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This conference will explore the 
impact of technology on our 
businesses and the industry, and 
how we respond to the changes—
dynamic, challenging, but also 
creating new opportunities. Our 
speakers include some of the 
best innovators in the industry. 
You have read about their 
organizations; now, come and 
meet some of their leaders. 

“The best way to predict the future is to invent it,” 
says keynote speaker, Paul Carroll, CEO of Insurance 
Thought Leadership. In his opening keynote presentation, 
“Pathway to Transformation,” Paul will set the tone 
for the meeting and make his case for why the industry 
must start living by the rules of Silicon Valley. Carroll is 
a Pulitzer Prize-nominated, former reporter and editor 
with The Wall Street Journal and has written five acclaimed 

books on technology and innovation. 

Other program highlights include:
Insurance 2030 – In session 1 of a two part conversation 
thread, Gregory Bailey, Co-Founder and CEO of Denim™ 
and General Partner at Insure.VC, will offer his thoughts 
on the current state of insurance innovation.  In session 2, 
Bailey will be joined by investors to discuss forces shaping 
the future of insurance marketing and distribution.

“Disruptors” Panel: Hear from some of the players transforming the 
industry…by being consumer-centric, nimble and adopters of new 
technologies. We will hear from team leaders at Oscar,  Figo, BOLT 
and MyLifeProtected about their approach to marketing, distribution, 
the customer experience, and how new technologies are driving their 
businesses.

Big Data and 
Customer 
Centricity

How to Make 
the Most of 
PIMA

LegaLink11 14 17

In This Issue

Lourdes, France  
May 2016

While on the Order 
of Malta pilgrimage 
in Lourdes, France, 
Mona reminded 
me it’s time for my 
ConnXions column.

The Order of Malta (or Knights of Malta) 
was founded 900+ years ago in the medieval 
ages as a then modern day Red Cross helping 
wounded Crusaders and sick pilgrims on 
their way to the Holy Land.  The organization 
continues its mission today by working with 
the sick and disabled. My west coast chapter 
takes about 50 Malades, the French word for 
sick person, plus their care givers to Lourdes, 
France every year where we take them 
through a weeklong experience.  Our sick 
guests are normally chronically or terminally 
ill.  Lourdes is a place of healing where 
pilgrims convene from around the world 
bringing their sick.

The goal is not for all to be physically cured 
but, by going through this experience, the 
Malades frequently become more accepting 
of their condition, and through this 
acceptance, frequently feel physically and 
emotionally better.  For me working with 
our Malades, I’m reminded that my worst 
business problems are not even on the radar 
screen of what our sick and disabled have to 
deal with on a daily basis.

How does this tie into insurance and our 
business? The sick and disabled and their 
families are who our insurance policies help 
in their great time of need--the motorcycle 
accident or partially opened parachute that 
cause disabling conditions, or the cancer 
or MS, were not anticipated when these 
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The PIMA Board 
recently held a 
Planning Session 
to assess where 
PIMA is headed—
and what our 
membership and 
PIMA may look 

like—in 2020. As part of that effort 
some Voting Members were surveyed 
about the key challenges faced in 
the next three years. Changes in the 
marketplace, in distribution business 
models, regulatory issues, technology, 
and new types of entities in our space, 
were among the issues identified. The 
Board views the new players in our 
space less as disrupters and more as 
the new reality—with potential new 
business partnership opportunities. 
At that meeting, the Board also 
confirmed that Affinity Benefits 
Providers, i.e. those providing non-
insurance products & benefits, are a 
key part of our community. So, PIMA 
will move forward with distinguishing 
them in our membership types in 
2017 (note: currently they are in our 
Business Partner category).

PIMA’s Going Public!
Now that I have your attention…one 
of our new strategies, to embrace 
and welcome new partners to our 
community, is to create a Public 
LinkedIn Group “PIMA-Affinity 
Benefits Market”. The goal is to 
increase our brand awareness and 
ultimately, to help those entering our 
space, to find us. (We will retain our 
Members-Only Group for community 
sharing and chat.) 

We hope that you will help us in our 
outreach effort. If there is someone 
or an organization that you think 
might find value at PIMA, and be of 
value to our members,  please  invite 
them to our MidYear Meeting. (You 
can forward our meeting blasts along 
or let us know and we will get them a 
brochure and invitation.)

For a Regulatory update, see LegalLink 
in this issue. Our outreach efforts to 
various DOIs has begun.

Mona Buckley, CEO,
mona@pima-assn.org
817-569-PIMA (7462)
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Malades were healthy. Insurance helps some people pay for the medical care 
that cures them, and others may not be curable by medical care, but insurance 
helps them and their families be in a better situation than they would otherwise 
be by covering expenses, or providing an income, or a safety net after the loss of 
a loved one.

