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President’s

Message

Dave Armstrong
PIMA President

As 2019 comes to a
close, I look back at
this transformational year
and am excited at both
the changes we have made
as well as the opportunities
that lie ahead for PIMA
in 2020. PIMA is on the
right path to providing
greater value to its
members, and I know
the year ahead promises
to be an exciting one.

LINKING OUR MEMBERS

LINKING OUR MEMBERS

On the personal side
of business, members
continually share with me
how much they appreciate
the PIMA Community
Continued on Page 5
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How Insurance Companies Can

BECOME MORE USERCENTRIC AND REALIZE
BETTER RETURNS
Attracting and retaining customers in this day and
age requires delivering a superior user experience

In September, PIMA’s Board
of Directors convened in
Chicago for our annual
strategic planning session.
The Board remains
focused on growing
membership and investing
in resources and tools to
help our members create
business growth through
collaboration, education
and innovation. As the
only trade association for
executive leaders in the
sponsored benefits market,
the Board is also ensuring
we’re modeling the way
through our governance,
our privacy practices and
our code of ethics.
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The Importance Of Member Obsession

13

How Multi-Touch Marketing Is Driving
The Future Of Influencing Consumers
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CUSTOMIZED

BENEFITS
FOR ASSOCIATIONS OF ANY SIZE.

As a leading third-party administrator for associations,
brokers and insurance carriers, AmWINS provides
marketing, implementation, customer service, policy
issuance, reporting and claims services. We will handle all
the details so you and your client don’t have to.

WHY PARTNER WITH AmWINS?
9 Over

amwins.com
2

25 years of
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9 Turnkey programs

9 Tailored

benefits
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9 Program Experts
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From the

EXECUTIVE DIRECTOR
Ann Dieleman
PIMA Executive Director

Each year we ask PIMA members to
provide us with feedback in our annual
member survey. As always, your feedback
is valuable—and enlightening. This year we
heard from many of you that membership
delivers two key benefits: networking and
access to industry professionals. In 2019,
we looked for more ways to deliver on both.
For the second year in a row, PIMA served as an
official partner of InsureTech Connect (ITC) 2019
in Las Vegas, drawing awareness about PIMA to
the 7,000+ attendees from 63 countries. This
partnership directly benefits PIMA members as it
provides members discounted pricing and a private
space for a members-only meet-up.
If you’ve not had the chance to attend ITC, it’s a
jammed-packed forum with several educational
sessions, an enormous exhibit hall, a surplus of
1:1 networking opportunities, and timely industry
updates. The opening keynote address focused
on the shift organizations are making from B2C to
B2B2C “channel partner” marketing, and it instantly
resonated with me. I really wanted to stand up and
shout, “Come to PIMA’s January 2020 Industry
Insights Conference. Our members have deep

expertise in channel partner marketing.” I resisted.
And instead, PIMA’s Programming Committee
collaborated to create an infographic highlighting
PIMA members' channel and affinity partner
expertise, which will be available in January 2020.
In early November, I represented the United States
on a Cornerstone International Group webinar
alongside female executives from India, Spain and
Peru to provide a global perspective on executive
women in the workplace. The takeaway was good
news, bad news.
The good news is women are rising to the top,
especially in CEO and Board positions. I’m especially
proud that, for the past two years, PIMA has had an
intentional focus on diversity and inclusion within
the membership and on the Board. New members
have indicated they feel included from their very
first PIMA meeting.
However, statistically women continue to be
underrepresented at every level within an
organization. New data indicates the real problem
begins at the first level of management. It’s a
combination of cultural, structural and behavioral
reasons according to Women in the Workplace 2019,
a study from McKinsey & Company and Lean In. Read
the full study at: www.womenintheworkplace.com.

2019 PIMA Leadership Strengths

4
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Most recently, I had the pleasure of hearing
Gallup Chairman and CEO Jim Clifton speak at a
conference in Kansas City. He addressed how to
leverage employee engagement to drive organic
growth, highlighting that changing the energy on
the team creates results. Jim suggested the four
areas to probe:
•Do leaders know their strengths? There are
multiple tools in the marketplace, what’s
important is that the organization has a tool.
•How much is being spent on performance
management systems? Gallup findings indicate
these systems make little to no impact. We know
as leaders that stars in the organization hate
them.
•Who is the organization promoting to
managers? Do those people have the natural
ability to manage? Jim shared, Management =
having one meaningful conversation per week
with each person they manage.
•The #1 question employees should be asked to
rank on a scale of 1-5 is, “Does someone care
about my development?” If the organization isn’t
seeing 5s, it’s an area to probe.
Did you know the PIMA Board of Directors uses
CliftonStrengths to ensure that PIMA builds wellrounded teams and gets the best in its strategic
break-out sessions? Take a look at the strengths
within the 2019 Board of Directors on page 4.
It’s been a pleasure serving as your Executive
Director this past year. You have helped to
strengthen this organization with your support,
and I hope to see many of you in January at the
2020 Industry Insights Conference.
You can reach Ann Dieleman at
ann@anndieleman.com
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Message (Continued from page 1)

and having such a high caliber network. While we
always seek to grow the PIMA Community, one
area the Board is committed to is helping members
during times of employment transition. I’m happy
to announce the Board approved a new member
benefit. Any member who has been part of the
PIMA Community for 5+ years is eligible to receive
up to 12 months of a complimentary membership
and discounted registration fees for our semiannual conferences. The Board knows the value of
PIMA is important during these temporary career
transitions and believes it’s critical to keep these
valued members in the PIMA community. If you
know of a PIMA member who can benefit from this
opportunity, please encourage them to contact
Ramona Hopkins at membership@pimainsights.org.
Have you registered for the 2020 PIMA Industry
Insights Conference? In addition to an amazing
speaker lineup we’ll be unveiling PIMA’s Affinity
2030 Research, hearing first hand from AM Best on
their new innovation criteria and offering more than
15+ hours of networking opportunities. Thank you
to our 2020 Conference Chairs Elizabeth Johnson,
Paul Myers and Susan Roe for planning a great
program. The combination of peer advisory forums,
educational content and networking opportunities
makes PIMA conferences unique.
As my term as President draws to a close, I want to
thank the Board of Directors and Committee Chairs
for their support and volunteering their time and
talent during our year of transformation. You will see
the results of this team effort on page 24 for PIMA's
Year in Review. I’d like to especially acknowledge
Past President Shannon Warner, Incoming President
Liz Sheehan and Executive Director Ann Dieleman
for their counsel and friendship during my term. It’s
been an honor serving as the 2019 PIMA president.
Thank you to the 450+ members for trusting me
with this role.
You can reach Dave Armstrong at
darmstrong@sassadvisors.com

Search members, product lines and services
through PIMA’s Online Directory at
www.pimainsights.org/network/members
5
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How Insurance Companies Can

BECOME MORE USER-CENTRIC
AND REALIZE BETTER RETURNS
Andrew Kucheriavy
Intechnic Corporation

