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“sester. There is not much competition
= today’s DI market, especially in the
s=uddle income segment. Equally im-
portant, he says, is that several carriers
Save made tremendous improvements,

product.”
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not only in their DI products, but also
by simplifying the underwriting pro-
cess and not requiring income docu-
mentation in some cases.

Marshall believes the primary issue
m selling DI in this market is afford-
ability. To address this, Dale and the
brokers Marshall works with gener-
allv sell a two-year benefit. Marshall
believes strongly that it's better to
have some disability benefit rather
than no protection at all.

Dale started selling DI to his ho-
meowners’ and auto insurance clients
as a way (o increase client retention.
He initially thought he didn't have
the time to talk to his clients about
disability coverage because he already
was busy with other insurance prod-
ucts. But, realizing the value of the
product, he found a way to work DI
sales into his presentations in an effi-
cient way. Dale uses the “BTW” (“by
the way™) approach to ease the transi-
tion to selling DI. When talking with
clients about auto or homeowners’
coverage, he simply asks the question,
“By the way, who handles your dis-
ability income insurance?” The typi-
cal responses he receives include:

+ “T haven't done anything about
that yet.”

+ “Maybe we should talk about
it.*

+ “What's disability income insur-
ance?”

He then tells his clients that DI can
help protect their income when they
are sick or hurt and can’t work.

How to Sell DI (PodCast II)

Chip Monahan, a disability income
and critical illness specialist with The
Ark Group in Omaha, Neb., is fea-
tured in the second PodCast. Chip
started in the insurance business 15
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“One of the most common mistakes
agents make when they are new
to selling DI is focusing on the
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years ago as a career agent selling
high-deductible health insurance,
primarily to realtors. He soon real-
ized there was a natural connection
between the high-deductible health
plans and disabil-
ity protection for
these self-employed

clients. The same
illness or injury for
which his clients

were buying health
insurance, to cover
medical expenses,
could also cut off
their income if they
were unable to work for a period of
time. It struck him how would
these clients even pay their health
insurance premiums if they were sick
or hurt and couldn’t work?

Without disability income insur-
ance, Chip’s clients have a major gap
in their Mnancial protection, and he
makes sure they know that. Without
DI coverage, a short- or long-term
financial plan can fall apart quickly.

Chip focuses his client presentations
on the need for DI protection, not on
the product itself or its features, One
of the most common mistakes agents
make when they are new to selling
DI is focusing on the product. With
their elimination and benefit periods
and definitions of disability, DI con-
tracts can confuse many prospects.
The client’s main concern is, “What
will it do for me?”

Chip’s analogy for DI is the dif-
ference between a drill and the hole
it makes. When someone goes into
Home Depot or Lowe’s to buy a drill,
what they are really buying is a hole.
They are interested in the end result
and what the drill will do to accom-
plish it. When an agent discusses dis-
ability income protection, the clients
want to know how their bills will be
paid if they are disabled.

In PodCast II, Chip shares some
suggestions for agents who want to
become more comfortable selling DI.
He found support not only from the
home office, but also in working with
a general agent. Another good alter-
native is working with a DI special-
ist and splitting commissions. The DI
specialist can do the work to establish
DI protection on your clients, or you
can market and sell the DI and sim-
ply use the DI specialist as a valuable
resource,

Successful DI agents such as Mar-
shall, Dale, and Chip have found that
asking one question in particular will
generate sales: “What would you do
if you didn’t have a paycheck because
you were sick or hurt and couldn’t
work?” After asking the question,
they stop talking and let their pros-
pect answer. With that one question,
most people will realize they have a
problem if they don't have disability
income protection,

Asking your existing clients that
simple question is the best place to
start selling DI protection. It works
whether your clients are auto, hom-
eowners, health insurance, or life in-
surance clients. And, the best time to
start asking the question is roday.

The PodCasts will be posted on the
Life Insurance Selling Web site
(www.lifeinsuranceselling.com) under
“PodCasts” on the main menu. You
can also find them at the Assurity
Life Web site, at this URL: www.assu-
rity.com/resource/LIS0208SmithPcast.
htm.

Ken Smith, CLU, is director of criti-
cal illness and disability income for
Assurity Life. He has more than 25
years of experience in the insurance
industry, both in the field and in the
home office. Prior to joining Assurily,
he served for more than 10 years as
first vice president of critical illness
and disability income for Mutual of
Omaha. Mr. Smith also is the current
president of the National Association for
Critical lliness Insurance.

Footnote

1. JHA Disability Fact
2006.
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Time-Saver

As more and more Life Insur ance
Selling advertisers show you
their wares, we've made it easier
for you to explore products
and services in which you're
interested! With our time-saving
Reader Inquiry Service, you can
circle the appropriate numbers
on the postage-paid card facing
the Products Page and fax or
return the card to us. We'll ask
the advertisers you've circled to
provide you with the information
you want.
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