Only a relatively few sick and disabled persons are fortunate enough to be 
selected to go on a pilgrimage to Lourdes.  But all need the benefits afforded by 
insurance.  Our insurance business helps millions of sick and disabled people 
and surviving families in their great time of need.  We, through the policies we 
sell, really do help people live better lives.

Finally, your PIMA Board recently met for two half days at my office with the 
goal of ensuring we have a common vision for PIMA 2020. We know that our 
business environment is changing and we need to change with it. To that 
end, I look forward to hosting our PIMA community, and newcomers to our 
community, in my home state at our July meeting. See the article in this issue 
for more on the content.  If you haven’t already, I invite you to register today.

Mark Kelsey, President 
Kelsey National Corporation
healthinsurance.com
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PIMA has begun conversations with 
various Departments of Insurance. 
We are pleased to have the Maryland 
Insurance Commissioner join us at 
this meeting.  Alfred Redmer, Jr. is 
also a member of the NAIC Executive 
Committee and will share updates 
and his perspective on the current 
regulatory environment.

Closing Keynote 
speaker Ken Greer, 
CMO of Augeo 
Marketing—one of 
the leading loyalty 
firms in North 
America—will 
present “Consumer 

Brand Loyalty Today.” He will address 
what drives brand loyalty now, in the 

world of points, rewards, and new 
competition.

PIMA’s 2015 Marketing Methods 
Competition winners will be 
announced and entries displayed. 
Learn about successful strategies 
and tactics from the winners of these 
prestigious awards. 

Our growing Trade Show will 
complement the program with a 
variety of current and future  
resource partners. 

Our MidYear Meeting chairs Kathie 
Kinde Clark of USI Affinity, Doug 
Gahagan of Axon Affinity, and 
Sean Sullivan of HealthNetwork 
have worked hard to develop a 

program that will deliver valuable 
information. Plan to attend and 
register today. 

The early bird registration and 
housing deadline is June 10.  

2016 MidYear Meeting (Continued from page 1)
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For 60 years, New York Life  has been providing  

association marketplace. 
As a recognized leader in this industry, New York Life has specialized 
in servicing the needs of the Broker and TPA Community. Using our 
product innovation, focus on technology, and hands-on customer 

needs of your clients and their families. 

We have access to a diverse product portfolio including Life; AD&D; 
Disability Income; Business Overhead Expense; and Hospital 
Indemnity, which are backed by the highest possible ratings for 

Let’s meet today to discuss how we can work together to help 

Call us to get started.

Dan O’Brien
Vice President
Sales & Marketing 
914.846.3345 
dobrien@newyorklife.com

Gabe Cabrera
Corporate Vice President
Sales 
914.846.4057 
gcabrera@newyorklife.com

* Source: Third-Party Ratings Reports: A.M. Best A++, Moody’s Aaa, Standard & Poor’s AA+, and Fitch AAA as of 8/11/15.

© 2016 New York Life Insurance Company 
51 Madison Avenue, New York, NY 10010  
AR05458.RB.0213 SMRU1651882 (Exp. 06.30.2017)

This is a  
relationship  
you can count on. 
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In the world of insurance, one size does not fit all. That’s why 
Alliant Insurance Services offers a comprehensive portfolio 
of insurance products and administration services designed 
to fit your needs. It’s a tailored approach that will keep your 
bottom line looking sharp. 

n Property and Casualty
n Employee Benefits Consulting
n Voluntary Benefits Administration
n COBRA Administration
n Workers’ Compensation
n Financial Products and Services 
n Association/Union Benefit Administration

David Hudon 
203 568 8229
DHudon@alliant.com

Insurance with a custom fit.

High Value Communications Driven By Data Management 
By Tom McCaully

Data management 
is the precious 
commodity that 
drives it all.  
Challenges around 
data erosion 
can increase by 

maintaining separate physical 
(address) and digital (online) customer 
profiles that get out of synch. The 
threat of data erosion is everywhere 
with self-enrollments, online 
communications, agent networks, 
claims and customer service and more. 
Coordination and collaboration across 
the enterprise where customer data 
must be consolidated, cleansed and 
access simplified, is critical.

Today’s communications strategies 
are as challenging as ever. Trying to 

reach your current customers and 
connecting with new ones can take 
several different paths in multiple 
channels. Plus, competition looks 
very different as well, with the likes of 
Walmart and Overstock.com entering 
the insurance market. With everything 
on the web, plus new competitors, 
you need to compete in a wider 
landscape with an even wider arsenal 
of marketing tools.

Here are three things to consider 
when seeking high-performing 
strategies to connect with 
prospects and policyholders in 
today’s complex environment.

