
Partners Grp

  
0.14%   $7.86M  0  0   0.00   0.00

 Sun Life Assurance Company 
of Canada (U.S.)

 Sun Life 
Assur Co Of 
Cn

  
0.86%   $46.89M  0  0   0.00   0.00
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 SunAmerica Annuity and Life 
Assurance Company (AIG)

 American 
Intrnl Grp

  
0.75%   $40.95M  0  0   0.00   0.00

 Symetra Life Insurance 
Company

 White 
Mountains 
Grp

  
0.84%   $45.43M  0  0   0.00   0.00

 Teachers Insurance and 
Annuity Association of America

 Tiaa Family 
Of Co

  
2.95%   $160.49M  0  0   0.00   0.00

 Thrivent Financial for 
Lutherans

 Thrivent 
Financial For 
Lutherans

  
1.24%   $67.60M  0  0   0.00   0.00

 Transamerica Life Insurance 
Company

 Aegon Us 
Holding Grp

  
2.98%   $161.90M  0  0   0.00   0.00

 United of Omaha Life 
Insurance Company

 Mutual Of 
Omaha

  
0.14%   $7.55M  0  0   0.00   0.00

 USAA Life Insurance Company 
(USAA)

 United 
Services 
Automobile 
Asn Grp

  
0.81%   $43.79M  0  0   0.00   0.00

 Variable Annuity Life 
Insurance Company, The 
(AIG)

 American 
Intrnl Grp

  
1.67%   $90.68M  0  0   0.00   0.00

 Western National Life 
Insurance Company (AIG)

 American 
Intrnl Grp

  
0.46%   $24.76M  1  0   0.04   9.98

 Western-Southern Life 
Assurance Company

 West 
Southern Grp

  
0.10%   $5.23M  0  0   0.00   0.00

Page 5 of 5

5/22/2011http://www.dora.state.co.us/pls/real/ins_comp_ratio_report.generate_report?p_report_id=C...



12 | Open MIC notes for the Crew 
 

 

“Big Truck” Sales Tips 
Chad and Tony Owen 

A weekly annuity sales tip 

Sales Tip:       The Jedi Mind Trick 

 
 
The Power of Persuasion from the 
Safe Money Point of View 

 
  

------------------------------------------ 

 

http://www.google.com/imgres?imgurl=http://www.newlaunches.com/entry_images/0108/23/New_Jedi_Church_1.jpg&imgrefurl=http://www.newlaunches.com/archives/new_jedi_church_coming_up_in_england.php&h=421&w=450&sz=57&tbnid=iZGBoE5wL6Zo5M:&tbnh=94&tbnw=100&prev=/search?q=jedi+photos&tbm=isch&tbo=u&zoom=1&q=jedi+photos&hl=en&usg=__yJ_CMqv5UH8b6F5KEd1HcKsmOD0=&sa=X&ei=ytrbTbTkK4y-sAPm7_jADg&sqi=2&ved=0CEUQ9QEwCw&dur=718
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The Other Side of the Table 

…..it’s all based on your view…………. 

 

Sometimes it is how you look at things that can make the difference.  
The other side of the table is all about that….how you look at things! 
 

 

Which side of the table is your lead and marketing 

program?  It is all in how you look at it…. 

 

This week is going to be an extension of last week and 

how all our lead systems fit in and work together…. 

I have been in this industry for a long time 

and I assure you that no one….and I mean no 

one….has the lead systems we have….BB 

We have 5 distinct lead generation systems 

all tied together with glue at Retire Village.  

Retire Village is what makes it all work. 

 

http://www.google.com/imgres?imgurl=http://www.michaelhoywoodworking.com/resources/tables/rectangulartable.jpg&imgrefurl=http://www.michaelhoywoodworking.com/rectangular_table.html&h=322&w=450&sz=36&tbnid=roB6DtI5R1pA7M:&tbnh=91&tbnw=127&prev=/images?q=kitchen+table+photo&hl=en&usg=__2OPut_ZGYHyf1KFlwrA1Evu23FM=&ei=L89TSqaZFZSusgOK2enpBw&sa=X&oi=image_result&resnum=4&ct=image
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1. Radio….www.safemoneyradio.com. Be a 

celebrity and prospects call you.  

 

2.   Focus 

Groups…..www.focusgroupsusainc.com Our 

new seminar system with guaranteed attendance 

for a guaranteed price.  $1500 for 15 attendees 

 

3. Scrubbed leads…..internet driven, fast 

information and they want to buy annuities. 

