
Affinity Strong was the theme of 
our Industry Insights Conference 
featuring keynote speakers from 
McKinsey and CoreClarity.

PIMA’s Industry Insights Conference 
offered a deep dive into the trends 
and changes affecting the affinity 
market landscape. Industry leaders 
and experts touched on how to 
adapt and grow in this continuing 
transformative age from a marketing 
and technology perspective. 
Attendance was strong and there were plenty of networking opportunities 
available, delivering on our promise – where affinity business grows.

From the dynamic and lightning fast Ignite session to the invaluable 
expertise of our knowledgeable panelists and keynote speakers who spoke 
to the strengths of the affinity market, there was something for every 
aspect of the affinity marketplace we serve. 

For speaker presentations, visit the members-only section of the PIMA 
website. Now, let’s break down some highlights from each session.

The Industry Insights Conference kicked off with Ido Segev, Partner at 
McKinsey and Company. He offered insight into opportunities in the 
affinity market. There were three pieces that he focused on: state of the 
industry, implications for marketers, and capabilities to win. 

Our brave Ignite speakers had five rapidly moving minutes to offer insight 
on exciting topics that span from reverse mentoring to the question that 
keeps us up at night – have the millennials grown up yet? The speakers of 
this session have provided a brief recap of their presentations throughout 
this issue.

Mimi Flowers – 2017 Medicare Research Study Reach, Engage, & Retain 
Market Share (recap on page 18)
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I can’t think of 
a more exciting 
and challenging 
time to be in this 
business and to 
be a part of PIMA. 
The disruption and 
transformative 
changes occurring 
in our industry 

and in our organizations has put PIMA 
at the center for helping our members 
thrive in a time of change for affinity 
business. Our goal as an association is to 
deliver valuable content and networking 
through our programs, committees and 
publications. We have been truly lucky to 
have a stable of volunteers that have led 
PIMA through these industry changes, 
ensuring that your PIMA membership 
leaves you with the insights and 
connections you need for unparalleled 
personal and business growth.

Speaking of insights, I hope you’ll join me 
this June 11-13 in Colorado for PIMA’s 
Consumer Insights Conference & Trade 
Show. Based on direct feedback from last 
year’s member survey and  from meeting 
evaluations over the past few years, we 
heard you and we responded. For starters, 
as many of you requested, you’ll notice 
the June conference dates are for Monday 
– Wednesday and not over a coveted 
summer weekend. Additionally, we’ve 
compressed the length of the meeting 
while adding more structured networking 
opportunities - based on your input.  

When you visit the conference website 
at www.pimainsights.org you’ll also 
notice the incredible programming our 

From The President

Continued on page 3

Continued on page 3

LINKING IDEAS, MEMBERS & EXPERTISE

2018 Industry Insights Conference 
Highlights

WWW.PIMA-ASSN.ORG

SP
RI

N
G 

20
18

AFF  NITY
STR  NG

JANUARY 18-21, 2018   |   NAPLES BEACH HOTEL, FL

INDUSTRY INSIGHTS CONFERENCE
PIMA 2018 ANNUAL MEETING



2

It has been an honor 
to serve as PIMA’s 
Interim CEO and 
you’ve all certainly 
kept me out of 
trouble! PIMA’s staff 
team hit the ground 

running after the holidays to support 
the incredible program your chairs 
put together for the Industry Insights 
meeting themed Affinity Strong. I want 
to thank the tri-chairs (Barb Baumann, 
Chris Burke and John Fees) for the effort 
they put forth, Bill Suneson for his 
leadership as well as Ann Dieleman for 
her role as the Education Committee 
chair. We could not have done it without 
strong volunteer support like theirs. 

Now is the time to join a committee – 
whether you are new to PIMA or want 
to continue to give back during this 
exciting time. The Membership, Leg 
& Reg, and Education Committees 
need volunteers to help guide the 
organization during this time of 
transformation in the industry. We 
need engaged players ready to provide 
content, program ideas, and insight into 
the affinity benefits market to bring 
more and more value to our members. 

The Consumer Insights Conference 
& Trade Show is going to show off 
our new summer meeting format 
based on your feedback. You’ll see 
an expanded exhibit hall for more 
networking and larger booth space, a 
Monday to Wednesday meeting time, 
earlier in the year to avoid vacation 
conflicts, and content chosen to provide 
the latest marketing and technology 
advancements relevant to grow your 
business now and in the future. Join 
us June 11-13 in Colorado at the Omni 
Interlocken Resort. Registration is open 
now and hotel space is limited. If you 
want to exhibit, act quickly, and contact 
Ramona Hopkins at ramona@pima-
assn.org to reserve your spot today!

Serving PIMA is a privilege and we 
want to make sure your experience as a 
member, volunteer, sponsor, or exhibitor 
is a valuable one. If you have any 
suggestions, thoughts, comments, aha 
moments, whatever is on your mind, 
please feel free to contact me with your 
insight and feedback to make PIMA a 
true resource for you and your company. 

Jeanne Sheehy, Interim CEO
312/596-5224
jeanne@pima-assn.org
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PIMA Election – Slate of Nominees
PIMA Members elected our new 
officers and directors at the 
Industry Insights Conference.

Welcome our new Executive 
Committee
President -Shannon Warner, Pearl
President-Elect - David Armstrong, 
Sass Associates (Agency); 
Treasurer - Lance Dordick, MetLife 
(Company); 
Secretary - Kevin Garvin, Arthur J. 
Gallagher & Company (Agency);
Imm. Past President - Bill Suneson 
(Agency), Next Generation Insurance 
Group
At Large Officers
Ann Dieleman, Ann Dieleman 
Consulting (Business Partner); 

Alfred Drowne, Global Institution 
Services Innovations, LLC (Agency); 
Elizabeth Sheehan, Affinion Group 
(Agency).

Newly-elected Directors 
Scott Berlin, New York Life 
Chris Burke, AGIA 
Kara Shipulski, Liberty Mutual
Amit Dhadwal, Aon 
James Prescott, TMAIT Financial 
Jeff Ray, Mercer Consumer
Phil Hennig, The Hartford
Jill Fecher, FARM 
Barb Baumann, Securian
Michael Griffin, ACCEL Compliance
Robert Bland, Life Quotes
Chuck La Tournous, Prudential
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From the President (Continued from page 1)

meeting chairs have put together. 
This year’s content focuses on 
the Customer Experience. There 
is an Emerging Technology panel 
discussing Artificial Intelligence 
(AI), Blockchain and the Internet of 
Things (IoT), an accelerator panel 
where you’ll hear first-hand from 
Founders of organizations with 
game-changing technology that are 
creating new and better experiences 
in the Affinity channel and experts 
on UX. And finally, our keynotes 
will be taking us on customer 
behavior, psychology and data driven 
journeys to increase the impact of 
our marketing in wildly creative 
ways.  Based on these changes to 
the meeting format and content, I’m 

hoping you’ll encourage additional 
colleagues to attend, if you believe 
they will benefit from these changes.

We had this year’s first webinar last 
month, focusing on Association 
Health Plans the dynamics in 
understanding changes coming 
in the future. More webinars are 
planned based on the engagement 
and success of our first one in 2018. 
If you have topics that would be of 
interest, please don’t hesitate to let 
our staff know at pima@pima-assn.
org. PIMA’s Marketing Methods 
Competition has begun and you’ve 
asked for a more streamlined, 
electronic program and now you have 
it! All forms are submitted online 

and there are no more boards to 
put together as all entries are now 
uploaded as electronic files. Many 
of you looked over the entry boards 
at the conference; these will now be 
displayed on monitors and placed on 
the PIMA website for one year after 
the competition. I think our judges 
are going to have their work cut out 
for them!

I am looking forward to a great year 
at PIMA and hope to see all of you 
in June!

