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……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 
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 Here in Washington,, photo taken by a friend 

------------------------------------------------------------ 
 
Words of Wisdom 
 
 
You can be young without money but you can’t be old without it. 
You’ve got to be old with money because to be old without it is just 
too awful. You’ve got to be one or the other, either young or with 
money. You can’t be old and without it. That’s the truth. 
 
 Thomas L. “Tennessee” Williams. (from Cat on a hot Tin Roof) 
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"I think Congressmen should wear uniforms, you 
know, like NASCAR drivers, so we could identify 
their corporate sponsors."  

Good share from Ernie Linkous, author unknown (but wish I were...BB) 

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

Best Financial Info Directory Ever 
http://www.investmentnews.com/section/tech?issuedate=20120718&sid=TECH&utm_source=tech-
20120718&utm_medium=in-newsletter&utm_campaign=investmentnews&utm_term=text 

Mammoth directory for everything financial....tons of stuff for the 
advisor...BB 

 

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

"The change it had to 
come, we've known it all 
along. We were liberated 
from the fold, that's all." 
Pete Townshend 

(From Won't Get Fooled Again) 

 

 

 

I have been saying for the last couple of years our product 
(FIA) is going to be the tip of the spear.  FIA will be the 
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future of the annuity industry and variable annuities will 
lesson in importance. See my comments in red.... 

The main reason is where the money is actually on deposit, 
with FIA the deposit is kept with the insurance company, 
with VA the money is shipped off to the investment 
company and all that remains with the VA is fees for 
income....BB 

The "Mother" of all annuity events in our careers is 
starting to happen.   

It is our time. 

 
http://www.lifehealthpro.com/2012/07/30/top-5-annuity-trends-to-watch-for-in-2012-
and-2013?t=annuity-sales-strategies 

Top 5 Annuity Trends to Watch for in 2012 
and 2013 
By Christopher Raham, Gerry Murtagh 
JULY 30, 2012   
 
  
Many financial advisors are still seeing the insurers with which they do 
business raise prices, decrease benefits and features, discontinue products 
and, in some cases, even exit the business. Despite the somewhat steady 
growth of the US economy in early 2012, the global economic outlook looks 
less certain. And, unfortunately, an extended period of historically low 
interest rates and increased pressure on insurer profitability 
looks more certain. These concerns will continue to have a negative impact 
on annuity writers and will send companies in search of sustainable, yet 
profitable, product designs. As a result, we expect to see an ongoing 
revamp of products, features and investment options during the 
remainder of 2012 and into 2013. 

For an advisor, agent or wholesaler in this environment, this means there is 
a heightened need to understand not only what product suites your 
providers are offering, but also to understand the changes that competitors 

http://www.lifehealthpro.com/author/christopher-raham�
http://www.lifehealthpro.com/author/gerry-murtagh�
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are making to those product suites and how they affect your clients and 
their financial decisions. At Ernst & Young, we have identified five 
trends that we believe will significantly impact the annuity and retirement 
landscape over the next 12 to 18 months. 

 

(For those who do not know, Ernest and Young is a global 
accounting and advisory firm with many Fortune 500 companies 
as clients.  Any report from them regarding  the annuity industry 
should be considered gospel...BB) 

 

1. Continuing change and innovation in the variable annuity 
space. During the first quarter of 2012, Hartford Life announced that it 
will no longer sell variable annuities. (investor pressure...BB) 
This follows the exit of Sun Life, Genworth and ING in 2011, and the scale-
back by MetLife throughout 2011 and 2012. Consequently, distributors are 
now very sensitive to the possibility that a company may not offer variable 
annuities in the future. 

Product trends in 2012 continue to focus on restructuring living 
benefits on variable annuities. Some companies have decreased the 
withdrawal percentages (the amount of the income base that a policy owner 
can withdraw each year) and bonuses, increased the charges or made the 
investment options more restrictive. Others have introduced new, less-
competitive benefits and pulled the richer ones from the market. 

 (or buy the benefits back from the contract holder....BB) 
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So
urce: Ernst & Young’s Retirement Income Knowledge Bank® 

Insurance companies continue to look for new ways to de-risk,  

(take the hit now, stock value will rebuild with time is gtheir 
theory, remove future liabilities....BB)  

such as managing volatility within the funds or even buying back certain 
benefits. Recently, Lincoln Financial introduced a new series of investment 
options, called LVIP Protected Asset Allocation, that use a short equities-
futures strategy to reduce the volatility of returns. Earlier this year, 
Transamerica filed a prospectus that offers to buy back, with a 
cash bonus, particular in-force non-annuitized guaranteed minimum 
income benefits (GMIBs) that it had previously sold. Another company, 
Achaean Financial, customized its IncomePlus+ immediate variable 
annuity for insurers to offer to certain GMIB owners. These buy-back 
programs will help reduce the insurer’s long-term risks and the ongoing 
accounting issues associated with in-the-money GMIBs. 

(My cup runneth over!  

I told you years ago this would happen and now a national 
accounting firm confirms my view, it is all going to be about FIA, 
and crew, what is the name of our brand?....BB) 
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#2. Fixed indexed annuities lead the way in new product 
development across the industry.  

