
PIMA is fortunate to count many industry 
leaders among its members and speakers. The 
knowledge and expertise represented by these 
individuals is tremendous—and even if you 
could not attend, you can get the information to 
help you with your business strategies to help 
meet the inevitable challenges that lay ahead.  

Annual Meeting speakers included several 
members who gave Ignite presentations—
short nuggets on key topics…check them out 
in the members-only section of the Website 
and some are summarized in this issue.  In 
addition, we heard, and you can access 
presentations from, Larry Flanagan, President 
and CEO, AARP Services; and members Rich 
Goldman, CEO & Founder of Competiscan, on 
some great consumer direct mail stats and Sean 
Cox, AVP, First Consulting and Administration, 
Inc., on social media advertising compliance.

Additional highlights were the almost 90 
research-laden slides from Robert Kerzner, 
President and CEO, LIMRA, LOMA & LL Global. 
He offered insights on the future of our industry 
by sharing data on markets, marketing, 
consumer segments, products and distribution, 
such as: 

• Demographics and consumer behavior shifts:
o Fewer Americans are getting married and those who are doing so at a 

later age;
o U.S. households have fewer children, and increasing numbers of 

single-parent households and multigenerational households;
o Minorities in the U.S. will more than double by 2060.

• Retirement savings will dramatically decrease as a result of staggering 
student loans
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My business 
partner John 
Fees and I started 
Next Generation 
Insurance Group in 
late 2008 and the 
first industry event 
we attended was 
PIMA MarketTech 
that November 

(before the conference was merged 
into the MidYear Meeting).  At the 
time, we didn’t have a website, product, 
insurance carrier, business partner and 
or customers for that matter.  We did 
have some big ideas on how to build 
an insurance technology business that 
would meet the needs of underserved 
markets and disrupt some of the current 
product and distribution norms.  

As founders of a start-up, it was a little 
daunting to walk into a reception of 
established industry business leaders 
and to explain to them how we’re going 
to “disrupt” their business.  It was even 
harder to imagine that we’d be able to 
break into the PIMA network of deep 
working and personal relationships, 
which was clear by the camaraderie 
of the attendees.  Now, it’s over eight 
years later, and I can honestly tell you 
that PIMA has been instrumental in the 
development and growth of our business 
and attending that meeting was one of 
our best business decisions.

With that backdrop, it is a very special 
personal honor and privilege to serve 
as PIMA’s President.  I’m grateful to 
the Board and membership for this 
opportunity and I look forward to  
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As Bill shared we 
had a great recent 
meeting. Thanks go 
to meeting chairs 
Avery Smith, 
Kelsey National 
Corp., Margaret 

Lett, LeClair Group and Dave 
Butterfield, Crum & Forster--and  
to our several member speakers. 

In addition to hosting about 40 Agency 
CEOs/Presidents and 45 Agency/Broker 
organizations at the recent meeting, 
we welcomed Insurance Commissioner 
Al Redmer of Maryland—who returned 
because he was impressed by our 
meeting content last July (when he 
joined us as a speaker).  Al recently 
joined the NAIC Executive Committee. 
PIMA now counts him as a friend. 
See more in our LegaLink article and 
thanks to former PIMA President, Paul 
Latchford for our original personal 
introduction.

All of you know that the industry 
is changing, from within and due 
to external influences. And, as Bill 
shared in his column, the Board and 
Executive committee have been 
working with me to re-direct this 
organization in response to those 
changes as well as changes/trends in 
the association world and evidenced 
at PIMA. PIMA’s business model is 
based on our members’ business 
environment through the ‘90s.  Just 
as you are adapting and evolving your 
business models we have, in the past. 

And the Board just approved a PIMA 
2020 Plan to respond to change and 
be relevant both to long-standing, 
newer, and future members.  The 
Vision remains the same:  to grow 
your affinity business. How we do that 
is what’s changing;

- we are about to implement a 
short survey (late March/early 
April) to get feedback on  how we 
are serving you and some input 
on some key policy & program 
questions

- we are reviewing and revising our 
membership definitions, structure, 
and pricing in response to changes 
(as noted in Bill’s President’s column)

- we are moving our summer meeting 
to mid-June in 2018--and moving 
off a weekend to early/mid-week. 
We have a Task Force that will look 
at how else we might change that 
meeting & trade show ‘formula’. 

Please help us to serve you better by 
responding to our survey. And save 
the date for our MidYear Meeting & 
Trade Show, July 20-23 at Skamania 
Lodge, WA (40 mins. east of Portland 
Oregon’s airport).

P.S Our Advertising Compliance 
Manual will be in the mail shortly 
behind this newsletter.

Mona Buckley, CEO
Mona@pima-assn.org
(847) 569-PIMA (7462)

From the CEO

  -57 Agency
  -19 Insurance Company and
  -50 Business Partner member organizations.

We look forward to serving you through 2017.

Thank you for your membership 
renewal, to our
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From the President (Continued from page 1)

helping PIMA continue to lead  
during this transformative period  
in our industry.   

Industry transformation is not new 
to PIMA and it was the founding 
members that disrupted distribution 
models and sparked massive growth 
in affinity marketing of insurance.  
Over 40 years later, some of the 
most successful companies in the 
country have discovered the value of 
utilizing trusted brands, and like & 
similar customers groups, to provide 
relevant products and services in a 
convenient manner.  The delivery 
vehicles and channels have changed 
but the core value proposition 
remains the same.  Moving forward, 
PIMA has an obligation to balance its 
role supporting and embracing both 
traditional models and those that are 
transforming our business.  

