
MUTUAL  
MATTERS
A PUBLICATION FOR MUTUAL OF OMAHA’S 

BROKERAGE DISTRIBUTION

Q U A R T E R  O N E  2 0 1 7M22195_2017_Q1   For producer use only. Not for use with the general public.

THE T IME IS RIGHT
The old saying, “timing is everything,” 
couldn’t be more accurate when it comes  
to referral marketing. Make time work for  
you with these tricks of the trade. 
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ENTER SANDMAN 
How to be clutch as they come when  
it comes to closing the sale. 
pg 8

STAY SHARP
Insurance isn’t for the timid nor the complacent. 
In today’s age of innovation, you’d better keep 
growing if you want to remain a market leader. 
Here are some resources to keep you informed.
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THE FUTURE IS NOW!
Today’s customers are more informed 
and have very different expectations 
of agents and companies than they 
were even a decade ago. Are you 
meeting this new challenge? 
pg 6
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Using Stories to Sell
As humans, we’re hardwired to tell stories. 
Our ancestors used storytelling to convey 
important information, like not to eat 
poisonous berries or where to find the 
tastiest game. They used stories to pass 
down history from generation to generation 
and to learn about the world through the 
triumphs and mistakes of others.

WHY STORIES WORK

While data activates a single portion of the brain, stories make 
the whole brain come alive. You feel the sun warming your 
face, smell the smoke from a crackling fire, taste the juicy 
sweetness of a non-poisonous berry. Stories are memorable. 
They create powerful emotions. And that makes them an 
effective sales tool. You can use a good story to grab people’s 
attention, change the way they think, even move them to act. 
Stories allow you to demonstrate the impact of insurance 
protection, helping to connect a policy “promise” with real life. 

CR AF TING YOUR STORY

Every good story contains these elements: a hero, a goal, a 
quest and a helper. When crafting your story, the hero should 
always be the customer with a problem to solve. You are the 
helper – the one who guides the hero toward the right solution. 

YOUR STORY GOES VIR AL

Have you ever repeated a story only to discover the listener was 
the person who told it to you? That’s because stories activate 
the part of the brain that allowed you to turn it into your own. 
Think about that as you craft your sales stories. Will they get 
retold? If they’re compelling, interesting and memorable, you 
can watch as they go viral.

It’s all in our Heads!

Good stories nudge people to pay attention, 
empathize, and cooperate. But why? 
Neuroscience over the past 20 years has started 
to illuminate the science behind the magic of 
great storytellers.

Want to start incorporating more stories in sales? Head over to our Concept Marketing 
section on Sales Professional Access for ideas.



How to Begin Crafting Your Story:

 Start with what you know
The best stories come from your  
own experiences 

Share other people’s stories
It can be just as powerful to share 
the experiences of family members, 
friends or clients

Paint word pictures
Don’t just explain what happened. 
Describe how it made the people 
involved feel

 Keep it real
Don’t be overly dramatic or heavy 
handed. People know when you’re 
just trying to make a sale

 Make it uplifting
Your story should illustrate how  
the products and services you 
provide have a positive impact on 
people’s lives

Keep it short
The simpler the story, the more likely 
it is to stick
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DOPAMINE

When the brain detects an 
emotionally charged event, the 
amygdala releases dopamine into the 
system. Dopamine greatly aids 
memory and information processing, 
which is why we remember stories 
with such feeling.

OX Y TOCIN

Stories foster empathy and 
cooperation thanks to the hormone 
oxytocin. Oxytocin is produced when 
we are trusted or shown a kindness, 
and it motivates cooperation  
with others.

MIRROR NEURONS

Emotions are contagious and flow 
from the most powerful person in the 
room. As the “expert,” that’s you –  
so remember: clients feed off your 
emotions. This adopting of emotion is 
due to mirror neurons that fire when 
we watch others engage in activities 
and express emotions.

Next time you catch yourself choking up at the sad 
parts of a movie just remember, it just means the 
director is doing a great job of engaging your  
whole brain!

QUARTER ONE 2017
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Referral Strategies that Work
Which would you rather have? An investment that pays one time or an investment that 
yields a return many times over its lifetime. If you like the second option, then referral 
marketing might be an effective way to grow your business. By asking current customers to 
introduce you to others, you extend your return on investment for new client acquisition.