Shannon Warner, PIMA President
Pearl Companies
Shannon.warner@pearlcompanies.com

Ann Dieleman - Reverse Mentoring: 
Why Should You Have One? (recap on 
page 11)

Kevin Nielsen – The Data Behind 
Direct Mail (recap on page 6)

Jill Fecher – Have the Millennials 
Grown Up Yet? (Recap on page 20)

We had two very captivating sessions 
that honed in on the Affinity Strong 
aspect of the conference – examining 
“Investing in the future” and 
“Strength of trust” in the affinity 
market.

Investing in the future broke down the 
ways in which insurers are creating 
units (39+) to evaluate innovations 
and speed deployment and how 
insurance companies are investing 
through venture arms. Panelist Amit 
Dhadwal – EVP Corp Dev & CSO at 
Aon spoke on the company’s digital 
multi-channel distribution through 
agents, associations, and partners and/
or consumers. Their access to multi-

channel distribution has been critical 
in helping protect customers. Panelist 
Bill Gould – VP, Financial Institution 
Group at Securian provided Securian’s 
response to potential disruption using 
a three-pronged approach: transform, 
partner, and innovate. Panelist Ned 
May, Partner at Napier Park, is taking 
the flexible capital, partnership-driven 
approach that includes value-add 
investors, trusted collaborators, and 
long-term partners.

The Strength of trust session kicked 
off with Panelist Eric Engquist, VP of 
USAA Brand Management who spoke 
about how trust and communication 
are the keys to success as it relates 
to how veteran service organizations 
enable mission accomplishments. 
Panelist Ani Matson, Principal 
for Digital Marketing Strategies 
provided tips on how to communicate 
with members in their way, the 
new information ecosystem, and 
understanding member personas 
and the buyer’s journey. Panelist 

Libby Wallace, CEO for AVMA Life 
Trust wrapped up this session with a 
talk on the rebranding of the AVMA 
website and how veterinarians are 
more diverse and advanced than ever 
before. 

We ended the Industry Insights 
Conference with Keynote Speaker, 
Gary Rifkin, Chief Learning Officer at 
CoreClarity, Inc. He spoke to how we 
can use our innate strengths (using 
the Clifton Strengths Assessment to 
define our key strengths), how to use 
those strengths to our advantage, and 
how to recognize and leverage talent 
in others to gain a competitive edge. 

Visit the members-only page of the PIMA 
website for these and other speaker 
presentations.

2018 Industry Insights Conference Highlights  (Continued from page 1)
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PIMA Directory – Call for Advertisers & YOUR Record Updates 
We are in the process of producing 
the 2018 print edition of the PIMA 
Membership Directory & Buyers 
Resource Guide.  This annual resource 
tool is published in June and provides 
our membership with the most up-
to-date member contact information 
as of production. For timely 
membership updates as they occur, 
visit our online directory. 

In order to ensure that both yours and 
your organization’s contact information 
is current and correct, please check 
your title, address and contact 
information (including job changes) 
in the PIMA member database. (Go to 
the Members-Only log-in—you may 
request a reminder of your password, 
or re-set it on that page if you have 
forgotten it. For assistance, contact 
our Membership Director, Ramona 
Hopkins ramona@pima-assn.org). 
The deadline for updates is April 1.

Advertising Opportunities 
PIMA offers several ways for you to 
get your organization in front of the 
right people – here’s your chance 
to advertise in the Directory. Along 
with the ad itself, organizations 
that advertise receive an additional 
paragraph listing in the front of the 
publication, which includes a brief 
description of the organization and 
its services. 

For advertising rates and submission 
details for the Directory visit the 
homepage of our website or contact 
Ramona Hopkins at (817)569-
PIMA(7462) ramona@pima-assn.org 
to request an Advertising Order Form.  
The deadline for Advertising Orders 
is April 1.

Where Affinity Business Grows®

2018 Membership Directory 
& Buyers Resource Guide

Fostering Commerce  •  Thought Leadership  •  Relationship Building  •  Regulatory Resources

WHAT MAKES US DIFFERENT IS OUR

COMMITMENT
TO THE SUCCESS OF OUR CLIENTS.

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.

amwins.com

Enlightening

Call Liz Sheehan  
at 1-203-956-8852

It’s the dawn of a new era in business building. 
Our big data analytics tool LUX 360°™ lights the way  
to new revenue with an enlightened, 360° picture  
of your customer data. That gives you the ability to  
make faster, more concise, and better informed 
marketing decisions.
That’s smarter marketing. And the smartest part of all — 
you get it all at no cost to you. 

© 2018 Affinion Group
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COMMITMENT
TO THE SUCCESS OF OUR CLIENTS.

That’s why we focus on developing, distributing and administering a diverse set of specialty 
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Ignite Industry Insights Recap

Blow the Lid off Response with Direct Mail 
It’s probably no 
surprise to savvy 
insurance marketers 
that 2017 was once 
again a year that 
saw the insurance 
industry lead all 
others in direct mail 

usage.  In fact, direct mail response rates 
have exploded through the roof the past 
two years as we watch mail – in concert 
with other channels – literally blow the 
lid off response.

A double digit improvement in anything 
year-over-year will capture most 
people’s attention.  So why has response 
improved 40 percent with House Lists 
and 140 percent with Prospect Lists?  
Here are some reasons:

1. There’s less clutter in the mailbox – 
since peaking in 2007, mail volume is 
down by 25 percent.

2. Millennials like mail – they look 
through it and believe paper mail is a 
reliable source of communication.

3. Multi-Channel Marketing works! 

Testing is Key
Before you rush your next campaign out 
the door, be sure you know how robust 
your testing regimen is across your 
marketing communications platform. 

1. Do you understand, with certainty, 
buyer purchase behaviors and 
motivators?

2. Are you testing offer, copy and 
creative as well as timing and mix 
against other channels?

3. Are you leveraging recent 
technologies – like digital imaging 
and dimensional mail - to enhance 
personalization and deliver relevant 
information?

4. Is your attribution model accurate?

King of Response
Across all channels used to reach 
customers, direct mail continues its 
long-term reign as ‘King of Response.’  
The average direct mail response rates 
now exceed 5 percent, while the other 
channels of email, paid search, online 
display and social media are well below 
1 percent.  That’s not an argument 
for mailing more, but rather mailing 
smarter within the context of a well-
planned multi-channel approach.

So lift the hood!  With response up in a 
big way, is your company seeing better 
results?  Multi-Channel Marketing 
works with direct mail leading the way.  
Just make sure every touchpoint counts.

Kevin Nielsen serves as Account Executive 
at Japs-Olson Company. Kevin can be 
reached at knielsen@japsolson.com or 
952.912.1864.

2017 Marketing Methods 
Competition Awards

EXPERIENCE.  
PRUDENTIAL.
Benefit experiences that help create  
and protect financial wellness.

OVER 15 AWARDS SINCE 2015!

Group Insurance coverages are issued by The Prudential Insurance Company of America, Newark NJ. 
©2018 Prudential Financial, Inc. and its related entities. Prudential, the Prudential logo, the Rock symbol, and Bring Your Challenges are service marks of Prudential Financial Inc. and its related 
entities, registered in many jurisdictions worldwide.
0301265-00002-00 Ed.1/18

Association/Affinity Services 
www.prudential.com/association

With more than 65 years of experience, it’s no secret  
that The Prudential Insurance Company of America 
(Prudential) is a time-tested partner for life, disability,  
and other insurance plans for associations and affinity 
groups — as well as their TPAs. 

If you’re offering life, disability, or a suite of coverages  
to your members, Prudential’s proven underwriting and  
claims administration, as well as marketing services  
recognized by industry groups such as PIMA, aim to exceed  
your expectations and offer real insurance solutions  
to your membership.