Insurance can be one of the most confusing and
complex industries out there for consumers,
especially when it comes to navigating websites that
seemed to be created by insurance professionals,
for other insurance professionals. Due to shifts in
consumer expectations, insurance companies have
been forced to become more customer-centric,
especially in the digital sphere.
Disruptions in the industry have left many insurance
companies scrambling to catch up. We live in an
experiential economy where people no longer
buy services or products, they buy experiences.
Attracting and retaining customers in this day and
age requires delivering a superior user experience
(UX). It requires a departure from organizationcentric UX to a customer-centric approach.
Consumers want to interact with insurance brands
at their own pace and on their own terms, without
friction. Many of the startups currently disrupting
the insurance industry have recognized this and
worked toward creating experiences that give
consumers what they expect — ease, choice
and advice.
6

Provide a positive experience to online customers
To provide customers a positive user experience,
you first must understand what they desire. When
it comes to insurance, customers largely want three
things from websites:
Ease (of Use) – An insurance website should make
it easy for visitors to find information. Users must
be able to complete common tasks quickly, such as
filing claims, applying for coverage, reviewing and
making changes to a policy, paying a bill, etc. (This
is determined by focusing on website navigation,
information architecture, and how easy it was to find
information and complete common tasks.)
Choice – Users need to feel in control of their
purchasing and decision-making process, and
believe they are getting the best deal possible.
One way to give users more control is to help them
understand the risks and make educated decisions
about their coverage. The best insurance websites
provide clear choices, including side-by-side
comparisons of different policies and clear, simple
explanations of policies, coverage and risks.
Advice – Users are likely going to need some level
of guidance and reassurance during the purchase
process for something as complex and important
as insurance. Purchasing insurance is an emotional
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decision—users are looking to protect their life,
health, home, family, or valuables. It is important
for users to feel that they are being served well
during this process and that they are getting proper
guidance as opposed to feeling on their own.
Insurance websites succeed in the “advice” category
by how effective they “humanized” a user’s online
experience.
Why do so many insurance websites struggle?
Historically, the immense complexities of insurance
in general meant that customers needed an
expert to explain things and answer even basic
questions, or they could easily become confused
and overwhelmed. Additionally, many insurance
companies with long histories, have websites
which simply aren’t suited to facilitate individuals
researching on their own and attempting to selfservice. In other words: they simply don’t match up
with the current trends in consumer tastes towards
research and self-service.
Statistics show this experience is what users,
particularly Millennials and Gen Z, want. (An Aspect
study showed that three out of four Millennials
prefer to solve their customer service issues on their
own.) But what happens when customers miss out
on the experience that they desire?
You may be losing business if your website
has the following UX issues
The Intechic team has studied several hundred
insurance and Insurtech websites to identify the
most common issues they faced. The number one
user experience issue with most insurance websites
(particularly the larger ones) is that they mirror
their actual organizational structure online, making
their websites unnecessarily complex — and largely
pointless for customers.
Be cognizant that site visitors don’t care what
department or branch of your company services
their product, nor do they want to navigate around
the site looking for it; they simply want to visit, find
the information pertinent to their situation, and
get out — quickly. The constant outtake from user
testing we conduct is this - keeping site experiences
simple is key in keeping users engaged!
Another blaring UX issue is cognitive overload:
Dispense with the jargon and speak to users with
the language and terms they use. Reduce the
information overload. This is imperative, since most
users don’t read, they skim a page searching for
keywords that provoke interest. This becomes even
more important when accessing via a small screen
(smartphones). When it comes to content on
insurance website, less is always more. Just to give a
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perspective, we recently reduced a client’s website
from 600 pages to 80 and the user satisfaction
rating went up by 92%.
ROI of Good UX vs. The Cost of Bad UX
The cost of inaction where your company’s website
is concerned, is high. Statistics show 79% of people
who don’t like what they find on one site, will go
search for another site. On the flip side 8 in 10
customers are willing to pay more for a better
customer experience. In today’s experiential culture
this influences a customer’s adoption of new
products, and more importantly, continued use of
those products. Research shows that, on average,
every $1 invested in UX brings $100 in return. That’s
an ROI of a whopping 9,900%.
A good online experience shows customers that you
care, further driving engagement with your brand.
The best way to resolve UX issues is by conducting
a thorough UX audit of your website by testing and
reviewing your website with real users. Ask yourself,
what would be the cost of losing 5%, 10%, or 20% of
business because of poor UX? Remember, not only
is Good UX Good Business but Bad UX is also Bad
Business. Which one would you rather be?
Did you receive the last issue of Insights? If not,
make sure we have your correct mailing address
on file. Log into www.pimainsights.org/network/
members/profile and update your profile.
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President’s

Message

Dave Armstrong
PIMA President

The first half of 2019 has
been focused on the PIMA
transformation with a
tremendous amount of
progress happening behind
the scenes. While the PIMA
staff has been working
diligently on the upcoming
conference and the new
website, our Executive
Director Ann Dieleman,
the Board of Directors and
I have been working to
enhance our governance
and organizational
structure to make positive
long-term changes for
PIMA. In doing so, we took
a look at key areas related
to Bylaws, Committees and
PIMA Advisory Forums.
First, we spent significant
time reviewing the current
Bylaws and proposing
modernized language.
Created in 1970, the Bylaws
language needed to better
reflect our practices. In
addition, we revisited
language describing
our Member Types to
reduce confusion among
prospective members
and better align with our
changing industry. The
membership approved
these changes at its June
18 Business Meeting in
Nashville.
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PIMA Launches
New Website

12
New Member Spotlight Amalgamated Life

18
Charting the Evolution
of Supplemental Insurance

24

A Digital
Transformation

in Action
A conversation between AMA
Insurance’s Information Technology
and Marketing leaders.

16

Continued on Page 5
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Accelerate Your Growth
Through Better
User Experience!
Improve your website's UX.
Free Consultation
from a UX Master
www.uxmaster.com/PIMA
INSURANCE
INVESTMENTS
RETIREMENT

Committed to the market
and customers we serve.
Learn more

Call John Underwood at 763-442-4348.
Securian Financial is the marketing name for Securian Financial
Group, Inc., and its affiliates.

securian.com
400 Robert Street North, St. Paul, MN 55101-2098
©2019 Securian Financial Group, Inc. All rights reserved.
F84608-13 10-2019 DOFU 10-2019
951265
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Excerpts from a conversation between AMA Insurance’s
Information Technology and Marketing leaders

A Digital

TRANSFORMATION IN ACTION
Mike Hegwood
AMA Insurance
Agency

John Pahl
AMA Insurance
Agency

Part 2 of a 2-part conversation addressing system
infrastructure and data security.
Mike:
We left off our last conversation talking about
businesses going through digital transformation and
how the IT infrastructure is critical in that work. We
covered the importance of the platforms, so now
let’s talk about data and security.
John:
Data security is obviously critical; we design, build
and deploy all of your systems, front-end and backend, with a focus on data protection. We collect
sensitive personal and health information and it is
our responsibility to ensure that data is protected in
transit and at rest.
Mike:
How do we do that in a way that’s privacy compliant
and secure? We need to make sure that we’re taking
care of our customers and, regardless of what we
can do for marketing, security is paramount.
John:
Marketing aside, data security is paramount at the
Agency. Even though the majority of our data does

not require us to follow HIPPA security guidelines
for data protection, we enforce the HIPAA security
protocols on all of our customer data. Rules such as
data encryption, at rest and in transit, data access
controls, data access monitoring, audit controls,
password rules such as requiring a minimum of 14
characters – upper/lower case, special characters
required, maximum number of failed login attempts,
3, then the account is disabled. We contract with a
security firm to conduct annual penetration testing
on our network to uncover any vulnerabilities – if
found we have remediation protocols. I could go
on but needless to say, we take the security of our
customers data very seriously.
Mike:
Are you saying it’s IT and Marketing working
together to ensure the personalized customer
experience is relevant and secure?
John:
Absolutely! We are showing the best example of
how data-driven marketing is getting accomplished
with the partnership of IT and Legal. I think one of
the things we are most proud of is the collaboration
and partnerships we have between the business
units. We understand our organizations goals and
we drive to those goals as partners, in a safe and
secure environment.

