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Goals for Today’s Session

Goals:
Take a Look at Commoditization of the LTC‐ Take a Look at Commoditization of the LTC 
Sales Process.  Is price the only factor?
View from the Carrier and Distribution‐ View from the Carrier and Distribution 
Perspective
L L d f th Lif I‐ Lessons Learned from the Life Insurance 
Industry
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Insurance Purchase Methods

 32% of respondents have not purchased insurance in 
the past two years.

 Of those who have, purchasing directly from the 
b it th t th d d icompany website was the most common method used in 

the past two years, followed by purchasing through 
and insurance broker that sells policies from 
multiple providers and then face to face with an 
agent.

 The preferred method of purchasing insurance was The preferred method of purchasing insurance was 
found to be face to face with an agent by over one-
third of respondents, followed by purchasing off of 
the company website.
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Information Source Evaluation 

Resource Name
Used in 
General

Help Narrow Down to 
Final Decision

Most Valuable in Making 
Final Decision

Recommendation from a financial adviser 56% 50% 32%

Information from an insurance agent 56% 40% 13%Information from an insurance agent

Recommendations from friends and family 46% 35% 10%

Other online sources 25% 20% 10%

Company websites 43% 33% 9%

35% 26% 5%Information from my employer 35% 26% 5%

Recommendation from an accountant 19% 19% 4%

Articles in financial magazines 27% 15% 3%

Books on finance or insurance 17% 10% 3%

Through materials you received in the mail 21% 11% 2%

Information from my coworkers 15% 12% 1%

TV shows on money and finance 12% 7% 1%

Newspaper articles 17% 9% 1%Newspaper articles 17% 9% 1%

Online social media (blogs or social networking 
sites)

9% 5% 0%

Advertising on TV 5% 3% 0%

Advertising in newspapers or magazines 4% 2% 0%
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Advertising in newspapers or magazines

Mobile/Smart Phone/Tablet Applications 3% 2% 0%



Intermediary Role – Long Term Care

• Make them mindful of it
• Explain cost benefit at younger• Explain cost benefit at younger 
ageOffer It Early

• Those who want it, want 
peace of mind

• More likely to care about 
stability of company they’llResearch/ stability of company—they ll 
use this insurance 
themselves

“With long term care, the 
earlier you get it the cheaper 
it is.  At 80 you’re not going to 

be able to afford it ”

Research/ 
Information

• The details matter more
• Give options, but make your 
opinion clear 

be able to afford it.

Options, but 
Recommendation
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Consumer Quote

“I would have to say marketing that is very 
educational might be of interest to me I don’teducational might be of interest to me. I don t 
want a hard sell or someone yelling at me, but if 

the marketing piece can really teach me g p y
something I would be potentially willing to 

listen.”

‐ Roger W, 69Roger W, 69 
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Wh Fi t L d f LTC I

Family or Friends 34.7%

Where First Learned of LTC InsuranceWhere did you first learn about Long-Term Care insurance?  [Total Mention]

Information from Employer

Family or Friends

17.6%

34.7%

Insurance Agent / Broker

Financial Advisor

8.7%

8.9%

Advertising - Television

Brochure - Insurance Company

6 2%

6.2%

Advertising - Magazine

Advertising Television

5.5%

6.2%
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Education During Purchase DecisionTell me whether or not you did each of these things while you were considering purchasingEducation During Purchase DecisionTell me whether or not you did each of these things while you were considering purchasing 
Long-Term Care insurance? [% Yes] 
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Method of Purchase

Through whom did you purchase your 
policy?

Did you contact that person first, or did they 
contact you first?

Mutual of Omaha Policyholders (n=398)

†

†

Ab t t f t M t l f O hAbout seven out of ten Mutual of Omaha 
policyholders report that they purchased their 
policy through an insurance agent.

55% report that they contacted the person they 
purchased the policy from first.
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What Matters?

Consumers are willing to spend more when theyConsumers are willing to spend more when they 
understand the long-term value



How do you spend your time?
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With You Every Step of the Way

1. Find people to talk to
2 Uncover the problem2. Uncover the problem
3. Provide the solution
4 C l t th li ti4. Complete the application
5. Deliver the policy
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Step 1: Find People 

Target the Right Buyer
– Female, Caucasian
– Age 55 to 64

Find Clients
• Current clients
• Centers of influenceAge 55 to 64

– College educated
– Working in white-collar profession, 

not retired yet
Living in a metropolitan area

Centers of influence
• Civic organizations
• Associations
• Referrals

– Living in a metropolitan area
– A homeowner with 11+ years in 

current residence
– Affluent; upper middle class with a 

household income of $100 000 orhousehold income of $100,000 or 
more

– A planner
– Family oriented

Familiar with LTC issues– Familiar with LTC issues
– Research oriented

For producer use only. Not for use with the general public.



Marketing Materials
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Prospecting

For producer use only Not for use with theFor producer use only. Not for use with the 
general public.