In 2015, PIMA published our 
Affinity 2020 Report which 
identified Consumer Demographics, 
Technology and the changing 
Regulatory Environment as the key 

themes that would dramatically 
affect our business.  In just over two 
years, many of the expected changes 
are already here and our members 
have responded to--and in many 
cases embraced--the transformation. 
From a regulatory perspective, 
PIMA has become more visible as 
states continue to review group and 
association plans.  This uncertainty 
has driven some insurance companies 
to reconsider the market while 
some agents and underwriters have 
launched individual products.   The 
Internet of Things and the increased 
reliance on big data are driving 
greater efficiency and opportunity in 
underwriting, claims adjudication, 
and distribution.  Billions of dollars 
have been invested in new models 
and disruptive technologies that 
promise to transform our industry.   

As the industry evolves, PIMA 
members should be pleased to 
know that their association has 
been ahead of the curve and will 
continue to develop content that 
challenges current thinking and 

provides thought leadership.  This 
will require the organization to 
listen closely to you, our members, 
through an upcoming survey and to 
adopt new membership formats that 
welcome new entrants and more 
diverse product providers.  We will 
build a strategic plan that brings 
us beyond 2020 and helps PIMA 
fulfill its promise to be the industry 
destination for content, networking, 
regulatory resources, and most 
importantly--fostering commerce. 

Again, I’m very grateful for the 
opportunity to serve as your President 
this year and thankful for the many 
business partnerships and friendships 
that I’ve made since attending that 
first PIMA Meeting in November of 
2008.  I look forward to working with 
all of you and always welcome your 
feedback and suggestions.

Bill Suneson, President
Next Generation Insurance Group
bsuneson@nextgenins.com
(617) 532-0979

• Millennials are driving the “sharing economy,” few are car owners and they rely more heavily on word of mouth
• Insurance purchasing by Millennials is increasing. 
• Six in 10 Millennials prefer to get their health care from retail or urgent care clinics – twice as many as Boomers.
• Recruiting agents is becoming increasingly problematic.
• The new advice model combines fee-only and commission based advisors with personal, educational, and media 

influencers.
• New technology and products will help retirees stay in their home with multiple implications.
• Most people believe long-term care insurance is important but only 16% have it.

Finally the other highlight was closing speaker Natalie O’Brien of Google Health. We learned some surprising statistics 
about technology and consumer-driven online behavior--of seniors, not just millennials…. We suggest that you retrieve 
all of the presentations to share with your team.

2017 Annual Meeting Recap (Continued from page 1)
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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

PIMA Directory – Call for Advertisers & YOUR Record Updates 
Production is about to begin on 
the 2017 print edition of the PIMA 
Membership Directory & Buyers 
Resource Guide.  This annual desktop 
tool is a complete directory of our 
members and contact information.  
Remember, the most up-to-date 
information is in our online directory 
(titles, addresses, job changes).

In order to ensure that both your, 
and your organization’s information 
is current and correct, please check 
your title, contact information 
& listings 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 ramona@pima-
assn.org.) The publication deadline 
for updates is April 1.

Place your Advertising  
Order TODAY 
Many members 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. 
Advertising rates & submission 
details for the Directory are on the 
website home page 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 
also April 1.
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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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Ignite AM17 Recap

Engaging the Senior Market
As marketers 
look to grab the 
fleeting attention 
of the millennial 
consumer through 
various innovations, 
more sophisticated 

audiences are craving the same type 
of inventive value proposition to meet 
their evolving needs. The problem: 
they don’t feel like these marketers are 
speaking their language. Most notably, 
only 22% of Baby Boomers and 32% 
of Generation X consumers feel they 
are accurately portrayed in advertising 
today. Yet, 51% of Gen Xer’s and 43% 
of Baby Boomers say it is important to 
shop around every time an insurance 
policy comes up for renewal. 

This disconnect provides both 
opportunities and challenges for 
brands focused on the senior market of 
today and tomorrow. In order to engage 
with these consumers more effectively, 
brands must embrace the optimism 
of these consumers and capitalize on   
opportunities to improve engagement 
just as innovators have done.

To start, insurance messaging geared 
toward the pre-retiree and retiree 
market has been transforming over 
the past few years—to emulate a sense 
of optimistic and active retirement. 
Many health insurers have focused 
on wellness and active living, but 
other lines of business, specifically life 
insurance and travel products, could 
also benefit from a continued focus on 
the benefits while you are living rather 
than the protection-focused narrative 
alone. Membership organizations, 
like AARP, have also shifted to a 
technology-first approach as the 
current and future senior markets 
become increasingly tech savvy. 

On the flip side, digital-first brands 
such as Lemonade innovate on the 
user experience and tend to cater to 
younger consumers first. Whether 
it’s the language used on the website 
or the space in which they advertise, 
overwhelmingly Lemonade has 
attracted the under 35 crowd. Yet the 
company’s improvements in complex 
processes, such as the use of artificial 
intelligence for claims processing, is a 

simplification that caters to the needs 
of all consumers: easy, quick, and 
painless. 

Brands which embrace AI, chatbots 
and other tech-based improvements 
have the ability to offer a unique value 
proposition that meets the needs of the 
50+ market: the innovation associated 
with startups, combined with the 
credibility and trustworthiness of a 
long-standing insurance brand.

Overall, it’s clear that the struggle of 
Gen Xers and Boomers to identify with 
marketing is driven by an influx of 
millennial brands attempting to disrupt 
the status quo. In the insurance space, 
brands that recognize that they can 
offer a best-of-both-worlds option have 
the potential to engage the current and 
future senior market in a dynamic way. 