9
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The importance of

MEMBER
OBSESSION
Kelly Abeles
Prudential

Are your Association members at the heart of
everything you do? Being member (or customer)
obsessed will keep your organization relevant,
competitive and growing. In fact, striving to
continuously improve the members’ experience,
making sure their voice is represented, and
placing them at the forefront of your strategy will
be key in achieving true customer obsession. At
The Prudential Insurance Company of America
(Prudential), our members are central to who we are
as a company, and in fact, the guiding light for every
decision we make. Here are a few ways you can go
about achieving this.

10

#1 Use Data to Your Advantage
Leveraging member data gives us the power to
understand what’s important to them, fix stumbling
blocks at various touchpoints, and deliver tailored
communications and streamlined interactions that
speak to what they are looking for. Data informs
our underwriting and application process, appeals
process, and so much more. A few examples of how
Prudential’s Association team does this include:
Needs based segmentation: Members can look
the same on paper, but their needs can be very
different. Activating a segmentation based on
needs helps drive our marketing strategy and
product development.
Response modeling: Examining similar
members’ behavior such as how they responded
to a particular offer and using that data to
inform strategy.
Value propositions: Discovering which content
resonates better for each segment and what is
the best way to serve it to them.
#2 Create a Journey Map
Customer journey maps are highly detailed
visualizations that graphically display a real
customer’s journey as they perform activities related
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to achieving a goal. When organizations take an
outside-in point-of-view with journey mapping, they
can achieve much more unified experiences across
channels and touch points.
At Prudential, for example, we harnessed one of our
client’s member research studies and used journey
mapping to identify a new product for them. It has
also given us insights into the enrollment process
and identified opportunities for improvement.
#3 Customer Feedback
Through our Voice of the Customer program,
we are given insights into how members interact
with Prudential. By analyzing results from contact
centers, underwriting, and claims interactions, we
are able to leverage those insights to help drive our
decision making and create better experiences for
Association members.

insights
LINKING OUR MEMBERS

IDEAS & EXPERTISE

How can you get started?
Putting the customer/member experience first starts
with making sure everyone in your organization
is invested in the idea and empowered with the
right resources to make it happen. From training
people on culture, to enabling teams to execute it
and alleviating hurdles, commitment to customer
obsession is key. Most importantly, make it a point
to have ongoing conversations with members and
truly understand what they are looking to achieve.
To learn how the power of customer obsession can
make a meaningful impact on your Association and
its members, please contact John W. Kelly at (985)
624-5224.
Group Insurance coverages are issued by The
Prudential Insurance Company of America, a
Prudential Financial company, Newark, NJ. 102673100001-00

Do you want to advertise in this newsletter?
Contact pima@pimainsights.org for rates
and specifications.

Outline fonts!!!

We are Voya.
All members are not the same, but they share one thing.
An affinity toward their organization.
The one they belong to.
The group that shares their passion.

Focused on delivering an exceptional
customer experience to both our Affinity
business partners and the clients they serve.
Voya Financial® helps Americans plan, invest and protect
their savings — to get ready to retire better. With a clear
mission to make a secure financial future possible — one
person, one family, one institution at a time — Voya’s
vision is to be America’s Retirement Company®.

For more than 60 years, AGIA has served as the marketing
and administration partner to some of the country’s largest
and most iconic associations and organizations.

Find out what Voya can do for you.
Call 800-372-5288 today.

For more information contact:

G. Scott Whitaker, Senior Vice President, Business Development
SWhitaker@AGIA.com ▲ (C) 615-496-7803 ▲ www.AGIA.com

49418 ©2019 AGIA

Insurance products are issued by ReliaStar Life Insurance Company (Minneapolis, MN) and
ReliaStar Life Insurance Company of New York (Woodbury, NY). Within the State of New York,
only ReliaStar Life Insurance Company of New York is admitted, and its products issued. Both are
members of the Voya® family of companies. Product availability and specific provisions may vary
by state. Voya Affinity Group, 20 Washington Avenue South, Minneapolis, MN 55303
174045 1/1/2019 ©2019 Voya Services Company. All rights reserved. EB1214-46778-1219
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How does
your insurance
program size up?
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.

• Property and Casualty
• Employee Benefits Consulting
• Voluntary Benefits Administration

For more information
contact:

• COBRA Administration
• Workers’ Compensation
• Financial Products and Services

David Hudon
203.568.8229
dhudon@alliant.com

• Association/Union
Benefit Administration

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

WE SEE THE POSSIBILITIES.
The Hartford has over
50 years of direct
marketing experience
in the Association
marketplace.

PROVIDING STRATEGIC MARKETING SOLUTIONS
• Omni-Channel Marketing
• Retention and Cross-sell Strategies
• Modeling and Analytics

• Creative and Web Development
• Print Production Management
• Dedicated Account Service Team

LET US HELP YOU DELIVER RESULTS
• Increase Annual Sales
• Improve Profit Margins
• Reduce Marketing Expenses

CONTACT US TO LEARN MORE.
Greg Pihl: 860.547.2483, gregory.pihl@thehartford.com
Mark Wilkman: 860.547.2347, mark.wilkman@thehartford.com
TheHartford.com/association

The Hartford® is The Hartford Financial Services Group, Inc. and its subsidiaries, including issuing company Hartford Life and Accident Insurance Company. Home Office is Hartford, CT.
© 2019 The Hartford. 7467 NS 04/19
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How multi-touch marketing is

DRIVING THE FUTURE OF
INFLUENCING CONSUMERS
Jeramy Tipton
Aflac

this area. For instance, we now know how important
a compelling call to action is to successful
print efforts.
Yet, technology continues to change the game,
and it is time to upgrade to the latest and greatest
vehicle: multi-touch marketing. Involving reaching
your target with a consistent message across
a variety of mediums, multi-touch marketing
emerged out of the explosive popularity of online
platforms and social media networks that facilitate
interactions with fellow consumers and brands
alike. Instead of sending endless print mailers to the
same address, marketers can now reach their target
audience across the entire internet, from targeted
email campaigns to search engines to social media.

