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Consumer FocusConsumer Focus--Hero PhotosHero Photos
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Consumer FocusConsumer Focus——Build the NeedBuild the Need
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Consumer FocusConsumer Focus——Value PropositionValue Proposition
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Consumer FocusConsumer Focus——OptionsOptions
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Consumer needConsumer need
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Campaign Approach Campaign Approach 
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Make it easy with technologyMake it easy with technology
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Supporting relationshipsSupporting relationships

• Relationship Marketing Strategy
– Identifying key relationships
– Creating individualized marketing strategiesg g g
– Integration with existing marketing
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Measuring and adjustingMeasuring and adjusting

Average Asset-Care IV sales during Q2 campaign

Participating accounts Non-participating accounts
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Measuring and adjustingMeasuring and adjusting

Awareness

Engagement

Awareness leads 
to engagement

Cannot move 
di tl f

Engagement 
leads to sales

directly from 
Awareness to Sales

Sales
leads to sales
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Marketing to ProducersMarketing to Producers

• Product changes or “Fire Sale” marketing
• Webinars 
• Online study groups
• Regional meetings and CE
• E-mail
• Target marketing:

Agents that have written with a specific carrier– Agents that have written with a specific carrier
– Agents that have written a specific product line
– Agents that have requested an illustrationAgents that have requested an illustration 
– Agents that have written any product line

• Partnering with carriers
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Tips for consumer seminarsTips for consumer seminars

• Setting a timeline is important
• Location, Location, Location

– Easily accessible, does not have to be a restaurant
M k ti th t• Marketing the event
– Hand written invitations go a long way

• Agenda and topicsAgenda and topics
• Speakers 
• Gifts 
• Appointment setting
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Marketing to build COI relationshipsMarketing to build COI relationships

• Asset based LTC can be a great draw for building 
referral relationships 

A t t d CPA– Accountants and CPAs
– Attorneys
– Wealth Advisors– Wealth Advisors
– P&C agents 

• Tools you can use include: y
– Tax guides
– Product guides 
– Lunch and Learns
– CPE or CE meetings
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Why Now?Why Now?

Demand is GrowingDemand is Growing

Education is LimitedEducation is Limited

Clients Need to View LTC Clients Need to View LTC Clients Need to View LTC Clients Need to View LTC 
Planning as an InvestmentPlanning as an InvestmentPlanning as an InvestmentPlanning as an Investment
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Mining your Current BookMining your Current Book

• Annuity Clients
• Conservative clients with low interestConservative clients with low interest 

bearing accounts
• IRA clients• IRA clients
• Unhealthy clients
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Annuity OpportunitiesAnnuity Opportunities

• Clients that are ages 80-85• Clients that are ages 80-85 
• Clients that refuse to go through underwriting
• Clients that have fixed annuities out of surrender• Clients that have fixed annuities out of surrender 

charge that will not move due to low interest rates
• Clients that have purchased income riders and have• Clients that have purchased income riders and have 

not turned the riders on as you expected
• Clients with large gains in policies that do not needClients with large gains in policies that do not need 

income

Session Title 21Marketing & Distribution



Institutional OpportunitiesInstitutional Opportunities

Clients that have over 50k in cash accountsClients that have over 50k in cash accounts
Clients with CDs that are marked (TOD/POD)
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Qualified Account OpportunitiesQualified Account Opportunities

• Clients reinvesting their RMDs
Cli t h h li d th d ’t• Clients who have vocalized they don’t 
want to take RMDs

• Inherited IRAs
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Underwriting OpportunitiesUnderwriting Opportunities

Clients declined for LTC in the pastClients declined for LTC in the past
Clients that refuse to go through underwriting
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Mining for ClientsMining for Clients

Questions?Questions?
Rachel Smith CLURachel Smith, CLU

rsmith@firstprotective.com
(205)268-38755 3 75
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