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B efore the producer can
sell voluntary ancillary
benefits such as dental,
life insurance, and dis-
ability income coverage

to employees in the workplace, he or
she must sell the ben-
efits administrator on
how these products
will work to the ad-
ministrator’s advan-
tage.

In our experience,
most benefits man-
agers are more con-
cerned about what they
don’t want as a
byproduct of those
benefits. They don’t
want significant indi-
rect costs or a lot of extra work stack-
ing up on their already overburdened
desks.

Anyone can promise to deliver a has-

sle-free work-site program. Benefits ad-
ministrators know this, and they are not
impressed with promises that turn out
to be untrue.

We both operate out of Chicago, and
serve customers in an area that en-

compasses several
states. When we offer
easy-to-use voluntary
benefits, however, most
of our customers seem
as though they come
from Missouri (nick-
named the “show me
state”), because our
skeptical prospects
want us to “show”
them.

So, that’s what we
do. We show them.

That requires a front-end investment of
time and effort on our part. We prepare
a tailored presentation for each cus-
tomer that takes into account that com-
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pany’s situation and history. We pro-
vide examples of customized employ-
ee enrollment forms we have prepared
for other customers of similar size and
circumstance. And we prepare a time-
line and “game plan” for every step of
the process, from the distribution of lit-
erature to the employee meetings to
billing and administration.

We are honest and upfront with
the benefits administrator about
the role he will need to play in
the process. Grandiose promises
that the process will be “light-
ning quick and utterly effortless”
aren’t credible, so we don’t make
them. We tell our customers that
doing this correctly requires a
front-end time investment. We
need an employee meeting of at
least 30 minutes to explain the
program and answer questions. Ideally,
there should be two months’ lead time
so we can ramp up the enrollment and
payroll deduction process.

This time investment yields a solid
return in morale and productivity, we
explain, when it is combined with our
extensive preparation work and our
commitment as a broker-carrier team to
handle the meeting ourselves, rather
than farming it out to a freelance en-
roller. Another key payoff, from the
benefits administrator’s point of view,
is that this front-end time investment
means he or she won’t be dealing with
long lines of employees who want ex-
planations of the program, help in fill-
ing out their forms, or to change their
minds after the fact.

Producers must be conscious of the
increasing pressures HR departments
are facing. To begin with, they have not
escaped the wave of downsizing that
has afflicted U.S. business in recent
years. And even as their numbers have
decreased, their workloads have in-
creased. Complying with the Health In-
surance Portability and Accountability
Act (HIPAA) has been a nightmare for
benefits administrators. To keep med-
ical coverage costs under some con-
trol, more employers have introduced
multiple coverage options, flexible
spending plans, and other variables that
turn open enrollment into a dizzying
maze.

Producers must be honest with
themselves. When we walk through the
door with a pitch for yet another pay-
roll deduction option, our prospects
may not greet us with open arms.

In response to HR departments’
pressures, we have to do more than sim-
ply pat them on the shoulder and offer
sympathy. We must provide them with
solutions that enable them to do more
with less.

We invest our time doing our home-
work before we ever walk through the

door. And job one is to make our case
on ease of use. That’s make-or-break
for the voluntary sale.

Our initial step is reviewing the
prospect’s situation and history in ad-
vance. Our credibility is established by
our familiarity with the material, the
product, our competition, and the em-
ployer. 

We prepare a timeline, along with
a game plan for how the enrollment
process will work. We provide guid-
ance on how to schedule the meetings
and how long they will take. Exam-
ples of high-quality materials assure
employers of the high level of pro-
fessionalism we bring to the table. We
always conduct the meetings our-
selves; we do not dish them off to an
enroller, account manager, or service
representative who may not be able
to make a high-quality presentation.
These people may not have a vested
interest in the presentation made to
the employees.

By showing the prospect a demon-
stration of our online administration
and billing system, we establish that the
program maintenance will be no bur-
den.

Then we show off our ace in the
hole: the personalized enrollment
form. In our program, we process em-
ployee information onto the enroll-
ment form so that each employee will
know exactly how much each option
will cost him or her per paycheck; all
the employee has to do is check a box
for “yes” or “no.” That provides enor-
mous reassurance to the benefits ad-
ministrator.

At this point, we shift gears a bit and
emphasize the importance of taking the
time to do it right the first time. We
don’t sugarcoat this or create unrealis-
tic expectations, because that always
backfires in the long run.