 

The majority of companies that have not participated in this 
market before have either recently entered it or are assessing an 
indexed annuity entry approach. For example, both Hartford and 
Genworth, two companies that recently exited the variable annuities 
market, have joined the fixed indexed annuities market. Many other 
variable annuities carriers also view the fixed indexed annuities 
marketplace as a way to generate growth in their businesses in a less risky 
way to manufacture retirement income products. In some cases, their 
established distribution networks are also valuable assets to a market-entry 
strategy. In addition, traditional fixed annuity carriers are considering 
whether the additional complexity of offering fixed indexed annuities 
products is offset by the increase in the competitiveness of the credited rate 
when compared against those of traditional fixed annuities and bank CDs. 

The increase in fixed indexed annuities market entrants has led to greater 
innovation and better choice in the fixed indexed annuities market. 
Guaranteed lifetime withdrawal benefits (GLWBs) have grown in 
prominence and complexity on fixed indexed annuities, with more than 20 
companies now offering a GLWB on its fixed indexed annuities. Fixed 
indexed annuities writers are able to offer a slightly richer GLWB for a 
slightly lower cost than variable annuities writers due to the lower volatility 
in the account value of the base contract. New benefit design that merges 
the index and rollup features has recently hit the market. Companies 
continue to search for more efficient uses of capital, with some companies 
modifying the features and/or limitations of their GLWBs to eliminate large 
reserve strains similar to the variable annuities market. 

 
 
(Now the brokers have to fight back with new 
innovation....hmmmm....this sounds like old innovation, did 
anyone say Class B mutual funds?....BB) 
 
 

http://www.lifehealthpro.com/2012/03/02/new-players-enter-indexed-annuity-space�
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3. Super mutual fund wraps: Contingent deferred annuities back 
on track.  
 
Contingent deferred annuities have been developed and touted as a 
solution to wealth management firm issues around the incorporation of 
variable annuities into managed money programs. Typically, these firms 
face infrastructure, administrative capability and cost issues when trying to 
wrap a variable annuity into a managed solution for their retail clients. 
Contingent deferred annuities can help overcome such difficulties and help 
protect against longevity risk. These products usually provide guaranteed 
lifetime income payments, even if an investment account is exhausted 
through allowable lifetime withdrawals and/or poor investment 
performance. The investment account contains the covered assets, typically 
mutual funds or managed accounts. The covered assets are not owned by 
the insurance company but remain under the control of the contract owner. 
The products operate very much like GLWBs on variable annuities. 
However, contingent deferred annuities have faced both regulatory and tax 
hurdles, and they continue to face some issues that may delay their mass 
deployment in the market. 
The potential size of the contingent deferred annuities market is significant 
and attractive to the insurers that would underwrite the solutions. But it 
remains to be seen whether contingent deferred annuities can be effectively 
marketed and sold in a market where many buyers would not otherwise 
consider a variable annuity. 

 

 (how short sided is this thinking, I think they are talking about 
brokers with securities in their blood having to sell our products, 
their DNA just doesn't mix well....BB) 

 

#4. Location, location, location (or product, asset and taxation) 
for income allocation models. Annuities will play a more significant 
role in retirement planning exercises and in client portfolios in the post-
financial crisis environment as demand continues to grow for efficient ways 
to meet desired outcomes and to maintain those outcomes during 
volatile markets.  
 

http://www.lifehealthpro.com/2012/06/01/hit-the-gas�
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 (We haven't just been whistling Dixie here for the last 10 years, 
once financial planners understand this product, it will be as 
main stream as milk...BB) 
 
Because the risks in retirement are different from the risks an investor may 
have faced while accumulating retirement assets, the optimal solutions are 
different, and retirees will need help understanding and evaluating the 
differences. Retirement portfolio theory is in its infancy and appears to be 
focused on outcomes rather than investment returns, which we view as a 
positive development. These outcomes may be efficiently achieved by 
combining investment products, insurance products and 
annuities (including a single-premium immediate annuity, an immediate 
variable annuity and variable annuities or fixed indexed annuities with a 
guaranteed minimum withdrawal benefit). The resulting portfolio models 
create an optimal mix of product categories based on a client’s financial 
situation and can be adjusted to help meet individual retirement goals and 
maximize the sustainability of retirement income over a client’s lifetime. 
 
 
#5. Encouraging a qualified longevity insurance solution.  

(with our products the income can last as long as the life of the 
annuitant, try and beat that with some fancy financial formula, 
remember the book The 4% Solution? That is now considered 
unattainable and yet with an income rider, returns well above 5% 
can be attained....BB 

Encouraging a qualified longevity insurance solution is part of a broad 
bipartisan effort on the use of annuities to help fund retirement. Technical 
regulation is necessary to clarify the treatment of a longevity annuity under 
the required minimum distribution rules. The broad policy is to have self-
managed assets in a 401(k) plan to age 85, with guaranteed income 
thereafter. This may be the precursor to mandated annuitization, as well 
as to lowering 401(k) deferral by limiting risk. 

http://www.lifehealthpro.com/2012/01/24/spiaone-solution-to-the-longevity-concern-limra�
http://www.lifehealthpro.com/2012/02/29/planning-for-a-long-life-longevity-insurance-and-d�
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What more could I add, the name of 
our brand is the name of the industry 
and you are part of this crew, does 
rosy red future sound about 
right?....BB 

 

 

 
 

---------------------------------------------------------- 
It is well worth your time to subscribe to Kerry's newsletter, about 
$200 a year and well worth it....BB 

Isn't it so refreshing to see how industry leaders continue to 
respond?....LOL....I have highlighted some points for you....BB 
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http://retirementincomejournal.com/issue/july-25-2012/article/the-view-from-the-variable-annuity-
trenches 

The View from the Variable Annuity 
Trenches 
By Kerry Pechter Wed, Jul 25, 2012  

VA issuers are a little like homeowners in the wake of the financial crisis: 
some carry a lot of risk and can do nothing but wait for the market to turn 
around; others still have a lot of equity and can enjoy the blessing of low-
rate refinancing. 