Stephanie is Director of Insights, Insurance 
for Mintel Comperemedia. Stephanie can 
be reached at sroy@mintel.com. 

From Mark Kelsey, Kelsey National 
Corporation to incoming President 
William Suneson, Next Generation 
Insurance Group

Passing 
of the Gavel

PIMA President Mark Kelsey present awards to Mona Buckley, PIMA, Sean 
Sullivan, Health Network and Ed Miltenberger, Carrier and Affinity Group 
Strategies. Recipients not present: former President Susan Hussar formerly of 
The Hartford and Marsh and Doug Gahagan, Axon Affinity.

Presidential Distinguished 
Service Awards
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Group Insurance coverages are issued by The Prudential Insurance Company of America, Newark NJ. © 2017 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.
0301265-00001-00 Ed.1/17

7 Wins including 
“BEST OF PIMA”

2016 Marketing Methods 
Competition Awards

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

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, will 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 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. 
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Call for Entries – April 15 Deadline
Marketing Methods Competition  
Show your Marketing Success
It’s that time of year—
and this year there 
are some competition 
changes. Don’t miss 
the chance for your 
team and organization 
to be recognized 
by—and share your 
expertise with—your 
peers at PIMA and 
show off to clients. Yes, 
some award winners 
have garnered new 
PIMA business from 
their wins! 

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

Gold, Silver and Bronze Awards are 
based on scores earned in each of the 
three areas:
  • Marketing Strategy (25%)
  • Creative Execution (25%)
  • Results (50%). 
(The exception is for “New Media” 
where creativity and marketing 
strategy will receive more points—see 
FAQs Packet on the PIMA web site.) 

Because of improvements to the 
competition instituted last year, 
more entries are eligible to earn a 
God award than in prior years.   Don’t 
miss your chance in the spotlight! 
Submit up to TWO entries per 
category! Can’t decide between two 
great campaigns? Now you don’t 
have to! New THIS year: a single 
channel category.

JUDGES’ TIP:  Judges look for 
substantial results improvement. 

Simply stating that “It beat our 
control by 50%!” isn’t sufficient 
documentation to earn optimal 
points. (Technically, that could 
amount to an improvement of 50 
cents over a dollar.) That’s why 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 Boards are displayed, and 
awards are announced and presented, 
at the PIMA MidYear Meeting.
Don’t miss out. Be sure to meet the 
deadlines. All information is on our 
website: www.pima-assn.org. or 
contact staff or judge. 

Entry Forms Due: April 15th
Display Boards Due: April 30th

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 Marketing Methods Judges for 
2017 are: Fred Hron, Forrest T. 
Jones & Co., Kelly Abeles, AIG, and 
Angela Daisy, Value Group Direct.
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Have you broken 
through any 
silos yet?  If 
not, welcome to 
the long-time 
challenges faced 
by insurance 

marketers.  With new technologies, 
the value of data, and postal 
promotions, there has been no 
greater time than now to see 
improved results to your bottom line.

New Technologies
Digital print burst on the scene with 
the ability to seamlessly change 
pictures, offers and products on the 
fly.  However, traditional methods 
for printing and personalizing 
direct-mail now live in a hybrid 
environment which can incorporate 
old and new technologies to do 
the same thing. The route you take 
depends on the size, scope and 
scalability of a particular program.  
Regardless of the route, the value 
of communicating on a one-to-
one basis with your customers is 
imperative.  The best part is, you 

can take advantage of production 
and postal savings at the same time.  

Value of Data
Data has been the buzz word for 
years now.  The fact is, it’s by far the 
largest factor in the success of your 
direct-mail campaign.  We need to 
continuously model our current and 
prospective customers.  Who are the 
best?  Who are the worst? The most 
valuable part of our data is that it 
provides us with the quickest way 
to achieve business goals.  Whether 
that means removing lower decile 
data or replacing with like data 
of higher deciles, or ensuring 
address hygiene, the focus is always 
singular – maximize your spend to 
net the highest returns.  

Postal Promotions
There are different promotions 
the United States Postal Service 
offers throughout the year that 
can net you discounts.  It doesn’t 
cost anything to sign up and it’s 
super easy.  Something to keep in 

mind, however, is that only some 
promotions pertain to specific types 
of mailings.

Work with your business partners 
to plan ahead.  If you have budget 
dollars set aside for testing, try and 
execute the programs during one 
of these promotions to increase 
the odds of success.  In addition, 
remember to take advantage of the 
USPS’ full-service IMB to maximize 
your postal spend.  

Direct Mail is Alive!
How we take advantage of new 
technologies, value of our data, and 
postal promotions is the quickest 
way to maximize results.  Breaking 
through long standing silos is 
imperative, or as our PIMA Annual 
Conference keynote speaker Simon 
Bailey says, we need to be our own 
‘Chief Breakthrough Officer’.

Josh Blair is an Account Executive at 
Japs-Olson Company. Josh can be reached 
at Josh.Blair@japsolson.com.

Ignite AM17 Recap

Break through the Silos and Improve Your Bottom Line

PIMA - AFFINITY 
BENEFITS 
DISTRIBUTION 
FOR POSTING 
IDEAS, 
CONVERSATIONS, 
AND INDUSTRY 
UPDATES.

JOIN OUR 
LINKEDIN 
GROUP

Left to right: David Butterfield, Crum & Forster; Margaret Lett, LeClair 
Group; PIMA President Mark Kelsey, Kelsey National Corporation; and Avery 
Smith, Kelsey National Corporation.