$150 each and they work! 

 

4. A.Com leads….Prospects interested in 

learning more about annuities by acquiring 

information from you (booklet) $45 each and 

they are available with an increasing volume 

coming 

 

5. Screened leads…..Our new DReaMS lead 

system designed to work in partnership with our 

Scrubbed leads.  The lead source is varied but 

the prospect is interested in annuities.  Sold in 
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units of $1500, should provide 8-10 low 

hanging fruit and 15 Retire Village data base 

Timing Leads 

 

 

Plus…the best “premium” giveaway in the 

industry…”Safe Money Book”  

 

 

Retire Village:  the glue that holds them all 

together and generates leads on a daily basis with 

the “Daily lead Log” 
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Kris and Joe are going to expand and 

continue their talk from last week about how 

DReaMSSM 
can help fill the gaps in your lead program. 

 

 

Leads…we all need them and there are tons of leads available, 

internet, radio, direct mail, referrals and many other forms or advertising.  

Leads really aren‟t the problem, the real problem is marketing.  Marketing 

is the key, leads are merely the byproduct of marketing. 

You need three basic things to become a marketer and not a lead glutton: 

 A lead source (numerous sources) 

 A method to make the sale (fact finder and need based) 

 A mechanism to manage the leads until timing is right (Retire Village) 

 

Manage your business and guarantee your future success…. 
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Direct Response Marketing System 

DRMS 
 

DReaMSSM 
 

Our new leads system isn‟t really new; it fits hand in glove with 

our “Scrubbed” (SL) lead system that is working like a charm.   

 

SL leads are high quality and agents love them because they work, 

the only problem is there are not enough of them to go around. 

 

The problem with SL leads is there just are not enough to go 

around so we decided to add additional lead “sources” to the 

program. 

The leads from these sources are then „scrubbed” and sent on to 

the agent.  Just like SL leads, you will have a prospect who is 

interested in annuities, you will know where the lead‟s money is 
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located, what type of annuity they are interested in and all contact 

information. 

Plus 

The leads will be expecting your call. 

Or 

We will also make the appointment for you if you wish, easy to do 

since we are already on the phone with the prospect. These leads 

can be targeted to a more precise geographic location and will be 

more abundant. 

DReaMSSM 
The lead source provides a lead flow; some leads are never 

reached and are discarded.  Some leads are scrubbed and an 

appointment is set and some leads are to be contacted at a later 

date, the prospect just isn‟t ready at this time (timing leads)  

 All conversations are recorded and kept for a reasonable 

amount of time. 

 The prospect is contacted to determine their interest level 

in annuities and their time frame for considering an 

annuity.  
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Leads fall into 3 categories 

 

a. Drop dead leads: thrown away and are removed from 

database 

 

b. Timing leads: those who will be sent information and 

have expressed an interest in learning more in the 

future.  To receive the information, an email must be 

provided. An excel file is provided monthly to the agent. 

A thank you email is sent immediately explaining that 

occasionally information may be available that has 

benefited others.     

The lead is added to the agents RetireVilliage.com .   

A photo and bio of the agent is sent to the “Timing 

Lead” to begin the relationship with the prospect. 

 

c.  Screened leads:  All information is gathered and the 

lead as a scrubbed lead is forwarded to agents office 

ASAP for agent to begin appointment setting.  

 

Here is an example of a screened lead: 

 

 

 

  



20 | Open MIC notes for the Crew 
 

 Sample Annuity Lead 

 Lead Date:                                             09/22/2010 9:50 AM 

First Name:                                             John 

Last Name:                                             Smith 

Address:                                                 289 Jones Street 

City:                                                       Calistoga 

State                                                      California 

Zip:                                                        94515 

Email:                                                     John3333@ gmail.org 

Phone:                                                    707 555-1212 

Gender:                                                   Male 

Investment Money Available:                     $100,000 +      

Household Income   :                                $50,000-$75,000 

Comments:                                           Prospect has $300,000 available for an annuity.  

Interested in income in 2-3 years with a focus on safety.  The funds are 

in a 401 (k) and will move it to an IRA.  Says he understands annuities 

and is interested in specifics.  In the past 2 years his account has 

decreased in value, worried about safety and security.  Wants rates on a 

10 year income annuity for his wife.  Please call.    

