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PACIFIC LIFE

Pacific Life refers to Pacific Life Insurance Company and its affiliates, including Pacific Life & Annuity
Company. Insurance products are issued by Pacific Life Insurance Company in all states except New York and in
New York by Pacific Life & Annuity Company. Product availability and features may vary by state. Each insurance

company is solely responsible for the financial obligations accruing under the products it issues. Insurance
products and their guarantees, including optional benefits and any crediting rates, are backed by the financial
strength and claims-paying ability of the issuing insurance company. Look to the strength of the life insurance
company with regard to such guarantees as these guarantees are not backed by the broker-dealer, insurance
agency or their affiliates from which products are purchased. Neither these entities nor their representatives
make any representation or assurance regarding the claims-paying ability of the life insurance company. Pacific
Life's Home Office is located in Newport Beach, CA.

Life insurance is subject to underwriting and approval of the application and will incur monthly policy charges.

This material is not intended to be used, nor can it be used by any taxpayer, for the purpose of avoiding U.S.
federal, state or local tax penalties. This material is written to support the promotion or marketing of the
transaction(s) or matter(s) addressed by this material. Pacific Life, its affiliates, their distributors and respective
representatives do not provide tax, accounting or legal advice. Any taxpayer should seek advice based on the
taxpayer’s particular circumstances from an independent tax advisor or attorney.

Pacific Life is a product provider. It is not a fiduciary and therefore does not give advice or make
recommendations regarding insurance or investment products. Only a life insurance producer who is also a
fiduciary is required to advise if the product purchase and any subsequent action taken with regard to the

product are in their client’s best interest.
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Who are potential professional alliances

(“advisors”) for life insurance producers?

Gore Team
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Where are you going to find your next client?

Best Source for New Clients

23.4*

* “Building Powerful Strategic Alliances: How to Leverage Today’s Most Effective Business-Building Strategy; available at
www.loringword.com/NEC/NEC2011/docs/Building%20Powerful%20Strategic%20Alliances-jBowen.pdf; last viewed on March 23, 2017

** “Generating Sales Leads,” Contemporary Analysis Predictive Analytics, G. Stanley, available at www.canworksmart.com/generating-sales-leads/; last viewed on
March 30, 2017.

..............................................................................................................................................................................................................
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*** “Centers of Influence Bring the Most Profitable Referrals,” Financial Advisor, R. Prince, available at www.fa-mag.com/news/centers-of-influence-bring-the-most-
profitable-referrals-17125; last viewed on March 30, 2017.
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O u t Of 1 O Financial advisors* are making

efforts to cultivate professional
. alliances**

T

* In order to sell life insurance, a financial advisor must be a properly licensed and appointed life insurance producer.

* Finding the ‘Best’ Clients,” Russ Alan Prince & Brett van Bortel, Financial Advisor; available at http://www.fa-mag.com/news/finding-the--best--clients-16176.html; last viewed on March 23, 2017.



http://www.fa-mag.com/news/finding-the--best--clients-16176.html
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e More planning needs may be met
e Better overall service via a team approach (one-stop shop)

* Provide better client support/ Increase revenue from existing clients
e Retains existing clients

e Potential for new (referral) clients/Generate more revenue

e Expands firm capabilities/resources (remain competitive)

o Life Insurance Producers

* Create a source for quality referrals (less prospecting)
e Add to your network of resources
e Become a leader/member of the planning team
* Better access to wealthier clients and business owners (and longer-term relationships)




How can life insurance producers and advisors
expand their client base?

..............................................................................................................................................................................................................

..............................................................................................................................................................................................................

..............................................................................................................................................................................................................




First 2 Options: Buy or Build

PI/’O}
cons

" Assume complete control: = Time and expense

- Business control

= Potential liability

- Management control .
= Ethical and regulatory

considerations

= Potential revenue

..............................................................................................................................................................................................................
..............................................................................................................................................................................................................
..............................................................................................................................................................................................................
..............................................................................................................................................................................................................




3"d Option: Form Professional Alliances

P l/‘o;/
C%

= Little to no “start-up” cost and = Reputational risk
time 4

= Potentially less liability
= Better overall services to clients

= Potential to substantially increase
revenue with relatively little
additional effort

= Tap into Expert’s resources
= Subject matter expertise
* Product expertise
= Business and estate planning

Not all revenue flowing through
to advisor




How to Choose Your Professional Alliances
GOOD QUESTIONS TO ASK:

Do you understand each other’s practice/business?

e Similar philosophy/mindset/chemistry?
e Similar clients (net worth, markets)?

