
MAKING A DIFFERENCE AS A

HEALTH INSURANCE PROFESSIONAL

Providing Uncommon Value

Making a Difference



Opportunity Is Nowhere



Opportunity is Now Here



60% think medical insurance 

is a growth opportunity

13% of brokers are taking a 

wait and see attitude

11% of brokers will 

continue current strategies







Making A Difference Is Not:

Getting a lower price

Shopping the market

Providing a spreadsheet

Maintaining an updated census

Returning calls

Enrolling the group



What is Your Mission?



IBMS MISSION IS NOT ABOUT 

COMPUTERS OR TECHNOLOGY.  IT’S 

ABOUT ALLOWING ITS INDIVIDUAL 

EMPLOYEES TO CREATE WAYS FOR 

CUSTOMERS TO SOLVE 

OPERATIONAL PROBLEMS

Jim Collins – Author Good to Great



97% of Benefit Brokers report that they have worked to keep 

their clients up to speed on health care reform developments 

utilizing client meetings, email and newsletters

Only 21% of employers say that they are very 

satisfied with the information that they are 

receiving.





DEFINE YOUR ROLE

 Single Product Insurance Agent

 Health Insurance Agent

 Group Insurance Specialist

 Senior Market Specialist

 Consultant



DEFINING YOUR ROLE

SINGLE PRODUCT INSURANCE AGENT HEALTH INSURANCE AGENT

 Major medical

 Long term care

 Medicare Supplement

Disability 
Income

Dental

Critical 
Illness

LTC

Life

Accident

Major 
Medical

Client



# 1 EMPLOYER CHALLENGE

Rising premiums for group major 

medical insurance

Is not the #1 

Challenge

It is a Cause



TYPICAL 1ST CONVERSATION

• Broker: What is your most pressing issue today – what is 

keeping you awake at night?

• Biz Owner: These group health premiums are killing me.  I 

do not know how much longer I can afford to provide this 

benefit.

• Broker: So, finding the best plan with the lowest 

premiums is what is most important to you?

• Biz Owner: Absolutely!

• Broker: Are there any other products that I can look at for 

you?

• Biz Owner: You can quote my dental and life as well.

• Broker: Will do.  I assume that cost is an issue?

• Biz Owner: You bet ya!



TYPICAL SOLUTIONS

 Raise Deductibles

 Increase office visit copayments

 Shift premium to employee

 HSA/HRA Solution



TYPICAL HDHP SOLUTIONS

 HSA: Is the employer providing meaningful 

funding or is this just another HDHP?

 Are You using a debit card?  How does that drive 

behavior?

 HRA: Are you proposing a multi-year strategy 

or just another HDHP?

 Are you making a real difference or just 

lowering premium?



TYPICAL SOLUTIONS

 Raise Deductibles

 Increase office visit copayments

 Shift premium to employee

 HSA/HRA Solution

How do employees feel about these 

changes?



COMPLICATING THE ISSUE

No Wage Increases for the Last 3 to 5

Years



THE REAL EMPLOYER CHALLENGE 

Employee Morale and productivity

And

Employee pressure for increased wages



STATISTICS
9TH ANNUAL STUDY OF EMPLOYEE BENEFIT TRENDS FROM 
MET LIFE 

 1 out of 3 employees are looking to change 

jobs within the next 12 months

 Employee Loyalty: 2008 – 59% / 2010 –

47%

 Believe the employer cares

 2008 – 41% / 2010 – 33%

 A major unspoken employer objective is 

improving morale, productivity and retention 

and PRESSURE FOR INCREASED WAGES







GREAT QUESTIONS



GREAT QUESTIONS

 We have found that for the last 3 to 5 year most employers have been unable 
to give employees any kind of wage increase ςwould this apply to you?

 And to complicate matters most employers have had to pass on more of the 
health plan costs to their employees ςis this also true for your company?

Would you like to include a strategy to reverse the 

negative affects of this situation?



FIRST APPOINTMENT QUESTIONS

Which is more important: the lowest premium 

or a strategy to minimize future rate increases?

 In designing your benefit plan what goals were 

you trying to achieve?

 In looking at your benefits I can shop each 

benefit independently or we can look at all of 

your benefits within the context of your benefit 

budget, which would you prefer?



CREATING GREAT QUESTIONS

1. Identify objectives
1. Would it be of value if

2. If I could _____, would that be helpful

3. Is it important to

2. Ask for clarification
1. Can you tell me why that would be important

2. In what way would that be helpful

3. Can you elaborate

3. Ask about effectiveness
1. How effective have you been at

2. What have you done to address that

3. What has your current broker suggested as a strategy?



ARE YOU INTERESTED IN AN IDEA THAT CAN 

MAKE A DIFFERENCE IN THE LIVES OF THE 

EMPLOYEES AND THE EMPLOYERS THEY 

WORK FOR

PLUS

GENERATE MORE REVENUE PER 

ENROLLMENT WITHOUT SIGNIFICANTLY 

INCREASING YOUR WORKLOAD?



