BENEFITS FEATURE

OPPORTUNITIES
SUE THE
BOX

By Thomas A. McCoy, CLU

hen prop-
erly/
casualty
agerncy owi-
ers consider ways to broaden
their income stream, they
might lean toward selling
financial scrvices—lifc, dis-
ability and annuitics—or
they might decide to
offer employee benefits,
In either case, they
are betting their most
important asset, their
P-C customer relation-
ships, on a potential
payottin a field
outside of their tradi-
tional expertise. It’s a
bet they don’t want to lose.
So it malkes sense to seck guid-
ance from experienced providers of
these ancillary products who arc used
to working with property/casualty
brokers. We talked with executives of
two such providers—first, a financial
services marketing intermediary and,
second, a leading voluntary employee
benefits company—about how P-C
agencies can effectively diversity
into these areas.

Marlin Bollinger, CF'P, CLU,
ChFC, CFS, CAS, is president of The
Baollinger Group, a brokerage general
agency for financial services products
serving some 200-300 independent bro-
kers, including P-C firms, throughout
the United States. The firm represents
approximately 30 companies for life,
disahility, annuities, long-term care
and related linked products.

“Property/casualty agents are
busy enough in their own areas of
specialization, so it’s difficult for them
to execute a financial services strat-
egy,” Marlin says. “They want to do it.
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“P-C brokers
have the data to
market [financial

services products]

effectively to their
clientele. The
opportunity for cross

marketing of financial

services has never
been greater.”

—Marlin Bollinger, CFP. CLU, ChFC,
CFS, CAS

President

The Bollinger Group

They realize that financial services
distribution is shifting. The average
independent life agent is in their late
50s or carly 60s, and new ones just
aren’t coming into the business. New
production is coming from banks and
brokerage firms. Yet P-C brokers have
the data to market ettectively to their
clientele. So the opportunity for cross
marketing of financial services has
never been greater.”

To help P-C agencies penctrate this
market, Marlin says his firm “takes
a consultative, hands-on approach”
to help P-C agents generate sales of
financial services products to their
commercial lines and personal lines
clients. The idea is to tailor the mar-
keting assistance to the individual
agency’s need.

“We have several different modules
that can be customized and imple-
mented within an agency. We upload
their database, build email marketing
programs, and generate leads. Then,
based upon the agency’s ability to fol-
low up on those leads, they can handle
the sales call internally or we can rec-
ommend someone to accompany them
to the client.”

One of the Bollinger Group tools
being utilized by P-C firms is a cus-
tomized email marketing program.
“We upload their datahase into ours,
which enables us to send emails with
their logo =o it looks like the emails

MAY 2016

arc coming directly from the agency,”
Marlin explains,

Bollinger also provides retail
agencies with quoting and placement
assistance. For life coverages, the firm
offers a multi-carrier quoting and
short form entry portal called Drop
Ticket, which enables agents to quickly
place an order without handling appli-
cation processing details.

Marlin developed the founda-
tion for his company’s expertise in
agency marketing during the carly
1980s when he worked for Travelers
Financial Services, providing point
of sale support to property/casualty
agents. [1e became Senior Life Sales
Vice President for Travelers Life and
Annuity.

“We would help P-C agents identify
prospects for financial services prod-
ucts within their client lists, Then we
would accompany them on sales calls
to these prospects and help make the
sale,” he says. When he started his own
firm in 2003, he was able to utilize the
framework of that program, continu-
ally updating it with current tools.

Marlin observes changes taking
place today in the market for three
financial products: disahility, long-term
care and annuities. “Going back to the
1970s, we've always heen aware that
disability iz vastly undersold. That
never seems to change. However, in
the last year we've seen a somewhat

exponential growth in requests for dis-
ability quotes.

“The long-term care market has
changed dramatically because the
stand-alone, long-term care products
are not the go-to products these days.
Most companies have pulled out of that
area. Unly a few are remaining, and
we're seeing a shitt to asset-based long-
term care—long-term care riders on
life insurance policies and annuities.

“We've scen substantial growth in
our annuity business.” Marlin says.
“The annuity market is constantly
evalving with the introduction of new
products. The most popular products
are those that offer income riders
that guarantee lifetime income. That’s
because the biggest concern among
retirees today is outliving their assets.
What's interesting is that their popu-
larity is concentrated in the middle
marketplace. The average sale is
around $80,000 per annuity.”

He explains that a P-C agency that
wants to offer annuities to its clients
could upload its database to Bollinger.
or work with them in some modified
way. Then a mailing would go to those
clients likelv to he interested, and a
follow-up scheduled.

“The educational material we
would provide is sent out through their
agency, discussing the need, some of
the products and how they work. We
present the information in a low-key
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