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Q What advice do you 
have for brokers on 

how to take advantage 
of Disability Insurance 
Awareness Month?

  Eugene Cohen: The best kept insurance  
secret is disability income protection. I ask 
myself, “Why?” It is such an important part 
of financial planning. Most advertisements 
for financial planning are geared toward 
income for retirement years, not taking 
into consideration that many individuals 
may be forced to retire before age 65 due 
to disabilities.
  Brokers should take advantage of Dis­
ability Insurance Awareness Month (DIAM)
by calling their policyholders and telling 
them that the month of May is DIAM, and 
follow that up by asking their clients ques­
tions such as:
  •  “What is the longest vacation you 
have ever taken?” Most will respond, “Two 

or three weeks.” You ask why that is the 
longest and the response will usually be, 
“I have to work. Who can afford to take a 
longer vacation?”
  •  “If you were to have an illness or acci­
dent and you were out of work two or three 
years, would you have an income prob­
lem?” If the answer is yes, you respond, 
“We have to talk.”
  •  “Do you have a plan if, due to an 
illness or an accident, your income should 
stop?”
  •  “Would you agree that your greatest 
asset is the ability to earn an income?”
  It is my belief that if brokers asked their 
clients these questions, the clients would see 
the need for disability income protection.

  George Davidson: While many organi­
zations and carriers support the Disability 
Insurance Awareness Month initiative, it 
does not matter if financial professionals 
don’t embrace the concept, utilize the tools, 
and launch a campaign to reach their clients 
and prospects.
  However, the first order of business 
should be a review of your own disability 
planning! As I was recently reminded, you 

sell what you own. Many financial profes­
sionals are woefully underinsured them­
selves, and you can’t preach the message if 
you don’t heed your own advice.

  Cindy Gentry: The easiest way is to 
let someone else do the heavy lifting 
for you. Life Happens (formerly LIFE 
Foundation), which is the nonprofit orga­
nization that coordinates the national 
DIAM campaign each year, has free 
turnkey tools for brokers and agents to 
use during DIAM—and beyond. There is 
really nothing that you have to do from 
scratch. You can find the DI tools and 
resources at www.lifehappens.org/industry. 
(The sidebar on page 42 gives you some 
concrete examples.)
  Success with the campaign, however, 
lies in consistency. Plan ahead, choose the 
resources that you’d like to use, distribute 
them and then be sure to communicate 
about DIAM and DI on a consistent basis. 
In my business, besides a monthly news­
letter, we also send out two weekly emails 
with sales ideas, marketing resources and 
product information. This consistent drip 
of information is invaluable. If you want 
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them to sell it, they have to hear about it 
and know more about it.

  Barry Lundquist: A broker’s respon­
sibility is to help people protect what is 
most important to them. We know from 
research conducted by the Council for 
Disability Awareness that consumers, 
brokers and employers all agree that the 
ability to earn an income is a wage earner’s 
most valuable financial resource; income is 
what pays the bills, pays for housing, food, 
clothing, transportation and other living 
essentials, as well as giving breadwinners 
an opportunity to save for retirement, a 
new home, a child’s education, or just for a 
rainy day. Disability Insurance Awareness 
Month  gives a broker a reason to contact 
prospects and clients and start a conver­
sation about the importance of income to 
their financial security, about the risk of 
income loss related to illness or injury, and 
about solutions that can help them protect 
that most valuable resource. It’s also a 
great time to remind those clients who 
have already purchased disability insur­
ance how important it is and to suggest 
a checkup to make sure that the income 

protection they have remains appropriate. 
For those brokers who do not talk to clients 
about protecting their income, DIAM is a 
great reminder to them of what being a 
trusted advisor is all about. After all, their 
responsibility is to help people protect 
what is most valuable to them, and for 
most working Americans, nothing is more 
valuable than their income.

  Tom Petersen: Disability Insurance 
Awareness Month is just as the name 
implies—awareness. Disability insurance 
does not sell itself like many other forms 
of insurance. It has to be sold. It is also 
difficult for the average person to picture 
himself disabled much beyond a cold or 
flu. DIAM does an enormous job of mar­
keting and spreading awareness at both 
the consumer and industry professional 
levels. Groups such as CDA, Life Happens, 
and IDIS have great tools to help make 
marketing DI easier. But don’t start in May! 
Start in April! May is when the blitz to the 
public happens, and it is best to have all the 
resources going at once!
  A side note: When May ends, the need 
for disability insurance doesn’t! Hopefully, 

insurance professionals recognize that DI 
can be sold, should be sold, and should be 
part of our everyday sales activities.