1. Excel at data management. 
2. Leverage location.
3. Maximize budget.

Data management for most 
organizations starts at a fairly basic 
level—the address.  But the address 
itself can be a very complex and 
dynamic set of data points. When 
aggregated with other internal and 
external research, addressability can 
provide insight on market activity, 
population and demographic shifts. 
Keeping bad addresses out of your 
databases helps stop the cycle of data 
erosion across the enterprise thereby 
strengthening your CRM system.  

Location by far is the single biggest 
game changer in today’s world. 
Location is not defined anymore 
just by a physical address, but 
it encompasses ANYWHERE a 
customer or prospect might be at 
ANY given time.

Continued on page 7
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WE SEE THE POSSIBILITIES

To learn more about The Hartford, contact:
Susan Hussar 703.642.4826  susan.hussar@thehartford.com
Greg Pihl 860.547.2483  gregory.pihl@thehartford.com
Or Visit: www.thehartford.com/association

The Hartford1 has over 50 years of Direct Marketing 
experience in the Association Marketplace.
              Let us help you deliver results

                       ◆ Increase Annual Sales

                       ◆ Improve Profit Margins

                       ◆ Reduce Marketing Expenses

              Providing strategic marketing solutions

                       ✔ Marketing Plan Development

                         ✔ Retention & Cross-sell Strategies

                         ✔ Modeling and Analytics

                         ✔ Web Development

                         ✔ Online Enrollment

                         ✔ Direct Mail Print Production  

                         ✔ Dedicated Account 

                       Service Team

© 2016 The Hartford     PIMA-N16R

1 The Hartford® is The Hartford Financial Services Group, Inc. and its subsidiaries, including issuing companies Hartford Life Insurance Company and Hartford Life and Accident Insurance Company. Policies sold in New York
are underwritten by Hartford Life Insurance Company. Home Office of both companies is Hartford, CT 06155

PIMA-N16R pima newsletter ad.qxp  4/8/16  2:09 PM  Page 1
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How can you use both offline and online 
locations? Adding digital to even your high-
value communications can make a significant 
difference. Direct mail and digital campaigns can 
give you 100% visibility into campaigns and data. 
However, the challenge for many organizations is 
that though they have implemented new digital 
channels, they have kept them apart from the 
traditional marketing channels, both technically 
and organizationally. Connect them for a full 360 
View of the Customer.

What is important to ask yourself is---
Are you getting the best from your online and offline 
data?
Are you getting the most out of a name?

The big news is that the combination of data 
management through addressability, mixed with 
digital and traditional media, enables you to take 
your communications to a hyper-local, personalized 
level thereby giving your ROI a lift. Plus it 
maximizes budget and efficiencies.

There are more ways than ever to get the right 
message to the right person at the right time in the 
right place. Take your message to the next level and 
connect faster!

GrayHair is a data management company that 
offers Strategy, Software as a Service Platforms, and 
Digital/Mobile Touchpoints for organizations who 
want to improve their communications, maximize 
their omni-channel marketing efforts and gain 
control of marketing operations. 

Tom McCaully CEO/Founding Partner of GrayHair 
Software, a valuable partner in developing and 
executing data management strategies for global 
insurance, financial services, and other organizations. 
tmccaully@grayhairsoftware.com 
grayhairsoftware.com

INNOVATION,
SERVICE,
RESULTS!
Mercer Consumer colleagues remain 
dedicated to providing our clients 
and constituents with the creativity, 
strategy and exceptional customer 
service needed for success in 
today’s marketplace.

For more information, contact Mark Brostowitz
312-627-6755 / mark.brostowitz@mercer.com

www.mercer.com  |  Mercer Consumer, a service of 
Mercer Health & Benefits Administration LLC

AR Ins. Lic. #100102691  |  CA Ins. Lic. #OG39709
in CA d/b/a Mercer Health & Benefits 

Insurance Services LLC

High Value Communications  
(Continued from page 5)



8

WHAT MAKES US DIFFERENT IS OUR

TO THE SUCCESS OF OUR CLIENTS.

COMMITMENT

That’s why we focus on developing, distributing and 
administering a diverse set of specialty benefit products. 
Allowing you to deliver more solutions and create new  
revenue streams without extra overhead. And to help 
you provide even more value to your customers, we 
provide you with the industry intelligence to be not  
only their benefit consultant, but their problem solver. 
Just some of the competitive advantages you get with  
AmWINS Group Benefits.

SPECIALIZING IN GIVING YOU MORE.
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Grapevine
Nexus Direct has announced the 
addition of Meg Dawes as Vice 
President of Strategic Services. In 
addition to this key appointment, 
current employees Ashley Gundlach 
and Kristi Rinck have been promoted 
to Associate Vice President of 
Client Services and Associate Vice 
President of Production and Data 
Services, respectively. Dawes comes 
to Nexus Direct with over 25 years of 
direct marketing experience, having 
held strategic roles in everything 
from sales and account services to 
production, business development, 
and marketing strategy. Dawes will 
focus on providing outstanding 
service in all client relationships while 
contributing to the agency’s strategic 
planning of client programs, business 
development, team building, and 
process improvement.