We are eager to share with you the same breadth of knowledge  
and service we provide to all our clients — those with whom  
we have decades of history, and those who have recently 
embraced our expertise. 

Find out what Prudential can do for your organization — 
and the people who count on you. Call John Kelly at  
1-985-624-5224. 

Kevin Nielsen

INNOVATIVE DIRECT  
MARKETING SOLUTIONS
FOR INSURANCE PROVIDERS  

Leveraging the power of print and digital  
to connect the customer experience:

a Segerdahl company

847.541.1080   |   SG360.com

Multichannel Communications    Customer Journey Hub

Lifestage Marketing Programs    Agent Marketing Portal

PIMA_insurance_Ad_final.indd   1 4/17/17   4:59 PM
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From Bill Suneson, Next Generation 
Insurance Group, to incoming President 
Shannon Warner, Pearl Insurance

Passing 
of the Gavel

PIMA President Bill Suneson presents awards (left to right) to David Schaeffer, 
SingleCare, Angela Daisy, Value Group Direct and Kelley Abeles, Prudential.

Presidential Distinguished 
Service Awards

Open Call For 2018 PIMA Committee Members
PIMA’s committees are a great way to get more connected with the important work underway, gain a better understanding 
of the issues facing the affinity market, and provide yet another networking avenue in addition to the two meetings a year. 
 
We are looking for volunteers for the following committees: 

Membership Committee
The PIMA Membership Committee 
cooperates with the CEO, staff, and 
the Board to provide advice and 
counsel on matters of membership 
recruitment and retention. In 2018, 
PIMA will be increasing pre-meeting 
mentorship for new and prospective 
members in addition to identifying 
membership targets for expanding 
recruitment activity. The committee 
will meet twice in person at each 
PIMA meeting and may have 2-4 
additional calls throughout the year.

Education Committee
The charge of the Education 
Committee is to oversee the content 
development of PIMA’s meetings/
conferences and Webinars, in 
support of the Strategic Plan and 
per the Board’s direction with regard 
to focus, topic, schedule/template, 
etc. Ensure excellent educational 

content. The committee will meet 
twice in person at each PIMA 
meeting and may have additional 
calls throughout the year.

Legislative & Regulatory 
Committee
PIMA’s Leg & Reg Committee 
oversees the resources, information, 
context, alerts, and occasional 
advocacy, on Regulatory and 
Legislative matters affecting 
our industry niche for members. 
The committee works on the 
Compliance Manuals, provides 
lobbyist & regulator speakers at our 
conferences to provide clarity on 
emerging or new regulations, and, 
creates quarterly Reports, alerts, 
and occasional White Papers. The 
committee will meet twice in person 
at each PIMA meeting and may have 
additional calls throughout the year.

To submit your name for 
consideration, please contact Jeanne 
Sheehy at jeanne@pima-assn.org.
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Explanation of Dues and Member Types
During the last board meeting, amendments to member types and membership dues were made to the PIMA Bylaws.  
These changes were voted on and approved. The following is a brief explanation of the approved changes.

Insurance Agencies, 
Brokers & TPAs 

are now 

Distributors

Insurance Companies 
are now 

Product 
Providers

Business
Partners

A Distributor membership shall be 
available to any entity, including 
any licensed agency or TPA that 
generates revenue by taking a 
portion (percentage or fixed fee) of 
the value of each sales transaction.

A Product Provider membership shall 
be available to any entity, including 
licensed insurance company 
that generates their revenue by 
manufacturing products/services to 
meet the needs of a market segment. 

A Business Partner membership 
shall be available to any entity that 
generates their revenue by supplying 
resources/goods/services to 
Distributors and Product Providers.

For more information about member types and dues, please visit the Membership page on the PIMA site.

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 
administrative services designed 
to fit your needs. It’s a tailored 
approach that will keep your 
bottom line looking sharp.

How does 
your insurance 
program size up?

• Property and Casualty

• Employee Benefits Consulting

• Voluntary Benefits Administration

• COBRA Administration

• Workers’ Compensation

• Financial Products and Services

• Association/Union 
Benefit Administration

 

For more information 
contact:

David Hudon
203.568.8229
dhudon@alliant.com

© 2018 Alliant Insurance Services, Inc. All rights reserved. Alliant Employee Benefits is a division of Alliant Insurance Services, Inc. CA License No. 0C36861



10

Call for Marketing Methods Competition Entries – 
The Deadline is April 16
Showcase your Marketing Success
New This Year:  PIMA’s MMC 
Has Gone Virtual - All Entries 
Must Be Submitted Online

The annual PIMA Marketing 
Methods Competition (MMC) 
recognizes outstanding achievement 
in marketing campaigns among 
PIMA members.

Don’t miss the chance for your team 
and organization to share your 
expertise and be recognized by your 
peers at the PIMA Consumer Insights 
Conference.  

This is the ultimate networking 
experience! Some award winners 
have garnered new PIMA business 
from their wins!

All entries will be displayed at the 
Consumer Insights Conference where 
awards, including the Judges Choice 
and Best of PIMA, will be announced. 

2018 Judges:
Kelly Abeles of Prudential
Fred Hron of Forrest T. Jones & 
Company, Inc.
Patrice Nolan of Competiscan 

JUDGES’ TIP: Judges look for 
substantial results improvement. 
It’s important to provide full results 
documentation and disclosure. It 
is difficult to earn enough points 
in Strategy and Creative Execution 
alone in order to be a top contender. 
Keep in mind that ONLY the judges 
will see detailed results or any 
information marked “Confidential 
for Judges Review Only.” Judges 
strive for objectivity, fairness and 
unbiased voting with regard to all 

submissions. In fact, judges whose 
companies submit MMC entries are 
required to recuse themselves from 
deliberations and voting on their 
company’s entry (ies).

Entry Forms Due: April 16 

Campaign Submissions Due: 
April 30

Entry Categories are: 
1. Mail Solicitation for 

Guaranteed-Issue/Simplified 
Issue Product 

2. Mail Solicitation for 
Underwritten Product 

3. Single Channel Marketing 
4. Customer Cross-sell and 

Upgrade Marketing 
5. Lead Generation 
6. Conservation/Retention 
7. E-Commerce Website 
8. Self Promotion – Agency 

Members 
9. Self Promotion – Company 

Members/Business Partners 
10. Other Media 
11. “New” Media 

The exception is for “New Media” 
where creativity and marketing 
strategy will receive more points.

For more details on categories and 
rules, visit the MMC section of the 
PIMA website.

Note this year: The Consumer 
Insights Conference will be in June, 
starting on Monday (6/11) and 
concluding on Wednesday (6/13).
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PIMA - AFFINITY 
BENEFITS 
DISTRIBUTION 
FOR POSTING 
IDEAS, 
CONVERSATIONS, 
AND INDUSTRY 
UPDATES.

JOIN OUR 
LINKEDIN 
GROUP

Barb Baumann
Securian

Financial Group

Chris Burke
AGIA Affinity

John Fees
Next Generation
Insurance Group

Thanks to Industry Insights Chairs

Ignite Industry Insights Recap

Reverse Mentor: Why Should You Have One? 
The market is filled 
with technology 
buzzwords 
including AI, AR, 
VR, API, IoT. Mix in 
new industry terms 
#insurtech #fintech 
and conversations 

sound like gobbledygook. It’s one 
reason the term Reverse Mentoring 
is gaining traction. Is this a hashtag 
that could benefit you and your 
organization? Let’s see.

What is reverse mentoring? In 
traditional mentoring, the more 
experienced person provides the words 
of wisdom. Reverse mentoring is a 
learning relationship that’s flipped. 
It frequently occurs when a junior 
professional takes a senior professional 
under their wing. Yet it can be 
impactful in a variety of situations. 
Today, forward-thinking organizations 
are also using reverse mentoring to 
build gender diverse teams. 