  Thomas Petsche: We need to start ASAP 
getting emails, mailers and brochures sent 
out to brokers and clients just to get DI on 
their radar.

  Ray Phillips: Invest in the tools available 
from Life Happens. Invest the time to know 
what is on their website. Invest the money 
in those marketing pieces that might help 
spread the word about disability income 
insurance.
  Use the benchmark reminder of Disability 
Insurance Awareness Month as a reason to 
start a conversation with clients about DI.
  For clients who have purchased DI, use 
this as a time for brief review of the client’s 
situation to confirm that benefit amounts are 
accurate; review the definitions and features 
of the plan so the client knows what he has 
and can expect if a claim arises. Provide a 
brief overview of the actual claims process—
how to file, what happens, etc.—in case a 
claim does arise.

Reprinted from  BROKER WORLD  April 2014 
Used with permission from Insurance Publications                                                                 Subscriptions $6/yr.   1-800-762-3387

   www.brokerworldmag.com

B R O K E R    W O R L D    M A G A Z I N E



Life Happens 
(formerly LIFE Foundation)
www.lifehappens.org

Key Contacts:
Maggie Leyes, DIAM Coordinator,
  VP Content Strategy, 202-464-5000 ext.4458
  mleyes@lifehappens.org
Cindy Gentry, Chairperson, Life Happens
  361-993-3820, cindyg@bbalife.com

  May’s Disability Insurance Awareness 
Month is coordinated by the nonprofit 
organization Life Happens.
  Having the DI conversation. Show pros­
pects or clients a realLIFEstory video (www.
lifehappens.org/videos).
  An independent online survey found 
that people were 94 percent more likely to 
consider buying DI insurance after being 
exposed to a realLIFEstory video.
  Other DI and DIAM resources:
  •  “What You Need to Know About 
Disability Insurance,” is an eight-page guide 
that provides a step-by-step walk-through 
of the basics for meetings with clients. This 
guide contains several realLIFEstories and the 
Disability Insurance Needs Worksheet.
  Downloadable PDF guide for consumers: 
http://lifehap.pn/1bxsdBG
  Hard copies through the online catalog: 
http://lifehap.pn/XNakqQ
  •  Print and electronic DI marketing pieces
  •  A range of short DI videos, from seri­
ous to humorous
  •  Prewritten DI social media content
  •  Info-statistics and “Life Hints” that 
focus on DI
  •  Newly redesigned Disability Insurance 
Needs Calculator
  These and many more resources are 
available at www.lifehappens.org/diresources.

Facebook—www.facebook.com/life 
  happens.org
Twitter—https://twitter.com/lifehappens
  @lifehappens
LinkedIn—www.lifehappens.org/linkedin
Google+—https://plus.google.com/
  +LifeHappensOrg
YouTube—www.youtube.com/life 
  foundation
Life Happens blog—www.lifehappens
  .org/blog

Council for 
Disability Awareness
www.disabilitycanhappen.org

Key Contacts:
Barry Lundquist, President, 207-774-2634 
  barrylundquist@disabilitycouncil.org
Sean Hanson, Director of Programs and
  Project Management, 207-774-2634 
  seanhanson@disabilitycouncil.org

  The mission of the nonprofit Council for 
Disability Awareness  (CDA) is to educate 
working Americans about the risk and 
consequences of disability, and about the 
importance of sound income protection 
planning. CDA creates and distributes 
research, communications, statistics and 
educational resources to brokers, benefits 
consultants and employers.
  CDA has created a special Disability 
Insurance Awareness Month landing page 
with tools, real life stories, calculators, social 
media content and other resources. www.
disabilitycanhappen.org/DIAM
  CDA Tools:
  •  America’s Disability Counter, www.
disabilitycounter.org
  •  Personal Disability Quotient (PDQ) 
Calculator, www.whatsmypdq.org
  •  Earnable Income Quotient (EIQ) 
Calculator, www.whatsmyeiq.org
  Each of these tools can be embedded on 
your website. Visit www.disabilitycanhappen.
org/chances_disability/webapps.asp
  CDA Research:
  •  Annual Long Term Disability Claims 
Review.
  •  The three-part Disability Divide series 
examining disability awareness among wage 
earners, advisors, and HR professionals.
www.disabilitycanhappen.org/research
  The Defend Your Income movement is 
an engaging platform for educating wage 
earners about their disability risk. www.
defendyourincome.org
  Use the resources from the special advisor 
toolkit: www.defendyourincome.org/advisors.