“I’m excited and honored to be 
surrounded by such a talented team 
of true entrepreneurial business 
leaders,” said Suzanne Cole Nowers, 
Nexus Direct’s CEO. “With their 
leadership, we will continue to deliver 
extraordinary results for our clients…
domestically and abroad.”  Nexus 
Direct is an independent, full-service 
direct marketing agency with a broad 
range of corporate, political, national 
association, and nonprofit clients. 
Founded by Nowers in 2004, Nexus 
Direct is Virginia Beach based with 
offices in London and Amsterdam. 
It is a nationally certified Women’s 
Business Enterprise and has been 
named three times to the Inc. 5000 
list of “America’s Fastest-Growing 
Companies”, has been recognized on 
four Top Business Lists nationally and 
statewide by DiversityBusiness.com, 
and named as a Top 100 Agency by the 
Agency Post in 2013.  
www.nexusdirect.com

John F. Breyer, CLU has joined 
The Guardian Specialty Markets 
Team as a National Affinity Sales 
Consultant.  Responsibilities will 
include providing member benefit 
solutions through Guardian’s multiple 
Specialty Markets group insurance 
distribution channels.  John’s 
main focus will be in the Specialty 
Markets Affinity/Association Vertical.  
Additional areas of distribution 
concentration will include; Private 
Exchange, Heath Care Provider 
Partnerships, PEOs, TPA, Private 
Label, Dental and General Agent 
Channels.  John will report to Bob 
Neil, Guardian Practice Leader – 
Specialty Markets. 

Fairmont Specialty has rebranded 
as Crum & Forster, Accident & 
Health. With approximately $2 billion 
in gross written premium, Crum & 
Forster has taken steps to consolidate 
several trade names into one unified 
brand.  Crum & Forster offers a 
unique variety of insurance and 
reinsurance products both nationwide 
and internationally and believes this 
will increase awareness to the breadth 
of products and services available 
throughout the organization. Crum 
& Forster also recently announced 
that David Butterfield has joined the 
leadership team as Vice President of 
Affinity Markets. David’s extensive 
background in group benefits and 
affinity distribution will contribute 
to C&F’s expansion into the affinity 
space which will include products 
such as AD&D, dental, vision, critical 
illness, accident medical, hospital 
indemnity, accident disability, etc.  
The primary target market will 
be homogenous and professional 
associations, unions and financial 
institutions. 

PIMA member Afinium, based in 
London, recently won the prestigious 
Queen’s Award for Enterprise. The 
award is based on financial criteria 
that include outstanding growth in 
overseas sales as well as an innovative 
product or service that has shown 
“outstanding commercial success as 
a result of innovation over 2 years.” 
The awards are presented at a Royal 
reception at Buckingham Palace, 
hosted by Her Majesty The Queen.

Matthew Hooper, Afinium CEO said, 
“We could not be more delighted to 
be a recipient of this award.” Afinium 
Ltd is a cloud based technology 
business that offers multi-channel 
sales and enrollment platforms that 
emulate and improve on face-to-face 
selling of highly regulated insurance 
and financial services products. It 
currently licenses its ‘Stream’ product 
to Fortune 100 Insurance companies 
in North America, and is rolling out 
internationally. For more information, 
contact Jim Ouimet, President, U.S. 
Marketing and Sales at Jim.Ouimet@
Afinium.com or 215-862-3080.
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Connections That Can Make A Difference
You’re connected to a global family of companies and a network of support unlike any other 
with Transamerica. So wherever your company wants to go next, Transamerica has the 
resources to help get you there.

We work with brokers, consultants, third party administrators and managing general 
underwriters who are leaders in their respective affinity distribution markets such as: 
associations, banks, credit unions, employers, educational institutions, government entities, 
Taft-Hartley clients, unions, travel agencies and other sponsoring group clients. Products 
include group life, health, and accident insurance coverage, supplemental medical for 
executives, group retiree health, Medicare Supplement and Medicare prescription drug plans, 

travel insurance and related products.

800.229.6565  |  www.TransamericaAffinity.com

Name: TA PIMA Ad 
Size: 7.5”w x 10”h
Ink: 4C/0 (CMYK)

AT 1454981

Where do you 
          want to go?
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By now you must 
have heard the term 
“Big Data” because 
the conversations 
have been taking 
place for years. 
However, the reality 
is even with all the 

talk and the forecasts of “Big Data” 
being the future of marketing, there 
are very few organizations in the 
insurance space that have adapted 
it as their way of controlling the 
customer experience.