Is this new in the industry? Though 
it may be a new hashtag, it’s not a 

new concept. Jack Welch introduced 
it at General Electric in the 1990s. In 
the last decade, companies including 
The Hartford, United HealthCare, 
Lloyds of London, MasterCard and US 
Bank have all put reverse mentoring 
programs in place. 

Why should you care? Great leaders 
keep learning to lead, especially in 
times of change. Having a reverse 
mentor is an opportunity to stay 
relevant and credible. It leads to better 
employee and consumer experiences 
and improves the chances of fighting 
obsolescence at both the individual 
and corporate level. In addition, it 
will help refine your listening skills as 
you’ll be talking less and seeking to 
understand rather than to respond.

How can people get started? You can 
kick off a great reverse mentorship 
initiative in four easy steps. (1) Pick 
one thing you don’t understand and 
most likely won’t learn on your own. 
(2) Identify an individual that has the 
expertise you want to gain and ask for 
help. (3) Establish how long you’d like 

them to work with you as a mentor. (4) 
Prepare for each meeting by setting 
the agenda, developing your questions 
and being on time. 
How well are you influencing the most 
important relationships in your role? 
Contact me at ann@anndieleman.
com or 816-891-9888 to learn how 
to improve alignment up, down and 
across the organization to accelerate 
change and increase productivity. 

Ann Dieleman is the owner of Ann 
Dieleman Consulting LLC and can be 
reached at ann@anndieleman.com

Ann Dieleman
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2018 Industry 
Insights Conference

Industry Insights Golf 
Winners 2018

Men’s Long Drive
Keith Schaub (Armada Global)

Men’s Closet to Pin
Eddie Klayman  (IMAC)

Women’s Long Drive
Barb Merwin (AmTrust of North America)

Women’s Closet to Pin
Cathy Colburn (AmWINS Group Benefits)

1st place / Team 15
Scott King (AmWINS), Tom Bohde 

(MetLife), Chris Barr (MyEWellness), 
Dennis Mulligan (Chubb)

2nd Place  / Team 1
Eddie Klayman (IMAC), Tom Van 

Dyke (Darwill), Scott Whitaker (Pearl 
Companies), Gary Hickey (Pearl Carroll)

3rd Place / Team 4
Max Bouse (Identity Guard), Len Crosson 

(Identity Guard), Matthew Heminger 
(Identity Guard), Hans Kollinger (SG360° a 

Segerdahl Company)
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Thank You 
To 2018 Industry Insights  

Conference Event Sponsors

Affinion

Careington

ID Experts

Japs-Olson Company

Sass Associates

SG360o

Specialty Care Connect
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Bye Bye MidYear, Hello Consumer Insights

Buckle up and get ready for 
an incredible conference 
dedicated to technology and 
the customer experience. 
This year’s new timing and 
condensed format is packed with 
networking, new product and 
service highlights, and programming 
every PIMA member will want 
to experience. You’ll start your 
meeting experience with arrivals on 
Monday, June 11th and if you’re on 
a committee you’ll be meeting after 
lunch, if not, the opening reception 
starts at 6pm! 

Day two is an emersion into 
the technologies, businesses, and 
market forces that are transforming 
the way consumers behave and the 
way we have to market to keep up. 
After perusing the latest products 
and services in PIMA’s exhibit 
hall and viewing the Marketing 
Methods Competition entries on 
panels throughout the floor, you’ll 
hear from David Fish, our opening 
keynote on the key consumer trends 
that are affecting the insurance 
industry and what you can do to 
flourish in this rapidly changing 
environment. David will be followed 
by our Emerging Technology Panel, 
featuring speakers focusing on 

cutting-edge programs such as AI, 
blockchain and IoT. If you don’t 
know what those acronyms stand for 
– come to the session!

The day continues on with an 
Accelerator Panel where you’ll 
hear first-hand from Founders 
of organizations with game-
changing technology in marketing 
and operations that collaborate 
with insurance companies and 
distributors to create new and better 
experiences in the Affinity channel.  
We’ll also be announcing the MMC 
winners and have tracks on Leg 
& Reg and MMC gold winner case 
studies along with speakers on “data 
as a stream”, AI and more. There 
will be plenty of time built in for the 
exhibit hall, MMC entry viewing, and 
networking. 

The last day of the conference 
begins with breakfast in the Exhibit 
Hall and then our opening session 
on Good UX is Good Business 
about how industry leaders 
are incorporating research and 
technology to create customer-
centric experiences that translate 
into business benefits. Ingrid 
Lindberg, a serial Customer 
Experience Officer will help us turn 

theory into practice to help build 
your customer experience and 
employee engagement strategies and 
make them actionable from CSRs to 
the C-Suite. 

We’ll close the conference with Max 
Oczkowsi, a prominent behavioral 
and data scientist who will take 
us into the worlds of data science, 
behavioral marketing, and modern 
research techniques to show us 
what is possible in influencing and 
predicting consumer behavior and 
decision-making. 

There will be other surprises in 
between but that’s our sneak 
peek for now – registration is now 
open for the Consumer Insights 
Conference & Trade Show June 
11-13 at the Omni Interlocken in 
Colorado – all details are found at 
pimainsights.org. 

HELP YOUR CLIENTS’ MEMBERS  
PURSUE MORE FROM LIFE.
MetLife provides our customers with financial products  
and services that protect what they have, so they can  
continue pursuing what they want in life.  

To learn more about all that we have to offer your  
clients and their members, contact Lance Dordick,  
National Sales Director, at Ldordick@metlife.com

© 2017 Metropolitan Life Insurance Company, New York, NY    L1215447782[exp1216][All States]
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New Members
Please welcome the following  
new PIMA members  
(VM = Voting Member):

Dylan Consulting Services, LLC
Wayne Goshkarian (VM)
wayne@dylanconsulting.com   

EPIC Hearing Healthcare
Mike Reha, CEBS (VM)
mreha@epichearing.com

Dru Coleman
dcoleman@epichearing.com

Josh Hoover
jhoover@epichearing.com

Pamm Sanders
psanders@epichearning.com

Tristian Walker
twalker@epichearing.com

Global Insurance Service 
Innovations, LLC
Alfred C. Drowne (VM)
Al.drowne@gisinnov.com

Sheryl R Christenson
sheryl.christenson@gisandco.com

Philip Gow
philip.gow@gisandco.com 

ID Experts
Doug Pollack (VM)
Doug.Pollack@idexpertscorp.com

Jeremy Henley
Jeremy.Henley@idexpertscorp.com

Kristy Mouser
Kristy.Mouser@idexpertscorp.com

Jonathan Boston
Jonathan.Boston@idexpertscorp.com

Noor AI-Muhaifeed
noor.al-muhalfeed@idexpertscorp.com

Intechnic, Inc.
Andrew Kucheriavy (VM)
andrew@intechnic.com

National Mail/Marketing 
Corporation
Brian Jennings (VM)
BrianJennings@natlmail.com   

Chris Jennings
ChrisJennings@natlmail.com

NEA Member’s Benefits 
Corporation
Kevin Adamson (VM)
kadamson@neamb.com

Leona Lindner 
llindner@neamb.com 

Connie Corbett 
ccorbett@neamb.com 

Gary Phoebus 
gphoebus@neamb.com 

Scott Kish 
skish@neamb.com 

Tony Salazar 
tsalazar@neamb.com

New Benefits
Brian Latkowski (VM)
blatkowski@newbenefits.com 

Joel Ray
jray@newbenefits.com 

Marti Powles
mpowles@newbenefits.com 

Duke Bozeman
dbozeman@newbenefits.com 

Amanda Franklin
afranklin@newbenefits.com 

Pride Life Insurance LLC
Greg H. Town (VM)
gtown@pridelife.net 

Sirius America
Tim Kinney (VM)
tim.kinney@siriusgroup.com

Thomas Leonardo
thomas.leonardo@siriusgroup.com

Julia Kelly
julia.kelly@siriusgroup.com

Erika Drummond
erika.drummond@siriusgroup.com

Matthew Price
Matthew.price@siriusgroup.com

Prospective 
Members
Help us recruit these 
prospective members!