Facebook—www.facebook.com/TheCDA
Twitter—https://twitter.com/TheCDA
LinkedIn—www.linkedin.com/company/ 
  council-for-disability-awareness

International DI Society
www.internationaldisociety.com

Key Contacts:
Tom Petsche, President, 319-393-9410
  tom@brokeragesolutionsinc.com
Susan Johnson and Piera Pickett,
  Co-executive Directors, 562-481-2381
  info@internationaldisociety.com

The International Disability Income Society 
(IDIS) was founded in 2004 by three 
giants in the disability profession: Harold 
Petersen, William Barrett and the late Ron 
Cohen. They came together over their seri­
ous concerns of what was happening in the 
American economic environment because 
of a tremendous decline in the awareness, 
marketing and exposure to U.S. consumers 
of Income Protection Insurance. It was 
because of their strong efforts that Life 
Happens developed and promotes DIAM 
currently in May of each year.
  IDIS is the only professional association 
that is dedicated to the growth of the 
disability insurance profession through 
education, awareness and the promotion of 
high ethical standards for our membership 
and to increasing the knowledge base at the 
agent, wholesaler and carrier level.
  IDIS:
  •  Promotes DIAM in partnership with 
member companies who have educational 
seminars and promotional campaigns 
throughout the months of April and May.
  •  Works in conjunction with the Council 
for Disability Awareness educating and 
promoting disability all year long.
  •  Holds educational webinars monthly 
for members and non-members on the last 
Thursday of each month at 1:30 CST.
  •  Two special webinars promoting 
DIAM in March and April.
  •  Website for members to help provide 
them with updated information on disabil­
ity trends throughout the year.
  •  Archive—Articles written by members.
  •  Resource center to keep membership 
updated on anything that deals with DI 
throughout the United States.

LinkedIn—www.linkedin.com/company/ 
  International-DI-Society
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  Cohen: I recommend asking clients 
questions to engage them in the mindset 
of disability income protection. Ask them 
how important their earned income is to 
them. Ask them how they would fund 
their retirement plan if they were to become 
disabled. Ask a small business owner how 
he would pay his business expenses if he 
had a disability.
  Selling disability income protection is 
easy when the need is established.

  Davidson: The important news is that 
you don’t have to “reinvent the wheel.” 
There are ample materials provided by Life 
Happens and the Council for Disability 
Awareness. Take a few minutes to find the 
tools that fit your practice style and put 
them to use.

  Gentry: Increasingly, one of the most 
effective means of connecting with people 
on a very personal level—especially with 
Gen Xers and Millennials—is through social 
media. None of us really seems to have the 
time necessary to devote to these new chan­
nels of communication, but the truth is that 
we ignore them at our business peril. Again, 
free resources from Life Happens can make 
it much easier. They have pre-written “com­
pliance neutral” content about DI, includ­
ing images and “info-statistics” that you 
can literally copy and paste to share. You 
can also follow them on the Life Happens 
social media channels, such as Facebook and 
Twitter, and simply share the new content 
that they post several times a day.

  Lundquist: From knowing and observing 
hundreds of brokers over the years, I have 

tried to discern what differentiates those 
who are highly successful from the others. 
I have observed four traits common to the 
best of the best:
  •  They are dedicated, lifelong learners. 
They never stop learning; never stop striv­
ing to be more educated and professional.
  •  They are passionate. For them, selling 
is not about commissions, it’s about doing 
the very best job to protect their clients and 
best meet their most important needs.
  •  They tell stories. They share stories 
from their personal and professional lives; 
stories from which, for many, their passion 
derives; stories about how important it is 
for people to protect themselves from the 
most catastrophic risks.
  •  They ask great questions and then they 
shut up and listen. Clients don’t want to be 
sold, they want to be listened to, they want 
to be educated, and then they want to make 
their own decisions based on advice from 
someone they trust.
  So I think the answers to this question 
are apparent from these four traits. There 
are no silver bullets. Clearly, being the best 
requires hard work. But those who dedicate 
themselves to learning, who are passionate, 
who have stories to share, and who have 
great questions to ask will be successful.
  Some good questions to start a conver­
sation about income protection include: 
  1)  If you were sick or injured and 
couldn’t work, how would you pay your 
bills?
  Know what all the responses might be 
and have answers prepared. For example, if 
the person says, “We’d live on my spouse’s 
income,” what would your response be? 
What follow-up question would you ask? 
If the person said, “I have disability insur­
ance,” that’s an opportunity to ask about 
their protection and to help them determine 
whether it is enough.
  2)  What is your most valuable financial 
resource? What is it worth?
  When they respond, they may talk about 
their home, their retirement nest egg, etc. 
Use the Earnable Income Quotient calcu­
lator, which is a great tool made available 
by the Council for Disability Awareness, 
to help them estimate the value of their 

income. It is typically a very large number, 
much larger than the value of their home 
or 401(k) balance.
  3)  What are your odds of experiencing 
an illness or injury during your working 
career that will prevent you from earning a 
paycheck for three months or longer?
  We know that most people dramatically 
underestimate their odds of becoming dis­
abled. Use the CDA’s Personal Disability 
Quotient calculator to demonstrate that 
their risk is higher than they think. The 
good news? Solutions are available.
  The key is to ask the question and then 
let the client talk