Take a deep breath and think back to the first time
you got behind the wheel of a car. As you turned the
key and revved the engine, every part and product
hummed in perfect harmony to kick the vehicle into
motion. Even if you have never driven, it is easy to
visualize how each component comes together to
get you to your destination.
For the brand-new motorist, the thrill of driving
alone is enough to satisfy. But as drivers gain
knowledge and experience, they often search for
upgrades — how do we get to our destination faster
and safer? How do we enhance the experience
for drivers and passengers alike? This learn-andimprove process mirrors progress in many domains,
but it is particularly relevant as an analogy to the
recent evolution of marketing.
More than only mailing it in
Just as automakers have transformed cars over
history from the Ford Model T to the Tesla Model 3,
marketers’ beloved “first car” — direct mail and
print marketing — has by necessity evolved to
become more tech-enabled. Direct marketing, just
like the automobile, is certainly still valuable today,
and there have been some modern innovations in

That does not mean direct mail marketing is extinct,
nor should it be. Print campaigns have still proven to
have significant positive effects on increasing brand
awareness and recall. But evidence is mounting that
simply sending out mailers is doing a disservice to
your marketing potential. One recent study found
that integrating digital efforts with a print campaign
resulted in 75% more attention captured and a 25%
higher campaign response rate.1
Alternate routes are available
A 2018 report found that marketers who integrated
all channels, both online and offline, were twice
as likely to report high marketing effectiveness
as other groups.2 That is a testament both to the
importance of a strong online presence and the
lasting relevance of print marketing — both are
necessary to succeed.
But there is even more to this digital effort than
meets the eye. Launching an integrated campaign
not only helps you reach and convert more
customers — it also helps you better understand
your target audience.
Multi-touch marketing allows for a more agile
and adaptable marketing effort. If a direct mail
campaign is a bust, it can take considerable time
to collect that feedback and adjust accordingly.
But by constantly monitoring and measuring
consumer responses and relationships online, you
can react immediately to what is or is not working
and proactively adjust other efforts. Leveraging all
the data that comes from an online campaign helps
13
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optimize marketing efforts no matter where they
reside.
The key is in the ignition
This all sounds great, but it is fair to wonder whether
putting together a comprehensive multi-touch
campaign is cost-prohibitive, particularly for smaller
affinity groups offering a small but dedicated
consumer base. It may feel like only a large,
demanding agency would have the tools to conduct
such a campaign.
Luckily, those beliefs are misguided. If you work with
a dedicated affinity group, whether internally or as
a broker, you already hold in your hands the keys to
a multi-touch marketing vehicle: email addresses.
Where in the past only certain marketing specialists
could chart and track customers across channels,
that technology is increasingly accessible — even to
potential business partners.
I can speak from experience on this because Aflac
is one of those companies. In the past, few people
came to us in search of a digital-first marketing
approach. We have long been acquainted with
mailers and office marketing, but now we can do
even better. With the tools now at hand, all we need
is a target’s email address to connect with them
across multiple platforms, ensuring a comprehensive
coordinated message.
These recent advancements have made multitouch marketing significantly less costly, leading
to broader accessibility and increased return on
investment across the board. One recent case study
by Forrester found that using print and digital
together increased a campaign’s three-year ROI by
224%.3 The cost of an integrated campaign may
be somewhat higher, but the upside of a successful
effort is even higher.

1 “Infographic: Direct Mail vs. Email. Digital
Doughnut.” Accessed Aug. 13, 2019. https://www.
digitaldoughnut.com/articles/2017/february/
infographic-direct-mail-vs-email.
2 “2018 Multichannel Marketing Report.” PFL.
Accessed Aug. 13, 2019. https://www.pfl.com/pflblo
g/wp-content/uploads/2017/12/2018Multichannel
MarketingReport_12122017.pdf.
3 “The Total Economic Impact of Advertising with
Valassis Digital.” Forrester Consulting. Accessed
Aug. 13, 2019. https://www.valassis.com/about-us/
newsroom/item/180926/study-valassis-digitaladvertising-yields-224-percent-roi-when-combinedwith-print-services#_ftn1.
Aflac herein means American Family Life Assurance
Company of Columbus and American Family Life
Assurance Company of New York. WWHQ | 1932
Wynnton Road | Columbus, GA 31999.

Are you receiving the weekly Community Digest?
If not, make sure @ConnectedCommunity.org is
on your safe senders list.

Solutions For Modern
Insurance Distribution

Multi-touch marketing is the future of connecting
with consumers, and the map to get there has fewer
twists and turns than you might think. The key is in
the ignition — all you have to do is turn it.
Jeramy Tipton is the vice president of Distribution
Expansion and Consumer-Directed Markets at Aflac.
With nearly two decades of experience in sales
and marketing, Jeramy has led teams through the
development and design of many industry firsts
for enrollment technology decision support and
marketing capabilities.
This article is for informational purposes only and is
not intended to be a solicitation.
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provided by

Grow Your Revenue With
Iris Identity Protection
58% of consumers have reported that they are looking to purchase identity protection services1.
Are you prepared to meet their needs?
Due to an increase in the frequency and size of recent data breaches, many consumers are worried about the security of
their personal and sensitive information. Iris OnWatch provided by Generali Global Assistance (GGA) can help you provide a
solution for a real concern your customers are seeking to address. In addition to generating significant revenue – in a short
time, with minimal effort – you will also build lasting loyalty as consumers are looking to purchase identity protection from
companies they already know and trust.

Build

Brand

Plan

Select one or more
packages containing
the Iris identity
protection features
most relevant to your
customers.

Choose between
white-labeling,
co-branding, or GGA
branding options.

Develop launch
and engagement
strategies with
support from GGA’s
award-winning
marketing team.

Launch
Go live in as little as
30 days – including a
customized portal &
24/7, U.S. based,
certified resolution
assistance.

Grow
Dedicated account
directors provide
analytics and
guidance to further
drive revenue.

For more information on how you can generate revenue and build brand loyalty, visit irisidentityprotection.com/pima or
contact marketing@us.generaliglobalassistance.com.
1. 2017 ID Theft & Cyber Crime Research Report, Generali Global Assistance
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January 23 – 26, 2020 | PGA National Resort & Spa
Palm Beach Gardens, FL

PIMA Industry
Insights
Keynote Speakers
The Loyalty Loop—
How Little Things Add
Up to Big Business

Andrew M.
Davis

In this exhilarating, hour-long, keynote address,
best-selling author and marketing guru Andrew
Davis, will help us harness the power of the
new consumer journey. You’ll learn how to build
anticipation, harness the honeymoon period, and
drive inspirational moments that result in new
business. Andrew will reveal how the Loyalty Loop
helps some of the most innovative brands in the
world, develop new products, identify new markets,
and cultivates new relationships.
You’ll leave inspired to re-think the way you win over
new clients and transform the way you service the
clients you already own.
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Are You Managing the
Future or Is the Future
Managing You?

Robert B.
Tucker

This closing session serves as a powerful road
map for leaders who want to thrive amidst the
uncertainty and unpredictability of exponential
change and sudden disruption. Robert Tucker
will reveal how to spot emerging trends early —
in time to shape an effective and bold response.
While economists confine themselves to economic
trends, Robert explores the consumer, political,
technological, economic, regulatory, demographic,
lifestyle and social trends that are most relevant
to your industry. And he shows how to capitalize
on the trends and use them as stepping stones to
growth, profit and competitive advantage. Robert
will provide actionable “take-home” strategies and
ideas to seize tomorrow’s opportunities today.