  

 

The two things which make our leads the envy of the 
industry: 

1.      The lead has requested information about annuities and nothing 
else. (no gimmicky giveaway gift) 

2.      The lead is expecting a contact from a licensed insurance 
salesperson. 

 



21 | Open MIC notes for the Crew 
 

The pricing is slightly different for these leads and the exact 
amount of leads is always a guess.   

 

The leads are sold in units of $1,500.   

 

You may order 1 unit or 10, it makes no difference. 

 

Based on a long history and 9 years of records we estimate that: 

Each unit should provide 8-10 sit down appointments with 

qualified people who have an interest in annuities, are the target 
market age group (above age 55) and have the funds required. 
(see lead above) 

 

 

In addition to the scrubbed leads and appointments set, we also 

estimate you will add   15    “Timing Leads” to your Retire 

Village drip for later appointments. 
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 Retire Village 

An added and no cost option….if you prefer….we will also set 
the appointment for you. 

 

 

 

 

“Service Center” Included…You will have your 

own support helper to assist in ordering, managing and “solving 

problems”. 
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Click here to download Screened Lead Kit 

 

Click here to download RetireVilliage.com Kit 

 

Screened Leads (DReaMS) direct response marketing system  

 Multi Source Leads 

 Leads are called by us and screened for assets etc. 

outlined below 

 Prospect is e-mailed your picture and bio sample 

attached 

 The lead acknowledges that you will be in touch to 

provide the requested information  

 Copy of lead is sent to you to call 

 You decide if you want to put them into your 

RetireVilliage.com drip 

 Timeline to receive leads is approx. 4 weeks from 

order date 

http://www.box.net/shared/ff1s5dsg1j
http://www.box.net/shared/ff1s5dsg1j
http://www.box.net/shared/smn4earuti
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            Timing Lead for RetireVilliage.com Drip:  

 Multi Source Leads 

 The lead declined to be called by you but still wanted the 

information requested.   

 Prospect is e-mailed your picture and bio along with the 

requesting information  

 We place the lead into your RetireVilliage.com drip under the 

category DReaMS. 

 Copy of lead is sent to you  

 Timeline to receive leads is approx. 4 weeks from order date 

 

      

Kris Montierth 

Kris and her crew are true professionals; they will “scrub” the 
leads, drill for information and do everything in their power to 
give you an advantage.   

Kris says “I am happy to announce our Marketing Partnership 
with Annuity.com.” 

And so are we…..Bill    
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I urge you to read and learn this process.  It is basic and 

it works, it will build your foundation….BB 

Training:  Fact Finding Process 

From Northwestern Mutual Training…as good as it gets 

The Fact-finding Process 
 
The fact-finding process is your means of discovering the prospects‟ current and future 
needs and of defining any current or future problems which may exist.  It is also your 
means of motivating prospects by allowing them to do some discovering.  Motivation 
and discovery complement each other.  Prospects are motivated by discovery, and 
motivation encourages additional discovery. 
 
Your questions have two purposes.  Fact-finding questions let your prospects tell you 
what they have and want.   Feeling finding questions tell you how much they want it, 
and why.  However, the fact-finding process involves listening to answers as well as 
asking questions.  Through attentive listening you will be able to focus on all the 
important facts and feelings; you will show your understanding of and concern for your 
prospects‟ situation.  People buy from a salesperson who they think understands them. 
 
For a “win-win” situation to occur, you and your prospects must reach a mutual 
understanding of their real problems.  Formalizing this understandings is known as the 
discovery agreement. 
 
 
Needs 
 
Your prospects‟ needs exist.  Often they may not be aware of theses needs or of the size 
of any problems.  You are not inventing these needs, but rather you‟re helping your 
prospects recognize what the needs are so that you can work together to satisfy them.  
 
Basically, prospects have two types of needs: task and personal.  The task needs are 
normally rather clear cut.  These needs include such concerns as having money to pay 
off the mortgage, to pay for a child‟s education, to pay for final expenses, or to pay for a 
deceased partner‟s interest in a business.  Personal needs tend to be much more 
subjective.  They include such items as love, self-respect, prestige, confidence, and 
creativity. 
 