  Petersen: There is no one way to engage 
someone. Some people are visual. Some are 
analytical and need statistical information. 
Some people empathize with stories, and 
others feel a need to protect their family 
or business. And finally, there is a group 
that buys because they are told they need 
it (usually by an attorney, friend, parent, 
business partner, etc.). As a professional 
salesperson (it doesn’t matter if you sell 
insurance, refrigerators or widgets), you 
need to be able to engage people on their 
level. Do you have a story to share? Do you 
have statistics? Do you have pictures? If not, 
get them! Life Happens, CDA and IDIS all 
have great tools to help.
  One other source that is not to be over­
looked is your local disability insurance 
brokerage outlet. These are the experts in 
many areas, all on DI. They have tools, they 
have knowledge, they can help with mar­
keting, and they can help with sales calls 
in some cases. Most DI brokerage outlets 
represent several carriers so that they can 
provide you an assortment of products to 
solve insurance needs.

  Petsche: I have my three questions:
  1.  If your car were stolen or destroyed 
tomorrow, how quickly could you find 
another car to drive?
  2.  If your house burned down, how soon 
could you find a place to live?
  3.  If you became sick or hurt and your 
doctor told you that you could not work for 
the next six months, two years, or the rest 

Q What tools, process 
or technique do 

you recommend that 
brokers make use of to 
engage clients in a DI 
discussion?
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(Continued on page 74)

of your life, do you have an income guar­
anteed to cover your regular monthly bills, 
no matter how long you cannot work? Your 
income potential in your working lifetime is 
several million dollars—that is, if you don’t 
become disabled.

  Phillips: ASK! Ask clients if they have DI.
  If they do have DI, ask if they know what 
they have (chances are they won’t). If they 
have group coverage at work, ask to review 
the policy to point out any shortfalls and 
perhaps provide input on insuring any ben­
efit shortfall relative to their income. Ask if 
an individual policy they have will cover 
their current situation. Ask if you can do a 
DI policy audit to ensure proper coverage.
  If clients do not have coverage, ask how 
it would impact their lifestyle if they were 
sick or injured and couldn’t work. Ask if 
you can provide an affordable solution to 
the exposure they have.

  Cohen: Specialists in disability income 
protection find selling the product quite 
easy. This is because they know and 
understand the policies. Specialists in other 
insurance fields need to be educated so they, 
too, become knowledgeable and comfort­
able addressing the concept of disability 
income protection with their clients. At our 
agency we spend as much time as needed 
going over the disability policy illustration 
with our brokers, preparing them for the 

appointment; we are not satisfied until we 
have done our job of making the broker 
secure in his knowledge and comfort­
able with the previously uncomfortable. 
Knowledge is power.

  Davidson: Unfortunately many financial 
advisors wake up to the importance of this 
issue only after one of their clients suffers a 
disabling illness or injury. In our practice we 
spend every day attempting to save these 
individuals from becoming an example 
which motivates their financial advisor to 
do the right thing.

  Gentry: The great part about DIAM and 
using the Life Happens resources is that 
May becomes the launching pad for DI 
outreach—a great beginning. You can give 
your own campaign a big burst of energy 
while the national campaign is underway, 
and you can leverage the national attention 
that’s being put on DI. Then it goes back 
to consistency. Continue to use those DI 
resources throughout the year. Most of Life 
Happens resources—realLIFEstories flyers 
and videos, and social media posts—can 
be used any time of the year. Set up a cal­
endar of when and how you are going to 
communicate about DI, and then stick to it.

  Lundquist: As I noted earlier, a financial 
advisor’s responsibility is to help people 
protect what is most important. For nearly 
all wage earners, income is most important. 
If the broker is not familiar with disability 
insurance, that is not a valid excuse for 
not addressing income protection. There 
is plenty of help available to get educated, 
and plenty of opportunities to partner with 
experts to create the best solutions for a cli­
ent. Some years back, LIMRA surveyed bro­
kers who did not sell disability insurance 
and asked them why. The most common 
response was “the client didn’t ask for it.” 
That is simply not acceptable. The advisor’s 
job is to help the client understand his risks 
and to protect against them. Some people 
will talk about the broker’s liability because 
they didn’t talk about disability insurance 
to a client who subsequently became dis­
abled. As a trusted professional, I cannot 

imagine having a conversation with a cli­
ent who has suffered a disabling illness or 
injury, or perhaps having that conversation 
with one of that person’s loved ones, and 
having to explain to that person why there 
is no protection in place for that person’s 
lost income. For many, their lives will be 
completely ruined.