Thanks to Annual Meeting Chairs
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Annual Meeting 2017

2017 Annual Meeting 
Prize Winners

Hotels Drawings
Naples Beach Hotel & Golf Club

Fred Wheeler, Forrest T. Jones & Company

Skamania Lodge 
Mike Auth,  NASW Assurance Services, Inc. 

Golf Winners
Longest Drive Ladies – Catherine Colburn

Longest Drive Men – Paul Padratzik
Closest to Pin Ladies – Catherine Colburn

Closest to Pin Men – Paul Padratzik

1st Place –  
Jim Barone, Geb Buchness,  

Derrek Barfield

2nd Place – Catherine Colburn, Scott King, 
Michael Mercer, Kelly Ballwebber

3rd Place – Jim Arslan, Joe Creney,  
Jim Lipka, Kevin Coghill 

Outgoing President Mark Kelsey, who is also 
a yoga instructor, guided the Board in a short 

yoga move during breaks at PIMA Board 
Meetings last year. New President Bill Suneson 
asked him and Saturday night dinner attendees 

to participate in a final mini-class.
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Thank You 
To 2017 Annual Meeting 

Event Supporting Sponsors

Sass Associates
Gilsbar

Ocenture
FARM

Japs-Olson
SG360o

IdentityGUARD
AGIA Insurance Services

Yonewa

Thanks to Saturday night’s volunteer photographer Al Drowne.
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How to Be More Active (& Visible) in PIMA
There are many ways to raise your 
visibility and involvement in PIMA. 

• Come to a conference (and 
stay over on Saturday). If you 
haven’t been or haven’t been 
lately, this issue details some of the 
conference content—always geared 
at helping you to grow your affinity 
business. And did you know the 
profile of registrants?

• Write an article for the 
newsletter. Publication guidelines 
are on our Website. The goal/
content must be informational and 
provide insight (vs. a sales message). 

• Post in our Linked In Group. 
Share a problem, share an article 
you have read, share news that 

has ‘insight’ value. Our new public 
group name is PIMA – Affinity 
Benefits Providers. This is your 
water cooler conversation place. If 
you haven’t yet joined, please do. If 
you aren’t sharing articles you read 
beyond your colleagues, please do!

• Share Company News. Our 
Grapevine section of the newsletter 
is for your company news. If PIMA 

isn’t on your media distribution 
list, add us. Just send to pima@
pima-assn.org.

• Join a committee. We have 
three active committees—that 
we plan to become more active 
this year. So the commitment is 
likely 8 meetings per year—two 

on-site at our conferences and 4-6 
teleconferences. 

• Membership –  focused on recruiting 
(and orienting) new members. This 
year, assessing our Membership 
Survey results and refining our 
Membership Structure are key 
initiatives. We also have a Task 
Force of marketers advising on our 
marketing plan. If you are in sales or 
marketing, this may be a good spot.

• Legislative & Regulatory – 
monitors matters pertaining to our 
industry, shares regulatory alerts 
and information collaboratively, 
and assists in our outreach 
efforts to DOIs. The group also 
guides content for the regulatory 
session at each conference. If 
you have product or compliance 
responsibilities you may want to 
join this group.

• Education – focused on supporting 
our Meeting Chairs in conference 
content development. Also assists 
in promoting more peer-to-peer 
education via Linked In and in our 
newsletter between meetings. 

 To get involved simply email Bill 
Suneson or PIMA CEO Mona Buckley 
at mona@pima-assn.org.

Annual Meeting 2017  (Continued from page 11)
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GradGuard is the leading insurance 
destination for college families and recent 
graduates.

gradguard.com mylifeprotected.com

MyLifeProtected is a digital platform that 
enables brands and groups to engage their 
customers through insurance distribution.
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New Members
Please welcome the following  
new PIMA members  
(VM = Voting Member):

New Agencies
DRIASI
Jennifer Toal (VM),  
Chief Executive Officer
toalj@driasi.com

Cindy Lapadula,  
VP Implementation Team
lapadulac@driasi.com  

Pamela Keller,  
VP Account Development
kellerp@driasi.com

Cost Containment Group - CCG
David Schaeffer (VM),  
Chief Development Officer
dschaeffer@ccgfamily.com

Insurify
Snejina Zacharia (VM),  
Founder & CEO
snejina@insurify.com

Massmark Companies
Charles C. Allen (VM), President
christopherallen@bellsouth.net

William Allen, Chairman
ballen@massmarkinc.com

Union Plus
Mitch Stevens (VM), CEO
mstevens@unionplus.com

Amy Cybyske, Vice President
acybyske@unionplus.com

Andrew McGehee, Deputy Director
amcgehee@unionplus.com

New Business Partners
American Express 
Barbara Mahoney, (VM), 
Sr. Manager, Regional Accounts
barbara.mahoney@aexp.com

Deborah Galano, 
Sr. Relationship Manager
deborah.a.galano@aexp.com

Shaun Steward, 
Dir., of Business Development
shaun.steward@aexp.com

Arbor Strategies, LLC 
Chris Petersen, Esq., (VM), Partner
cpetersen@arborstrategies.com

Premier Planning 
Steven Prince, (VM), 
VP, Corporate Marketing
sprince@premierplanning.com

Purchasing Power
Doug Rooker (VM), 
VP, Business Development
drooker@purchasingpower.com

Elizabeth Halkos, CMO
ehalkos@purchasingpower.com

SG360o

Julie Rinard (VM), 
VP, Mktg., Product Development
julier@sg360.com 

Ted Gaillard, EVP Sales
tedg@sg360.com

Kevin Wood, VP, Sales
kwood@sg360.com

Alicen Baran, Marketing Coordinator
alicens@sg360.com

New Company
LifeShield National Insurance Co. 
David  Brooks, (VM), Vice President
david.brooks@midfirst.com

Ray Williams, 
Executive Vice President
ray.williams@midfirst.com 

Joe Trippiedi, 
Senior Vice President
joe.trippiedi@midfirst.com 

Gary Peterson, President
gary.peterson@midfirst.com 

Steve Hague, 
Agency Relations Manager
shague04@aol.com 

Prospective 
Members
Help us recruit these 
prospective members!