In fact, a Wharton School of Business study1 found that 
referred customers stay longer with a firm and have a higher 
lifetime value. When you think about it, there’s also a built-in 
confidence factor contacting someone when a connection 
already exists.

STAND SO THE Y C AN SEE YOU

Whether you are starting a referral program or are looking for 
ways to turbo-charge your current program, there are some 
best practices that can help you get results. One of them is to 
stay visible with clients by making regular contact with them.

Chances are, if you ask a client to give you the name of 
someone who might benefit from your services, you’re likely to 
get blank stares. It’s not that they don’t want to help, but the 
timing isn’t right. The best time for them to ask for referrals is 
when they encounter a natural opportunity – a friend who’s 
making a career change, a relative who’s getting a divorce, a 
colleague who’s adopting a newborn. 

The key is to stay visible to clients. So when the time is right, 
they’re reminded you can help.

E VERYDAY INTEGR ATION

Asking for referrals works best when it’s an everyday part of 
your contacts with clients. For example, do you include a 
referral message in your newsletters, in your email signatures 
or in your voicemail message? Multiple exposures like this will 
increase the likelihood that they’ll remember you when the 
time is right.

Another idea is to provide an easy mechanism to give a referral 
or spread the word. It can be as simple as a special email 
address, like “AskDoug@gmail.com.” When the opportunity 
comes up, they can tell the referral to email “Doug” for help. 
You could do the same thing with a special landing page on 
your website or on your business Facebook page. 

Some agents create special hashtags, like “#askdoug,” to include 
in their social media posts. When their clients share the post 
with friends, that hashtag gets shared too. It’s an easy way for 
them to spread the word about what you can do.

Referral marketing is an investment whose return compounds 
every time you get an introduction. But the key isn’t just asking 
for referrals; it’s about asking at the right time, then making it 
easy for customers to send people your way.

E VERYDAY REFERR AL MESSAGES 
YOU C AN USE:

•  Know someone who’s turning 65 soon?

•  Who’s getting serious about retirement?

•  Want to help newlyweds get started?

1 Philipp Schmitt, Bernd Skiera, Christophe Van den Bulte. Referral Programs and Customer Value, Journal of Marketing, January 2011.
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Key to Success: Quarterly Content Touchpoints
BY SHOWING INTEREST, YOUR CLIENTS WILL SHOW THEIRS. 

One of the most important concepts in 
finance is taught around seventh grade, 
compound interest. Interest on top of 
interest earned. As a financial advisor,  
you probably use it to differentiate 
between financial products and plans  
to your clients. 

Now apply the theory of “interest on interest” to your 
prospect pool. That is, are you continuously adding to their 
interest to build your equity with them?

If you can’t say with 100 percent confidence the answer is yes, 
consider the following stats:1

•  80 percent of prospects say “no” four times before they  
say “yes”

•  20 percent of people will take more than 12 months to buy

Consistent communication is the lesson. One of the best, and 
most effective, ways to purposefully contribute to the equity 
in your pool is through quarterly content touchpoints. 

Quarterly content touchpoints are reminders to targeted 
prospects with a mailing or email. Work on your side is 
minimal; but, it can pay big dividends. From a client 
standpoint, Touchpoints can provide value while 
demonstrating you’re committed to them as individuals.

1Robert Clay. Why 8% of sales people get 80% of the sales. Found at: https://tinyurl.com/ktvepf. 

How to get started: 

 SEGMENT YOUR LIST

One size does not fit all. Break your pool into 
logical groups. For example, maybe you want to 
focus on seniors or young families. Or maybe small 
business owners. 

SELECT CONTENT THAT IS OF INTEREST TO 
EACH TARGETED GROUP 

Seniors and pre-retirees might like to learn about 
the Income AdvantageSM IUL. Young families may 
want information on an affordable family protection 
plan. Small business owners might like an article or 
blog post about how to keep key employees happy. 

 FOLLOW UP

This is important. Shortly following the outreach, 
call your prospects to see if they received your 
communication, if they have any questions and if 
there’s anything they need from you.