  Petersen: While we in the disability 
insurance industry believe every insurance 
professional should always include DI, the 
reality is that they can’t (or won’t), for 
many reasons. This is one reason the need 
to network with others in our industry can 
be a useful tool. The specialists in other 
fields don’t need to know about disability 
insurance as much as they need to know 
(and use) the resources that can analyze, 
design and implement a DI plan. That may 
be a producer to split cases, or a brokerage 
outlet, or a carrier rep. If they want to do 
it alone, they should also know the online 
tools and resources we have already men­
tioned. A specialist in another field should 
understand that if their client becomes 
permanently disabled, he may lose them 
as a client! A CPA will not have a business 
client. However, a business owner disabled 
and with business overhead expense DI 
coverage will need a CPA! An investment 
advisor will find that a disabled person 
becomes a survivalist, and discretionary 
income for investing is much tougher to 
part with during a disability. A life insur­
ance specialist should ask himself, “What if 
my client doesn’t die from a severe accident 
or heart attack?”

  Petsche: Every plan/program that you 
can set up in the financial services area is 
dependent on your income to keep them 
going, and once that money machine—
you—breaks down, all your plans just 
become liabilities. Should we protect the 
goose? Or the golden eggs the goose lays? 
Too many advisors and their clients want 
to insure the golden eggs.

  Phillips: If a person becomes disabled, 
the other specialists need to recognize 

Q Many DI specialists 
share the view that 

every month should 
be treated as if it were 
DIAM. What can be done 
to convince specialists 
in other insurance 
fields to impress upon 
their clients the need to 
protect their income?
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that there is a good chance it will affect 
the client’s ability to pay the premiums 
on the products or investments they have 
sold. The fact is, before IRAs, before life 
insurance, before 401(k)s, before long term 
care insurance, there should be disability 
income insurance. Not only does it protect 
a paycheck, not only does it protect the 
lifestyle a client has grown accustomed to, 
it also protects the very plans that have been 
implemented to secure the individual’s and 
family’s financial future.

  Ken Bloch: The biggest consumer objec­
tion is “sticker shock.” If the producer 
explains disability insurance in understand­
able terms with the policy premium at 2 
percent or less of gross income as a starting 
point, the consumer can then design a 
policy that will provide value and peace 
of mind. [KB]

  Cohen: This is a typical conversation 
when talking to a new broker: “Do you 
offer disability income protection to your 
clients?” Most answer no. “Why?” we ask. 
The most common answers we get are: “I 
don’t want to be bothered.” “I am busy with 
my casualty business, health insurance, 
etc.” “It’s too complicated.”
  The real objection is that the broker is 
uncomfortable with his lack of product 
knowledge. We help brokers overcome 
the real objection of why they do not offer 
disability income protection to their clients 
by letting them know that our agency mar­

keters are here to help them understand the 
product and how to offer it.
  In overcoming objections from the con­
sumer there are only four basic objections. 
Everything else is not a real objection. The 
four basic objections are: 1) no need, 2) no 
hurry, 3) no confidence, and 4) no money.
  I gave examples earlier of questions to ask 
to establish the need for disability income 
protection. Once the client understands that 
he needs the policy, you have overcome 
objection number 1. 
  Objection number 2 is “no hurry.” When 
your client knows he needs disability 
income protection, he will act. You have 
overcome the “no hurry” objection.
  Objection number 3 is “no confidence.” 
If you have the knowledge, your client 
will have confidence in you. It is your 
job to obtain the knowledge by reading 
the material that companies have devel­
oped for producers and by working with 
a knowledgeable brokerage agency that 
can give you all the time and support 
you need.
  Objection number 4 is “no money.” 
This is the final objection and this is when 
you ask the client, “If the company were 
to deduct x amount of dollars from your 
checking account every month, would this 
create a financial problem?” If the client 
says no, you are done! If the client says yes, 
then you state, “I am not here to create a 
financial problem, I am here to solve one.” 
(This approach only works because of its 
sincerity.) Then we work together to reduce 
the benefit and premium to something the 
client can manage.
  Every day in our office is disability 
income protection awareness day. Every 
day we are teaching, training and talking 
disability income protection to our brokers 
and to each other. It is great to be a part of 
an industry that does so much good for 
people. [EC]