The variable annuity industry, like the rest of the economy and the 
government, is in a state of suspense in the summer of 2012. 

On the one hand, low interest rates are forcing yesterday’s sales leaders to 
trim withdrawal rates, raise prices and moderate sales. On the other 
hand, ongoing Boomer demand for guaranteed income is creating 
new sales opportunities for smaller VA issuers, who didn’t gorge on risk 
during the boom years. 

Roughly speaking, VA issuers are a little like homeowners in the wake of 
the financial crisis: some carry a lot of risk and can do nothing but wait for 
the market to turn around; others still have a lot of equity and can enjoy the 
blessing of low-rate refinancing. 

But what does the VA market look like to the people who wrestle with it 
every day? To find out, RIJ talked to three veterans in the field: Eric 
Henderson of Nationwide Financial, Dan Kruse of Securian Financial, and 
Bruce Ferris of Prudential Annuities. Here’s what they had to say. 

Eric Henderson, senior vice president, individual products and 
solutions, Nationwide Financial Services.  

Nationwide, one of the largest variable annuity issuers in recent years, 
has reduced the maximum roll-up on its Destination Navigator 2.0 
variable annuity to 7% from 10%. It is partnering with Morgan Stanley 
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Smith Barney to introduce a contingent deferred annuity to fee-based 
clients.  

 

(A CDA is a contingent deferred annuity....BB) 

“The CDA works almost identically to the VA with the GLWB, in terms of 
what you’re guaranteeing. It’s just a different legal structure. With the VA, 
the insurance company chooses the fund, but in the CDA, we cover [outside 
assets] with guarantee. [The insurers] have to price it differently, partly 
because we see no income from the investments. As a result, you’ll see 
guarantees on the CDAs being less rich [than VA guarantees]. 

(why even bother when we already have the perfect product, 
brokers grabbing at straws....BB) 

 

“Also, the variable annuity is commission-based, so over the long 
haul the insurer will see more income than from a fee-based 
product. That’s one reason you don’t see ‘rollups’ in the CDA: you don’t 
have that extra margin. In the CDA world, you don’t want to over a certain 
fee level. A few years ago, they didn’t want you to go over 100 basis points 
[for the unbundled living benefit]. Now there’s leeway to charge a little 
more for the benefits, but there’s still pressure to keep fees from getting too 
high in that world. 

“If you want to deal with a [large wirehouse like] Morgan Stanley, hooking 
up all the plumbing is expensive. The fee-based advisors will be on the 
platform, and all of their reporting will be there. So if I add a CDA, the 
advisors have to have the same level of reporting capability. Typically, all 
the calculations take place on the platform and the platform provider feeds 
the data back to the insurer. The provider will want to do the calculations, 
but the information still has to come back to us because we’re buying and 
selling positions in order to hedge appropriately. The cost of offering the 
[CDA] benefit is primarily around hedging and a little around 
administration. 



12 | M a r k e t  a l l  d a y  e v e r y  d a y  

 

“If you’re dealing with a large wirehouse, it’s probably a one-to-one 
transaction between the insurer and the wirehouse. If you’re dealing with a 
smaller firm, it’s their platform that gets involved. Sure, a fee-based advisor 
can still buy a fee-based variable annuity, but it’s a relatively short step for 
us to say, we can insure funds you already have, versus saying the [fee-
based] advisor must take his assets and move them to a variable annuity 
with a completely different set of funds. When [a CDA writer] deals with a 
Morgan Stanley Smith Barney, or any other large wirehouse, we go with the 
funds that they have. We might wrap a subset of what’s on the platform. If 
the wirehouse has 1,000 funds, there might be only 200 we can wrap. 
Platforms typically already have asset allocation models that we 
can wrap. That’s the key to the CDA. You work with the funds and the 
models that are already there. 

(let me get this straight, my client, my business, my future, but 
some joker at Morgan Stanley is making all the decisions and I 
don't even know?  No thanks....BB) 

“At the moment, everything is on hold. There’s the regulatory stuff. 
And, interest rates being where they are, it’s just not a good time to offer 
new products. We launched our CDA in the middle of the financial crisis. 
We won’t know until we get into a more normal interest rate environment.” 

 

Niche player with a ‘catchy’ new product: Dan Kruse, second vice 
president and actuary, Securian Financial.  

Securian Life and Minnesota Life are small, diversified mutual insurers 
that recently launched the Ovation II lifetime withdrawal benefit, which 
includes a 6% roll-up and a 200% accumulation if no withdrawals are 
taken in the first 10 contract years.  

 

(AUM is assets under management....BB) 

“You didn’t see us out in front in trying to build AUM or in pushing the 
envelope [on product design] over the past three to five years. So that puts 
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us in a somewhat different spot than some of the other players who are 
taking significant action [in the variable annuity space right now]. 

