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Right People and Right Products to Thrive in Today’s Health 
Care Industry. It’s no secret that U.S. health care is undergoing 

a major overhaul. Regardless of whether you believe this is for the 
better or worse, change in the industry can’t be ignored.
 Our focus should not be on the political strife that consumes so many 
insurance-oriented conversations, but rather on the business-to-business 
opportunities it creates. This is a great time for insurance profession-
als to raise the industry bar. We’re living through an extraordinary 
transition that is creating opportunities for new talent to succeed in 
developing and selling innovative products.
 Reaching the Next Generation. When I think about the next 
generation of producers, I can’t help but get excited. Even though 
there’s been a lot of talk about how challenging our business has 
become, I have a more positive outlook. I believe the change in the 
insurance industry is ushering in a lucrative market that’s well-
suited to the next generation of producers. As we like to say at Aflac, 
change brings opportunity.
 The industry’s top producers are individuals who are driven by 
passion, accountability, collaboration and ethics; people who want 
to be trusted, consultative advisors and their own boss; and entre-
preneurs who take pride in a job well done and in helping others 
protect themselves and their families.
 Sound familiar? These characteristics describe not only strong 
brokers but also apply to many members of the Millennial genera-
tion who are the future of our business. Believe it or not, more than 
half (52 percent) of Millennials are interested in work they can do 
on their own schedules. Nearly as many (49 percent) want to help 
others and work with people (46 percent).1 This is great news for 
our industry, since a career path as a broker offers these benefits, 
opportunities and more.
 So how can we recruit and educate these up-and-coming producers? 
We need to make sure we’re reaching them on their own terms 
with real-time market information. To do that, it’s important to 
use communication channels that Millennials prefer. We know that 
almost half (44 percent) of Millennials use the internet, including job 
search aggregators and specific employer websites, for information 
about careers and industries; and nearly one in three (29 percent) is 
likely to use social media sites for industry information. Since their 
technology interests revolve around information, data and social 
networking, it’s up to us to use this information to capture their 
attention and make sure we’re communicating the opportunities 
available to them and our values along the way so we attract the 
right candidates.
 Innovating for the Customer. As we build our teams, we also 
need to build platforms and product offerings that reflect the 
changes in health care. So when I ask myself, where’s the opportunity, 
where is the market going, and what do we need to do to better position 
ourselves, I see a chance for insurance carriers to create sales and 

service platforms that are easier for customers to use.
 Think about it, when you walk into an Apple store there are no 
cash registers, no lines to wait in, just customer-oriented sales and 
service support supplemented by advanced technology. There’s no 
reason why we cannot do the same thing by enhancing our delivery 
capabilities, improving relationships and serving our clients in a safe 
and secure way that lets us demonstrate superior service and more 
effectively engage with new and existing customers. In the end this 
increases our clients’ trust in us, which is exactly what we want —to 
be trusted consultative advisors.
 Products in today’s health care market often leave employers 
and consumers more exposed on the back end. The trend is toward 
policies that cost more and cover less with higher out-of-pocket 
expenses, deductibles and co-pays. Ongoing innovation on our part 
will help us better protect consumers while providing producers 
with opportunities to be more consultative and broadening their 
product portfolios.
 That said, we don’t believe in new products for new products’ 
sake. Our goal at Aflac is to help people, which means when we take 
the time to develop new policies and improve our current ones, we 
do it with the consumer in mind. We are always looking forward—
constantly using feedback from our broker partners, agents and 
policyholders—to create what will fit best with the newer major 
medical offerings and to determine how supplemental insurance can 
help protect policyholders when they need it most. The changes in 
today’s health care market make supplemental insurance products 
even more valuable as part of a holistic benefits plan that takes into 
account all of the potential needs of our clients.
 Shaping the Landscape. So what do you think? I’m convinced 
that this new frontier of health care will attract the right producers 
for the job and that a continued focus on the needs of our broker 
partners and policyholders will allow us to improve our product 
portfolio for both individual and group plans.
 Aflac is committed to standing behind and alongside our pro-
ducer partners as they work to meet the needs of their clients. We 
want to do so by providing products, tools, information and support 
that help our partners be consultative in meeting the needs of those 
clients. There are endless opportunities to develop talent and pro-
mote innovative advancements, and I look forward to playing a role 
alongside you as we help to shape the new benefits landscape. [DJL]

Footnote:
 1. “Millennial Generation Attitudes About Work and The Insurance Industry,” 
The Griffith Insurance Education Foundation and The Institutes, February 2012. 
Accessed December 2013. http://www.theinstitutes.org/doc/Millennial-Generation-
Survey-Report.pdf.

 Aflac herein means American Family Life Assurance Company of Columbus.

2 0 1 4
CARRIER  FORECAST

Reprinted from  BROKER WORLD January 2014
Used with permission from Insurance Publications                                           Subscriptions $6/yr.   1-800-762-3387

www.brokerworldmag.com