Prospective Agencies 
Answer Financial
Eric Bur, Director, 
Business Development
eric.bur@answerfinancial.com

Life Preserve, LLC
George Davidson, Partner
george@lifepreserve.com

AOPA Insurance Services
Timothy Fortune, 
Chief Administrative Officer
tim.fortune@aopa.org

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

Corporate Financial, Inc.
John O’Day, President
jo@corpfi.com

Military Officers Association of 
America (MOAA)
Katherine Partain, Vice President, 
Membership & Marketing
kathyp@moaa.org

Cherie Zadlo, Sr. Director, Business 
Dev./Products & Services
cheriez@moaa.org

Lockton Affinity
Nicole Pealer, Vice President
npealer@locktonaffinity.com

AVMA LIFE
Elizabeth Wallace, CEO        
libbywallace@avmalife.com

Millennium Brokerage Group
William Zelenik, CEO 
jfillman@mbgnow.com

Prospective Companies
America’s Health Care Plan
Steven Trattner, President
steve@ahcpsales.com

Ameritas
Jim Barone, Sr. VP Group Business 
Development & MGA Distrb.
jbarone@ameritas.com

Assurant
John Loucks, National Accounts 
Manager
john.loucks@assurant.com 

Bankers Insurance
Chonice Wilson, 
VP of Commercial Lines
chonice.wilson@bankersinsurance.com

Genworth Financial, Inc.
Brian Harrington, Senior Vice 
President, Head of Distribution 
brian.harrington@genworth.com

Jeff Levin, Vice President, Long Term 
Care Insurance Sales
jeff.levin@genworth.com
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Our marketing infrastructure is designed 
to keep building your revenue ever 
upward. It’s powered by the right tools 

to pique the right audience’s attention 

with the right message at the right time. 

Make your business climb. Build with us. 

And we’ll build it up at no cost to you.

Call Liz Sheehan 
at 1-203-956-8852.
Affi nion Benefi ts Group

Building

NJM Insurance Corp.
Cam Maio, Director of Marketing
cmaio@njm.com

Starr Companies
Kenneth Judkowitz, 
VP, Strategic Marketing
kenneth.judkowitz@starrcompanies.com

Prospective Business 
Partners
BenefitHub
Jeffrey Joachim, 
VP Business Development
jeffrey.joachim@benefithub.com

Cross Country Home Services
Daniel Tringali, Vice President
dtringali@cchs.com

Dylan Consulting Services, LLC
Wayne Goshkarian, President
wayne@dylanconsulting.com 

Identity Guard
Matthew Heminger, Director
mheminger@identityguard.com

Steve Lowy, Vice President
slowy@identityguard.com

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

Milliman
Daniel Skwire, Principal
dan.skwire@milliman.com

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

RPM Direct
Jim Arslan, President
jimarslan@rpmdirectllc.com

James Lipka, SVP, Business 
Development
jlipka@rpmdirectllc.com

Shawn Morris, President,  
Diversified Media
shawn@rpmdirectllc.com

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

Sequence Consulting, Inc.
Chris Vaughan, Consultant
cvaughan@sequenceconsulting.com

Smith & Wilkinson
Ken Jordan, Vice President
kjordan@smithandwilkinson.com

Teladoc/Healthiest You
Tony Elder, Regional VP - TPA/
Carrier Sales
telder@teladoc.com

Angel Paravicini, VP, Partner 
Development
angel@healthiestyou.com

VSP
Christina Williams, Business 
Development Manager
christina.williams@vsp.com

The Wilen Group
Kenneth Hirsch, Account Executive
ddimaio@wilengroup.com

Carl Pellegrini, Account Executive
cpellegrini@wilengroup.com 

Windfall, Inc.
Donna Marks, President
dmarks@getwindfall.com
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Technology driven 
innovation has 
brought radical 
changes to the 
ways in which we 
interact, do business 
and relax. Now IT 

enabled disruptive change is spreading 
to insurance. InsurTech companies 
have emerged with a focus on cutting-
edge customer engagement. 

The driver for this is increasing 
expectations. Global insurance 
surveys show that consumers want 
greater value from policies and more 
contact with insurers. As PIMA’s 
Affinity 2020 report has shown, 
Millennials are ‘seeking resources 
which help them transition to 
responsible adulthood’. Tech savvy 
Baby Boomers are looking towards 
retirement and need lifestyle products 
that can help them manage assets.

InsurTech
To address these trends InsurTech has 
been changing the model. Up till now, 
insurance has operated on a ‘value-in-
exchange’ paradigm where customers 
only get value from their insurer 
when making a claim. InsurTech has 
created a ‘value-in-use’ model where 
customers get ‘day-one-value’ from 

policies. This is achieved by offering 
digital services alongside coverage. 
These extend the scope of policies and 
make them truly customer centric. 