MARK YOUR CALENDAR FOR NEXT QUARTER

Put it in writing. Regular communications with 
targeted prospects can help ensure they’ll think of 
you when a need arises.

By following this simple, deliberate approach, you 
are able to maintain top-of-mind awareness and 
cultivate your relationship with prospects in a 
manner that is meaningful to them. 

Best of all, by showing interest, you earn interest – 
a key to success (charts and graphs not necessary).

QUARTER ONE 2017



6

MUTUAL MATTERS

Brand New World
GIVING CUSTOMERS THE E XPERIENCE THE Y E XPECT

In today’s global and hyper-connected market, customers’ expectations for service are 
continually evolving. We are no longer in an era where our products and services will be 
evaluated against direct competitors within our industry. Retail giants such as Amazon 
and Zappos now set the bar for everyone, even outside their home industry. So how do we 
deliver on customer expectations?
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START WITH INSIGHTS

The first step to understanding how to satisfy our customers’ 
wants and needs is to discover more about who they are. 

Millennials (individuals born between 1981 and 1996) are the 
first generation born in the digital age. Therefore, it’s no 
surprise that these customers are extremely tech-focused and 
expect instant gratification. This generation often prefers to 
conduct all of their purchasing activities online, but they also 
appreciate in-person meetings.

Individuals born between 1964 and 1980, or Generation X, are 
generally hardworking, well educated, and tech-savvy. This is a 
highly pragmatic group of customers who prefer to research 
purchases independently, often online. 

Baby Boomers, born 1946–1964, are optimistic, ambitious, 
and value a strong work ethic. These customers prefer face-to-
face communication at some point of the sales process. 
However, they are also becoming more and more tech-savvy 
and are most likely to use the internet to find information 
while making purchasing decisions. 

ALIGN YOUR BUSINESS

Once you identify who your target market is and what they 
expect, take a close look at how you are delivering your 
services. Is it in alignment with your customers’ desires? If not, 
it may be time to make a few changes. 

HERE ARE A FEW SUGGESTIONS:

•  Offer multiple channels for communication – Many 
customers still prefer to interact with financial professionals 
in person. But the tides are changing. More and more people 
expect to chat with their agents, access calculators to assess 
their needs, and even purchase policies online. Give your 
current and prospective customers the options they want so 
you can stay connected to their needs.

•  Expand your social presence – Today’s customers expect 
some kind of interaction with businesses via social media. In 
particular, they want to learn more through blog posts and 
informational articles. Social media is also a smart way to 
establish your brand so consumers feel they know – and learn 
to trust – your business. 

KEEP THE CUSTOMER AT THE CENTER OF 
E VERY THING

At the end of the day, customers want to feel understood and 
appreciated by the businesses they work with. By paying 
attention to their wants and needs, you can grow solid 
relationships that will carry your business into the future. 

Mutual of Omaha is committed to putting the customers  
you serve at the center of everything we do. Together, we can 
help our customers build the financial futures they want  
and deserve.

Ages: 21–36

Have life insurance: 33%

Key drivers for buying insurance: 
marriage, parenthood, 
homeownership, financial security

Ages: 37–52

Have life insurance: 48%

Key drivers for buying insurance: 
family changes, retirement planning, 
financial security, homeownership

Ages: 53–71

Have life insurance: 49%

Key drivers for buying insurance: 
retirement planning, estate 
planning, business succession

Serving the Generations

MILLENNIALS GEN X BABY BOOMERS
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Close More Deals Without Calling in the Bullpen
For New York Yankees’ fans of recent memory, the opening riff of Enter Sandman blaring 
over the Yankee Stadium speakers heralded one thing: the arrival of one of baseball’s most 
foreboding pitchers, Mariano Rivera. A hard-throwing right hander, Rivera earned a reputation 
of closing out victories, recording a major league record 652 saves during his career. 

In sales, there are closers too. Everyone knows them, the ones 
on the white board with the out-of-this-world close ratio. 
Seemingly combining science with savvy, they hit the goal no 
matter what their pool looks like. Unlike baseball, however, 
great insurance closers are on the same team as their clients – 
and when they close the deal, everyone wins. 