“Our Ovation II rider is a catchy step up from the original Ovation that we 
launched last September. As interest rates dropped we knew there would be 
changes, but we’re not sitting on the type of legacy book of business that 
forces other players to [retreat on benefits]. We didn’t try to lead in the 
past, so we’re not sitting on in-force benefits that are in the money. You see 
some filings where some companies are trying to buy out those benefits. We 
don’t have that. [The current environment] allows us to pick our spots. 
We’ve delivered on what we promised all along. We provide a rational 
product. It’s not that we’re becoming more aggressive today, it’s that the 
rest of the industry has fallen back. 

“We’re more upbeat that you would have found us a few years ago. The 
marketplace is priced more rationally today. We pushed down our market 
share even in key distribution channels for a couple of years, but we knew 
we wanted to compete a little harder with Ovation. We put the cost of the 
original Ovation joint rider at 165 basis points with a 5% payout at age 65. 
When interest rates dropped, the biggest change in Ovation II was the 
curtailed joint benefit. We dropped the withdrawal percentages by 50 basis 
points and dropped the price to 120 basis points. 

“In general, the big move this year [in variable annuity benefits] has been 
the withdrawal rates. With the GLWB, the withdrawal rate is the biggest 
lever you can pull. [Regarding investment restrictions,] there were a bunch 
of companies going for the directed allocation solution, to create a 
[automatic asset transfer] formula like Prudential’s. But we’re more 
interested in volatility-controlled funds. I’ve added the TOPS funds. These 
funds start to control volatility before they get to our balance 
sheet, so that there’s no in-house black box.  

(I have no clue what an in house black box is, but interesting 
point about "before they get to our balance sheet:....BB)  

We will add more options like these and we will start to direct money into 
them. 

“We don’t want to rush out and try to become a top ten provider of 
individual annuities. According to the LIMRA data, we hang in at about 
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33rd or 34th in sales. If we could be the 30th largest seller, that would satisfy 
us and our distribution partners. I’d like to find more partners, but I don’t 
want to be on shelf with 25 other carriers. I’m looking for distributors that 
appreciate our pursuit of security for the long run, who understand that 
we’ll be here for the full cycle. We believe that this business can be good for 
the distributor, the manufacturer and the consumer. We don’t believe in the 
‘feature fest.’ We don’t believe in the shiny lure approach.” 

 

The glass-half-full perspective from an industry leader: Bruce 
Ferris, head of sales and distribution, Prudential Annuities. 

After dominating the variable annuity world with its Highest Daily 
contracts, and weathering the financial crisis with the help of its 
automatic asset-transfer mechanism, Prudential has gradually cut back 
its benefits and now speaks often about CDAs, a market it has not 
formally entered yet.  

“[Regarding contingent deferred annuities,] It’s good that people [in the 
variable annuity business] are looking at and focusing their efforts on 
unprotected asset classes, (Crew...this means assets without 
guarantees...BB)  whether they are mutual funds, managed money, fee-
based businesses, SMAs, or wrapped mutual funds. Obviously, that’s a pool 
of trillions of dollars. We believe CDAs are very important, and they 
represent one example of the creative ways that Prudential can innovate in 
the guaranteed retirement income space. 

“I’m frustrated that our industry sees its glass as ‘half empty.’ I think it’s 
half full. Demand has never been greater. (my point, income and 
baby boomers is synonymous....BB)  Capacity has been constrained, 
but to me that spells opportunity. Everyone has pointed to 2007 and said 
that was the high water mark in gross sales. The reality is that net sales in 
2011 were back at highest level, up 28% year over year. Total industry 
assets were $1.6 trillion. Our assets under management were at their 
highest ever. My premise is that assets are stickier than ever, because the 
investor owns something of value. 

“We get no credit as an industry for surviving a 100-year event, or for 
continuing to weather a 30-year bull bond market. Everyone points to the 
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headwind of interest rates. Yet, despite the headwinds and volatility, 
insurance companies have met every responsibility. The overall financial 
health of the industry has never been better. 

“Constraint number one is the interest rate environment. Companies are 
deploying capital where it’s best for shareholders. That results in some level 
dislocation in terms of consistency of providers. We talk about equity 
volatility, but we also have manufacturing volatility. Some companies are 
viewing this environment as an opportunity. Companies like Sammons, 
Symetra and Forethought. These are examples of new entrants, new 
creativity, and new products. There’s also a back-to-the-future element with 
a re-emphasis of tax deferral plays. There’s evidence of using alternative 
asset classes that are not correlated [with the performance of conventional 
asset classes] for diversification. We [at Prudential] view the [CPPI-like] 
asset risk transfer mechanism, in one form or another, as being a critical 
component [in future product design]. 

“Where the industry may deserve some criticism is when it allows itself to 
be viewed as a zero-sum game. Can the product be good for the 
investor and good for the shareholder over time? We believe the 
answer is yes. Sales aren’t good unless they’re profitable. [Annuity issuers] 
are quick to compare ourselves with each other and within our own 
companies, and we allow the advisors to say that our products aren’t as 
good as they used to be. But, ‘not as good’ compared to what? And, as much 
as we view the interest rate as a near-term headwind on the manufacturer 
side, it’s nothing compared to the tailwind we’re getting on the consumer 
side from the Boomer retirement wave.” 

© 2012 RIJ Publishing LLC. All rights reserved. 

 

(Dear God, thank you for never allowing me to become a variable 
annuity salesperson....BB) 

----------------------------------  
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Big Truck Questions 
 
Questions for the Owen's Brothers from the Crew 
 
 
 
Q:  Chad, you just walked away from a monster client 
base in Denver to relocate in Austin, tell us why and how 
you can once again start from scratch?  