In the US, the digital enhancement of 
policies is commonly associated with 
lifestyle management and wellness 
programs. Some providers such as 
FIGO offer a cloud based suite of 
assistance services for the pet owner 
as an integral part of their coverage.  
Less well known in the US are digital 
legal services. These are used by 
many insurers in the UK to enhance 
policies and offer outstanding value. 
Epoq’s technology underpins many 
of these offerings and our platform 
is used to provide over 500,000 legal 
document services every year to our 
partner’s policyholders. With such 
services, customers can resolve legal 
issues - from making a Will, to dealing 
with a builder or drafting a premarital 
agreement - all under their expanded 
coverage. Insurance and legal services 
go hand in hand as professional 
services that are part of every 
individual’s life cycle of needs. 

A technology based model to 
delivering law is badly needed in the 
US. Attorneys’ fees can quickly add up 
at $100-$500 per hour; in response, 

55% of households attempt to deal 
with legal problems by themselves. 
Up until recently, legal services 
have been unsuitable for policy 
enhancements as they are expensive 
to deliver. Now legal services have 
been completely overhauled by 
technologies which makes the 
delivery of law more affordable and 
convenient. Technology platforms 
allow documents that took hours for 
an attorney to produce to be created 
and finalized in minutes. 

If provided as an enhancement, 
such services offer tangible benefits 
for those looking for the type of 
engagement innovation that improves 
retention. For example, in a recent 
survey conducted by one of our major 
clients 81% of customers were more 
likely to renew their policy and 96% 
said they would recommend the 
service to friends and family. 

InsurTech is radically improving the 
customer experience and makes it 
financially viable to provide services 
and value through truly innovative 
customer engagement. 

Clifford Cohen is Business Development 
Director at Epoq Legal. Clifford can be 
reached at clifford@epoqlegal.com. 

Ignite AM17 Recap

How InsurTech is Shaking Up Customer Engagement

PIMA Elects 2017 Board
PIMA members elected our new officers 
and directors at the Annual Meeting. 
Congratulations to:
• President - Bill Suneson, 

Managing Partner, Next 
Generation Insurance Group;

• President-Elect – Shannon 
Warner, EVP, Pearl Companies;

• Treasurer – Dave Armstrong, 
President, Sass Associates;

• Secretary – Ann Dieleman, Ann 
Dieleman Consulting, LLC;

• Immediate Past President 

(ex-officio) – Mark Kelsey, 
President, Kelsey National Corp./
HealthInsurance.com 

At-Large Officers/Executive 
Committee Members: 

• Alf Drowne, VP & General 
Manager, AMA Insurance Agency, 
Inc. and 

• David Schaeffer, Chief 
Development Officer, Cost 
Containment Group.

Newly-elected Directors are:
• Chuck La Tournous, Director, 

Strategy & Business Development, 
Prudential;

• Amit Dhadwal, Chief Strategy 
Officer & EVP, Aon Affinity 

• Chris Burke, President & CEO, 
AGIA Affinity Services;

• Michael Griffin, Vice President, 
ACCEL Law Group.

Returning Directors are listed on page 2.
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WHAT MAKES US DIFFERENT IS OUR

COMMITMENT
TO THE SUCCESS OF OUR CLIENTS.

SPECIALIZING IN GIVING YOU MORE.

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.
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Forrest T. Jones 
& Company, 
Inc. (FTJ) and 
Fidelity Security 
Life Insurance 
Company (FSL) 
appointed Roy 
Moore to a newly 

created vice president position to 
lead the organizations’ information 
technology (IT) efforts. Moore 
provides strategic leadership as a 
member of the FTJ/FSL executive 
team and reports to Richard F. Jones, 
FTJ/FSL President.

Chris Petersen, Esq., formerly of 
Morris, Manning & Martin, has 
formed Arbor Strategies, a new 
PIMA member organization, and a 
government relations and strategic 
consulting firm based in Vienna, 
Virginia.  The firm represents clients 
before the National Association of 
Insurance Commissioners, Congress, 
state insurance departments, and 
federal agencies. Chris’ new contact 
information is: (703) 847-3610 
(direct), (703) 761-7080 (main) 
cpetersen@arborstrategies.com. 

Coterie Advisory Group is a new 
start-up venture, co-founded by 
recent PIMA member, Ben Rozum. 
Coterie will be focusing on insurance 
& benefits consulting services 
and building innovative programs 
for employers, associations, and 
student-debt related markets. New 
contact information: ben.rozum@
coterieadvisors.com.

Selman & Company has acquired 
the business and assets of Vision 
Financial Corporation of Keene, 
New Hampshire. The acquisition 
of this TPA of voluntary worksite 
benefits boosts Selman & Company’s 
premium under administration to 
nearly $300 million through more 
than 50 different carrier partners. 

Jim Gallagher joined Selman & 
Company as Director of Product 
and Supplier Management.  In this 
role, Jim oversees carrier partner 
relationships, business under 
management, compliance activities, 

as well as the strategic direction of 
critical products.  

In Memoriam
David Selman reported the passing 
of Ed Singer at the end of October. 
As Executive Vice President of 
Association & Society Insurance 
Corporation (ASI) of Rockville, 
Maryland, Ed was instrumental in 
building that company to be the 
leader in the Tricare Supplement 
Insurance market proudly serving 
retirees of the American armed forces 
and as well as their families. 

GrayHair Software family was 
saddened by the news of the 
December passing of founder, 
president and ongoing inspiration, 
Cameron Bellamy. Cameron will 
be sorely missed by colleagues, 
associates and, of course, his family. 