The closed deal should be the natural outcome from a 
relationship that has been cultivated over time, where trust has 
been established and the recommended solution aligns with 
your client’s vision.

One veteran closer summarizes it succinctly, “The deal is 
actually closed before the deal happens. Courting and building 
relationships over time are the only guarantees of succeeding 
in closing a deal.”1 In today’s market, people buy from people 
they trust, not because of a slick presentation. 

CLOSERS LISTEN & LE ARN

So, how do you build that relationship and gain information? 
First of all, stop talking.

Research shows that the average salesperson talks over  
81 percent of the time in a selling situation,2 which is highly 
counterproductive. It’s difficult to know your client’s 
motivations if you dominate the conversation. The more your 
client talks, the more likely the solution is correct and there 
will be no last minute surprises.

CLOSERS FOCUS ON CLIENT NEED

The sale is dependent on a multitude of factors and 
determining which are most important can help keep the sales 
process moving forward. Whether you do this informally 
during your discovery process or by building a “landmine map” 
for yourself, be sure to align the proposal to the client’s core 
psychological motivators. People buy for value, nothing else. 

CLOSERS PL AY THE LONG GAME

The average sale takes three to five closing attempts before the 
deal is done.3 Lesson here: closers don’t quit, especially if they 
believe the solution is right for the client. True, it may take 
some dexterity to keep moving forward after the first, “no;” 
but, if you’ve put in the time, know your clients’ situation and 
earned trust, you should have more answers than the client 
has objections. 

You may not have a heavy metal soundtrack when you walk in 
a client meeting but by building trust, knowing client needs, 
focusing on motivators and working through objections you 
can earn a win for you and your clients. 

1The Sloan Brothers, “5 Tips for Closing a Sales Deal,” Startup Nation: September 27, 2005.
2Wayshak, Marc, “The Secret to Closing More Sales: Talk Less.” Entrepreneur: October 24, 2013. 
3Phelps, Thomas, “Best Sales Closing Technique.” The Balance: October 19, 2016.
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Back to Class!
Between robo-advisors, massive demographic shifts and ever-evolving technologies, one 
thing’s for certain: today’s landscape demands you keep learning to stay ahead. 

Here are a few resources that can be informative and effective 
regardless of your experience level.

NATIONAL ORGANIZATIONS

If you’re looking for current articles, white papers or 
continuing education webinars, organizations such as 
LIMRA, Life Happens or the National Association of 
Insurance and Financial Advisors boast impressive 
libraries to keep you informed.

CONFERENCES

Conferences are irreplaceable learning experiences. One 
minute, you’re learning from an industry leader at a 
presentation. The next, you’re sharing ideas with a new 
friend. If you haven’t attended one in a while, check 
out LIMRA for their events. Broker World also lists a 
calendar of significant events. 

PUBLIC ATIONS

With all you do, sometimes learning is on-the-go. 
Subscribing to a magazine or two (including Mutual 
Matters) is a perfect way to keep you abreast of 
industry topics. And with the advent of digital versions, 
no paper is necessary.

1
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Just for You

IDEAS FOR THOSE WHO JUST LIKE TO LEARN... 

•  Parlez-vous français? Duolingo is a free foreign 
language app that provides 66 courses across  
23 languages

•  Have a specific interest or just a curious mind? 
Many top tier universities: Harvard, Stanford, 
Princeton, etc. offer Massive Online Open 
Courses (MOOC) on a wide variety of subjects, 
almost all free of charge. EdX.org was founded by 
Harvard University and MIT and is a leading 
MOOC provider

•  Last but not least, don’t forget YouTube. Along 
with approximately 62,800,000 cat videos, 
YouTube is a boundless learning resource for  
everything from changing a head gasket on an ’03 
Honda Civic to building advanced Excel formulas

“Along with approximately 62,800,000 cat videos, 
YouTube is a boundless learning resource...”
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Small Businesses. Big Opportunity. 
What do you look for in a client? A particular insurance need? An appreciation for the service 
you provide? The ability to afford insurance coverage?

If you’ve answered “yes” to any of the last three questions, 
here’s one more for you: Have you considered the small-
business market?

