The Basic Math Of Worksite Market Is Wonderful 

By Daniel A. Johnson 

Worksite marketing is a growing niche market that answers the needs of United States workers in the 1990s, because it reaches employees in a friendly setting with a convenient delivery system. 

How does the worksite market work? Whose needs are met? Let's discuss how we at National Worksite Benefits have seen our market grow, and how we see successful agents entering this market. 

First, the market itself. Who are the buyers? Are they just the upper crust--the doctors, lawyers, businessowners and well-paid professionals? Are they the audience for the many variations of split-dollar or non-qualified deferred compensation? Is there more to the worksite insurance market than the same people every stockbroker, personal banker and technical wizard is fighting to sell? 

The answer is "yes," there is a large market for worksite products, and it is not being served by traditional personal sales. While individual agents ignore employees earning less than $50,000 per year, worksite marketing is meeting their needs. 

Individual agencies have concentrated their efforts on selling to the top 10 percent to 15 percent of the market. The basic math of the worksite market is wonderful, because if everyone is chasing after 15 percent of the market, there is 85 percent left. That 85 percent is the major opportunity in the worksite market. 

Meanwhile, the economy has been changing, too. Employers are cutting back on employer-paid benefits and wish to offer benefit choices to employees that don't increase employer costs. Employees like benefit programs with choices like 401(k) and cafeteria plans, and they appreciate the convenience of buying benefits, including life insurance, at work. (No one has the time to see an insurance agent at home, least of all a single parent with kids at home or a time-pressured dual-income family.) 

In a recent study by Life Insurance Marketing and Research Association, more than half of all employees said they prefer purchasing insurance at the worksite. Both employer and employee interests are met by worksite-marketed products. 

How is worksite-marketed insurance sold? This is where your role as an agent comes in. Someone has to tell employers about the program. Worksite marketing begins with employers saying "yes" to a sales presentation. The worksite market will work best for you if you can approach employers through an existing relationship. Here is a list of successful types of producers we work with in this market: 

--Life agents in the business market (they now sell the top 15 percent of employees); 

--Health and commercial property-casualty insurance brokers; and 

--Business groups (like Rotary) and employer associations. 

Before making your calls, become familiar with the worksite market. The following recommendations are based on our experience with employer groups ranging from five lives to 56,000 employees: 

First, choose a carrier well. Look for one with a long-term commitment to the market. The worksite market requires customized administration. It is not the same as for the individual market. For example, the bill sent to the employer must match the payroll deductions. Be sure the outlet has a range of products, not just one or two, and the products should be available to a range of employer sizes. (At our firm, the portfolio includes universal life, term life, disability income, cancer insurance, hospital indemnity, accidental death and dismemberment, and whole life. We constantly consider others, too.) 

Second, find out the "how-to's" of the market by working with an experienced marketing team. Though the key to success is keeping presentations simple, this market is just as complex as any specialty. You should rely on your marketing team for training and guidance on cases. The team will also help you line up a suitable enrollment plan. If your case is large, it will match you with a professional enrollment firm. 

Your goal is to be successful in this market. You are the person the employer selects to solve its voluntary benefit needs. You will succeed if you work with professionals who have a proven track record in the market. 
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