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For instance, pilots, leather
tanners, gardeners and hair-
dressers are all subject to cer-
tain types of critical illnesses.
The CI specialist would know
that and know how to explain
the exposure to the client.

“To acquire this knowledge,
agents need to be willing to
invest in their own education,”
Franco maintains. This entails
spending the time and money
to attend meetings on the sub-
ject as well as purchasing liter-
ature on critical illnesses.

Agents need to learn about
CI insurance and how to sell it
from experts, he insists.
“Unless we spend money to
make money, we won't get
anywhere.”

Some companies have
decided to stay out of the CI
market for now, despite the
early CI success in Canada,

“because they say there is no
demand for the product on
the part of producers,” points
out Hank George, president
of Hank George Inc., a
Greendale, Wis., consulting
firm.

“But  agents
are saying they
arent selling it

CI insurance

ical illness is, and if they do
know about it, they think it is
some sort of scam on the con-
sumer. This perception needs
to change.”

Franco agrees. “People who
have no- knowl-
edge about the
product tend to
knock it. That is

because no one . why is it so impor-
(they are licensed edllCatIOIl tant for producers
with) is selling and  company
it.” Called key executives to
George, who become educated
has become a CI to success about it.”
activist in the Insurance
U.S. in the past companies can
few years, help, he says, by

believes both sides need to
take some initiative to make
the market take off.

Right now, he says, “many
people still don’t know what

CI insurance is or what a crit-

offering agents an incentive to
get the education. “They
could, for example, tell agents
that if they sell so many CI
policies, the company will pay
for the agents” education.”

June 16, 2003 5

And they need to support
CI insurance education on an
ongoing basis, not just one
time, Franco adds.

. The problem in the U.S.
CI market, says Littell, the
Atlanta broker, is that “not
enough people here are sell-
ing CI insurance and not
enough companies are offer-
ing it.” That is why some play-
ers are reluctant to give much
attention to the education
effort, he says.

Littell's message is: Go
ahead and get the education
anyhow. There are enough
products already available to
sell, and more are on the way.
And consumers need it.

Speaking of products,
Franco notes Canadian sales
have benefited from’ product
designs that consumers like.
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channels have in‘ common?
How do they differ? Let’s
examine each a little closer.

Currently, in the individual
distribution channel, there
are three different product
designs: stand-alone, acceler-
ated and additional rider.

A stand-alone CI insurance
product is built on a term-like
chassis. These products usual-
ly are guaranteed renewable
and can offer benefits ranging
from $25,000 to more than $1
million.

The accelerated product is
usually a CI
product  built
onto a life
insurance chas-
sis. Should you
— . purchase a

-~ $100,000 life

rider and then
be diagnosed
with a critical
illness, the life
policy will pay
you $100,000.
t If there is no
diagnosis of a
critical illness
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These are stand-alone, acceler-
ated and supplemental. The
products are built on either a
group or individual chassis.
Agents dedicated to the
worksite channel are usually
specialists. They may work
with third-party administrators

-that will provide enrollment

organizations, either through
onsite enrollers or automated
enrollment through an intranet
or Internet approach.

In the employee benefits
distribution channel, CI insur-
ance is in its infancy. Only a
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