Gone are the days of basing your 
strategies on historical information 
alone — now you must intimately 
know and anticipate the behaviors and 
preferences of your customers in order 
to meet their expectations, deepen 
those relationships, and ultimately 
increase retention and grow your 
revenue. The time for complete 
customer centricity has arrived.  
You know this to be true, as you’ve 
likely experienced the shift in your 
own world and complimented it to 
yourself when done well. Think about 
the last time you called a customer 
service line and were recognized by 
your phone number, allowing you 
to skip the initial steps of stating all 
your personal information. Or when 
you received an email reminder about 
renewing your insurance policy that 
included a side-by-side comparison of 
your current policy to the additional 
benefits of next best option, instead 
of receiving a less personalized mass 
message reviewing all your options. 
We’ve all had these positive and 
impressionable brand interactions 
that have made the road through our 
purchase journey easier.

On the other hand, you’ve likely also 
had frustrating experiences — like 
when you’ve been a credit card holder 
with the same company for years, 
and they still prompt the call with 
the option to continue in another 
language … despite not doing so 
even once in your 10+ years as a 

customer. Or perhaps they make you 
jump through hoops because you 
don’t have your account information 
right in front of you, and it seems 
like it takes forever before you can 
actually — dare I say — “speak to a 
representative.” 

These poor experiences most often 
lead you and other consumers to 
believe that the organization is out of 
touch and can’t be trusted to provide 
a product or service that is right for 
you. Honestly, how 
could they? And if 
they don’t know 
who you are, what 
you’re interested 
in, and how to 
best engage with 
you, then you’ll 
likely look for the 
company that 
can because, rest 
assured, one out 
there will have made it their business 
to know you best.

Now being among the organizations 
that “get it” is easier said than done, 
we know. Almost all of the public 
companies, private companies, 
associations, political organizations, 
and not-for-profit organizations 
that we work with, speak with, and 
collaborate with struggle with the 
question of how to migrate to a “Big 
Data” environment for one of a few 
reasons. 

1. IT and Marketing are not 
connected, and IT controls the 
website.

2. The database group, the analytics 
group, and the outbound marketing 
groups work in silos.

3. The inbound call center doesn’t 
have live access to the customer 
and prospect database.

4. The inbound customer service 
group or department isn’t aware of 
marketing efforts.

5. The automated attendant software 
doesn’t have the technology 
needed to recognize a customer.

6. The website isn’t connected to  
the CRM.

Do any of these sound familiar? 
These are, and always have been, the 
leading obstacles to moving toward a 
more engaged relationship with your 
customers — but don’t let them be the 
stopping point. 

You don’t have to turn off a giant 
switch and turn on another to convert 
to data technology that enables 
ongoing personalized and relevant 
customer contact. You can take 
this on one step at a time. Do what 
makes the most sense now — don’t 
wait for approval of a larger plan or 
you will risk giving your customers 
a reason to stop doing business 
with you. They expect speed and 
convenience, and if you cannot 
recognize them, the nature of your 
relationship and their history with 
you, let alone anticipate their future 
needs, they will go elsewhere. “Big 
Data” is not so “big” if you approach it 
in small steps.

Meg Dawes, Vice President of Strategic 
Services at Nexus Direct, an independent, 
full-service direct marketing agency. 
mdawes@nexusdirect.com 
nexusdirect.com 

“Big Data” and Customer Centricity:  
 Start Small or Risk Not Starting at All 
 By Meg Dawes
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New Members
Please welcome the following 
new PIMA members (VM 
= Voting Member):

New Agencies
Government Employees’ Benefits 
Association, Inc. (GEBA)

Michele Rackey (VM), 
Executive Director
michele@geba.com

Rita Ormasa, Director of Marketing
rita@geba.com 

Greg Klingler, Director of 
Products & Member Services
greg@geba.com 

Darren Petrovitch, 
Director of Systems
darren@geba.com 

Dennis McGinley, Director 
of Accounting 
dennis@geba.com 

HSB Associates, Inc.