Grapevine

Roy Moore 

SAVE THE DATE:  
July 20-23, 2017

2017 MidYear Meeting  
& Trade Show
Skamania Lodge |  Stevenson, WA    
45 minutes from Portland, Oregon      

To reserve an Exhibit Booth contact Ramona Hopkins 
ramona@pima-assn.org.
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For over 60 years, we have invested in a dedicated  
team of professionals with an exclusive focus– 
serving the affinity and group membership  
marketplace. That’s the New York Life experience.

We’ve kept the promises we made to protect 
the people we insure and their beneficiaries. 
We’ve been able to stand by them because 
each promise is backed by our proven  
financial strength.

Let’s start the conversation today.

A good plan starts with 
an experienced team.

SMRU1718960 (Exp.12/16/2018) © 2017 New York Life
 Insurance Company, 51 Madison Avenue, New York, NY

newyorklife.com/groupmembership

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

Insure. Prepare. Retire.
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While there have 
been countless 
studies detailing 
how you should 
market to 
millennials 
and boomers, 

Generation X has been largely 
ignored by the marketing 
community. Statistics prove that 
this is a costly mistake, as Gen 
X makes up 31% of the total US 
spending power (compared to 
18% for Millennials and 39% for 
Boomers). And when it comes to 
insurance marketing, there’s one 
segment of Gen X that is especially 
important: Women. 
 
For the most part, the insurance 
and financial services industries 
have not been successful in 
including women in their marketing 
strategies. Of the women we 
surveyed, 91% say advertisers 
don’t understand them and 58% 
feel annoyed by how advertisers 
portray their gender. Through 
Anderson’s original research 
study, we have discovered that it 
is crucial to understand where Gen 
X women come from, a childhood 
marked by learned independence 
and autonomy, in order to develop 
targeted marketing messages that 
resonate with them. 

So how do you reach 
out to Gen X women? 
The seven key insights 
we discovered are:
1. Start by making them a dedicated 

segment in your marketing. 
Leverage your database to see 
how many Gen X women already 
subscribe to your product and 
conduct market research to 

see what resonates with your 
existing customers.

2. Understand where they come 
from, personalize your marketing 
based on their interests, and 
always lead with female-based 
products, features, and benefits. 
Write and design your creative 
from a female perspective and 
ensure that plenty of women 
are included in your decision-
making process. 

3. Be honest and vulnerable in your 
messaging—Gen X women aren’t 
perfect, and they know your 
company isn’t either. Expressing 
your vulnerability establishes 
you as a credible partner.

4. Use information to inspire 
confidence in your product. 
Be concise with your 
communications to ensure that 
your audience has all of the 
facts that they need to make an 
informed decision. 

5. Leverage your natural resources 
to show that you are already 
on their side. Is the majority of 
your C-suite team comprised 
of women? Do you offer an 
extensive maternity leave 

compared to your competitors? 
Does your team participate in an 
annual breast cancer walk? Show 
it off! Use social media and blog 
posts to drive home an inclusive 
and empowering message. 

6. Know what channels work best 
for women. According to our 
research, direct mail is still the 
key, with 56% of respondents 
preferring it to other channels. 
Email and TV ads are also highly 
preferred among Gen X women. 

7. Again, be clear with your 
communications. Don’t bog 
your reader down with legalese 
or confusing language. Make it 
accessible to inspire trust! 

By putting women (especially those 
from Gen X) at the forefront of 
your marketing strategy, you can 
make sure that they feel included 
and respected by your marketing 
efforts. And given that they make 
the majority of insurance decisions 
in families across America, it would 
be a mistake to ignore them. 

Mimi Flowers is VP, Strategy & Client 
Relations, Anderson Direct & Digital. 
mflowers@andersondd.com

Ignite AM17 Recap

Gen X Women - Stats & Opportunities

Gen X makes 
up 31% of 
the total US 
spending 
power
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Offer Legal Insurance to Your Clients

As a leader in legal insurance, ARAG® offers an  
all-in-one solution: a legal plan that includes:

 Identity Theft
 Caregiving
 Financial Counseling 
 Tax Services.  

If you're looking for new opportunities — without 
the added costs or risks that often come with a new 
product or service — partner with ARAG.

© 2017 ARAG North America, Inc. S4147

Contact ARAG to learn more!
800-758-2860

www.ARAGlegal.com

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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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

LegaLink
This Newsletter update is presented 
on behalf of the PIMA Legislative and 
Regulatory Committee. Special thanks to 
Christine Carway of New York Life and 
Chris Petersen, Arbor Strategies.

At the PIMA Annual Meeting, in 
addition to the Leg. & Reg. committee 
meeting and call on Thursday, 
presentations were made by Chris 
Petersen of Arbor Strategies, Sam 
Fleet of AmWINS and Sean Cox of 
First Consulting & Administration. 

NAIC UPDATE
Chris reported from the December 
NAIC meeting. Key highlights were:

1. The NAIC has not yet taken up the 
Group Insurance Model.  And, as it 
relates to the ACA Repeal & Reform 
movement, the NAIC opposes the 
concept of selling insurance across 
state lines.

2. Minimum Standard Models and 
the new Trump administration 
- Regulators feel somewhat 
emboldened to take a stronger 
stance on some issues but for 
now are adopting a wait and see 
approach. A leading consumer group 
rep. suggests that ACA repeal will 
lead to a larger market for excepted 
benefits—and increase concern 
about these products, leading to 
more stringent regulation.  

3. With regard to the Cybersecurity 
model, there is debate over whether 
the Agent or Carrier is responsible 
for sending the notice (who owns 
the information? possession vs. 
control?).