Whereas a task need might be cash to pay for a child‟s education, a personal need might 
include how the prospect feels about the importance of education.  Personal needs 
usually are based on some form of human relationship. 
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As soon as one need is satisfied, another appears in its place.  What a person says he or 
she wants is always related to a need.  To understand people, you must learn to think in 
terms of needs rather than in terms of what people say they want.  The task needs are 
established by asking fact-finding questions.  The personal needs are established by 
asking feeling-finding questions.  Often all you have to do is ask the correct questions, 
which are on the fact-finding form.  Experience will help you learn the most effective 
questioning techniques. 
 
Although both of these needs are important, you should pay particular attention to the 
personal needs, since they determine the task needs.  Personal needs will show you what 
the prospect is most concerned about, his or her “hot button.”  You will be able to use 
these concerns when you are trying to establish how to present the solution in a manner 
which will motivate the prospect to buy. 
 
Causes of Needs 
 
As you go through the interview you might discover that the problem is that your 
prospect does not have enough assets to realize all the goals.  The present situation does 
not match the desired one. 
 
There are many causes of needs.  Two financial needs are caused by inadequate or poor 
planning and a lack of insurance.  Good interviewing penetrates more deeply into the 
causes.  Why doesn‟t the prospect have enough assets?  Is it due to poor planning?  Is it 
due to something that you as an insurance agent can help to rectify?  The more 
information about causes you can obtain, the more of a problem solver you will become, 
and the more responsive your prospect will be to hear your solution. 
 
Motivation 
 
Although the forces motivating a buying decision are both varied and complex, one 
principle is constant: people do things for their own reasons, not for ours.  Often these 
reasons are highly personal and emotional.  Some people buy with their hearts; others 
buy with their heads. The art of selling is, in reality, the art of helping other people 
recognize their own needs, and showing them how they can satisfy those needs by 
owning our products.  It is through the fact-finding process that you gain the 
information that helps them identify their reasons for buying insurance. 
 
All people have basic needs such as food and shelter.  Until these needs are met, very 
few other things are important.  Safety is also a strong motivator.  The desire for 
protection can be a dominant motive for buying insurance.  A prospect may want to 
protect an investment or to ensure that the surviving spouse could remain at home as a 
full-time parent. 
 
A satisfied need is not a motivator.  A prospect who has enough capital saved to ensure 
that his or her family would always have food and shelter will not be motivated by your 
stressing that need.  Motivation must come from within. 
 



27 | Open MIC notes for the Crew 
 

Problem Analysis 
 
People are not always motivated to act just because they have needs.  Only when they 
view the unsatisfied need as a problem can they be motivated to act.  A problem is the 
difference between what a person needs, wants, or expects, and what that person 
actually has.  The greater the difference, the greater the problem, and the more likely 
that person will be motivated to solve it. 
 
In the fact-finding process you are primarily trying to accomplish three goals which will 
help the prospect: 

 You can help the prospect discover and clarify needs and objectives. 

 You can help the prospect discover and clarify how large a difference there is 
between what he or she has and what he or she wants. 

 You can help the prospect discover what may be causing the problems. 
 
Discovering if a need or problem exists, however, is not always easy.  Consider the 
following example. 
 
Around noon one day you have a vague sensation that you‟re sick.  You‟ve got a 
headache, and you feel a little warm.  But you figure the feeling will probably pass.  You 
stay at work as long as you can, but finally decide to go home.  By the time you reach 
home, you‟re feeling lousy. 
 
You get out the thermometer and take a reading.  You discover that  you have a fever; 
your temperature is 103 degrees. 
 
That confirms it; you really do have a problem.  There is a considerable difference 
between what you want, an normal temperature of 98.6 degrees, and what you have a 
fever registering 103 degrees. 
 
Because you feel bad and you fear that it may get worse, you are motivated to take some 
action.  First you call your doctor.  Next you take aspirin and go to bed. 
 
The problem existed before it was recognized.  The problem was realized when you 
checked and found there was an important difference between the situation you wanted 
and what actually existed. 
 
The cause, however, still may not be clear.  The fever could be a symptom of any one of 
many different diseases.  Different diseases require different treatments and different 
solutions. 
 
The same is true in insurance cases.  The needs of an owner of a small business are likely 
to be much different than the needs of a schoolteacher.  Their situations need to be 
treated individually.  Often, in the insurance business, we meet up with a situation in 
which the problem and its causes are ill-defined.  The buyers may have only vague 
notions about their real needs.  You are like the thermometer; you confirm the problem 
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exists.  But your role goes even further.  It is your job to help prospects recognize t he 
real problem, diagnose its probable cause and prescribe a correct treatment. 
 