Paul Henault (VM), 
Senior Vice President 
paul_henault@hsb.com 

Jed Usich III, Vice President 
jed_usich@hsb.com 

William MacKay Heckles, President
w_mackay_heckles@hsb.com 

Lucia Pizzonia-Shaskus, AVP
lucia_pizzonia_shaskus@hsb.com 

Roberta O’Brien, SVP & 
Deputy General Counsel 
roberta_obrien@hsb.com 

LeClair Group

Richard Lett (VM), CEO
richard.lett@leclairgroup.com 

Brian LeClair, President & COO
brian.leclair@leclairgroup.com 

Margaret Lett, Principal 
margaret.lett@leclairgroup.com 

Dan Kruegar, Senior Developer
dan.kruegar@leclairgroup.com 

Yeng Lor, Marketing Director 
yeng.lor@leclairgroup.com 

MarketPlace Group

Scott Williams (VM), President 
scott.ltc.williams@gmail.com 

WAEPA

Shane Canfield (VM), CEO
scanfield@waepa.org 

Anthony Zerante, 
Operations Manager
tzerante@waepa.org 

New Business Partners
Epoq Legal

Clifford Cohen (VM), Business 
Development Director 
clifford@epoqlegal.com 

Grahame Cohen, CEO  of 
North America 
grahame@epoq.co.uk 

SingleCare

Darcey Schoenebeck (VM), 
EVP Business Development
darcey@singlecare.com 

David Slepak, Director Field Sales
dslepak@singlecare.com 

Rick Bates, CEO
rick@singlecare.com 

West Monroe Partners

Lou Brothers (VM), Senior Manager
lbrothers@westmonroepartners.com 

Carrie Camino, Director
ccamino@westmonroepartners.com 

Steven Waldrop, Director 
swaldrop@westmonroepartners.com  

Steve Regester, Senior Consultant 
sregester@westmonroepartners.com  

Prospective 
Members
Help us recruit 
these members!

Security Life Insurance 
Company of America

Ted Williams, Regional Vice 
President, Strategic Partnerships
ted.williams@securitylife.com 

Farmers Union Insurance

Kevin Ressler, VP 
Marketing and Sales
Kevin.ressler@fumic.com 

Pinnacle Financial Services

Ted J. Key, National Business Director
tedk@pfslink-e.com 
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Kevin Garvin
President, Affinity - North America
Arthur J. Gallagher & Co.
630 285 3802For more information, visit: www.gallagher-affinity.com

Partnership marketing and sales  

Association management services

Turnkey program and 
marketing administration

- Professional liability

- Turnkey administration services for nonprofits

- Personal and commercial insurance affinity programs
- Non insurance member benefit programs

Gallagher A�nity

Voya Affinity Group stands committed to providing superior customer service.

Voya.com 

Insurance products provided by ReliaStar Life Insurance Company, a member of the Voya® family of companies. 
©2016 Voya Services Company. All rights reserved. CN0122-21385-0117

174045-02/08/2016

Plan, invest and protect with Voya Financial®

We are redefining  
what it means to 
prepare for retirement.



14

How to Make the Most of PIMA

For 40 years, the Professional Insurance Marketing Association has served as the 
association for the leaders in the affinity benefits industry—serving associations, 
employers, financial institutions and other affinity groups. PIMA is Where Affinity 
Business Grows. Just ask any long-time member—and even the newer ones. PIMA  
is where relationships are developed, deals are struck, and best practices learned.

How to maximize membership? Here are four key ways:

1. Attend Our Twice-Yearly Conferences 
PIMA’s meetings provide invaluable exposure to expert Thought Leaders and 
a forum of friendly C-suite and senior executives. Our program content is also 
known for providing industry insights & trends. Reach out before attending, and 
on-site, and discover a helpful community of leaders interested in deal-making 
to develop business. PIMA members like to do business with other members, 
who know our industry.  At PIMA, “Networking Means Business”. 
 
Reach out in between meetings with prospective ‘business partners’—or for re-
ferral to the right person in their organization. Note: PIMA members refer within 
our community, even if they aren’t a potential business partner for you.

2. Engage With PIMA’s LinkedIn Group  
Explore common interests and exchange ideas, research and expertise with your 
peers. It’s an ideal way to continue conversations and to stay in touch with other 
members in-between meetings. Note: Sales pitches are not encouraged—sharing 
of information, resources, expertise is the standard.

3. Write a White Paper or Article for Publication on our Website or 
in our Newsletter 
Share your organization’s expertise and help establish your organization as a 
Thought Leader in the industry. Go to the Resources and Publications tabs of 
our Website www.pima-assn.org for more information (and to find useful re-
sources that other members have shared).

4. Take Advantage of Member Resources  
PIMA provides an online TPA Compliance Manual and an Advertising Compli-
ance Manual, White Papers, a searchable online Directory (by product/service 
and/or name)—and recent industry surveys that you won’t find elsewhere that 
are available only to Members. Our meetings and newsletter keep members ap-
prised of new and hot button issues in the regulatory field.

How to Make the Most  
of PIMA Membership

Be part of the conversation, be active in the community.
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Aon Affinity thanks the  
Professional Insurance  
Marketing Association  
for its commitment to the 
affinity benefits industry

Aon has brought together a network of practitioners 

across the world to embark on the next generation of 

service to our clients. We use a combination of direct 

marketing, face to face sales, e-commerce and social 

media to match customers and their needs with the  

right solution. Proud to be a PIMA member since 1975.

