
Davis Life & Annuity has been in business since 1980, and I have served as Life 
Marketing Director for nearly fifteen of those years.  

One of the great privileges of my position is getting to work with the talented 
agents and producers at firms all over the country. From the submission of your 
first contracting request till the policy is delivered to your clients, Davis Life & 
Annuity and I will be there for you. 

I look forward to getting to know each of you, and together we can develop 
creative solutions to all of your clients’ life insurance needs. 

Welcome to Davis Life & Annuity 

Hopefully you are all aware of the benefits of looking at your clients’ existing 
life insurance policies. Reviewing existing policies gives agents a chance to look 
for opportunities to increase clients’ death benefits, lower their premiums, 
extend their guarantees, or add living benefits such as LTC. 

Audits make a lot of sense, and we continue to see a strong market in this arena.
We also see another issue popping up more frequently during the review process:
possible gaps in coverage that might be overlooked at first glance. Potential 
problems are often not as obvious as noticing that a policy is only projected to 
last until age 75, and clients could experience adverse financial affects if these 
issues are not addressed.  

Let’s take a recent case example that we reviewed. Many policies written back 
in the 1980s and 1990s were written with a provision that if the client lives to a 
certain age, the policy will mature for the cash value. What does this mean in 
this case? The client was a 71 year-old male in good health and longevity in his 
family. He had a $1,000,000 policy that matured for the cash value at age 95. 
During the initial evaluation, the agent commented that the policy looked solid. 
The death benefit was projected to age 95 on the current side and age 78 on the
guaranteed side. 

After a review of the in-force ledger, however, we discovered that the 
$1,000,000 was projected to mature at age 95 with approximately $175,000 of 
cash value. If the client is lucky enough to live to 95, the policy would only pay 
him $175,000 and then it would no longer be in force. The $1,000,000 death 
benefit would be gone, and he would have no option to extend the coverage.  
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I recently spoke with an agent who was having some difficulty convincing a client
to buy life insurance. The client is 72 years old with a tidy nest egg and lives 
comfortably off her current income. At that time, she had about $300,000 in an 
annuity that she had earmarked to leave to her children. The agent proposed she
buy a life insurance policy and pay an annual premium to obtain $200,000 of 
death benefit. Even though she could afford the $5,500 premium requirement, 
she did not feel the expense was justified. He proposed the insurance would 
allow her the freedom to tap into the annuity and “live a little”, particularly as 
annuities are not the most efficient way to pass money to one’s children. 

After determining her comfort level, I suggested a single premium sale of 
$100,000, which purchased a little over $300,000 of guaranteed death benefit. 
We also added some LTC benefits to the policy to make it more appealing to her.
The client loved the policy. After all, she now gets to leave more money to her 
kids tax-free, she enjoys the added LTC benefits, and she is not left believing 
she has to “save” the remaining money in the annuity to pass on to her kids. The
policy also eliminated the annual premium payment. The agent was very happy 
as well, as the sale not only generated a nice referral to his client’s sister, but 
also made him about $12,000 on the first sale.  

Finding the easy solution to the client’s pain points is the path to making these 
sales. Fewer than 15% of annuity holders ever take the money from their 
account, and this is a gold mine of opportunity. Your clients may be sitting on 
large assets that they only intend to pass along to their children or 
grandchildren. It is to your advantage and your clients to maximize this in the 
most tax-efficient way possible.  

As agents, we have seen the great benefits that quality coverage can bring to a 
person’s life and legacy. Know your product, and let the simple and straight-
forward advantages sell themselves. 

What was the solution? We had to evaluate the client’s concerns for his 
longevity, in addition to several other factors. In this particular case, the 
premiums for a new policy were similar to what the client is paying now. While 
there was no added benefit there, we added the full guarantee and a chronic 
illness benefit which are combined to make the deal work. The agent is now 
looking at a commission of close to $30,000 when he initially thought the client 
might want to keep the policy. 

This issue shows the importance of auditing even solid-looking policies for 
potential problems. Some cases are not as cut-and-dry as others. My point is that
many agents focus on the obvious enhancements such as lowering premiums and 
adding benefits, but might miss obscure opportunities for improvement. Abstract
issues are not easily identified and you need to be a little more diligent about 
looking for them, but the rewards to both the client and agent make the extra 
research worth the effort. Call Davis Life & Annuity today and we will be happy 
to assist you in evaluating the best possible products for your clients. 

“Fewer than 15% of annuity 
holders ever take the 

money from their account, 
and this is a gold mine of 

opportunity.”