Networking
10+ Networking Hours, including:
• Welcome Reception
• Securian Financial Group Golf Tournament
• PIMA Poolside Networking Lounge
• PIMA Awards & Recognition Dinner

pimainsights.org
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January 23, 2:30 p.m. – 4:00 p.m.

Voting member + 1 per member company (2 per
member company) are invited to attend the peer
forums.

PIMA members will most definitely want to take
advantage of this unique member benefit and plan
their travel to the upcoming Industry Insights with
the forums in mind.

Business Partners

The forums give you an opportunity to share
thoughts and ideas with other executives and
partners across the industry specifically focused
on the unique topics most relevant to your
member type.

Agency CEO – Invitation Only
CEO forum attendees have greatly benefitted
from the new tools, techniques, and resources
shared as best practice insights by fellow CEOs.
Making these sessions even more valuable has
been follow-on conversations in subsequent CEO
forums by attendees who’ve actually implemented
some of them. If you have specific topics you
would like to address, please contact Chris Burke
at CBurke@AGIA.com.

Are you registered for Industry Insights? Register
today at www.pimainsights.org/conferences

Topics will include CCPA, revisiting the discussion
from the June meeting, and learning more about
what organizations did to be compliant by January
1, 2020, and what they may be doing to manage the
enforcement that will start in July 2020. If you have
additional topics you would like to address, please
contact Patrice Nolan at patrice@competiscan.com.

Distributors
Topics will include: What has changed for your
organization over the last 2-5 years and how have you
adjusted to the changes? Has your company’s position
in the value chain shifted? And has your company
made significant updates to the customer journey
based on customers changing expectations? If you
have additional topics you would like to address, please
contact Jean-Marie Lovett at jmlovett@bindable.com.

Product Providers
Topics will include the impacts of InsurTech on
distribution as well as distributors’ biggest threats and
opportunities. Plus, hear from special guest speaker
Ed Kohlberg, Director, Life Health, North American &
Caribbean, A.M. Best as he shares the latest updates
affecting carriers. If you have additional topics you
would like to address, please contact Elizabeth
Johnson at Elizabeth.Johnson@securian.com.
17
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PRUDENTIAL + ASSOCIATIONS
MEETING FINANCIAL CHALLENGES TOGETHER
Solutions that help members
The Prudential Insurance Company of America
has been partnering with Association/Affinity

A focus on Financial Wellness
Financial Wellness Digital Portal
Combines learning and financial tools

groups, brokers, and TPAs for more than 70 years,

with personalized content to help

bringing robust services and innovative solutions to

members improve their financial wellness

their members. Now, we offer Financial Wellness
solutions that can help members to achieve

Prudential Pathways®

important financial goals and protect against key

On-site financial education with

financial risks.

webinar capability
Online Budgeting

For more information, please contact
John W. Kelly, Director of Association Sales,
by emailing john.w.kelly@prudential.com
or calling 1-985-624-5224.
Prudential.com/associations

Helps members manage their day-to-day
finances and budget on a single website
Student Loan Assistance
Helps members choose the right
repayment scenarios

Prudential Pathways® seminars are provided by a Prudential Financial Professional with The Prudential Insurance Company of America and are not intended to market or sell any specific
products or services. Offering these seminars do not constitute an endorsement of Prudential products or services in any way.
The student loan assistance services are provided by Student Loan Benefits, Inc., doing business as Vault. Vault is a third-party provider that is independent from Prudential and its
subsidiaries. Student loan assistance services are provided through a voluntary, individually selected program that is not a group insurance product and is not part of any employee benefit
plan. Access to Vault student loan assistance services is provided through Prudential Workplace Solutions Group Services, LLC (“PWSGS”). PWSGS is an affiliate of Prudential Financial,
Inc. PWSGS is not a licensed insurance company and does not provide insurance products or services and does not provide investment or other advice.
© 2019 Prudential Financial, Inc. and its related entities. Prudential, the Prudential logo, the Rock symbol and Bring Your Challenges and service marks of Prudential Financial, Inc., and
its related entities, registered in many jurisdictions worldwide
181027090-00001-00

NOT11_AD_GI27_01
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Anti-Rebating Laws are Changing to

Accommodate New Technologies
and Other Value-Added Products
and Services
Joseph T. Holahan
Morris, Manning & Martin,
LLP

In recent years, states have begun to re-evaluate
their anti-rebating laws and adapt them to changing
market conditions and advances in technologies
in a variety of areas, including policy servicing
and benefit administration, risk management,
loss control and personal wellness. These are
welcome developments and should be supported
by the industry. It also is important that industry
representatives be actively engaged with regulators
and legislators as they develop changes to the
law in this area to ensure that the changes are
practicable and sufficiently flexible to accommodate
what are sure to be even greater advances in the
future.
Nearly all states have laws prohibiting insurers,
producers and other persons, including associations,
from offering a rebate of premiums or other thing
of value not specified in the insurance policy as an
inducement to purchase insurance. Proponents of
these laws, which were first enacted in the late 19th
Century, defend them as being necessary to prevent
discriminatory pricing and prohibit practices that

could threaten the solvency of insurers by allowing
companies to charge inadequate rates when the
value of the rebate or other inducement is taken
into account.
The trend towards re-evaluating anti-rebating
laws began some years ago, when states such as
New York issued guidance clarifying that their
anti-rebating laws do not prohibit producers from
offering “value-added” services free of charge so
long as the services are incidental to the policy
or closely related to policy administration and
offered to all insureds on a nondiscriminatory basis.
These services include risk assessments, certain
insurance consulting services and providing services
or software to assist groups with enrollment or
management of the insurance product. Other states
amended their anti-rebating laws to achieve the
same result.
More recently, many states have issued guidance and
at least one—Utah—has changed its law to make it
clear that the practice of offering software or other
services for free or at reduced cost to the general
public, regardless of whether insurance is purchased,
does not violate anti-rebating laws because the
services are not offered as an inducement to
19
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purchase insurance. These changes have been
important to companies such as Zenefits, whose
business model involves providing human resources
management software to small businesses at no cost
and earning commissions when clients choose to
purchase insurance offered through the software.
Not all states have accepted this trend. Most
notably, in 2017 Washington State concluded an
enforcement action prohibiting Zenefits from
offering its software to Washington businesses
free of charge on the grounds that the practice
violates Washington’s anti-rebating laws. Companies
based in Washington now must pay for software
businesses in other states receive free of charge.
Even more recently, states have begun to
issue regulatory guidance or amend their antirebating laws to clarify that insurers, producers
and associations may offer free or discounted
products or services that relate to loss control.
These changes recognize the benefits that accrue
to consumers and to insurers’ bottom line when
companies are allowed to offer new technologies
that help prevent or mitigate risk at low or no cost,
such as home sensors, telematic devices for moving
vehicles, leak prevention systems, wearables, and
other networked, “internet of things” (IoT) devices.