1.800.842.4084  |  www.aon.com/affinity

© 2015

© 2016 ARAG North America, Inc. 431214_0416

ARAG. Legal Insurance. Dive into Life.

Explore New Market 

Opportunities

Partner with ARAG® to o� er the top performing legal insurance designed around a credentialed attorney 

network to help you explore new market opportunities. We provide a quick onramp to a new generation 

of legal products and services, including identity the�  protection, with proven market readiness. This 

fuels a sustainable advantage  for you – and access to a� ordable legal counsel for your customers.

Learn more at www.ARAGlegal.com or call 800-758-2860.

431214_PIMA Newsletter Half Page Ad _ARAG_0416.indd   1 3/31/2016   8:11:11 AM
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AIG Benefit Solutions

Call 1-877-800-8691 ext. 2

Coverages underwritten by The United States Life Insurance Company in the City of New York.

© 2016. All rights reserved. AG11175 (05/15) REV

Increase your member email list and website ROI with member-friendly 
online enrollment/application for solid, economical coverage.

Connect with members
where members are connecting – online

Turnkey e-marketing

Full spectrum of coverage:

•  Term Life, Joint Term Life, 50-Plus Term Life,  
10-year and 20-year Level Term Life

• Accidental Death & Dismemberment 

•  Disability – Short-term, Long-term,  
Business Overhead

• Hospital Accident

• Hospital Indemnity 

• Comprehensive Accident

• Others available upon request
Plans may vary or may not be available in all states.

Better results, more satisfied members
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LegaLink
The NAIC has been very active since 
our last newsletter.  They held a 
national meeting in April and they 
have had conference calls at least once 
a week to discuss health insurance 
issues.  The good news is that the 
regulation of the Group market is not 
presently on their agenda.  The NAIC’s 
Regulatory Framework Task Force 
did not take any action on the Group 
Health Insurance Standards Model Act 
at its last meeting. It is unlikely that 
any action will occur until after the 
Task Force completes work on either 
minimum standards or the pharmacy 
benefit manager model.

So much for the good news because 
the NAIC has been very active on 
several other issues include product 
standards for hospital indemnity, fixed 
indemnity, accident only, specified 
disease, disability income and short-
term limited duration coverage as 
well as cybersecurity.  These issues, 
however, were not discussed at the 
NAIC annual meeting.  Instead the 
NAIC formed a new subgroup, the 
Accident and Sickness Minimum 
Standards Subgroup, to examine 
these issues.  This new subgroup set 
a schedule of conference calls every 
other week to review and amendment 
the minimum standards model act and 
regulation.

These calls have already begun and 
the Subgroup wasted no time and 
immediately began taking substantive 
action on proposed changes to the 
Accident and Sickness Insurance 
Minimum Standards Model Act 
(“Model 170”) in a conference call 
just days after the Spring meeting 
concluded.  First, the Subgroup agreed 
that Model 170 should apply to both 
group and individual coverage.  The 
NAIC’s proposed redlined draft of 
Model 170 confused the issue as 
to how the model applied to group 
coverage.  The Subgroup concluded 

that those instances where group 
coverage was deleted from the 
proposed revised Model 170 were 
drafting errors.   

In another important decision, the 
Subgroup did not approve a proposed 
amendment offered by the NAIC 
Funded Consumer Representatives 
that would have provided that policies 
or certificates subject to Model 170 
could only be sold to individuals 
that have other health coverage 
that qualifies as minimum essential 
coverage.  However, it is likely that this 
issue will be revisited.  As part of this 
discussion, the Subgroup also agreed 
to delete the term group supplemental 
coverage from Model 170.  This is a 
victory for the industry because the 
term group supplemental lead to the 
question of what do these products 
supplement, i.e., should individuals be 
required to have minimum essential 
coverage in order to purchase group 
supplemental coverage?  Removing 
the term helps to make clear that the 
products in Model 170 can be sold as 
free-standing coverage.

The Subgroup also adopted a 
definition of hospital indemnity or 
other fixed indemnity Insurance.  
The adopted language defines these 
coverages that pay “benefits in a fixed 
dollar amount on the basis of per 
day (or other fixed time period) and/
or per service ($[XX]/day or $[XX]/
visit) regardless of the amount of 
expenses incurred and without regard 
to the amount of benefits provided 
with respect to the event or service 
under any other health coverage.”  
This amendment was proposed by the 
consumer representatives, but it was 
generally supported by the industry.  
The dollar amounts were intentionally 
left blank, but it is expected that 
there will be a heated debate as to 
whether the proposed regulation 
should include fixed and higher dollar 

thresholds for many products covered 
under Model 170.