For example, agent Norm Weston was referred to Ted Bosell, an architect.  Ted is not 
completely confident in his financial planning, but doesn‟t know exactly what tot do 
about it.  Through questioning, Norm discovers that Ted is married and has three 
children.  Among his goals are the ownership of a business, early retirement and a 
college education for his children.  He has little savings, owns little insurance and is 
relying heavily on his employee group term insurance.  Norm has established that Ted 
does have a problem. 
 
The purpose of fact-finding is to help such prospects recognize that a problem exists, to 
see the difference between the existing situation and the desired one.  The purpose of 
fact-finding is to help prospects “feel the fever.” Seeing the difference and “feeling the 
fever: are what will motivate the prospect to want to solve the problem. 
 
Questioning 
 
Every sales person should remember what Rudyard Kipling wrote:  “I keep six, honest 
serving men.  They taught me all I know.  Their names are what and why and when and 
where and how and who.”  To discover what you need to know you can use those same 
words when you ask questions.  The best way to help others make their own discoveries 
is by asking questions.  It is much better than telling them.  Questioning is essential if 
you are to determine your prospect‟s needs and problems and the causes of these needs.  
To help you understand the whole situation, you must ask the two types of questions:  
fact-finding questions and feeling-finding questions. 
 
Fact-finding Questions 
 
Fact-finding questions uncover basic factual data such as name, age, address, and they 
bring out what the prospect has now, his or her present assets.  They can be answered 
with verifiable, objective data that point to unmet task needs.  Usually a prospect will 
expect routine, fact-finding questions, and will answer them just a routinely. 
 
Experienced salespeople will open fact-finding interview with easy, routine fact-finding 
questions because they know it‟s a good way to help reduce relationship tension as well 
as determine the prospect‟s current situation. 
 
If we had listened in on Norm‟s conversation with his prospect Ted Boswell, we might 
have heard the following: 
 
“Ted, you spell your last name B-O-S-W-E-L-L?” 
 
“That‟s right.” 
 
“And your first name is Ted?” 
“Yes.” 
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“What is your middle initial?” 
 
“M.” 
 
“Where were you born?” 
 
“November 15, 1950.” 
 
Norm and Ted are on their way to a productive session. 
 
Feeling-Finding Questions 
 
Feeling-Finding questions try to evoke more subjective information.  They sound out 
your prospect‟s emotions, personal feelings, opinions, doubts and worries, all of which 
point to unmet personal needs.  Feeling-Finding questions will help you better 
understand which of the four categories of motivation are likely to motivate the 
prospect.  The four categories are power, recognition, respect and approval.  Often these 
questions include words such a “feel,” “think” or “like.” For example: 
 
“How do you feel about that?” 
 
“What do you think should be done about it?” 
 
“How much of an increase would you like to see?” 
 
It is just as important to discover why a prospect wants something, as it is to know what 
the prospect wants.  The “whys” provide the urgency to buy. 
 
Feeling-finding questions should be open-ended.  They should encourage the prospect 
to extend on a subject rather than to give a “yes” or “no” response. 
 
Fact-finding and feeling-finding questions can be especially forceful when used in 
tandem. 
 
Fact:  What kind of insurance do you have now? 
 
Feeling:  What do you like best about it? 
 
Fact:  How many employees are covered by the plan? 
  
Feeling:  How many employees do you feel should be covered? 
 
Fact:  Where does your oldest child go to college? 
 
Feeling:  What do you think of that school for Ann and Bill? 
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Used together, the two kinds of questions intensify the difference between what the 
prospect has and what he or she wants. 
 
Let‟s return to Norm‟s fact-finding interview with Ted Boswell to see how Norm uses 
this combination. 
 
“Ted, do you have any partial dependents?” 
 
“Yes, my Mom.” 
 
“How much are you supporting her?” 
 
“Oh, it runs about $200 a month.” 
 
“How do you feel about that?” 
 
“It‟s very important, I believe that children should take care of their parents if necessary.   
After all, they took care of us.” 
 
“Have you been doing that for a while?” 
 
“For about four years.” 
 
“If you were out of the picture who would supply these dollars?” 
 
“I‟m not sure.” 
 
“Do you feel comfortable with that situation?” 
 
If Ted says that supporting his mother is really important and nobody else could do it, 
we know he has a need.  If, on the other hand, he tells us that, it‟s going to be someone 
else‟s problem, a need has not been established. 
 
