Some Tips From Worksite Marketers
By Allison Bell
Fort Myers, Fla.
Neil Mayfield has come up with a simple rule for deciding which workers will buy the most insurance through voluntary payroll deduction systems: "Look for the conveyor belt."
Mr. Mayfield, national enrollment director at Employee Benefit Communications, Dallas, helps employees of all kinds sign up for life insurance, disability insurance and other voluntary benefits at the worksite.
Today, he said, factories are still the best sources of worksite insurance sales. "Blue-collar workers have stood by the grave and passed the hat around to pay for the funeral," Mr. Mayfield said. "They know what life insurance can do."
But Roland Guerette, a vice president for employee benefit services in the Portland, Maine, office of J&H Marsh & McLennan, predicted the demographics of worksite customers will change along with the demographics of the worksite.
"We are shifting to a service economy," Mr. Guerette said. "There's a lot less collective economy."
Voluntary benefits could help employers meet their workers' increasingly diverse needs without breaking benefits budgets, he said.
Mr. Guerette and Mr. Mayfield discussed strategies for selling voluntary products here recently at a disability insurance conference organized by John Hewitt & Associates Inc., Portland, Maine. 
Because employees pay most voluntary product premiums, employers tend to pay little attention to moderate voluntary product price increases, the speakers said, adding that employers pay closer attention when administrative problems make a voluntary benefit seem like a voluntary burden.
Carriers that want to build worksite sales should avoid irritating employers and employees with complicated application forms and tough underwriting systems, the speakers said.
"When employees who've been turned down talk to other employees, that can kill the whole sale," Mr. Mayfield said.
Carriers that need to limit their risk in the worksite market would be better off doing the job with conservative prices and conservative product designs, the speakers said.
The speakers also advised carriers to avoid the temptation to pump up sales with misleading, overly enthusiastic sales presentations.
"I would prefer to see an outside enrollment firm come in and take over," Mr. Guerette said. "Enrollers are typically salaried employees who aren't necessarily there to get the participation rate up at the expense of the employees. They add a level of objectivity."