ACSIA Partners
Dan Cahn, Senior Vice President
dan@acsiapartners.com

Frank Fimmano, Worksite Program
frankf1030@gmail.com

Aflac
Craig Andrews, Consultant  
candrews@aflac.com

Cosh Bryan, Director, Business 
Development, cbryan@aflac.com

AmTrust North America
Barb Merwin, Senior Vice President - 
State Disability Insurance
barbra.merwin@amtrustgroup.com

AOPA Insurance Services
Teri Miller, Director, Insurance 
Program, teri.miller@aopa.org

Bearence
Joe Teeling, CEO
jteeling@bearence.com

Clements Worldwide
Tania Eggleston, Business 
Development Manager
teggleston@clements.com

Nicole Payne, Partnerships Marketing 
Manager, npayne@clements.com

Cross Country Home Services 
Drew Scopelliti, VP Strategy & 
Product, planzziano@cchs.com

Dan Tringali, VP Strategy & Product 
dtringali@cchs.com
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eHealth Insurance, Inc.
Aditi Desai, Sr. Manager, Business 
Development 
aditi.desai@ehealthinsurance.com

Alisha Mecier, VP, Business 
Development 
alisha.mecier@ehealth.com

Employee Loans Solutions
Doug Rooker, Chief Sales Officer 
dougrooker@emploan.com

Fairrington
Shelby Eddings, Sales Executive
seddings@fairrington.com

Insurance Leads Service, Inc.
Mike Miller, CEO  
mike@ils-email.com

International Medical Group
Ronda Phelps, Director of Business 
Development 
ronda.phelps@imglobal.com

Lighthouse Quotes
Dave Fechter, Chief Operating Officer 
dfechter@lighthousequotes.com

Bismark Sleibi, Director of Marketing 
bsleibi@lighthousequotes.com

Ontario Medical Association
Aviva Shiff, Director, Marketing & 
Communications  
aviva.shiff@oma.org

Marsh Berry
Dale Myer, Managing Director 
dale.myer@marshberry.com

Messagepoint Inc.
Mark Kohne, VP, Sales - Insurance  
mark.kohne@messagepoint.com

Mutual of Omaha
Noel DeVries, Marketing Manager
noel.devries@mutualofomaha.com

National General Insurance
Steve Trattner, AHCP President 
steve@ahcpsales.com

Navigators Management 
Company
Greg Heidemann, Vice President 

Environmental Practice
gheidemann@navg.com

Pinnacle ID Solutions
Gene Leiberman, National Benefits 
Director
gleiberman@pinnacleld.com

Prospective Risk 
Management
Joe Martocci, SVP, Development & 
Strategy
joe.martocci@prm-corp.com

Rectangle Health
David Karcher, Director, Payment 
Solutions
dkarcher@rectanglehealth.com

Renaissance Family 
Insurance
Greg Olund, Senior Account Executive 
- Specialty Markets
golund@renaissancefamily.com

Tom Dimmer, Vp - Business 
Development/ Individual & Exchange 
Solutions
tdimmer@renaissancefamily.com

RGAx
Stephanie Grass, VP & Sr. Actuary, 
Business Initiatives, sgrass@rgare.com

Donna Jermer, VP, Distribution Lead, 
donna.jermer@rgare.com

Casey Pursley, Sales Solutions 
Consultant, casey.pursley@rgare.com

SCI-US
Chris Marsh, Director of Corporate 
Alliances, chris.marsh@sci-us.com

Christopher Sasso, Managing 
Director - Corporate Alliances
.sasso@sci-us.com

Secure Marketing Partners
Ed Porter, President  
eporter@smp-llc.com

Stone Point Capital, LLC
Mike Gregorich, Principal
MGregorich@stonepoint.com

VelaPoint
Ben Harrison, Director of Operations
bharrison@velapoint.com

VSP
Monica Spencer, Business 
Development Manager
mspencer@vsp.com

Dawn Costa, VP of Individual Market 
Solutions, Dawn.Costa@VSP.com

The Warranty Group, Inc.
Michael McDonald,  
Specialty Solutions
Michael.McDonald@
thewarrantygroup.com

WPS Health Insurance
Alisa Allen, Senior Agency Manager
alisa.allen@wpsic.com

Keenan Jones, Director, Medicare 
Market Sales
keenan.jones@wpsic.com
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We’ve kept the promises we made to protect 
the people we insure and their benefi ciaries. 
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Insure. Prepare. Retire.

Anderson Direct & 
Digital shared the 
findings of a custom 
research study 
they conducted in 
April 2017 during 
the recent Annual 
PIMA conference in 

January. The objective of the study was 
to provide insights on how Medicare 
marketers can further reach, engage, 
and retain market share. The study 
includes the following insights from 
each of the three research segments:

New-to-Medicare Segment: 
• Concentrate marketing touches 

three to six months before 65th 
birthday and a strong touch on 
65th birthday.

• Customer experience must account 
for short shopping window—43% 
spend a week or less shopping.

• A significant number of consumers 

still appreciate and respond to 
traditional mailers. 

• 47% shop three or more 
companies—have an industry-
leading shopping experience. 

• Referrals drive Medicare shopping. 
Marketers must expand and 
leverage the referral component.

• 57% never had a relationship 
with the company they decided to 
contact. 

• 2/3 of Medicare Eligibles never 
switch—capturing Age-In is critical.

AEP Segment: 
• Marketers must appeal to those 

neutral or likely-to-switch 
consumers (56%).

• Consumers are interested in 
new/better benefits or features—
promote strengths and competitive 
advantages.

• If something grabs their attention, 

consumers will shop—marketers 
must respond to the challenge. 

• Pre-AEP communications should 
be a part of the marketing plan— 
the majority of consumers shop in 
advance.

Late Retirees Segment:
• Although they are not retiring at 

65, Medicare education is key as 
the topic is on their mind.

• Group roll-off: migrating 
consumers over from a company 
group plan to a Medicare product 
is a clear opportunity.

• They prefer direct mail and email 
as communication channels to stay 
in touch.

• Communications should remain 
active for at least 12 months.

For more information, please contact 
Mimi Flowers at  818-404-9345 or 
mflowers@andersondd.com. 

Ignite Industry Insights Recap

2017 Medicare Research Study-Reach, Engage & Retain 
Market Share.

Mimi Flowers

No one should have to handle legal issues 
alone. That’s where ARAG® can help. 

With ARAG legal insurance, your customers are 
connected with knowledgeable attorneys when they 
need legal help. And they won’t have to pay network 
attorney fees for most covered matters.

Plus, our offerings include:

 9 Financial services.

 9 Identity Theft Protection with credit monitoring.

 9 Caregiving services.  

© 2018 ARAG North America, Inc. 600012

Learn how ARAG can help you:

All in one easy-to-use plan.

Visit:
ARAGlegal.com/partners

Call:
800-758-2860

Limitations and exclusions apply. Insurance products are underwritten by ARAG Insurance Company of Des Moines, Iowa, GuideOne® Mutual Insurance 
Company of West Des Moines, Iowa or GuideOne Specialty Mutual Insurance Company of West Des Moines, Iowa. Service products are provided by 
ARAG Services, LLC. This material is for illustrative purposes only and is not a contract. For terms, benefits or exclusions, call 800-758-2860.
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Three years ago, 
FARM conducted a 
nationwide survey 
of millennials, 
along with our 
sibling company, 
Pathfinder. We 
sought to find 

out how they perceived, researched 
and bought financial services and 
insurance products. We recently 
conducted the same survey to see how 
much millennials have changed their 
tune over the past few years and our 
findings were very interesting!