Testing the Extremes 
 
Another way to help prospects discover unmet needs is to test the extremes.  You can 
ask what they like most about their present investment program, and then ask what they 
like least about it, or what they like most about their present insurance portfolio, and 
what they like least about it. 
 
Testing the extremes is an effective way to separate what prospects have from what they 
want.  It creates problem awareness, it‟s easier for your prospects to answer the 
questions, and it helps prospects to “feel the fever.” 
 
Measuring the Fever 
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Sometimes it isn‟t apparent from a prospect‟s responses just how important the problem 
really is.  In these cases, it helps to ask additional feeling-finding questions to measure 
the degree of the prospect‟s fever. 
 
You may want to ask: 
 
“How important is this to you?” 
 
“How important is it to solve this problem now?” 
 
”What priority would you say this has?” 
 
”How valuable would a solution to this problem be?” 
 
Probing the Causes 
 
Now that you know the difference between what the prospect has and what the prospect 
wants, and how her or she would like to have that difference made up, you need to know 
the cause of the problem.  The cause is important because insurance may not be the 
solution. 
 
Thus, for example, you want to ask question like: 
 
“How are you planning to save for that?” 
 
”What additional assets do you expect?” 
 
”How do you expect to finance that?” 
 
”Does that mean you plan on two incomes?” 
 
“Will the children be working their way through college?” 
 
Your intent is to help your prospects to see the situation as it is, to ask themselves: 
 
“How in the world am I going to make up the difference between what I have and what I 
want?” 
 
Norm may have had the following conversation with Ted Boswell: 
 
“Do you plan to have the kids go to college?” 
 
“If they want to.” 
 
“How important is that?” 
 
“Very important.” 
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“How are you planning to finance it?” 
 
“I thought I‟d try to save a little.” 
 
“How are you doing?” 
 
“Not to well.” 
 
“What other alternatives are you thinking about?” 
 
“Gee. I guess I haven‟t really given it as much thought as I Should.” 
 
Ted may now be receptive to some ideas about financing college educations. 
 
Questioning gives you an opportunity to get into your prospect‟s world and listen.  This 
receptivity to the feelings and thoughts of your prospect makes them realize that you are 
interested and will listen.  Later, when your time to talk comes, they will be more likely 
to listen to you. 
 
If you show more interest in one subject than another, you will almost always get more 
information about the former. However, make sure you never punish a prospect by 
judging, criticizing or showing impatience or indifference. 
 
Responsive listening skill can also be used to answer objections during the factfinding 
interview.  Just as in the other stages of the sale, you do not want to deal with questions 
which are not currently pertinent.  If someone does bring up an objection or questions 
dealing with insurance, you can respond by saying: 
 
“That is an interesting point and it‟s one which we should discuss thoroughly.  So if I 
Don‟t cover it later, would you please be sure to bring it up again?  Now if it‟s all right, I 
would like to finish gathering this information from you.” 
 
Empathic listening 
 
Your prospects will buy from you not so much because they understand life and 
disability insurance, but because they fell you understand them.  However, 
understanding them is not enough.  You have to demonstrate that you have understood.  
Listening with empathy does this.  Empathic listening is a demonstration of your 
understanding of the prospect‟s thoughts and feelings, and it shows that you are on 
course to designing the plan that your prospect is telling you is needed. 
 
 
First, paraphrase what the prospect is saying to you.  For example: 
 
“I think what you just said is really important.  You said…” 
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“Let‟s see if I have that straight.  You feel that…” 
 
“So, in other words, in your opinion…” 
 
Then, immediately follow each paraphrase with a checking question like: 
 
“Is that correct?” 
 
“Am I on the right track?‟ 
 
“Is there something I‟m missing?” 
 
“Do you agree?” 
 
Here are two different examples of what Norm might have said to Ted: 
 
“Let‟s see, I think I understand what you‟re getting at.  But first, Ted, let me check.  You 
want your kids to go to college; that‟s a must.  But, as for being able to go to an 
expensive school like Harvard, well, that‟s a nice possibility that you could take or leave. 
Right?”  
 
“So, Ted, What you‟re telling me, if I understand you, is that you don‟t feel very 
confident about your employer‟s pension plan.  You‟re not sure it will live up to the 
promises they made, and you‟d really appreciate it if somebody checked it out 
thoroughly.  Is that about it?” 
 