You might want to. According to LIMRA, the small-business 
market contains households with diverse insurance needs and 
the financial resources to address them. 

WHAT SMALL-BUSINESS OWNERS WANT FROM YOU

When it comes to business purchases, financial services or 
otherwise, small-business owners do their homework online and 
respond favorably to referrals. In general, they tend to value:

•  Service and quality – Small-business owners appreciate 
expert guidance, creative solutions and those who have an 
understanding of the concerns of business owners

•  Personalization – Owners see their businesses as unique and 
want programs tailored to their needs

•  Consideration of their time – Time is money to the self-
employed; you’ll need to respect their often busy schedules

•  Rapport with their agent – Owners generally prefer to work 
with one agent but want access to specialists, who may offer 
new ideas or uncover gaps

WHAT’S IMPORTANT TO SMALL-BUSINESS OWNERS

The LIMRA study, “Mapping the Financial Mindscape of 
Small-Business Owners,” reports that four topics dominate the 
minds of small-business owners. That list of four is topped by 
the concern for securing a comfortable retirement. The next 
three topics that concern small-business owners are related to 
health and well-being: long-term care, medical expenses and 
disability income.

WHAT IT ME ANS TO YOU

When approaching small-business owners, keep in mind the 
topics that interest them most. Consider linking life insurance 
to prominent concern topics to demonstrate its ability to 
deliver a death benefit as well as its potential for lifetime 
benefits – especially with an indexed universal life product like 
Income AdvantageSM. Doing so, and leveraging your 
understanding of how small-business owners prefer to work 
with insurance professionals, will help maximize your 
effectiveness in this potentially lucrative market.

Source: LIMRA, “Mapping the Financial Mindscape of Small-Business Owners,” Number 3, 2015.

MUTUAL MATTERS

Check out the Sales Tools section of  
SPA for your small business owners’ 
needs, including the solutions they  
most often need: IUL, DI Choice & LTC.
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Legislative Priorities for 2017
Melissa Taylor 
VP Federal Government Affairs

Traditionally, Washington has been a lumbering (and somewhat predictable) beast, so even when 
we in Government Affairs didn’t agree with the direction of new legislation or regulations, we had 
time to consider and prepare a response. 

Since the new government has 
taken shape, it’s not, as we all 

know, been business as usual. “Lumbering” and “predictable” are 
two words we definitely cannot attribute to Washington today! 
Although the change was expected, we’re still adjusting. That said, 
our goals of removing barriers for our customers, avoiding 
unnecessary costs and minimizing disruption, remain unchanged. 

Here are some areas we think we can impact those goals:

•  Minimize confusion for our customers. As the new 
Administration and Congress work to make good on promises 
to undo a lot of Obama-era work, we will work to ensure 
smooth transitions and clear communications where there 
might be an impact.

•  Promote tax provisions that support good public policy. The 
term “tax reform” sounds good to most people but there are 
almost always winners and losers when the details emerge. 
And since the tax code defines many of the products we offer, 
we need to pay attention to the details. For example, we might 
be concerned about the details of a “balanced” reform plan 
that offsets the costs of lowering rates by reducing tax 
advantages to employer benefits, retirement products, and life 
insurance, even though those tax provisions encourage  
positive behaviors.

•  Watch for unintended consequences to changes to the 
Affordable Care Act. While we don’t directly operate in the 
same market as the Affordable Care Act, we pay very close 
attention to its regulatory regime. Of particular interest to 
non-ACA insurers is how the ACA is currently financed and 
how any replacement plan gets financed. If Medicare, for 
example, must be tapped to pay for some portion of a new 
plan, or if taxes on employers have to be increased, that could 
impact our customers in those spaces.

•  Watch for possible entitlement program changes. 
Entitlement reform is probably a long shot in the short-term, 
but we always keep our eyes out for changes to Medicare or 
Social Security that could put financial or other pressure on 
our many senior-age customers.

It certainly is an interesting time, and it’s an especially 
interesting time to follow Washington. Remembering our 
customer-based legislative goals will hopefully keep us 
focused on the important things while the dust settles.

COMING MAY 1

Life Protection AdvantageSM IUL

Learn more next issue...
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