1. Millennials are more likely to have 
any kind of insurance now than 
they were in the past. In fact, only 
8% of millennials reported not 
having health insurance, which is 
lower than the national average.

2. They are more likely now to 
be financially prepared for an 
emergency. In 2015, only about 
41% said they felt prepared where 
now over 56% feel financially 
prepared.

3. As millennials age, they are less 
likely to rely on their parents as 
their main source of advice and 
more likely to rely on the internet 
and friends. 

4. Everyone wants personalized 
service and convenience from a 
company they can trust. This was 
especially true in 2015 but as the 
millennials have grown, they are 
putting more emphasis on price 
and customer service than in 
the past as they make insurance 
purchasing decisions. 

5. Home ownership changes 
everything. As millennials buy 
homes (which contrary to popular 
belief, they are doing, just later in life 
than the previous generations), they 
are more likely to have money saved 
for an emergency, buy life insurance, 
go to a financial advisor or agent and 
be loyal to a single carrier or agent. 

Millennials are starting to act more 
like their parents’ generation as they 
age. While there are some distinct 
differences in how insurance carriers 
and agencies should communicate 
with this audience, we can do so with 
more confidence. 

For more information about our survey 
and findings, please contact  
Jill Fecher at 716-989-3284 or 
JFecher@farmbuffalo.com

Ignite Industry Insights Recap

Have the Millennials Grown Up Yet? 

Jill Fecher

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
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DIRECT MARKETING 

SUCCESS
National Mail Marketing 
has been helping clients achieve 
direct mail success for over 40 
years. We work with companies 
that want growth from sound 
strategies and cost effective 
solutions.  And what makes us 
truly unique is our guarantee:  
We pay for the creative 
development and design and 
give our clients rollout pricing 
on their tests.

610.544.8200 • www.natlmail.com

MARKETING  
• Campaign    
    Management 
• Creative  
• Graphic Design 
• Imagery 
• Premiums 

LIST & DATA  
• List Procurement 
• List Management 
• Data Processing 
• Data Security 
• Modeling 

PRODUCTION  
• Printing 
• Lettershop 
• Personalization 
• Bindery 
• Postal     
    Optimization 

FORMAT 
• Direct Mail    
    Packages 
• Self Mailers 
• Postcards 
• Cards 
• Email Marketing 

Insert for PIMA ConnXions.indd   1 1/24/18   11:58 AM

©2017 Chubb. Coverages underwritten by 
one or more subsidiary companies. Not all 
coverages available in all jurisdictions. Chubb®, 
its logo, and Chubb. Insured.SM are protected 
trademarks of Chubb.

Chubb Affinity Solutions

Providing a broad range of products and 
services crafted to help protect the financial 
security of the individuals we insure.

Voluntary Benefits

• Delivering customized product offerings 
to meet the unique needs of employers, 
associations, financial institutions and 
other sponsor organizations.

Enhancement Benefits

• Making available a portfolio of products 
to embed as member benefits, account 
holder enhancements or other types of 
‘thank you’ programs.

Direct to Consumer

• Specializing in developing, marketing 
and administering customized insurance 
programs and alternative market 
solutions for sale directly to consumers.

To learn more, please contact us at 
877.297.4225.

www.chubb.com
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Michelle Boiani is Vice President 
of Conference Operations at Empire 
Meeting Solutions, a full-service 
conference management firm. 
Michelle recently joined the team 
in November 2017. With 19 years of 
experience in the Hospitality and 
Meeting Planning Industry, Michelle 
represents Empire Meeting Solutions 
by assisting clients with contract 
negotiations, conference planning 
and execution of event operations.
 
After graduating college 
from Russell Sage in Troy, NY 
with a Bachelor’s Degree in 
Communications/Public Relations, 
Michelle moved to Atlanta, Georgia 
where she pursued a career in the 
Hospitality Industry. Michelle 
worked as a Senior Sales Manager 
at Four Star Properties and Resorts 
in the Atlanta area. In 2005, she left 
the Hotel Industry and accepted 
a position with CEI as a Senior 
Meeting Planner. Over the last 12 
years with CEI, Michelle sourced 
and planned high level Executive 
Meetings for GE Power domestic and 
globally, ranging from Sales Training 
Meetings, Tradeshow and Exhibits to 
upscale Customer Events.
 
Michelle recently moved back to 
New York State and resides in her 
home town of Saratoga Springs with 
her fiancé and three dogs.

Kelly A. Abeles has joined 
Prudential Group Insurance as Vice 
President, Association Strategy and 
Account Management, where her 
responsibilities will include in-force 
revenue development and strategic 
business planning and development. 
Prudential Group Insurance is a 
business of Prudential Financial, Inc.
Abeles joins the company from 
AIG’s Group Benefits Division, 

where she was Vice President, 
Affinity Practice Lead. Before 
that, she was the American 
Dental Association’s director of 
Council Members Insurance and 
Retirement Program and held 
several positions with the American 
Bar Endowment, an affiliate of 
the American Bar Association. 
She also spent nearly a decade 
with Association Consultants, 
Inc., a third-party administrator/
broker servicing large alumni and 
professional associations. Abeles 
holds a bachelor’s degree from the 
University of Illinois and an MBA 
from DePaul University.

At Prudential, her responsibilities 
also include association enrollment 
and member experience strategy and 
execution and will be the primary 
executive-level contact for the key 
operational area that supports the 
association business. She will report 
to Kevin Morgan, Vice President 
of Association and Cross Business 
Initiatives.

ACSIA Partners LLC is pleased to 
announce the appointment of Frank 
J. Fimmano, CLU, CLTC as Worksite 
Sales Director. In this role, Frank 
will be responsible for expanding 
ACSIA’s relationships with Brokers, 
Consultants and Administrators 
to support the delivery of Long-
Term Care Insurance (LTCi) and 
related products to their Employer, 
Association and Affinity Group 
clients. Frank will also assist in the 
growth of ACSIA’s relationships 
with existing and new carriers in the 
LTCi space, as well as in the ongoing 
development and implementation of 
high-value-added, online resources 
and tools that complement ACSIA’s 
insurance programs.

A PIMA member for over 35 years 
and a former PIMA President, 
Frank brings a uniquely extensive 
set of skills, experience, and 
knowledge across the complete 
spectrum of Employee Benefits and 
Member Benefits programs. Frank’s 
experience includes a combined 
37 years with Aon and a direct 
predecessor, where he most recently 
served as a Senior Vice President in 
Aon Consulting’s Voluntary Benefits 
and Enrollment Solutions Practice. 
In that position, Frank also served as 
the LTCi Subject Matter Expert for 
the Practice.

In memoriam
PIMA lost a dear colleague and 
beloved member, Dave Dunn. Dave 
led both the New York Life and USL/
AIG Affinity business teams and in 
2010 won the PIMA Legend award, 
which recognizes individuals who 
have distinguished themselves 
by outstanding contributions to 
the growth and excellence of the 
insurance marketing business. Dave 
will be sorely missed.