What are you looking for from the other?.

o What is their level of expertise?.
o Seek VIULTI-DISCIPLINARY group of professionals
o Analogy: Huband'spokes of a wheel/lleaderand team

Isithe other professionaliindependent?.

o [Sithelifelinsurance produceralighed With'ene o more
carriersesitheradvisoralisned Withianether companyz?:

10 of 22



How to Choose Your Professional Alliances
THINGS TO KEEP IN MIND

How will you choose clients to refer?

e Professional seeking to create an alliance makes the first referral
e Make sure it’s a two-way street (everyone makes proactive referrals)
e Prepare clients before referral/Be ready for potential objections

Know that it’s going to be a process

o [Vlay take severallmeetings — Not an GVErnight PhENGMENGN

Be the first to make a referral

e Taking the risk/Investing in the relationship

11 of 22



How to Form Professional Alliances
MINIMIZING RISK FOR ADVISOR(S):

Minimize reputational risk

e “Test Drive:” Advisor refers a client (with the client's permission)
as a test case, OR

e Advisor volunteers self as the test case

Y

Will the life insurance producer’s approach to planning work for the advisor’s clients

..............................................................................................................................................................................................................

..............................................................................................................................................................................................................
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How to Form Professional Alliances

DEVELOP A BUSINESS PLAN TOGETHER

rlovy wWill yeu wer
rtOgernerr Eonmsa
or informal?

be provided?

How will you HOWWillfthe
identify clients relationship
with financial financially benefit

planning needs? each professional?

..............................................................................................................................................................................................................
..............................................................................................................................................................................................................
..............................................................................................................................................................................................................
..............................................................................................................................................................................................................




How does the alliance/group identify clients with
multi-disciplinary planning needs?

Client appreciation
or education Review client files
events/seminars

Use data-gathering
tools

14 of 22



How can the alliance financially benefit
advisors and life insurance producers?

FCharge thelifelinsurance |

producer?
\ )

" Split commissions?* Split commissions?*

\

*The majority of U.S. jurisdictions permit CPAs to commission split. For a simplified table, please refer to the following:

http://www.aicpa.org/Advocacy/State/StateContactinfo/uaa/Pages/commfees.aspx. For more information on your state's rules and requirements, please consult with

your state's accountancy board and rules.

15 of 22



http://www.aicpa.org/Advocacy/State/StateContactInfo/uaa/Pages/commfees.aspx

Recap:

ALL PARTIES MAY BENEFIT!

One-stop shopping
Will not outgrow a professional advisor
Better overall customer service

Increased revenue via existing and potentially
new clients

More competitive practice

Better client service and client retention

Enhanced credibility via trusted advisor

Life Insurance
Producer

Greater access to high net worth clients/business
owners

..............................................................................................................................................................................................................
..............................................................................................................................................................................................................
..............................................................................................................................................................................................................

..............................................................................................................................................................................................................
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Case Study
IDENTIFY BUSINESS OWNER CLIENTS

Business owner clients who need simple and unique tax reduction
strategies that provides business continuation and retirement plannin

solutions.
Advisors needed: ALL must be on same page, or plan could be

%

orpedoed.

s: Clients ga dedbuy-sell ag ent amL ce of m
vﬁoﬁgam var 3er@t -

' N \ :
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e Contact the life insurance producer who invited you to
this presentation

e Consider memorializing your relationship with the life
insurance producer

— Terms and scope
— How best to work together

e Tap into resources available through the life insurance
producer who invited you

18 of 22



e Contact the advisor whom you invited you to this
presentation

e Consider memorializing your relationship with the
advisor
— Terms and scope
— How best to work together

e Tap into resources available through the advisor whom
you invited

19 of 22



Ideal Alliances Ideal Clients

e Life insurance prOdUCerS e Business owners
with profitable business,
willing to expand their
business

e Successful advisors willing
to expand their business

e Willing to refer clients

e Wealthy individuals

e Clients who need to do
planning

e Willing to be referred

..............................................................................................................................................................................................................
..............................................................................................................................................................................................................
..............................................................................................................................................................................................................
..............................................................................................................................................................................................................
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RESOURCES

nsured Controlled
Cross Purchase
Usng Lie rsronce

Business Confinuaion Strategy for Pariness
A Pornarship

The Power To Help You Succeed

Additional
VEICHEIR

e &) Commission Splitting with
PramcLire Life Insurance Producers:
o Considerations for CPAs
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QUESTIONS?

Kenneth Sapon, CLU LUTCF R.Ph.
(800) 274-0433
ken@champion-agency.com

Innovative services for financial professionals

(" Y) CHAMPION AGENCY, INC.

17-VER-67 TP-45707-00 05/17 22 of 22
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