We know from experience — and we
tell our prospects — that the real

nightmares come from trying to
rush the process. So many com-
panies are short-handed, and it’s
understandable that employees
can spend only a limited
amount of time at a benefits
meeting. Often, the employer’s
first instinct is, “We’ll give you
15 minutes to do this.”
That’s when we have to push
back. We tell them we respect
the importance of employees’
time, but if they don’t devote at

least 30 minutes to the meeting, we’ll
end up going back and meeting indi-
vidually with people to explain every-
thing all over again. It ends up taking
more time and being far more disrup-
tive in the long run. A 30-minute
mandatory meeting is a well-invested
half-hour.

We recommend the employer set
up the enrollment meeting two months
prior to the effective date. We refuse to
get overaggressive with our timeline
because, again, that’s how others cre-
ate unnecessary, avoidable errors. We
need time to get the deductions set up
with the payroll vendor and get the cov-
erages processed and in force.

We also emphasize the importance of
having up-to-date, accurate employee
data. Many employers now outsource
their payroll management to vendors,
and if the data we get from the em-
ployer to create the personalized en-
rollment forms isn’t right, we all will
be spending more time and money lat-
er to make it right.

Are these caveats a turnoff or a bar-
rier? Not in most cases. They enhance
our credibility because we are not
selling something that sounds too
good to be true and we’re dealing
with professionals who understand
they have a role to play in the
process.

Finally, because of our track record,
we can make a credible case for not
overselling. While some producers
can’t see past the short-term commis-
sion bonanza that comes from selling
maximum coverage to every employee,
we take a long-term, partnership view

LIFE INSURANCE SELLING for June 2004

“We invest our time doing our
homework before we ever walk
through the door. And job one is to
make our case on ease of use. That’s
make-or-break for the voluntary
sale.”



www.lifeinsuranceselling.com 3

of our business. We know that em-
ployees who are hustled into signing
away half their paycheck for an over-
abundance of voluntary benefits be-
come major headaches for the benefits
administrator. We work hard to help
employees make prudent enrollment de-
cisions and keep buyer’s remorse to a
minimum. Our ability to go back to that
customer to sell additional products, as
well as maintain persistency, depends
on that. 

After we get over the ease-of-
use/indirect costs hurdle, making
the case for the product is easy.
We’re offering employees a com-
bination of access and advantages
they usually can’t get anywhere
else: freedom of choice, group
rates, guaranteed issue, payroll
deduction, and in some cases tax
advantages. It’s an opportunity for the
employer to provide significant addi-
tional benefits without significant ad-
ditional cost.

The last piece of the puzzle is run-
ning an effective employee meeting. 

The personal attention and time we de-
vote to the meeting have helped us over
the years. We often spend 12-hour days
on site talking to employees, identifying
their needs, and answering questions. We

see it as our one chance to sell the em-
ployees, so it’s critical. It is essential to
go in with a mastery of both product and
procedure. Presenters can’t afford to get
hit with questions they can’t answer.

In many cases, these meetings serve
as a way for the HR department to sell
the entire benefits package, including
programs with which we’re not direct-
ly involved, such as medical. We use
this time to provide a service and de-

velop good will with employees. The
result: Our HR contacts perceive us as
part of their team, which is a great po-
sition to occupy.

When enrollment is done right, be-
fore the producer even leaves the
premises, the HR director gets kudos
from employees for offering a good
product that fits their needs. Because
of the benefit administrator’s decision
to offer these voluntary products,

there’s a vehicle to provide insurance
for people who otherwise would not
seek it independently. The HR depart-
ment gets accolades and compliments,
and that funnels back to company man-
agement. At a time when they proba-
bly are cutting back on other things,
they’re providing employees with ac-
cess to important protection unavailable
through any other channel, and the HR
director ends up a hero.

We believe failures occur when
the time is not taken to do it
right. When the producer is in
too big a hurry to get in, get out,
and seal the deal, he or she risks
bringing in the wrong product
for that population, doesn’t pay
enough attention to detail, and
doesn’t do right by the customer.
Voluntary products are not a

one-time, one-year deal. If it is done
right, the producer has a reason to go
back to that customer every year.

As a producer-carrier team, we have
some customers who go back 20 years.
They think of us as “their insurance
professionals,” which is exactly where
we want to live in their minds.

You can create this kind of relation-
ship only if you take the
time to do it right. 

“By showing the prospect a
demonstration of our online
administration and billing system,
we establish that the program
maintenance will be no burden.”

Copyright 2004, 2005
Pfingsten Publishing LLC
1801 Park 270, Suite 550

St. Louis, MO 63146
(314) 824-5542 Fax: (314) 824-5622

www.lifeinsuranceselling.com
LIFE INSURANCE SELLING