Don Lang, a charter member of 
PIMA and Legend Award recipient, 
passed away on Thursday, February 
1, 2018 in Williamsburg, VA. Don 
had a long and successful career 
in the insurance industry, starting 
out at CNA Insurance, with a 
position in their Association Group 
Insurance division. From CNA, Don 
became President of Maginnis and 
Associates, ultimately acquiring the 
agency. Prior to, and following his 
retirement in 1990, Don served as 
a member of many organizations 
within the insurance industry and 
affinity groups. A charter member 

Grapevine
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Let Us Help You Deliver Results
•  Increase Annual Sales
•  Improve Profit Margins
•   Reduce Marketing Expenses

WE SEE  
THE POSSIBILITIES

Prepare. Protect. Prevail. With The Hartford.® 

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-N17R 6495 NS 04/17 Printed in the U.S.A. © 2017 The Hartford Financial Services Group, Inc. All rights reserved. 

Visit us at: THEHARTFORD.COM/ASSOCIATION

The Hartford has over 50 years of Direct Marketing 
experience in the Association Marketplace.

Providing Strategic Marketing  
Solutions
•  Omni-Channel Marketing
•  Retention & Cross-sell Strategies
•  Modeling and Analytics
•  Creative Development
•  Web Development
•   Print Production Management
•   Dedicated Account Service Team

To learn more about  
The Hartford, contact:

GREG PIHL  
860.547.2483
Gregory.Pihl@thehartford.com

MARK WILKMAN  
860.547.2347 
Mark.Wilkman@thehartford.com

of PIMA, Don was the recipient of 
PIMA’s Legend Award in 2008. This 
award recognized his leadership role 
in the industry. Don contributed 
to many philanthropic causes 
including Dream Catchers and has 
set an example and developed a 
culture of giving. Don will be forever 
remembered.

PIMA charter member and Legend 
Award recipient, John (Jack) Pearl 
passed away on Thursday, January 
11, 2018. Mr. Pearl has left an 
incredible mark on the community. 
From his humble beginnings as 
a self-starter to forming Pearl 
Insurance in 1954. What started as 

a one-man show, has grown over 
the past 65 years into a collection 
of firms and businesses employing 
over 800 individuals. Through Mr. 
Pearl’s hard work and ambition, 
Pearl Companies has become the 
largest business in Peoria Heights, 
Illinois and has offices throughout 
the United States. The company 
now includes Pearl Insurance, Pearl 
Insurance Solutions, Pearl Insurance 
New York, Pearl Technology, and 
Pearl Automotive.

Mr. Pearl consistently donated 
money and time to local charities, 
including the Catholic Diocese, 
Susan G. Komen Breast Cancer 
Foundation, United Way, Easter 
Seals, Salvation Army, and one of Mr. 
Pearl’s personal favorites, the OSF 

Children’s Hospital of Illinois. He set 
an example and developed a culture 
of giving within Pearl Companies 
that continues today.

Mr. Pearl received the Professional 
Insurance Marketing Association 
(PIMA) Legend award in 1999. His 
legacy will live on through his 
family, friends, colleagues, and the 
business that bears his name.
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When your client 
takes that initial 
step and offers a 
benefits package to 
their members, the 
value clock starts 
ticking. Clients 
expect to see the 

value in the decision they just made 
and will consider this when it comes 
time to offer it the following year. 
This value will be judged on feedback 
from your client’s individual members 
and revenue generation. This 
becomes even more of a challenge as 
unfortunately insurance has come to 
be viewed as a commodity by many.

The best time to start demonstrating 
your value is immediately. Showing 
value up front and throughout the 
contract period can greatly increase 
member retention rates and provide 
a value proposition that speaks to 
your client’s individual members, 
ultimately leading to client retention.

If the benefits provide a series of 
truly valuable services in the mind 
of the client – you have created the 
“stickiness” you need for a long-term 
relationship. Services that provide 
assistance during stressful or difficult 
times are good choices. These services 
create memorable experiences that 
tend to live well beyond the moment 
of interaction. Services that add a 
layer of protection to one’s health 
or safety are particularly valuable 

options. Access to life-saving care is 
even better as it lends itself so well to 
powerful customer testimonials that 
can further your value proposition. If 
these same services also lower costs 
for a client, you now have a win-win 
combination. Individual member 
satisfaction and lower organizational 
costs are ideal for overall membership 
retention.

Other steps that you should 
consider when creating your plan for 
membership retention include:
1. Start with a plan that shows value 

today to ensure renewals down the 
road

2. Choose benefit services/add-ons 
that are easy for members to utilize

3. Look for the best intervals 
(frequency) to communicate with 
clients about these services

4. Track individual engagement as 
much as possible to show ultimate 
value to clients (use statistics 
such as website access, call center 
statistics, downloads, or online 
page views)

As you prepare to communicate the 
value of these benefit services, make 
sure to reach out to the organizations 
who created these services. They 
often have suggestions and valuable 
resources that can help you in 
showing value to your clients.

With the right combination of 
benefit services, you not only achieve 

membership renewal for your clients 
but also establish a strong and 
valuable connection for the future of 
the relationship.

Keith Schaub is the Vice President 
of Associations & Affinity Groups at 
ArmadaHealth and can be reached at 
kschaub@armadahealth.com

Ignite Industry Insights Recap

How can PIMA Distributors Create Membership  
Retention that Sticks?

Keith Schaub
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gradguard.com

Affinity Distribution Platforms by 
Next Generation Insurance

bindable.com

Successful partnerships are built over time, requiring trust, 
engagement, dialogue, collaboration, and exchange. From 
these, we reap the reward of partnership – value to our 
clients and partners.

For more than 75 years, USI Affinity has delivered measurable 
advantages in coverage, price, and service to more than 400 
Affinity clients and 15,000 businesses nationwide.

The value to our clients is their ability to attract and retain 
quality members, employees, and customers.

The value to our partners is solid financial success built on 
consistency in innovation and top-notch attention to service.

The Value of Partnership

©USI Affinity 2017  |  USI Affinity is the brand and marketing name of the licensed entity USI Insurance Services, LLC.

Facebook “f ” Logo CMYK / .eps Facebook “f ” Logo CMYK / .eps

www.usiaffinity.com
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This Newsletter update is presented 
on behalf of the PIMA Legislative and 
Regulatory Committee. 

STATE ISSUES 

Arizona: H. 2386: Advertisements: 
Filing Requirements: Effective 8/9/17, 
defines materials that are designed 
and distributed solely to increase 
public awareness of an insurer’s name, 
trademarks, service marks, slogan or 
brand, materials that are designed for 
and distributed only to large groups 
benefit administrators, webpages 
published to exclusively guide current 
members, social media sites that do not 
reference products, and educational 
materials that do not include a call to 
action are not advertising material and 
are not required to be filed.

Arkansas
S.223 Insurance Fraud: Effective 
8/1/17, provides prosecutorial statute of 
limitation for fraudulent insurance acts.

Colorado
H. 1048 Insurance Fraud: Effective 
8/9/17, amends the insurance fraud 
statute to clarify application of the 
law and also states that for criminal 
offenses relating to insurance fraud, 
the period within which a prosecution 
must be commenced begins to run 
upon discovery of the criminal or 
delinquent act.

Hawaii: S. 952 Insurance 
Department Bill: Commissioner 
Authority: Long-Term Care 
Insurance Rates: Effective 1/1/18, 
requires prior insurance department 
approval of long-term care insurance 
premium rates. Makes additional 
technical and nonsubstantive 
amendments for clarity and 
consistency.

Illinois: H. 2959 Health Insurance 
Pre-Existing Conditions: Effective 
6/1/18, provides that provisions 

prohibiting a policy of individual or 
group accident and health insurance 
from imposing a preexisting condition 
exclusion do not apply to short-term 
travel, disability income, long-term 
care, accident only, or limited or 
specified disease policies.

Illinois: H. 3244 Electronic 
Delivery: Premium Finance 
Documents: Effective 1/1/18, allows 
any document that is required in a 
premium finance agreement or that 
serves as evidence of a premium 
finance agreement, may be stored, 
presented, and delivered by electronic 
means. Allows delivery by electronic 
means if the party has consented and 
outlines the requirements to affirm or 
rescind consent.