A New Look at Policy Audits continued from page 1 
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I think one of the best opportunities to sell more life insurance is to offer your 
clients a product that they themselves may actually get some benefit from, not 
just their beneficiaries. The advent of Chronic Illness/Long Term Care (LTC) 
benefits within a life policy allows you to really sweeten the deal for clients who
need life insurance, but are hesitant to buy just the life insurance. With more 
and more companies offering these types of products, it becomes more and more
confusing trying to decipher how each product works. Now is a good time to 
explain the three basic benefit structures, as well as the pros and cons of each. 

Linked Benefit Products 
These products have been around the longest. These are primarily used for 
Single Premium Life sales, and offer a simplified underwriting process that 
significantly reduces the time needed to place a case in force. These products 
are a great option if you do not like to deal with underwriting and the client is 
more concerned about a larger pool for LTC benefits over a larger death benefit.

Pros: They offer a Return of Premium feature that, to some extent, 
allows the client to get their money back in the future, should they 
decide they no longer need or want the coverage. Also, the LTC benefits 
can be as much as 3-4 times greater than the premium paid.  
Cons: The death benefit is not the real selling point of these products, 
as it is lower than those with fully underwritten options.
Remember: You must be LTC certified to sell these products, and each 
state has different guidelines. Qualification for the LTC benefits is not 
being able to complete 2 of the 6 Activities of Daily Living (ADLs). The 6 
ADLs are: hygiene, continence, dressing, eating, toileting and 
transferring.  

True LTC riders 
These products are fully underwritten life insurance products that allow 
you to choose a LTC benefit, usually 1-4% of the total death benefit on a 
monthly basis. Pros: These plans are designed mostly for life insurance 
needs, but offer accessibility to the death benefit ahead of time if the 
policyholder cannot complete 2 of the 6 ADLs.  
Cons: These riders do add to the premium of the policy and do garner 
extra attention during the underwriting process.  
Remember: You must be LTC certified to sell this product as well.  

Chronic Illness Benefit 
These options are the latest innovation in the Life/LTC market. Several 
companies have products with this benefit.  

Pros: These are not officially classified as a true LTC benefit, so no 
additional licensing requirements are needed. As with the other 
products, qualification for the Chronic Illness Benefit is 2 of the 6 ADLs. 
Cons: The Chronic Illness Benefit varies a little between companies, so 
comparisons need to be done to see which product best fits the needs of 
the client.
Remember: These are fully underwritten life products, first and 
foremost.  

Life insurance is no longer solely about the death benefit; rather it is a valuable 
tool in ensuring financial well-being during the retirement years. My team can 
help you find the ideal product that allows your client the ability to guarantee a 
legacy while reaping the rewards of their investment.

Two Birds with One Stone:
Life Insurance with LTC Benefits 
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the retirement years.”
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The old adage “don’t sell life insurance, but sell what
life insurance does,” has never been more applicable 
than it is today. Although policy enhancements are 
not necessarily new to the industry, they are being 
improved upon all the time. More carriers are 
providing these benefits too, either through free 
riders or at a slight cost. Many advisors are even 
selling the customers on the additional benefits first, 
and then explaining that these features are contained
inside a life insurance policy afterward. With the 
advent of adding accelerated benefit riders such as 
chronic illness/LTC, critical illness, and terminal 
illness coverage to life insurance policies, your clients
are now able to customize a package that covers a 
variety of concerns in one personalized product.

The living benefits previously mentioned are not the 
only added benefits to life insurance these days, 
either. Life insurance still remains the only product
that, when properly funded, allows both tax-free
build-up and tax-free distribution of cash. If you have 
not explored how a Life Insurance Retirement Plan 
(LIRP) works, you owe it to yourself and your clients 
to learn more about the tax advantages these plans 
can provide. LIRPs are a great option for investors 
who have reached their contribution limits with their 
401k and IRAs, or any client who wants to maximize 
tax-savings opportunities.

Do you have any clients that are concerned about 
outliving their retirement funds? Sure you do; most 
clients are at least somewhat concerned about this 
possibility. What if you could now guarantee them an 
income using their life insurance policy? This option is
now available. The structured payout option can be 
an attractive alternative to an annuity, while 
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maintaining the key features of a universal life 
policy. What a wonderful benefit you can offer the 
clients; think of the peace of mind it will give 
them.

What is the easiest way to get the chatty guy on 
the plane next to you to stop talking to you? Tell 
him you sell life insurance, and he will surely leave 
you alone. That is how many people approach 
selling life insurance, and it instantly turns clients 
off. But now, instead of just selling life insurance 
based on the death benefit it provides, which is 
huge by itself, you can now sell a product that 
protects them against:  

serious illness,  
disability,  
increasing tax rates,  
outliving retirement funds,

all in one product that is conveniently disguised as 
life insurance. 

Stop Selling Life Insurance… 
and Start Selling More Life Insurance 
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