In August of this year, the Innovation and
Technology Task Force of the National Association
of Insurance Commissioners Executive Committee
made a request to develop amendments to
the NAIC Unfair Trade Practices Model Act to
reflect the growing consensus among regulators
that companies should be able to offer free or
discounted IoT devices and other value-added
products and services to help insureds manage risk
and prevent losses. The National Conference of
Insurance Legislators also is considering developing
model legislation addressing this topic.
The attention the NAIC and NCOIL are paying
to this issue is welcome and could help bring
greater consistency to state laws governing the
offering of value-added products and services
in insurance markets. As this process unfolds, it
will be important for the industry to be actively
engaged with policymakers so that they understand
the benefits of such services and develop laws
that are sufficiently flexible to accommodate not
only present practices, but also practices that
may emerge as markets change and technologies
continue to evolve and improve.

Affinity

Marketing
Member Solutions
Administrative Services

Professional Liability

Multi-Channel Marketing

Savings and Discount
Programs

Health and Wellness

Personal and Commercial
Insurance Affinity Programs

Direct to Consumer /
Direct to Member

Kevin Garvin
President, Affinity - North America
Arthur J. Gallagher & Co.
+1 (630) 285-3802
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Product Provider

SPOTLIGHT
Tell us about SoFi.

SoFi is a new kind of finance company taking a fresh
approach to lending and wealth management. From
unprecedented products and tools, to faster service
and open conversations, we’re all about helping
our members get ahead and find success. Whether
they’re looking to save money on student loans, better
manage credit card debt, buy a home, ascend in their
careers, or invest in the future, the SoFi community
works to empower our members to accomplish the
goals they set and achieve financial greatness as a
result. For more information, visit SoFi.com.

Why did you join PIMA?
SoFi’s products, in particular student loan refinancing,
have grown in popularity as a valued member benefit
and are being offered alongside long-standing
sponsored programs distributed by PIMA member
companies. SoFi had the opportunity to exhibit at
PIMA in Nashville and found the community and
connections to be incredibly valuable. We are excited
to become a member of PIMA and join the more
than 100 companies in the community to help people
achieve financial security and peace of mind.

Please welcome the following to
the PIMA community:
• Jackie Barrett, Director of Sales
jbarrett@sofi.org
• Janet Fields, Director of Business
Development jfields@sofi.org
• Matt Pitzer, Sr. Director of Partnerships
mpitzer@sofi.org

How is SoFi business offering
sponsored benefits?
Many of our associations have turned to SoFi for
a sponsored benefit that aligns with the most
pressing needs of their early career professionals.
We have designed our program to be flexible which
allows partners to pick and choose the products
they would like to sponsor. We use a strategic and
segmented marketing plan and align our content to
be distributed in the most effective channels. This
may include social media, newsletters, educational
webinars, emails and direct mail.
The Affinity and Association channel is a growing
segment of our business at SoFi. The endorsement
from an association partner or trusted distributor
elevates awareness and drives member engagement
at scale, which in turn, helps to grow a valued
channel at SoFi.

What are you most looking forward
to as a new PIMA member?
• Collaborating on best practices from a
community that has a decade of experience
with working in the sponsored benefit space.
• Educating PIMA members on our suite of
products — and how they align to different
membership segments.
• Providing PIMA distributors with new products
to address unmet needs — specifically for early
and mid-career professionals.
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inside PIMA
Franklin Madison Launches Pet
Insurance for Financial Institutions
Franklin Madison announced in October that it will
offer pet insurance programs for banks and credit
unions. Through its partnership with A-rated carrier
Crum & Forster Pet Insurance Group™, financial
institutions that partner with Franklin Madison can
now offer another valuable insurance program to
their consumers.
Global Insurance Service Innovations Partners
with Aurora Information Management
Global Insurance Service Innovations announced its
partnership with Aurora Information Management
to create a comprehensive suite of commercial
and personal cyber insurance and service solution
bundles. Through AIM, GISI will now offer a full suite
of cyber services and solutions for carriers, MGA/
MGUs, brokers and agencies.
Gilsbar Celebrates 60th Anniversary
Gilsbar celebrates its 60th anniversary this
year. Gilsbar was founded in 1959 by Henry J.
Miltenberger and, today, is one of the largest
privately held Health & Benefit Managers in the
country.
Alliant Announces New Hire
Bob Bennetsen, Executive Vice President and Senior
Managing Director with Alliant announces that
Bobette Puckett has joined Alliant as Vice President.
The longtime regional expert will service a diverse
and growing client base throughout the Midwest.
Arthur J. Gallagher Aquires The EHE Group
Arthur J. Gallagher & Co. aquires The EHE Group,
LLC, dba BonusDrive. With offices in Austin, Texas
and Auburn Hills, Michigan, BonusDrive offers a
national automobile voluntary benefit program to
channel partners such as employers, associations
and insurance companies for their employees,
members and policyholders. Consumers receive
cash bonuses for purchasing or leasing qualifying
new vehicles from participating auto manufacturers.
Aon Announces Pending Acquisition
of CoverWallet
Aon has agreed to acquire CoverWallet, a leading
digital insurance platform for small and mediumsized businesses. The acquisition provides Aon with
additional access to what it sees as a fast-growing,
$200+ billion premium global digital insurance
market for small and medium-sized businesses. It
22

also provides Aon with the opportunity to leverage
CoverWallet’s platform to develop and scale other
digital client experiences.
MetLife Expands Benefit Offerings in the U.S.
MetLife, Inc. announced in November an expansion
of its benefits offerings in the U.S. to include Health
Savings & Spending Accounts. These products
provide employees tax-advantaged benefit account
solutions that will help to maximize existing
healthcare and voluntary benefits offerings.
MetLife’s new suite of products will be available
across the U.S. for 1/1/2021 plan effective dates.
MetLife’s Health Savings & Spending Accounts suite
of solutions will initially include Health Savings
Account (HSA), Health Flexible Spending Account
(Health FSA), Limited Purpose FSA, Dependent
Care FSA and Commuter Benefits.

WE HAVE AN AFFINITY
FOR INSURANCE
MARKETING.
Whether you are working with employers,
associations or other consumer affinity groups,
we know how to acquire and retain policyholders.
We build marketing strategies to ensure that your
brand stands out from the rest, helping to drive sales
and increase policy enrollment.
So, if you’re looking for a strategic insurance
marketing partner that will impact your business,
let’s chat.

growwithfarm.com
716.989.3284 • jfecher@farmbuffalo.com
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Solutions that can help meet members’
current needs, and future plans.
We partner with you to provide expertise, guidance, and member benefit plans that can help
make your association more attractive to the people who make it successful.
Discover MetLife’s comprehensive benefit solutions
Offering your members a broad suite of products can help keep members engaged.
Our customer-focused solutions include:
Term Life | Accidental Death & Dismemberment | Disability | Dental | Vision
Business Overhead Expense | Auto and Home | and more
To learn more about all that we have to offer your clients and their members, contact Lance Dordick,
Assistance Vice President of Sales, at Ldordick@metlife.com or call 908-963-7933.
Like most insurance policies, insurance policies offered by MetLife and its affiliates contain certain exclusions, limitations, exceptions, waiting periods, reductions and
terms for keeping them in force. A MetLife representative can provide you with costs and complete details.
Insurance products and services provided by Metropolitan Life Insurance Company and its affiliates.
Certain claim and network administration services for vision coverage are provided through Vision Service Plan, Rancho Cordova, CA (VSP). VSP is not affiliated
with Metropolitan Life Insurance Company.
Auto and Home insurance is issued by Metropolitan Property and Casualty Insurance Company and its affiliates, all with administrative home offices at 700 Quaker
Lane, Warwick, RI 02886.