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

High Net Worth Advisor article, nice share from David 
Braun....BB 

Large cash positions, why? 
 

http://www.thereformedbroker.com/2012/07/30/some-anecdotal-stuff-from-a-world-class-value-
manager/ 

Rather, they've got a 20% cash pile because as they've sold things, they've 
not been able to find replacement candidates worth buying..... 
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----------------------------------------------------------- 

Bankruptcy and Annuities 
 
This week two questions about annuities and bankruptcy....BB 
 
 
Q. I am working against a Variable Annuity sale for a guy whose wife died 
in April and he wants to put some money in an annuity to enhance his 
income down the road. He currently has disability and pension income of 
about 24,000 per year, his place is paid for.  
 
My question is: this variable guy has told him that annuities are exempt 
from bankruptcy. Is that true? I thought that I had heard that somewhere 
as well. 
 
Thanks for your input. 
  
 
A. No not true, it is based on the state of residence. in Texas 100% is 
exempt while in Washington only $250 of monthly income is exempt. 
States will vary wildly 
 
Be careful giving advice on these rules, have him seek legal 
advice. 
 
Here is Montana: http://www.usconsumerbankruptcy.com/Montana-
Bankruptcy-Exemptions.html 

Montana bankruptcy exemptions and laws for Annuity contract proceeds to 
$350 per month  

A good source is: http://www.usconsumerbankruptcy.com/  

  

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

http://www.usconsumerbankruptcy.com/Montana-Bankruptcy-Exemptions.html�
http://www.usconsumerbankruptcy.com/Montana-Bankruptcy-Exemptions.html�
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Great News, this will tie into your 
Google Local lead harvest...call 
Joe and Mark 

 
It's live!  
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 Ok Crew, it is here and it is ready.  
 
You can know compete with the large 
brokerage houses, large insurance agencies 
by getting noticed.   
 
Dominate your local community searches  
and get leads in your community.   
 
Ride the back of our brand (annuity.com) to 
become the dominant force in your local 
market. 
 
Ready? 
Oh I forgot to mention...... 
 
It is 100% "Outsourced" for you!   
 
You can't beat that. 
 
----------------------------------------------------------- 
 

Google Is the New Yellow Pages, and Much More 

 

83% of all local searches are conducted via the Internet. Only 17% use 
traditional sources like the Yellow Pages, White Pages, etc. 
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The Yellow Pages industry is becoming more and more irrelevant each time someone searches 
on the Internet. Have you noticed that the Yellow Pages books are becoming thinner and 
thinner each year? Many consumers hate to see these big books dropped at their doorsteps 
because it is a waste of resources to print something that few people ever read. Even the 
Yellow Pages companies now offer customers the option of not receiving their publications 
anymore. 

 

As consumers are moving away from the Yellow Pages, they are flocking to search engines like 
Google, Yahoo and Bing when they need information on products or services. When you 
compare the two very different media, it is not difficult to see why search engines have many 
advantages. 

Search Engines Offer Speed, Accuracy & Convenience 
Ever wonder why most of those thick Yellow Pages books end up in the recycle bins as soon as 
they reach the consumers? 

 

• People will do what they think it is easy. Search engines make the vast amount of 
information easily accessible to users. You can do searches from computers and cell 
phones anywhere anytime. The amount of time for them to find such information is 
drastically reduced as search engines become faster and more accurate. 

• Search engines provide up-to-date information. The Yellow Pages last one year. During 
the year, the listed companies may have undergone dramatic changes. Such changes 
can make the Yellow Pages information outdated. In contrast, search engines constantly 
monitor the changes on the Internet and those changes are reflected in the search 
results. 

• Search engines empower the consumers to evaluate various businesses. Consumers 
can learn little about a company through its Yellow Pages advertisement. All the ads 
look the same and use the same language. How can the consumers tell one from 
another? In contrast, at search engines, consumers are presented with web sites, some 
of which are good and some of which are not so good. Through these web presentations 
by the competing companies, consumers can make an evaluation as to which companies 
they prefer to do business with. 
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Why Search Engines Outperform Yellow Pages 
Even as the Yellow Pages become less and less effective in attracting new business, many 
companies are still paying to advertise in this old print media. Some business owners are 
reluctant to switch to search engine marketing because of the fear of unknown. If you send the 
Yellow Pages a $100,000 check, you will get a full-page ad that lasts a year. It is something you 
can see and touch, regardless whether it offers any true value to your company. On the other 
hand, search engine marketing is gauged by rankings, web traffic and conversion which all seem 
very abstract and hard to grasp. However, for those business owners who had the courage to 
try the new way of marketing, search engines are as concrete as the Yellow Pages. 

 

Compared with the Yellow Pages, search engines offer businesses unmatched advantages: 

 

• Search engines give your business more exposure. While the number of Yellow Pages 
users is shrinking, the number of search engine users is skyrocketing. Search engines 
allow users to find anything from anywhere within minutes, making the Yellow Pages 
obsolete. 

• Search engine marketing gives your business total control. Your advertisement in the 
Yellow Pages is limited by the print space and you can’t tell your customers everything 
about your products and services. Plus, your message doesn’t change for an entire year 
while your business may have gone through significant growth or expansion. That 
limitation doesn’t exist on the web. You have the freedom to provide all the information 
needed to impress your future customers. 