Responsive and empathic listening are similar in that both can be forms of positive 
reinforcement.  But there is an important difference.  The objective of responsive 
listening is to get the other person to expand on relevant data.  The objective of 
empathic listening, is to demonstrate understanding. 
 
When prospects say something relevant, you will want to encourage them to continue 
talking to expand on these points.  If they say something irrelevant, you will want to 
discourage them from that topic.  You can influence your prospects by rewarding or not 
rewarding them.  These rewards can be done verbally or non-verbally. 
 
Verbal rewards include expressions such as: 
 
“Uh huh.” 
 
“Good.” “That‟s interesting.” 
 
“I‟m not sure I understand.” 
 
”Can you tell me more about that?” 
 
“How important is that to you?” 
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Non-verbal rewards include: 
 
Nodding. 
 
Smilling. 
 
Maintaining good eye contact. 
 
Taking notes. 
 
Leaning forward attentively. 
 
Dr. Greenspoon of Indiana University conducted an experiment which demonstrates the 
power of responsive listening.  He simply asked individuals to give any word that came 
to mind.  The psychologist wrote down each word as it was given.  He reinforced each 
subject‟s use of a noun by saying “uh-huh” each time that subject said a noun.  Verbs, 
adjectives, and other parts of speech were not rewarded.  Within a short length of time, 
the subjects gave an increased percentage of nouns. 
 
Another way to encourage people to continue to expand on what they‟re saying is to 
paraphrase what they‟ve said.  For example, during Norm‟s conversation with Ted about 
college education, Norm could have responded:  “So, if I heard you correctly, you think 
that college education is very important and you would like to provide the funds for your 
children to go.” 
 
Such rewards not only strengthen the opinion given, but they also invite your prospects 
to talk more about those points you want them to discuss.  When prospects do that, they 
are discovering, clarifying and intensifying their personal reasons for buying insurance. 
 
It is a good idea to take notes during the interview.  The act of taking notes not only 
serves as a non-verbal reward, but also indicated that you care about that the prospects 
are saying.  In addition, it provides a valuable data bank on which to base your 
presentation later. 
 
Prospects subconsciously appreciate your verbal and non-verbal rewards.  Using such 
rewards helps keep the interview on track.  However, there will be times when the 
person will wander off the subject.  At those times, it is your responsibility to redirect 
the interview to stay with the relevant subject.  Often, you can do so by withholding 
positive verbal and non-verbal responses.  Redirect the conversation to more pertinent 
matters by saying: 
“Earlier you said something that interested me.” 
 
”You said something before that struck me as important.” 
 
“I like what you said about..” 
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The Discovery Agreement 
 
You should not propose any solution to a prospect‟s problems until both you and the 
prospect have agreed on those problems and the causes of those problems.  To ensure 
that there is an understanding between you and the prospect, at the end of the 
factfinding interview, you should review the facts and feelings obtained and summarized 
the  goals.  This is known as the discovery agreement. 
 
The discovery agreement is the product of good questioning and good listening.  It 
brings the factfinding process to an end and sets up our next steps, designing and 
presenting the solution.  In the discovery agreement, you review what you have selected 
as being relevant to your prospect‟s objectives and problems it allows you to confirm 
that you have selected the relevant data and prevents you from misinterpreting your 
prospect‟s objectives. 
 

 The discovery agreement reassures the prospect that you are attempting to 
understand his or her unique problems rather than simply trying to make a sale. 

 

 The discovery agreement verifies that you both agree on the situation.  It clarifies 
what the real situation is for the prospect. 

 

 The discovery agreement allows the prospect to correct any misconception you 
may have, or to change his or her mind after hearing the situation repeated. 

 
The discovery agreement can start with phrases like:   
 
“Let me be sure I understand what you‟ve said.” 
 
“Let me see if I can summarize the key points we‟ve discussed.” 
 
And it can end with phrases like: 
 
“Did I understand you properly?” 
 
“Do you think that we have identified the main issues?” 
 
“Have I got to the root of the problem?” 
 
Every discovery agreement should end with both you and the client understanding the 
situation.  It also naturally introduces your need for the next appointment. 
 
Going back to our example with Ted.  It‟s 7:15 P.M., and Norm is approaching the end of 
the interview. 
 
“Well, Ted, I‟d like to summarize what we‟ve talked about tonight to make sure I 
understand your situation.  If, at any point, I fail to make myself clear, please don‟t 
hesitate to let me know.  You indicated that one of your important priorities was to 
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ensure that , should you die or become disabled, Donna and the children could remain 
in your house.  Is that correct?” 
 