Metropolitan Life Insurance Company | 200 Park Avenue | New York, NY 10166
L0519514536[exp0521][All States]

© 2019 MetLife Services and Solutions, LLC
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2019 Year in Review

Convening the Leaders in the Sponsored Beneﬁts Market

Create • Connect • Cultivate
Company Membership

Individual Membership

Board of Directors

57%

43%

Men

100+ Company Members

20%

36%

Product
Providers

Business
Partners

44%

24%

Women

450+ PIMA
Community Members

30%

Product
Providers

Business
Partners

21%

29%

Business
Partners

Product
Providers

46%

Distributors

50%

Distributors

Distributors

Sponsored Beneﬁts Knowledge Hub

Newsletter
Subscription

New Website Features
Blog Articles, Whitepapers
and Case Studies

2 Print newsletters/year
12 eNewsletters/year

New Digital 24/7 Tools

Online
Directory

Meeting
App

7%

Millennial

Afﬁnity 2030

9 Annual In-person
Peer Forums

4 Online
Peer Forums
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25+ hours of
networking

20+ speakers

220+ leaders
convened at
Industry Insights

Governance

6 Committees

30+ Committee
Members

Ways to Get Involved

Semi-Annual Conferences

15+ hours
of education

Baby
Boomer

GenX

View future direction of
sponsored benefit market

Peer Advisory Forums

Social
Channels

43%

50%

190+ leaders
convened at
Consumer Insights

Attend a
Conference

Participate
in an Online
Peer Forum

PIMA® (Professional Insurance Marketing Association®) • pima@pimainsights.org • 817-569-PIMA (7462)

Contribute
Content
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Board of Directors Update
The 2020 Annual Meeting of PIMA will be held on
Friday, January 24, 2020 at the PGA National
Resort & Spa in West Palm Beach, Florida. The PIMA
Nominating Committee is pleased to recommend the
following slate for election at the meeting:

Executive Committee
•
•
•
•

President-Elect: Chris Burke (AGIA Affinity)
Secretary: Angela Daisy (Value
Group Direct)
Treasurer: Kevin Garvin (Arthur J Gallagher)
At-Large Director: Kara Shipulski
(Liberty Mutual)

New Directors
•
•

Shane Canfield (WAEPA)
Avery Smith (Kelsey National Corporation)

Returning Directors for PIMA include:
•
•
•
•
•

President: Liz Sheehan (Franklin Madison)
Past President (ex-officio): David Armstrong
(Sass Advisors)
PIMA Executive Director (ex-officio):
Ann Dieleman
Kelly Abeles (Prudential)
Scott Berlin (New York Life)

In addition, the following have been voted upon by
the Board of Directors to fill vacant terms:
Lance Dordick (MetLife)
•
Marcia Moore (Transamerica)
•
Pamela Moy (AMA Insurance)
•
PIMA would like to thank the following retiring
Board members for their service:
Barbara Baumann (Securian Financial Group)
•
Amit Dhadwal (Aon Affinity)
•
Michael Griffin (ACCEL Law Group)
•
James Prescott (TMAIT Financial)
•
Jeff Ray
•
•
Shannon Warner (Pearl Companies)
PIMA would also like to thank the Nominating
Committee: Past President Shannon Warner (Chair),
President Dave Armstrong, President-Elect Liz
Sheehan, Executive Director Ann Dieleman; and AtLarge Members Cathy Colburn (AmWins), John Kelly
(Prudential) and Chris Petersen (Arbor Strategies).

Affinity 2030
The PIMA Board of Directors has been pursuing a
new initiative, Affinity 2030—a comprehensive view
into the future state of sponsored benefits in America.
Based on in-depth interviews and research, here are
just a few of the themes the 2020 report will explore:
• A “state of the industry” viewpoint. Our report
will incorporate views of top industry thought
leaders, practitioners, and experts in customer
experience.
• The traditional vs. the modern. Affinity and
sponsored benefits have long legacies—some
which are powerful foundations, but others
which need to change for the industry to thrive.
Our report will discuss the underlying tensions.
• The relevance of affinity. We will reviewof the
relevance of sponsored benefits today and the
challenges facing the industry in the future. This
will include a look at both new entrants into the
category and at changing trends that give today’s
consumers more choices than ever before.
• Transactional to strategic. The report will examine
how the industry must evolve from what has
been a “transactional” model to what needs to
become a “strategic” model. Modern consumers
are looking not just for one-off solutions to their
needs, but to a set of experiences that bring
them trust and security.
• The customer experience (CX) mindset. Of all
the changes that have taken place in the modern
economy, the shift towards delivering valuable
experiences to people is one that has profoundly
changed nearly everything. Thanks to tech
giants who have introduced products that have
changed daily life, consumers expect seamless
experiences in all aspects of life. We talked to
some of the industry’s top CX experts to keep
you informed on everything you need to know.
Key insights will be unveiled at the 2020 Industry
Insights Conference along with an interactive
question and answer session with contributors
and authors. The full report will be available to
PIMA members in the first quarter 2020 on
www.pimainsights.org

Please Join our Board
of Directors in welcoming
our 2 new members.
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Legal happens in life.

WE EXIST FOR ONE PURPOSE:

That’s why ARAG is
here to help.

TO HELP OUR CLIENTS AND
CUSTOMERS FOCUS ON
LIVING WITHOUT WORRY.

With ARAG® legal insurance, individuals
are connected with local network
attorneys when they need legal help.

Discover how ARAG can help
you grow your business:

Want peace of mind?
Contact us to see how we can help.
Shannon Warner | 309.679.0172
shannon.warner@pearlcompanies.com

Visit: ARAGlegal.com/partners
Call: 800-758-2860

pearlinsurance.com/purpose

Limitations and exclusions apply.
© 2019 ARAG North America, Inc.

600034
193030-PI-PIMA-MAG-PAD

Health care
savings that
make you
smile.

Chubb
Affinity Solutions

At Careington, individuals can save
on their health care and lifestyle
expenses with our valueadded discount products.

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

We also assist businesses, associations
and affinity groups in enhancing their
benefits plans without the hassle of
administration. We offer:
Complete plan customization and
administration
Custom marketing materials and
website creation

Need a physician? Skip
the waiting room and visit
dialcare.com to learn more.

We work directly with our clients to
deliver products that meet their unique
needs by offering customized Voluntary
and Enhancement Benefits.
To learn more, please contact us
at 877.297.4225.

An enrollment resource center
And more!
Want to learn more? Call Careington
today at (800) 441-0380 ext. 2102 or visit
careington.com.
THIS IS NOT INSURANCE and is not intended to replace insurance.
Not available in Vermont.