  Davidson: A well-versed and motivated 
financial advisor encounters very few 
legitimate objections. We have worked 
closely with advisors whose placement 
ratio is almost 100 percent. This comes from 

understanding the needs of the client and 
the solutions that are available. Everyone 
wants what disability insurance does—our 
job is to help the client position it into their 
plan and budget. [GD]

  Gentry: I see it less as an objection and 
more of an issue of something we don’t talk 
enough about. Health agents aren’t selling 
DI, P&C agents certainly aren’t selling it, 
and most life agents don’t sell it either. 
But the truth is, none of those other types 
of insurance meet the need that DI does. 
There is a huge gap between consumers 
who need DI and those who have adequate 
coverage.
  I think the key is focusing the conversa­
tion on “protecting your paycheck.” People 
aren’t necessarily open to talking about 
disability insurance—they may not even 
know what it is. However, they will be 
open to knowing what can help them if an 
injury or illness keeps them out of work for 
an extended period of time. Life Happens 
did a survey that found that 50 percent of 
people would have financial troubles either 
immediately or within one month of not 
receiving a paycheck. That’s a crisis. We 
have the tools so that agents can help their 
clients solve this problem. Now we need to 
start using them. [CG]

  Lundquist: Some common objections 
from brokers:
  It’s too complicated, it takes too long, and 
policies are too often modified from what 
was applied for. The first thing I’d say is: 
Just because something is hard doesn’t mean for 
a second that it is any less important. The more 
brokers learn about disability insurance, 
the more policies they sell and the easier it 
becomes. They can make sure the prospect 
knows what to expect if they themselves 
know what to expect.
  Many very successful disability brokers 
that I know have made the observation: If I 
knew then what I know now I would have started 
selling disability insurance much sooner. Many 
companies today are offering multi-life 
programs on a guaranteed issue, simplified 
administration basis. Those multi-life pro­

Q In your experience, 
what are the main 

difficulties/objections 
you encounter in trying 
to market DI either to 
agents or to consumers, 
and how do you 
overcome them?
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grams can certainly make the process easier.
  Another tip is to focus on younger wage 
earners. When someone is early in his 
career, his risk of disability over the many 
years he will work until his retirement is 
much higher than an older worker who 
has fewer years of work remaining. That 
younger worker’s earnings potential is 
significantly higher than the older worker 
for whom many of his earning years are 
behind him.
  So the youngest prospect has the most 
to lose and the highest odds of losing it. 
Younger workers often have few financial 
resources to fall back on. And for younger 
workers, it is typically much easier and less 
expensive to purchase income protection.
  Other benefits to brokers besides doing 
what is right for clients: There is less com­
petition in the disability insurance mar­
ketplace and commissions are lucrative, 
especially renewals.
  Some common objections from pros-
pects: “It costs too much.” This may simply 
be a reflection of not appreciating their level 
of risk. Discuss the consequences of disabil­
ity; ask how they would pay the bills. Ask if 
they know others who have had cancer, or 
a stroke, or experienced a bad accident. Use 
the Personal Disability Quotient calculator. 
Many wage earners assume that disability 
insurance is much more expensive than it is. 
Finally, don’t forget that having something 
is better than having nothing. Help them 
get something in place that can be built on 
in later years.
  “I’m healthy.” It is certainly the case that 
a person can lower his risk of disability 
substantially by living a healthy lifestyle, 
keeping weight in line, eating right, exer­
cising and so on. In fact, a person can cut 
his risk of disability in half. But even the 
youngest, healthiest person has a risk of 
disability that is too high to ignore.
  “We can get by on our savings and (other 
sources).” Help them do some math. How 
much do they need each month to pay the 
bills? What sources of income would they 
tap into, how much would be available, and 
how long would the sources last? Finally, 
quantify the gap between needs and income 

sources. Help them learn how to best fill 
that gap.
  Also keep in mind that the average long 
term disability, once the claimant satisfies 
his elimination period, exceeds 2.5 years. 
He needs to be prepared to withstand a 
disability that can last for several years, or 
one that may even end his working career.
  Helping overcome objections is where 
stories and passion come most into play. 
Telling stories about others who have expe­
rienced disability and especially getting 
clients to talk about people they know who 
have experienced illnesses or injuries can 
certainly help. Many people don’t think 
they know anyone who was “disabled,” 
but when asked if they know someone who 
has had cancer, a stroke, or even chronic 
back pain, most everyone will say yes. Our 
Council for Disability Awareness research 
demonstrates that when an individual 
knows someone who has experienced a 
disability, they think their own risk of dis­
ability is higher.
  Perseverance counts. Keep asking, keep 
reminding. As any successful salesperson 
can attest, the sale is very often made after 
many attempts. [BL]