“Yes.” 
 
“Another was that the children be able to go to college if they wanted regardless of 
whether you were around or not.” 
 
A good discovery agreement requires that you describe that prospect‟s present situation, 
recounting the prospect‟s expressed wants, goals, and needs.  If possible, repeat the 
most relevant words the prospect used earlier to express feelings about those objectives.  
Recall the reasons the prospect gave as to why the needs and goals are significant, and 
again repeat the prospect‟s own words, especially those indicating the most relevant and 
deep feelings.  As you begin your summary let your prospect know that you welcome any 
interruptions that would help you clarify your understanding of the situation.  Ask 
questions to check that the prospect agrees with that you are saying in your summary. 
 
 
The final step in the verbal summary is to ask for agreement by saying something like: 
 
“Do you think that accurately describes the situation?” 
 
Checking questions can be asked after any statement you make.  You don‟t want to 
return to your office to design a solution based on erroneous or incomplete information. 
 
Non-agreement is also valuable.  It gives you the chance to ask your prospect where you 
went wrong. You can ask more questions, get the right information, and modify your 
discovery agreement accordingly.  One thing is certain.  The prospect won‟t think any 
less of you if you‟ve somewhat of target.  If you‟ve done jour job, most of your discovery 
agreement will be accurate, and the prospect will appreciate the fact that you‟ve made a 
sincere effort to understand and put yourself in his or her shoes. 
 
Consider, too, that an off-target discovery agreement may be valuable to the prospect as 
well.  T he prospect may realize that he or she hadn‟t adequately filled you in on some 
points.  Her or she may have forgotten or withheld certain essential data.  Your 
summary, even though partially incorrect, will make the prospect realize this, and in all 
likelihood, he or she will give you the additional information you need. 
 
Once you have gained agreement, you should advise your prospect of your next step.  
You will take the factfinding form back to your office to analyze it and design a solution. 
 
Advanced Prospecting 
 
During the factfinding interview you will have the opportunity to discover the names of 
numerous people with whom your prospect comes in contact.  You will talk about his or 
her employer, business associates, physician, dentist, guardians, executors, attorney, 
accountant and banker.  You will also learn about your prospect‟s academic background, 
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avocations and interests, and neighborhood.  All these names and categories can be fed 
back to the prospect during subsequent prospecting interview. 
 
A written Summary 
 
Once in the office, prepare a written summary of your meeting.  This written summary 
can reinforce the verbal discovery agreement.  The purpose of this discovery agreement 
letter is to put the prospect‟s haves, wants, and desires in perspective.  It spell out the 
most important matters articulated during the interview, while assuring your prospect 
that your concern, empathy, and thoughtfulness were not accidental. It also sets the 
groundwork for your next meeting. 
 
An effective written summary is concise, yet thorough.  Include all the important facts 
and feelings.  Make your points in simple and clear language, but do not propose 
solutions. While emphasizing the unmet aspect of your prospect‟s needs, avoid implying 
and personal criticism.  Don‟t indicate that the prospect had been irresponsible before 
you came along. 
 
A sample discovery letter is included in the technique section as an illustration.  Your 
own agency may have already established discovery letter procedures which your 
supervisor will discuss with you. 
 
Sumamry 
 
Factfinding deals with overcoming the “no need” obstacle to buying.  It builds an 
agreement with the prospect about the economic problems and needs which develop a 
desire to satisfy those needs. 
 
The key to the factfinding process is knowing that you‟re looking for unmet task needs 
and personal needs.  Since a satisfied need is not a motivator, you must look for 
differences between what the prospect needs and what he or she currently has.  It is 
important to identify the cause of the problem. 
 
You should ask factfinding questions to determine what the prospect‟s present financial 
situation is, and feeling-finding questions to discover what he or she wants that‟s 
different.  Feeling-finding questions will also help you to find out how important the 
difference is and what‟s causing the difference.  
You should listen selectively for all the data relevant to the problem; listen responsively 
in order to encourage your prospects to elaborate when they talk about relevant needs, 
problems and feelings; and listen empathically, paraphrasing what you heard to 
demonstrate your genuine understanding. 
 
The discovery agreement summarizes the prospect‟s situation, gets agreement and sets 
the state for problem solving. 
 