26

chubb.com
Chubb is the marketing name used to refer to subsidiaries of Chubb Limited
providing insurance and related services. For a list of these subsidiaries, please
visit our website at www.chubb.com. Insurance provided by ACE American
Insurance Company and its U.S. based Chubb underwriting company affiliates.
Chubb, 202 Hall’s Mill Road, Whitehouse Station, NJ 08889-1600. ©2019 Chubb.
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SAVE THE DATES!
PIMA CONFERENCES
Consumer Insights
Conference
June 15 - 17, 2020
Hyatt Regency Austin
Austin, TX

Industry Insights
Conference
January 24 - 26, 2020
PGA National Resort
Palm Beach Gardens, FL

Industry Insights
Conference

Consumer Insights
Conference
June 21-23, 2021
Intercontinental New Orleans
New Orleans, LA

January 28-31, 2021
Hotel Del Coronado
Coronado, CA

Industry Insights
Conference
January 27-30, 2022
Naples Grande Beach
Resort
Naples, FL

???

Share where you would like
to go in 2022 by posting in
the PIMA Community at
pimainsights.org/communities

At Amalgamated Life Insurance
Company, Working People Always
Come in First.
Celebrating 75 Years of Meeting the Needs of Working
People with High Quality Insurance Solutions.

VOL U N TA RY SOL U T ION S—

Winners aren’t born. They develop with discipline, knowledge and a
steadfast commitment to their goals.

K EEPIN G PA C E W IT H TOD AY’S N EED S

• Accident

• Disability

• Legal

In 1943, Amalgamated Life Insurance Company was created to meet
the needs of working people and their families. Today, we remain
dedicated to helping working people and their families achieve
financial security by providing affordable insurance solutions, while
maintaining an unwavering commitment to excellence, as evidenced
by our 40+ years of consistent A.M. Best “A” Ratings (Excellent).

• AD&D

• Hearing

• Portable Term Life

• Critical Illness

• ID Theft

• Whole Life Insurance

A WIN N ING LINE- UP

Life is a marathon requiring a steady partner to meet today’s challenges
and help working people over the finish line to greater security and
peace of mind.

Amalgamated Life is recognized for its award-winning customer service
and portfolio of competitive group and voluntary benefits. Our group
products include: term life, medical stop loss, disability, and specialty
drug cost management service.

• Dental

For product information, contact: solutions@amalgamatedlife.com

Amalgamated Life Insurance Company
333 Westchester Avenue, White Plains, NY 10604
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914.367.5000 • 866.975.4089
www.amalgamatedlife.com
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A good plan starts with
an experienced team.
pimainsights.org

LINKING OUR MEMBERS

IDEAS & EXPERTISE

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.
newyorklife.com/groupmembership
SMRU1718960
©2019 New York Life Insurance Company,
51 Madison Avenue, New York, NY 10010

Insure. Prepare. Retire.
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Let’s start the conversation today.
Dan O’Brien
Vice President Sales & Marketing
914-846-3345
dobrien@nyl.com
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Call for Judges
Insights Awards 2020

PIMA Awards judge offers a unique opportunity to:

The PIMA Insights Awards Committee is
looking for judges to review submissions
for 2020 Insights Awards.

Be exposed to the marketing campaigns in the
sponsored benefits market

Do you have marketing experience? Are you in the
sponsored benefits market? Are you looking to put
your experience to good use while being exposed
to some of the best marketing campaigns in the
insurance and financial services industry?
Consider joining our panel of judges.
Total time commitment – 4-5 hours in the first
two weeks of May 2020. Work can be completed
virtually.

•

Get recognition as a judge

•

Collaborate with industry peers

•

Contribute to excellence by selecting and
celebrating the best marketing campaigns

Submit your name to:
https://www.surveymonkey.com/r/insightsjudge.
Deadline is December 31, 2019.

For the most up-to-date industry news, check
out PIMA’s monthly eNewsletter. Ensure you’re
receiving all PIMA electronic communications
by marking pima@pimainsights.org on your
safe sender list.

I N N O VAT I O N ,
S E R V I C E,
R E S U LT S !
Customized

Program Design & Marketing
Powered by Data
Aon Affinity custom designs insurance programs for associations
and a variety of Affinity groups.
Our proprietary data and analytic insight are powerful tools which have built
trust and meaningful partnerships with 100 carriers. We help more than 300
sponsor partners meet the unique needs of their members, customers and
affiliates, every day.
Aon Affinity employs a blend of digital and traditional direct marketing,
e-commerce, and social media to attract, engage, and retain customers.

PIMA Insight Awards 2019 Judges Choice Winner

1.877.256.6215 | www.aon.com/affinity

Mercer colleagues
remain dedicated to
providing our clients
and constituents with
the creativity, strategy
and exceptional
customer service
needed for success
in today’s marketplace.
For more information, contact Eric Bassett
1-214-220-6264 / eric.bassett@mercer.com
www.mercer.com
Copyright 2019 Mercer LLC. All rights reserved.

Mercer PIMA 1/4 page ad
Size: 3.625” x 5”
Color: 4/C
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Are you getting the most out of your retargeting programs?
Maximize your website abandonment conversions with our
turn-key direct mail retargeting solutions.

Learn more at:
sg360.com/solutions/directmailretargeting

TARGETED DIRECT MARKETING SOLUTIONS
sg360.com

DIRECT MARKETING

SUCCESS
National Mail Marketing is a full
service direct marketing company
providing turnkey solutions needed to
design, implement, manage, analyze and
refine successful affinity and insurance
direct mail and digital programs
since 1974. We are direct marketing
experts, working in conjunction with
our clients to design, produce and
execute successful campaigns. Large or
small, rely on us to handle your affinity
marketing needs.

MARKETING
•
•
•
•
•

Campaign Management
Creative
Graphic Design
Imagery
Premiums

•
•
•
•
•

List Procurement
List Management
Data Processing
Data Security
Modelling

PRODUCTION
•
•
•
•
•

Printing
Lettershop
Personalization
Bindery
Postal Optimization

•
•
•
•
•

Direct Mail Packages
Email/Digital Marketing
Self Mailers
Postcards
Cards

LIST & DATA

FORMAT

National Mail Marketing
610.544.8200 • www.natlmail.com
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WOULD YOU RATHER WORK TO
KEEP CUSTOMERS FROM LEAVING?

Or give
them a
reason
to stay?
According to a recent study*, annual attrition rates for financial institutions hover at
11%. But 45% of consumers reported they would stay if their bank offered loyalty,
discounts or rewards programs. Franklin Madison can help you keep your customers by
showing them you care about their financial well-being. As the leader in delivering
industry-best insurance products and Smarter Marketing services, we can help you
provide financial security to families when the unexpected happens.
LEARN MORE AT: FRANKLIN-MADISON.COM

*Cited from a 2016 study conducted by Accenture.
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35 East Wacker Drive, Suite 850
Chicago, IL 60601-2106
www.pimainsights.org

THANK YOU TO OUR 2019 LEVEL SPONSORS
DIAMOND

GOLD

a Segerdahl company

SILVER