• Search engines give your business a chance to stand out. In the Yellow Pages, the only 
way to grab more attention is to print a bigger, more colorful advertisement. In 
contrast, you can beat your competition on search engines with higher rankings, more 
useful information, better conversion, and more returning visits. 

• Your investment in search engine marketing is long-lasting. With the Yellow Pages 
publications changing every year, your hefty investment is only good for one year. In 
contrast, your investment in search engine marketing lasts as long as your web site 
keeps operating. When search engines rank a web site, the history of the web site’s 
search engine optimization is taken into account. Your dollars invested in search engine 
optimization today will benefit you 5 years or 10 years from today. 

• Search engine marketing is scalable. You decide how much you want to invest in your 
search engine marketing. You can adjust your marketing budget on a weekly, bi-weekly 
or monthly basis. Your marketing results help you determine what the appropriate 
budget should be. If your business has a seasonal cycle, you can market more 
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aggressively at the peak of your season. None of these options are available at the 
Yellow Pages. 

• Search engine marketing results are trackable. When visitors come to your web site 
through keyword searches, you can tell how long the visitors stay at your website, how 
many web pages they see and whether they buy your products or services. Based on the 
user feedback, you can further enhance your web performance to convert more visitors 
into customers. In contrast, you have little feedback from those who see your Yellow 
Pages advertisement. 

 

The potential of search engine marketing is endless, with new options emerging as the search 
technology advances. The combination of organic search optimization and pay-per-click 
marketing provides businesses the most cost-effective way to reach out to their future 
customers. Harnessing the power of search engine marketing is the key to your business 
growth. 

 

 

Retirevillage Local SEO and PPC Programs 

What is SEO and PPC? 

Search Engine Optimization (SEO) is the process of improving the visibility of a website in 
search engines "natural," or un-paid ("organic” or "algorithmic") search results. In general, the 
earlier (or higher ranked on the search results page), and more frequently a site appears in the 
search results list, the more visitors it will receive from the search engine's users.  

Pay per click (PPC) (also called Cost per click) is advertising model used to direct traffic to 
websites, where advertisers pay the search engine or publisher when the ad is clicked. With 
search engines, advertisers typically bid keyword phrases relevant to their market.  

 



23 | M a r k e t  a l l  d a y  e v e r y  d a y  

 

 

 

 

Question - Local Search Requests are approximately 40% of Total 
Searches for the Keyword Annuity. How do you take advantage of these 
searches? 

Answer – Outsource it to the experts at Retirevillage. Retirevillage will 
manage your Local SEO and Local  PPC programs – delivering your leads 
and contacts directly to you via your Retirevillage Website! 
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Does SEO work? Short answer – Yes – but it takes time. It took 1 year to 
achieve the number 1 ranking shown below. 

 

 

 

How do you get results sooner than 1 year – PPC. As a matter of fact, 
PPC results are taking over organic search results through Google. 
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 So which is better – SEO or PPC? 
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We make it simple – Retirevillage includes both! 

What happens when someone clicks on a link or ad? Clients land on 
customized landing pages matching your Retirevillage website design – 
all included. All client information is added to your Retirevillage 
contacts – and dripped on every 2 weeks. In addition, the client 
information is instantly delivered to your cell phone – giving you the 
ability to call the customer literally while they are on your website 
within a minute or two of completing the request. 

 



28 | M a r k e t  a l l  d a y  e v e r y  d a y  
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Retirevillage provides: 

• Local SEO 
• Local PPC management 
• Landing Pages 
• Keyword recommendations and management 
• Google Maps Registration 
• Google + 
• Simple Facebook for Business Page 

(helps with Local SEO for Google) 

 

 All for the monthly price of $150 per month plus Google PPC costs 
($150 per month estimate initial.) 

 

 Budget for at least one year for best results. 
 

 Sign up by August 15th and receive $100 Google Adwords credit. 
 

 A Retirevillage website ($75/month) and appointment by 
Annuity.com (FREE!) is required. 

 

 

Forms are enclosed. 

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



30 | M a r k e t  a l l  d a y  e v e r y  d a y  

 

From here down are notes, 
contacts and other important 
info from previous Open MIC's 
about leads etc. 
----------------------------------------------------------- 
Annuity.com Life Division:   

Lead explanation average age is 53 not 55 and 
above...but 55 and above is annuity cross 
selling 

Shaun Ebben:  

 
  

  
Beginning in August, we will have agent 
webinars specific to life insurance 
conducted by different home office and 
field marketing experts on simple and 

complex uses of life insurance, more later this 
month.............................. 
  

 
----------------------------------------------------------- 
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Cleaned, pre-qualified, scrubbed annuity 
leads. 
 
pre-qualified, cleaned and scrubbed leads .....less than "advisor 
world".....email kevin@annuity.com for details....$195 each, will definitely 
be interested in annuities....full national launch begins in late 
august.....testing is available now 
 
 
Hi Guys,  
 
Our new scrubbed leads are beginning to flow.  Couple little bugs in the 
interface that we'll fix, but the process worked great. 
 