FIRST APPOINTMENT QUESTIONS

Would you agree that a key component of 

any cost-saving strategy should be 

management of employee perception?

 Can you share with why you say that?

 So, if I can show you a way to provide an 

inexpensive benefit offset that has high 

perceived value, would you be open to 

looking at it?



THE SOLUTION

Use an employer paid group

critical illness product with 

low minimum face 

amounts



THE STRATEGY

 Offset increased deductibles, coinsurance 

and copayments with employer-paid Critical 

Illness coverage

 Premiums - $1.20/$1000

 Can issue amounts as low as $1000 -

$5000

Opens the opportunity for employee 

voluntary CI buy-up



PRESENTING THE SOLUTION

 Old Plan - $1000 

deductible

 Renewal Premium: $399

 New Plan: $2500 

deductible

 New Premium:  $369

 $2000 Critical Illness

 Premium: $2.26

 Option 2

 Old Plan - $1000 

deductible

 Renewal Premium: $399

 New Plan: $2500 

deductible

 New Premium:  $371.26

 Includes $2000 Critical 

Illness

 Option 1



MAKING A DIFFERENCE WITH 

CRITICAL ILLNESS



FOR THE EMPLOYER

 Provides a low cost – high perceived value 

benefit

 Helps manage employee pressure for 

increased wages

 Takes the sting out of increased deductibles 

and copayments



Making a Difference

In the

Employee’s Life



MEDICAL BANKRUPTCY

 CNN 6/5/2009 Report:

 2001: 46% were Medical Bankruptcies

 2004: 50% were Medical Bankruptcies

 2007: 62% were Medical Bankruptcies – 80% 

had medical insurance



STATISTICS

 1 out of 3 adults have some form of Cardio 

Vascular Disease (50% under age 65)

 CVD #1 cause of death

 Heart disease is the #3 cause of limitation 

of activity

 Cancer survival rate: 65.3%



# EE STD STD EE 

Contrib

LTD LTD EE Contrib

1 – 49 23% 30% 18% 10%

50 – 99 34% 25% 29% 6%

100 – 499 43% 17% 36% 9%

Companies Offering Disability Income



CHOOSING A CRITICAL ILLNESS 

PRODUCT

 Consider employer objectives

 Improve morale, decrease employee pressure 

for increased wages

 True Group vs Blended Plan vs Individual

 $10,000 on a 25 yr old

True Group:  $0.50 per week  (age 45-49: $2.41)

Blended: $2.42 per week

 Payout of Benefits

 1 time versus 1 time per category

Reinstatement of benefits



MAKING A DIFFERENCE WITH 

LIFE INSURANCE



LIFE INSURANCE FACTS

 LIMRA 2010: 75% of Americans agree that life insurance 

is the best way to protect their family

 30% of households with children would have trouble paying 

bills if the primary breadwinner died today

 40% more said they could not pay for living expenses if the 

primary breadwinner died today

 80% of households do not have an insurance agent

 USA Today 12/3/2010

 Only 44% of households have an individual life policy

 30% of households have no life insurance



GROUP LIFE FACTS

 BLS 2010: 62% of full time employees had access 

to life insurance at work - 96% participate

 1-49 EE:  44% have access / 95% participate

 50-99 EE: 57% have access / 95% participate

 100-499 EE 71% have access / 96% participate

 Businessinsurance.com

 VGL: Offered in 23% of companies in 2006



ADDING LIFE INSURANCE TO GROUP 

CLIENTS 



WITH CORE ENROLLMENT

 Utilize a Term to Age 100

 Consider a Critical Illness Rider

 Consider Dual Option

 Voluntary Group Term / Term to 100

 Do not try to sell the product – get 

conceptual buy-in

 “After I get each employee enrolled in the group 

______ I would like to give them the opportunity 

to purchase some additional term life insurance 

that they pay for – do you see a problem with 

that?”



IF YOU DO NOT CHANGE DIRECTION, 

YOU MAY END UP WHERE YOU ARE 

HEADING

Lao Tzu



If you don’t 

create change, 

change will 

create you

Unknown



MEL SCHLESINGER, RHU, REBC

(336) 777-3938

mel@melschlesinger.com

Mobile Business Card

Text GMGC to 72727

mailto:mel@melschlesinger.com