PIMA REGULATORY TASK 
FORCE AND WHAT’S 
NEXT ON THE ACA

Sam Fleet, former PIMA President 
and chair of last year’s Regulatory 
Task Force summarized the actions 
taken in 2016 and detailed in the last 
issue. Sam recognized Commissioner 
Al Redmer of Maryland who was a 
meeting registrant (he spoke at the 
summer conference and chose to 
return for our content and was an 
active meeting participant). Al and 
his department staff, many former 
Transamerica staff, have been very 
responsive to Agent outreach and 
calls. In addition, Al is now a member 
of the NAIC Executive Committee 
and invited Sam to the NAIC NE Zone 
meeting last October—typically only 
attended by regulators—to educate 
the group about M&A activity and to 
also use that time to share more about 
the Association Group market. Sam 
also shared some insights into the 
challenges to ACA “replace” and into 
Employer sponsored plans.  
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SOCIAL MEDIA 
COMPLIANCE
Finally, at the Annual Meeting 
Sean Cox of First Consulting & 
Administration also led a session-
-on Social media Advertising 
Compliance—tips to expedite speed-
to-market/approval.

All three of the above presentations 
are available in the Members-Only 
Section of the Website. FYI our 2017 
updated Advertising Compliance 
Manual should mail by the end of 
February. Thanks to Transamerica and 
First Consulting & Administration.

STATE ISSUES
Alaska
HB. 372 Association Group 
Approval: Effective 10/16/16, a group 
life insurance policy may not be issued 
for delivery in this state unless the 
group is a bona fide association (i.e. 
has a constitution and bylaws and 
that insures members, employees 
or employees of members of the 
association for the benefit of persons 
other than the association or its officers 
or trustees) and the group meets other 
requirements as established by the 
Director in regulation.

To that end, Alaska has enacted 
a new subsection to the Alaska 
Administrative Code in 3 AAC 
31.210(m) that reads an insurer may 
not issue insurance to a resident of 
this state under a group including an 
out-of-state group that does not meet 
the requirements of AS 21.54.060 for 
health insurance, AS 21.54.070 for 
blanket insurance and AS 48.010 for 
life insurance. Before issuing coverage 
to a resident of this state through a 
policy issued to an association or trust, 
including a union trust, an insurer 
must file and obtain the director’s 
approval for each association or trust 
through which a resident of this state 
will be issued coverage.  

In the event that the constitution or 
bylaws are amended following approval, 
an insurer must refile the group for 

approval.  Also, the forms associated 
with the group must be filed separately 
from any group approval filing.

Arizona
S. 1494 Anti-Rebating: Effective 
8/6/16, allows insurers to retain an 
independent third party to conduct 
customer feedback efforts and offer a 
“reasonable incentive.” A “reasonable 
incentive” is defined as one whose 
monetary value does not exceed $200.

H.2144 Risk Classification: Effective 
8/6/16, prohibits ordering a genetic 
test without first receiving the 
specific written informed consent of 
the test subject. Provides the results 
of a genetic test are privileged and 
confidential and may not be released 
without expressed consent of the 
subject or the person authorized to 
consent for that person.

H. 2363 Privacy: Security/
Security Breach: Effective 8/6/16, 
requires covered entities owning or 
licensing encrypted data to notify 
persons affected by a breach in the 
most expedient manner possible. 
Outlines requirements for written or 
telephonic notice.

California
A. 2828 Privacy: Security/Security 
Breach: Effective 1/1/17, requires 
a person or business conducting 
business in CA and any agency that 
owns or licenses computerized data 
to disclose a breach of the security 
of the data to a resident of the 
state whose encrypted personal 
information was, or is reasonably 
believed to have been, acquired by an 
unauthorized person or entity.

Colorado
S. 29 ORSA:  NAIC Model: Effective 
1/1/17, enacts the NAIC own risk and 
solvency assessment (ORSA) model 
law. Requires the filing with the 
insurance commissioner of annual 
ORSA summary reports 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. Includes model 
confidentiality language.

Connecticut
Amendment to C.S.A. 38a-458 LTC 
Regulations: Effective 10/13/16, 
allows life insurance products to be 
sold with a rider that accelerates the 
death benefit for the purposes of 
offering a long term care product.

A PIMA  DOI outreach visit was made 
in late February by Mike Griffin, new 
Chair of the PIMA Legislative & 
Regulatory Committee and members 
Liz Sheehan, Affinion and Dave 
Hudon, Alliant. The report back was it 
was positive and a pleasant reception.

Illinois
H1260 Privacy:  Security Breach:  
Updated Definitions:  Effective 
1/1/17 requires notification to both 
the Office of the Attorney General 
and consumers within 45 business 
days after discovery of a breach that 
impacts more than 250 residents. 

Maryland
H. 803 Risk Classification: Life 
Insurance: Freedom to Travel:
Effective 10/1/16, prohibits an insurer 
from taking specified actions relating 
to life insurance coverage solely for 
reasons associated with an applicant’s 
or insured’s future lawful travel.

New Hampshire
Sale of Association Health Products
The Hartford recently led a discussion 
with the Commissioner, asking NH 
to allow the sale of excepted benefits 
Health products (e.g., Disability, 
AD&D, Hospital Indemnity) to 
Association groups.  Representatives 
from AIA, AIG, Zurich and Arch also 
attended.  The Commissioner was 
open to considering the idea and 
asked us for research on his statutory 
authority to allow these types of 
groups.  We plan to provide that info 
later this month.
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