Bank advisors are embracing products such as life insurance,
LTCl hybrids and VAs to meet the needs of clients seeking
wealth-transfer solutions and a secure retirement.

A New Era of

Growt

As baby boomers shift from the accumulation
phase of life to the spend-down and wealth-transfer stage,
the bank investment channel is shifting gears with them,
offering insurance products specifically designed to meet
these new objectives. “As an industry we need to make sure
we are as good at providing for clients’ income and wealth-
transfer needs as we were for accumulation. And this is
where insurance products play a role,” says LeAnn McCool,
national sales manager at the broker-dealer PrimeVest,
located in St. Cloud, Minn. The changing financial needs
of baby boomers—among other factors—are helping to
drive the robust sales of insurance products such as life
insurance, long-term-care-insurance (LTCI) hybrids
and variable annuities. In fact, a confluence of forces has
exponentially boosted sales, creating what some industry
analysts are calling a perfect storm for sales growth.

Part of the expansion stems from the fact that these
products are being redesigned to make them more
transactional, helping them gain market traction in the
bank channel. In addition, the benefits offered by many of
these products are unparalleled, and can’t be recreated by
investors on their own or through traditional financial
investments. And then there are economic factors.

“Insurance products allow advisors to talk about something
other than the economy or the stock market, and they can
highlight these products’ guarantees,” says Bing Waldert,
director at Cerulli Associates in Boston.

Even better, insurance products tend to be “sticky” in
terms of client retention because these products involve
regular interaction between bank advisors and their
clients. Insurance products usually include an annual
report of values, a process which lends itself to an ongo-
ing relationship where the producer has a strong reason to
communicate with the client. And because the value of the
insurance policy often keeps growing, clients remain loyal
to the advisor who set up the policy.

'The resulting cross-sales opportunities can increase the
bank channel’s overall “wallet share.”

‘The market dynamic of each insurance product in the bank
channel is slightly different; below is a market snapshot of
current conditions, and future opportunities, for individual
life products, LT'CI hybrids and variable annuities.




“Conditions are poised to
bring the client and finance
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products, such as universal life insurance, are selling even
: faster. Adds Mittel, “Conditions are poised to bring the
client and finance professional together.”
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