  Petersen: The DI industry has done a 
great job of educating insurance profes­
sionals that disability insurance is cash 
flow. More life insurance is sold for asset 
protection than for a “need for cash.” 
When insurance professionals who speak 
about assets as things that are important 
to insure realize that disability insurance 
is asset protection, then they begin to 
include it in their day-to-day sales. The 
same perception applies to the end buyers, 
too. People don’t visualize losing income 
as easily as losing a house, keeping kids 
in school, wrecking a car, etc. A long 
term disability will result in the same 
liquidation of those assets if they are not 
protected by disability insurance. We must 
do a paradigm shift in thinking about what 
disability insurance truly is. It is asset 
protection! [TP]

  Petsche: The biggest obstacle we have to 

overcome with both brokers and consumers 
is the perception that “disability will not 
happen to me.” The best way to overcome 
this objection is by telling emotional and 
motivating stories about our experiences 
dealing with what happens to individuals 
with and without disability insurance. Also, 
show the law of averages that relates to 
disability, because the odds are not in their 
favor. [TP]

  Phillips: The biggest hurdles, in my 
experience, have been cost, recognition of 
exposure, and perception of the underwrit­
ing process.
  Cost is the major objection to many insur­
ance sales. I’ve found that if the advisor gets 
the client to focus on the amount of annual 
and total payouts the DI plan could provide 
in the event of a claim, it helps. For instance, 
for a 40-year-old business owner who is 
considering a $5,000 monthly benefit, stress 
that this is $60,000 per year; and that the total 
potential payout to age 65 is $1.5 million. In 
that context, the premium relative to the 
benefits provided is perceived as much less 
than if presented monthly.
  Statistics abound that provide the reali­
ties of the exposure an income earner has 
to a disability. The Council on Disability 
Awareness has information available to 
help point out this exposure, as does the 
Life Happens site, www.lifehappens.org.
  The facts are that the DI underwriting 
process can be involved and tedious. 
Accurately pre-screening the client as 
well as detailing the process and the rea­
sons behind the scrutiny involved must 
be explained to the client. The amount 
of potential benefits requires a process 
that allows carriers to mitigate their own 
exposures.
  But within that framework a number of 
carriers have come out with a simplified 
underwriting process that can be less 
invasive for clients up to a certain age and 
benefit amount. Exploring that process for 
the client’s particular situation can be an 
effective way to cut the time and consider­
ation involved. [RP]
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  Kenneth A. Bloch, CLU, is president of The 
Bloch Agency. He began his career as an under-
writer and then a group product sales representa-
tive and sales manager. He became the manager of 
the Charlotte, NC individual DI brokerage office 
for a major carrier in 1983 and continued in this 
role until 1996.
  Since 1996, Bloch has been active in The Plus 
Group, having served as the president of the orga-
nization. He is a frequent speaker at regional and 
national conferences and has published several 
articles in insurance trade magazines and The 
Charlotte Observer. In 2007, he was awarded 
the Financial Advisor of the Year Award by the 
Charlotte Association of Insurance and Financial 
Advisors.
  Bloch can be reached at The Bloch Agency, 
5950 Fairview Road, Suite 225, Charlotte, NC 
28210. Telephone: 704-643-0999. Email: ken@
plusgroupnc.com.

  After receiving a BS degree from Ohio State 
University in 1962, Eugene Cohen began his 
insurance industry career in Cleveland, OH, with 
a company that specialized in disability income 
protection.
  In 1981, when the company he had represented 
for nearly 20 years exited the disability market, 
Cohen founded the Eugene Cohen Insurance 
Agency, Inc., which specializes in disability, life 
and long term care insurance; fixed annuities; 
and impaired risk cases. The agency is a member 
of LifeMark Partners and NAILBA, as well as a 
founding member of The Plus Group.
  Cohen was named the 2009 recipient of the W. 
Harold Petersen Lifetime Achievement Award 
from the International DI Society.
  Cohen can be reached at the Eugene Cohen 
Insurance Agency, Inc., 9933 Lawler Avenue, 
#140, Skokie, IL 60077. Telephone: 800-333-4340. 
Website: www.cohenagency.com.