Step 2: Uncover the Problem

• Family
• Ability to stay at homeAbility to stay at home
• Retirement Nest Egg
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Marketing Materials 
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Step 3: Solution

• Help clients understand they have a 
problemp

• Educate them
• Focus on helping provide a solution• Focus on helping provide a solution
• Help them make the right decision
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Marketing Materials 
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Understand What Matters

For producer use only. Not for use with the general public.
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Lessons from the LifeLessons from the Life 
Insurance Industry

Claire Durand
Transamerica



Commoditization Realities

Producer–Client Conversation

I t thI can get you the 
lowest price.p
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Commoditization Realities

Producer–Client Conversation

(My value to you is that 
I can get you the 

l t i )lowest price.) 
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Commoditization Realities

Producer–GA Conversation

I promised the lowest p
price, so get me the 

lowest pricelowest price.
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Commoditization Realities

Producer–GA Conversation

(Your value to me is that 
you can get me the 

l t i )lowest price.)
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Commoditization Realities

pullout the 
spreadsheet

p

(Your value to me is that 
you can get me the 

l t i )

spreadsheet
lowest price.)
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Commoditization Realities

LOWEST RIGHT
(Your value to me is that 

you can get me the 
l t i )

PRICE RIGHT
PRODUCT

lowest price.)
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Commoditization Realities

Let’stalkaboutvalueLet stalkaboutvalue,
and addingvalue

(Your value to me is that 
you can get me the 

l t i )

and addingvalue.
lowest price.)
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Commoditization Realities

(Your value to me is that 
you can get me the 

l t i )lowest price.)
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Commoditization Realities

When clients think of you, do they see the 
added value that you bring to them?  

Do they think you add value?
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Commoditization Realities

Aren’t youtiredof it being
all about price?

Aren t youtiredof it being 
p

Isn’t it more than just theIsn t it more than just the 
lowest priced product?
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What do consumers want?

(Your value to me is that 
you can get me the 

l t i )lowest price.)
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Getting consumers to take action

Financial Education Address 
Budget 

ConstraintsConstraints

College
Calculators

Retirement

College
Savings

Fi i l Pl iFinancial Planning
Strategies Mobile 

Technology
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The View from the DistributionThe View from the Distribution
Perspective

Tom Riekse, Jr. 
LTCI Partners, LLC



Old value proposition – Standalone LTC BGA

• Sales and marketing training
• Multiple carrier offeringsMultiple carrier offerings
• Comparative proposal service

U d iti ti• Underwriting expertise
• Facilitate application process and remove 

pain points
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Plan design was easy!

• Pick the nursing home cost in the clients 
area

• Compare using with compound inflation 
and 5 year benefitand 5 year benefit

• Choose the least expensive product
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The benefits of commoditization for buyers

• HIPAA standardized benefit triggers 
• Mandatory 5% compound offers meantMandatory 5% compound offers meant 

you could compare products
• Not concerned about underpriced products• Not concerned about underpriced products
• Carrier marketing materials bragged of no 

t i hi trate increase history
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Occasional Advisors didn’t help

• Wanted spreadsheets – analytical 
approachapproach

• Didn’t seem concerned about underpriced 
products trusted assumptionsproducts – trusted assumptions

• Didn’t differentiate between benefits
– Calendar vs. Service Day
– Reimbursement vs. Cash vs. Indemnity
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Trapped in a Cycle

• Carrier offers new 
products/features with forwardproducts/features with forward 
thinking plan designs and risk –
sharing pricing

• Product training ignored by 
occasional advisors
Pricing eventually forces carrier• Pricing eventually forces carrier 
to offer higher priced version of 
same old thingsame old thing

• Fire sale deadline drives sales
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The result

• New carriers couldn’t 
enter market

• Big sales are lower price 
points compoundedpoints compounded 
impact for inforce 
adjustments lateradjustments later

• No one happy
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Lowest priced 3% compound couple
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Less sale – but better balance of carriers

Combating Commoditization 44



What needs to change?

• Government and regulatory changes

• Carrier changes

• Distributor changes
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Distributor Government wish list

• Remove inflation requirements
• Allow for qualified money withdrawals forAllow for qualified money withdrawals for 

premiums
• Higher interest rates• Higher interest rates
• Planning awareness
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Distributor Carrier wish list

• Some type of premium certainty
• Basic middle market coverage that can beBasic middle market coverage that can be 

compared online
• Break down internal walls between Life• Break down internal walls between Life 

and LTC areas
P d t f ld h lthi li t• Products for older healthier clients

Combating Commoditization 47



Now What?  The new BGA value proposition

• Help navigate between types of policies –
standalone, linked, annuities/ltc, life with , , ,
riders

• Less sales training more assistanceLess sales training, more assistance
• Fit premium into client budget

V lid t d i d h i• Validate advisor and consumer choice
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Most effective ways to decrease commoditization

• Group and employer plans• Group and employer plans
• Discounted affinity and association –

l lik di t ff f ipeople like discount off of any price
• Point of Sale assistance

– Can be “virtual”
– Efforts to team FA with specialist 
– Quote to paid ratio increased 5x
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Don’t forget to fill out the survey
1st you must have download the ILTCI Mobile App 

- Go to your app store; search ILTCI.  It’s free.   

1. Find the session
2. Scroll to the 

bottom
3. Tap on the 

session name 
below the survey 

Tap on the 
answer you wish 
to submit

Click Next

Your session Name HereYour session Name Here