Go over procedure and time delivery 3-5 
minutes from Joe calling to agent receiving 
with our new rapid delivery system 
 
1. Joe Ellis (the lead) filled out a form online. 
 
2. The call center received the new lead. 
 
3. Mr. Ellis was called within 3 minutes. 
 
4. Call Center spoke with Joe Ellis, qualified him by asking the following 
questions: 

§ The type of annuity he is interested in 

§ The amount & location of his money to invest 

§ His time frame for a potential annuity investment 

§ The best time he can be reached by phone 

§ Additional notes 
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The notes from the call center: 
 
Joe Ellis just sold some real estate and is looking for a place for his money. 
He lives in Florida but also has a house in Nebraska.(Hook)   
 
He states that any time of day is a good time to call but because of the 
property sale he is going to be 'out and about' the next few days and that 
next week might be better. I asked him what kind of annuity he was looking 
for and he stated that he was unsure and was looking for more information 
on annuities. I told him that Mr. Agent (we always use the 
actual agents's name) would call with him to follow up and answer 
any questions that he might have. He said that would be great. 
Our system allows for agent name 
personalization...relationship starts 
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----------------------------------------------- 
------------------------------------------------------------ 

This is what I have gone to 

****Important: Source of Funds 
 
It is important to identify the source of funds when selling an 
annuity.  This form will help guide you through the process.  It is 
as essential to the sale as a completed fact finder....You should 
always use this. I made notes in red for you. 
 
 
Important Disclosures 
 
I am selling/liquidating/surrendering/replacing/withdrawing some or all 
of my securities (including variable products, mutual funds, stocks, or bonds) and using the 
proceeds to purchase life insurance or annuities. Select what is being 
sold...BB 
 
I acknowledge that neither the insurance carrier nor (Agent your 
name...BB) recommended I sell/liquidate/surrender/replace/withdraw 
any securities or otherwise provided any investment advice related to my 
securities holdings. Any decision to sell/liquidate/surrender/ 
replace/withdraw securities (select ...BB) is a decision I made and carried 
out on my own. 
 
I understand that (Agent, your name...BB) acts only as an insurance 
agent and is not licensed to sell securities or offer any investment advice 
regarding my securities holdings or portfolio. 
 
I acknowledge that (Agent, your name...BB) advised me to consult with 
an investment advisor, securities licensed representative or other qualified 
professional such as an accountant or attorney if I have any questions or 
concerns about selling/liquidating/surrendering/replacing/withdrawing 
my securities.(select option...BB) 
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I understand (Agent, select option....BB) is not licensed or qualified to 
render any advice about purchasing/selling/liquidating /surrendering/ 
replacing/withdrawing securities, (select option....BB) including tax 
consequences and any possible related fees or charges associated with such 
securities transactions. 
 
I acknowledge I have read and fully understand the information contained 
in this disclosure statement and have received a duplicate copy for my 
records. 
 
Client Signature________________________________ 
Print Name____________________________________ 
 
Date_________________________________________ 
 
Client Signature________________________________ 
Print Name____________________________________ 

Date:________________________________________ 

 

 

 

 

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

  

Load, Harvest, Glean, Re-Load, with 
Annuity.com marketing systems 
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This program is set to launch...add this to: 

• Safe Money Radio 

• A.com internet leads and soon to be cleaned and 
scrubbed 

• Safe Money Book 

• Retire Village  

• And in 2013 a big advancement for "Safe Money" 
which will be an industry stunner....and I mean 
stunner! An industry first, something that hasn't 
ever been done..... (don't miss out on this!)  

 

and you are well balanced and diversified...BB 
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Speaking of Safe Money... 

• Safe Money, the Book which is the best premium 
giveaway ion the industry 

• Safe Money Folders. great continuance with client 
relationships 

• Safe Money business cards and stationary 

• Safe Money Mailers, direct to a targeted market and 
soon to come, additional marketing outlets. 

• More being added this year 

  

 
 
Here is an opportunity for you, consider becoming a 
"Safe Money" agent, Call Tony at 888-74AGENT (24368) 
Ext 1.   
 

 

There are several incredible uses for this mailer which we are 
adding later....build your marketing around "Safe Money" 
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"Survival in the 21st Century" 
 Over the years we have focused on how to get leads, how to 
manage leads and how to convert leads to sales.  That has been 
our "core" business....leads. 

The result of that focus has been a successful seminar system, 
Annuity.com internet leads, Safe Money Radio, Safe Money Book, 
TV (coming) and direct mail in numerous shapes and sizes. 

We now are pleased to announce our newest marketing piece, our 
"hybrid" Direct Mail. 

Like all lead systems, we suggest you use more than one.   

This new direct mail system will allow you even more options to 
find qualified leads, leads who are interested in annuities. 

The "hybrid" is a direct mail piece, mailed to a selected mailing 
list BUT it has no reply card, the reply is for our "premium" 
giveaway: Safe Money.  

The responder calls the service center who will filter the leads 
with 5 qualifying questions and send the "A" leads to you via text 
and email.  The "B" leads are added to your Retire Village 
database for drip marketing and the "C " leads are discarded. 

 

What to expect. Based on current stats 
Estimates are just that, estimates and results will vary.   

Nationally, results have been .50% to 2%.  Mail 3,000 and get a range of: 
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15 to 60 gross leads. 

Cleaning rate has been 25%. 

Your qualified lead count will range between 4 and 15 leads per 3,000 
mailers. 

Our belief is your actual net cost will be about the same as 
internet leads, but YOU will be able to control the flow and 
volume...... 

so while you are awaiting the internet,,,,, 

 

Here are the 5 qualifying questions:  these will 
vary and are only here as an example 

All calls are recorded. The answering service will know your 
name and mention it to the caller and repeat it 2-3 times.  The 
beginning of the relationship building. 
  