Iowa: H. 309 Certificates of 
Insurance: Effective 7/1/17, provides 
that the commissioner of insurance 
is directed to prohibit the use of a 
certificate of insurance that is unfair, 
misleading, or deceptive, or that 
violates any law or a rule adopted by 
the commissioner.

Maine: S. 220 Privacy Notices: 
GLBA Conformity: Effective 11/1/17, 
removes the requirement that an 
insurer provide written notice of its 
information practices on an annual 
basis or when a policy is reinstated or 
benefits are changed. Requires notices 
be provided if a change is made in the 
insurer’s information practices.

H. 851 Unclaimed Property: 
NCOIL Model: Effective 11/1/17, 
adopts a version of the NCOIL Model 
Unclaimed Life Insurance Benefits Act. 
Among other things, the bill requires 
insurers to compare in-force policies 
to the Death Master File on at least a 
semiannual basis and includes social 
security numbers as part of the fuzzy 
match criteria.

Minnesota: H. 1397 Group Life 
Insurance Terrorism Exclusion: 
Effective 8/1/17, allows a policy of 
group life insurance to limit payment 

to a beneficiary to the amount of 
premiums that have been paid to 
the insurer under the policy if the 
insured’s death occurs directly or 
indirectly as a result of the insured’s 
furtherance of terrorism.

Nevada: S. 538 Website Data 
Collection: Privacy Practices: 
Effective 10/1/17, amends existing 
security measures to protect personal 
information (NRS 603A.210) to 
require Internet website operators, 
as defined, that collect certain 
information from Nevada residents to 
provide notice of provisions relating 
to the privacy of that information. 
Allows an operator to remedy any 
failure to make such a notice available 
within 30 days after being informed 
of the failure. Prohibits an operator 
from knowingly and willingly failing 
to remedy such a failure within 30 
days after being informed or making 
a material representation or omission 
in such a notice that is likely to 
mislead a consumer to the consumer’s 
detriment. Authorizes the Attorney 
General to seek an injunction or civil 
penalty against an operator who 
engages in such an act.

A. 455 Ecommerce: Electronic 
Delivery: Effective 10/1/17, allows a 
notice or other document required 
by law to be provided as part of 
an insurance transaction or which 
serves as evidence of insurance to 
be delivered by electronic means in 
certain circumstances; and deems a 
delivery by electronic means to satisfy 
a requirement for delivery in physical 
form. Establishes certain conditions 
which must be met for a notice or other 
document to be delivered by electronic 
means.

New Hampshire:  H. 343 Life 
Insurance: Disapproval of Forms: 
Effective 7/10/17, introduced at the 
request of the Insurance Department. 
Prohibits any life insurance individual 
or group policy from being issued 
or delivered until the form has been 
submitted to the department for review.

LegaLink
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New Jersey: A. 2511 Unclaimed 
Property: Death Master File: 
Effective 3/1/18, requires life insurers 
to use the federal Death Master File 
to identify potential matches. Defines 
insurer to track the department’s 
regulation.

Oklahoma: S. 372 Insurance 
Contracts: Electronic Delivery 
of Documents: Effective 11/1/17, 
authorizes electronic delivery of 
documents.

Oregon: S. 95 Exploitation of 
Vulnerable Adults: Effective 1/1/18, 
adopts much of the NASAA Model 
Act to Protect Vulnerable Adults from 
Financial Exploitation.

S. 332 Rebates; Promotion/
Advertisement: Effective 1/1/18, 
allows insurers to offer rebates to 
persons other than those with insurance 
policies issued by the insurer as a form 
of advertising or promotion provided 
the value does not exceed $100.

S. 769 Privacy: Social Security 
Numbers; Disposal: Effective 1/1/18, 
prohibits printing a consumer’s 
social security number on mail the 
consumer did not request or part of 
any documentation the consumer 
requested for a transaction or service 
unless the social security number 
is redacted. Prohibits disposal of, 
or transfer to another person for 
disposal, material or media that 
display a consumer’s social security 
number unless the person makes the 
social security number unreadable or 
unrecoverable.

S. 986 Privacy: GLBA Notices: 
Effective 1/1/18, allows for 
implementation of the federal Fixing 
America’s Surface Transportation 
Act (FAST Act) amendments to the 
Gramm-Leach-Bliley Act (GLBA).

South Carolina: H3488 Evidence 
of Insurance: Electronic Delivery: 
Effective 1/1/18, authorizes electronic 
delivery of insurance documents. 

Establishes certain conditions 
that must be met before a notice 
or document may be delivered by 
electronic means. Requires the 
policyholder to verify receipt of the 
electronically delivered notice or 
document in certain circumstances. 
Provides that a withdrawal of 
consent does not affect the legality 
or enforcement of the document and 
would remain effective four business 
days after receipt of the withdrawal 
by the insurer. Requires insurers 
to send a hardcopy of a notice of 
cancellation by first-class mail, to the 
last known mailing address of a party 
if the insurer knows that the notice of 
cancellation sent by electronic means 
was not received by the party.

South Dakota: H. 1060 ORSA: 
Effective 1/1/17, adopts the NAIC 
Risk Management and Own Risk and 
Solvency Assessment Act. Requires a 
filing with the insurance commissioner 
an annual ORSA summary report by 
insurers. Requires insurers to maintain 
a risk management framework to 
assist the insurer with identifying, 
assessing, monitoring, managing, and 
reporting on its material and relevant 
risks. Provides confidentiality of 
shared materials with the insurance 
department.

Tennessee: S. 547 Privacy: Breach 
of Security: Disclosure: Effective 
4/4/17, provides that a “breach 
of system security” occurs when 
an unauthorized person acquires 
unencrypted computerized data or 
encrypted computerized data and the 
encryption key, and the acquisition 
materially compromises the security, 
confidentiality, or integrity of 
personal information maintained by 
the information holder. Provides that 
“encrypted” means computerized data 
that is rendered unusable, unreadable, 
or indecipherable without the use of 
a decryption process or key and in 
accordance with the current version 
of the Federal Information Processing 
Standard (FIPS). Expands the period-
of-time an information holder has to 

notify the owner or licensee of the 
information that there has been a 
breach of security by an unauthorized 
person by allowing a period of 45 days 
from the discovery or notification of 
the breach.

H. 420 Uniform Unclaimed Property 
Act: Effective 5/25/17, enacts the 
Uniform Unclaimed Property Act 
and includes all relevant insurance 
provisions, with some deviations. 

Utah: S. 175 Unclaimed Property: 
Revised Uniform: Effective 5/9/17, 
the bill adopts a non-uniform version 
of the Revised Uniform Unclaimed 
Property Act (RUUPA). Amendments 
requested by ACLI to use the model 
definition of “knowledge of death” 
a five year statute of limitations 
were approved by the House before 
passage. Addresses the standards 
for determination, procedures for 
reporting and submitting, disposition 
of abandoned or unclaimed property 
in the administrator’s custody, 
procedures and requirements for 
claiming ownership, duties of a 
holder, and enforcement of the 
responsibilities and requirements for 
abandoned or unclaimed property.

H. 13 Uniform Access to Digital 
Assets: Specifies who has access to 
the digital assets of an incapacitated 
or deceased person and would set 
out responsibilities for agents and 
fiduciaries with access to a person’s 
digital assets. Provides for the 
responsibilities of the custodian of a 
digital asset upon request of an agent 
or fiduciary and would define terms.

Washington: H. 1835 Electronic 
Signatures: Effective 8/14/17, 
specifies that an electronic signature 
is the equivalent of a digital signature, 
as those terms are defined in chapter 
19.34 RCW.
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