The Subgroup discussed several types 
of insurance policies that are not 
presently included in Model 170. These 
policies included Tricare, employer 
provided retiree wrap around coverage, 
and short-term long term care 
coverage (the Subgroup is now calling 
this product short-term custodial 
care coverage).  The Subgroup is 
still struggling with whether it is 
the proper body within the NAIC to 
consider these products, or whether it 
would make more sense for the Seniors 
Issues Task Force to review these 
products.  The Subgroup will resolve 
this issue at a later date.  Limited 
benefit health coverage was left in 
Model 170 which, in theory, means 
these plans will be permitted and 
regulated under the model regulation.  
This issue is also likely to be revisited 
at later .  The Subgroup also decided 
to include short-term limited duration 
health coverage in the model.  

A consumer representative asked 
whether Model 170 should include 
language regarding rate and form filing 
for products subject to the model.  
Fortunately, the Subgroup concluded 
that this was not the proper model to 
discuss those issues.

Finally, the Subgroup agreed to 
rename and redefine the term dental 
plan.  Dental plans were renamed 
limited scope dental coverage.  
Limited scope dental coverage was 
redefined as “a policy that provides 
coverage substantially all of which is 
for treatment of the mouth (including 
any organ or structure within the 
mouth) that is provided under a 
separate policy, certificate, or contract 
or insurance, or is otherwise not an 
integral part of a group health plan.”  
This new name and definition is 
consistent with the treatment of dental 

Continued on page 19
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Let First Consulting put its knowledge, experience and reputation to work for you. Whether 
the need is for a quick answer to a question, assistance in developing a new product, or 
summarizing laws and regulations, First Consulting offers a complete range of services.

Clients benefit from our Co-Sourcing Model

At First Consulting & Administration, Inc., our flexible approach to regulatory and 
compliance assistance is much better described not as outsourcing - but as Co-
Sourcing.

This unique model allows clients the ability to maintain a role in the process at 
whatever level is most appropriate for the specific company and project. 

Call us today for a complimentary consultation at 800.927.2730.

Your Compliance Partner

First Consulting & Administration
offers a full range of services:
n Product Development
n Product Filings
n TPA Licensing & Renewals
n Compliance Training
n State Research and Surveys
n Advertising Compliance Review
n And much more….

First Consulting can help!
Contact me today to learn more.

Sean Cox
Assistant Vice President

816-391-2737
Sean.Cox@FirstConsulting.com

www.firstconsulting.com

LegaLink  (Continued from page 17)

plans under other NAIC models and is 
consistent with federal definitions.

The regulation of disability income 
insurance is swept up into the 
revisions of minimum standards 
discussed above.  The NAIC funded 
consumer representative initially 
attempted to persuade the Accident 
and Sickness Minimum Standards 
Subgroup to develop a separate 
model to regulate disability income 
insurance. The Subgroup decided, 
at least tentatively, not to create a 
separate model and to keep disability 
income insurance within Model 
170.  The consumer representative 
comment letter also asked the 
Subgroup to incorporate the Product 
Standards Commission standards for 
disability income insurance into the 
minimum standards models.  However, 
it was determined that if these 

changes were incorporated it would be 
more appropriate to add them into the 
model regulation, so discussion of this 
issue was postponed until a later date.

The changes relating to group 
coverage discussed above would also 
pertain to disability income insurance.

Last year the NAIC adopted a 
“Roadmap for Cybersecurity Consumer 
Protections.”  As a follow up to that 
Roadmap, the NAIC’s Cybersecurity 
(EX) Task Force reviewed the NAIC’s 
previously adopted models relating 
to security to determine whether 
those existing models should be 
amended.  After reviewing the existing 
models, the Task Force determined 
a better approach was to draft a new 
model law.  The new draft model, the 
Insurance Data Security Model Law, 
incorporates and revises provisions of 

existing models and adds additional 
provisions particularly related to 
security breaches.  The Task Force held 
a hearing on the new model during the 
Spring NAIC meeting.   

The draft Insurance Data Security 
Model Law includes many provisions 
troublesome to the insurance 
industry.  Several insurance trade 
associations testified at the hearing 
during the Spring Meeting.  All of the 
trade associations raised concerns 
regarding the proposed model as 
drafted.  As a result, the status of 
the proposed law is uncertain at this 
time and it would appear that some 
significant changes might have to be 
made to the proposed model. 

Prepared by Chris Petersen, JD, Chair, 
PIMA Legislative & Regulatory committee. 
Morris, Manning & Martin
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Meetings

2016 MidYear Meeting 
& Trade Show

July 21 – 24
Terranea Resort

Rancho Palos Verdes, CA

2017 Annual Meeting 
January 26 – 29
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Bonita Springs, FL 

2017 MidYear Meeting 
& Trade Show
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Skamania Lodge
Stevenson, WA
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