1. Is there a particular topic you would like (advisers first name) to 
discuss with you at your free consultation?  

 
2. What is your biggest financial concern? 

 
3. What one thing do you think can be done to improve your current 

financial plan? 
 

4. Are you concerned about losing money in the stock market, declining 
interest rates or protecting your assets?  

 
5. Is a tax free retirement and additional guaranteed income for life 

something that you would like to learn more about? 

(advisor's name) will contact you shortly about his Safe Money Book, 
thanks. 
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Once these questions are answered, the lead is placed in the A,B or C file. 

 

Cost...calculate your actual per lead cost 

$.68 per mailer, minimum order 3,000. This is all inclusive, 
mailer, postage, mailing list, phone answering service, Retire 
Village drip adds, and immediate delivery to your text and email 
account.  should average same as internet leads is our 
guess 

How to order 
You have your own concierge service and they are ready to help you. He will 
help with areas, provide proofs and get your mailers working.  Everything is 
customized. 

 

Call Ralph Hill at 206-622-3738 
Ralph Hill 
The Copy Machine, Inc. 
Phone: 206-622-3738, Fax: 206-623-7691 
Web site: www.copymachine.net 
emailus@copymachine.net 
 

 

Hopes 
I do hope this very unique and very sophisticated mailing piece works for 
you, it should become a welcome addition to your marketing program. 
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One more important point, this system should be used over an extended 
period of time, just because one or two mailings do not result in an 
immediate sale, the best results are based on a commitment and a 
continuation.  Mail 3,000 pieces a month for a year and then add up the 
results.  Too often agents try one thing and then jump to another....commit, 
evaluate the results and make a decision.  

• Commit 

• Evaluate 

• Decide 

There will be bugs in this system because every cutting edge new idea 
system has them but we will work through it. 

 

One more point, this is a very specialized and sophisticated system, it is 
only for Annuity.com agents.   

 

BB 
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Your name 
here  

Your 
Personal 
800 
Number 

Your "Safe 
Money" 
Book 

Our Tried 
and True 
Sales 
Slogan 

Your name 
on book 
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Your Photo 
Here 

Your 
Personal 
Contact Info 

Your 
Motto 

Your Name 

Your Name 
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------------------------------------------------------------ 

 Sales Tools: http://www.safemoneybookprinting.com/.  

 

Sales Kits are available to support sales agents. Two sales kits are available: 

 
Sales Kit – Standard, with 2 pockets: $2.90/each 

http://www.safemoneybookprinting.com/�
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Sales Kit – Customized, with 1-pocket: $3.50/each. With 2 pockets: $4.50 each 

  
  
 

1700 Safe Money Books ordered in June, 
smart, smart, smart marketing, congrats! 

www.safemoneybookprinting.com 

      

Personalized, 
contact info, 
photo and 
questions 
(hooks) 
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Color front and back, photo, bio and contact info. Ralph and his team 
will provide set up, formatting and layout, all you need is the photo, 
bio and contact info. 

 

The book is available in a range of 50 copies and as many as 200, per 
order. 
 
50 copies are $7.50 each or $375 for 50 
100 copies are $6.50 each or $650 for 100. 
200 copies are $6.00 each $1,200 for 200. 

And....you can share this URL with your clients and prospects for 
more "Safe Money" topics 

http://www.annuity.com/safemoney 
Here is your contact info..... 

Ralph or Damon   
The Copy Machine 
206.622.3738 
emailus@copymachine.net 
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Disclaimer:   
I obtain information from many sources, print, internet, agent 
gossip and other media.  I always try and provide the original 
source or the link but my note taking habitually is lacking.   

Much of the content on Open MIC is written by me and is my 
personal opinion.  You should never consider that I am the 
world’s greatest authority or expert on anything.  Always consult 
professionals who are licensed to give correct advice regarding 
taxes and securities and other topics of great importance.   

I am an authority in lead generation and marketing annuities 
and am fully licensed as an insurance salesman. I sell state 
approved annuity products provided by licensed insurance 
companies. 

I am also NOT an economist by license, only by hobby.  If you 
decide to make decisions based on my particular view of the 
world, you should get it verified by licensed professionals or get 
your head examined. 

Open MIC is and was created for the entertainment of our 
agents, family, friends, guests, industry spies and myself.  Be 
careful with the information contained in Open MIC and always 
get advice from licensed professionals. You never know, 
sometimes I might make something up….so always verify! 

Also, the information used in Open MIC is free; I assert no 
copyright or literary rights. Copy away. 

Our competitors will copy Open MIC anyway so I might just as 
well give it away, saves so much mental anguish and sleepless 
nights. 

 

More Legal Stuff...  

Be responsible... we cannot know your individual situation, 
always do your own due diligence before responding to any offer 
or investing any money. 
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I can't accept responsibility for the profitability or legality of any 
published articles or opinions published in Open MIC. Nothing 
in these Open MIC notes should be considered personalized 
advice. Although I may answer your general questions, I am not 
licensed under securities laws to address your particular 
situation. No communication by me to you should be deemed as 
personalized advice.  

And, although all of the articles have been selected for their 
content, however in the interests of balanced reporting we often 
publish articles we may not agree with, the publishing of such 
articles within this newsletter does NOT constitute a 
recommendation of the products or services mentioned or 
advertised within those articles.  

We make no compensation for the publishing (or hosting) of 
Open MIC Notes. 
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