  George G. Davidson, CLU, ChFC, RHU, 
CLTC, DIA, is a nationally recognized expert on 
the design and implementation of insured income 
protection strategies.
  Davidson entered the financial services industry 
with The Equitable in 1982 and joined Provident 
Life & Accident in 1984. In 1995 he founded 
SecuraDI Consultants, which is now recognized 
as one of the nation’s leading disability insurance 
brokerage organizations.

  Davidson is a founding partner and current 
board member of The Plus Group. He is also 
a founding member of the International DI 
Society. He was recently presented the W.H. 
Petersen Lifetime Achievement Award from the 
International DI Society. Davidson is a member 
of the National Association of Insurance and 
Financial Advisors, National Association of Health 
Underwriters, Association of Health Insurance 
Advisors, and the Society of Financial Services 
Professionals, having served the Minneapolis/St. 
Paul chapter as president.
  Davidson can be reached at Secura  Consultants, 
6465 Wayzata Boulevard, Suite 920, Minneapolis, 
MN 55426. Telephone: 952-224-5400. Website: 
www.securaconsultants.com.

  Cindy V. Gentry, CLU, ChFC, LUTCF, is the 
current chair of the nonprofit organization Life 
Happens, which coordinates Disability Insurance 
Awareness Month. She is president of BBA Life 
Brokerage, based in Corpus Christ, TX.
  Gentry served as education chair of the National 
Association of Independent Life Brokerage 
Agencies, going on to the board in 2000, on 
the executive committee in 2001, and served as 
chairman of NAILBA in 2004. In 2007 she was 
presented with the inaugural NAILBA Education 
Excellence Award.
  Gentry can be reached at BBA Life Brokerage 
Agency, PC, 4838 Holly Road, Suite 102, Corpus 
Christi, TX 78411. Telephone: 800-747-4445 or 
361-993-3820. Email: cindyg@bbalife.com.

  Barry Lundquist is president of the Council 
for Disability Awareness (CDA). His professional 
background includes more than 30 years of insur-
ance industry experience in underwriting, sales 
and senior executive management roles at Paul 
Revere, Provident and Unum.
  Lundquist can be reached by email at barry-
lundquist@disabilitycouncil.org.

  Thomas R. Petersen, MBA, RHU, HIA, 
FLMI, DABFE, ALHC, CFE, CHS-III, LPRT, 
is a senior partner of Petersen International 
Underwriters, a large underwriting firm spe-
cializing in disability coverage through Lloyds of 
London. Their product line includes excess and 
special disability insurance needs, international 
medical insurance, kidnap ransom coverage, and 
numerous other specialty lines.

  Petersen has written numerous articles and 
coauthored several books. A frequent speaker at 
local, state and national insurance organizations, 
he is a founding member and on the board of 
directors of the International DI Society.
  Petersen earned his bachelor’s degree from 
California State University, Northridge, and his 
MBA in international business at Pepperdine 
University.
  Petersen can be reached at Petersen International 
Underwriters, 23929 Valencia Boulevard, Suite 
215, Valencia, CA 91355. Telephone: 800-345-
8816. Email: tom@piu.org. Website: www.
piu.org.

  Thomas Petsche, Sr., CLU, ChFC, RHU, is 
president of Brokerage Solutions, which specializes 
in long term care and disability income insurance 
for groups and individuals. Formerly a high school 
teacher and coach, he is a 35-plus year veteran of 
the insurance industry and for many years was a 
DI instructor with LUTC.
  Petsche is president of the International DI 
Society and a past president of the National Society 
of Financial Services Professionals.
  Petsche can be reached at Brokerage Solutions, 
3979 Park Towne Court Northeast, Cedar Rapids, 
IA 52402. Telephone: 319-393-9410. Email: tom@
brokeragesolutionsinc.com.

  Raymond J. Phillips, Jr., CLU, LTCP, is 
president of The Brokers Source, Ltd./Plus Group 
Pennsylvania, a full-service, independent insur-
ance brokerage firm.
  Immediate past chairman of the National 
Association of Independent Life Brokerage 
Agencies (NAILBA), Phillips is past president of 
the Pittsburgh Chapter of National Association of 
Insurance and Financial Advisors, the Pittsburgh 
Association of Health Underwriters and the 
Society of Underwriting Brokers (SUB Centers). 
He has served on the board of the Pittsburgh 
chapter of the Society of Financial Service Profes
sionals and is a member of the International DI 
Society, The Plus Group, The Marketing Alliance, 
SUB Centers, and the Pittsburgh Estate Planning 
Council.
  Phillips can be reached at The  Brokers 
Source, Ltd., One Forestwood Drive, Suite 111, 
Pittsburgh, PA 15237. Telephone: 412 847-0770. 
Email: rphillips@brokerssource.com.
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