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Grace under uncertainty
ELIZABETH GALENTINE 
EDITOR-IN-CHIEF If anyone knows how to oper-

ate in uncertain times, it’s ben-
e�t advisers. 

For the better part of a de-
cade, brokers have faced up-
heaval in the profession, thanks 
in large part to the A�ordable 
Care Act. 

For better or worse, the 
ACA and its slew of regulations 
and mandates changed the way 
advisers do business. In the pro-
cess, they have stepped up to 
the challenge time and time 
again, serving clients with new 
compliance products, adjusting 
their business models and de-
veloping new long-term strat-
egy to set themselves and em-
ployers up for success.

As of this writing, Presi-
dent Trump has begun unwind-
ing Obamacare through execu-
tive order, but has not yet laid 
out a detailed plan for replacing 
it legislatively. 

As trusted advisers, we are chal-
lenged with learning, and often 
relearning, on a regular basis,” 
says the senior account ex-
ecutive at HUB International 
Northeast. “Overcoming this re-
quires a large amount of sepa-
rating fact from �ction, but most 
importantly an acceptance and 
understanding that when we get 
to work tomorrow, it could be 
very di�erent than it was today.”  

But it’s not just young ad-
visers who are stepping up. 
Be sure to check out our cover 
story on veteran Mark Skinner 
as well (“Breaking down barri-
ers,” p. 18). 

�e president and CEO of 
U.S. Retirement & Bene�ts Part-
ners is growing his company at 
upward of 25% year over year 
by bringing his clients exactly 
what they’re asking for: a tech-
nology-driven fusion of retire-
ment and health bene�ts that 
meets the needs of a workforce 
who are seeing their role and 
responsibility in both health 
and retirement plans continue 
to grow. 

“�ere’s too much im-
portance to the employee, and 
there’s too much cost to the em-
ployer, not to have a very en-
gaged conversation about bene-
�t structures,” says Skinner. 

And no matter how 
Trumpcare develops over the 
coming months and years, I 
don’t see that changing any 
time soon.

Such a monumental level 
of uncertainty would be likely to 
shake any profession. 

But, in speaking with ad-
visers, I’ve heard nothing but 
resolve and conviction that, no 
matter what the ACA’s replace-
ment, they are leading their cli-
ents in the right direction to 
bend the healthcare cost curve, 
improve employee well-be-
ing and strengthen their role as 
trusted advisers in the process. 

�at much is certainly 
clear with this year’s lineup of 
Rising Stars in Advising (p. 24). 
�ese men and women age 35 
and younger are a shining ex-
ample that the future for advis-
ers — however health reform 
may unfold under Trump — is 
bright. 

Meghan Brady, 29, under-
stands this reality. “�e land-
scape of our industry is chang-
ing dramatically and frequently. 
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When I think about my journey that started 24 years ago, I sincerely 
believe my success is attributed to being open to learning all that I 
could early on. �at learning continues in an ever-changing busi-
ness and political environment. A successful adviser is fully engaged 
in helping clients understand and acknowledge their desired busi-
ness objectives and then navigating a course to make those happen.  

As advisers, the only way to achieve the highest level of suc-
cess in our industry is to understand all of the aspects of our work. 
We must master the knowledge to guide our clients toward success 
in reducing healthcare spend, mitigating compliance risk and max-
imizing their workforce outcomes. With that foundational knowl-
edge comes the ability to ask clients the right questions. In doing so, 
we gain insight to build the client’s road map for success.  

What we �nd in working with many young professionals today 
is a certain level of impatience, a desire to know it all now or take 
shortcuts. �ere are no shortcuts. �is is the biggest mistake a po-
tential rising star can make. �ose who are fully open to listening 
and learning all they can from respected mentors, bosses and col-
leagues will reach the pinnacle of success as a bene�t adviser in 
2017 and beyond. 

Open to learning
Taking the time to understand all 
aspects of advising is the way to win.

What 
attributes 
make for a 
rising star in 
advising in 
2017?

TRISHA ZULIC

“Understanding 
that the adviser 
relationship 
goes beyond the 
decision-maker.   
Involving the lead-
ership team once 
all decisions are 
made to help them 
help you as an 
adviser to keep a 
finger on the pulse 
of the employee 
population.”
ANDY TORELLI

“All of the attri-
butes that have 
always been 
necessary to 
succeed: ethics, 
integrity, business 
smarts, a desire 
to serve, being 
a student, being 
disciplined. But 
more than ever 
the ability to be 
resilient, change, 
modify and grow!”
JERRY KALISH

“Providing leader-
ship and direction 
to help clients 
navigate through 
a changing  
business  
environment.” 
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2017’S BEST CITIES FOR JOBS
Hotspots for growth, these 10 U.S. cities meet key indicators of 
job-market strength, new research from WalletHub � nds.

FUTURE OUTLOOK: THE 
ECONOMY AND BENEFITS

SLIDESHOW

10 ACTIONS BROKERS WANT FROM TRUMP
Advisers look to the new president to reduce regulations, tackle 
health reform and bend the cost curve.

SLIDESHOW

Become a fan of our Facebook page at Facebook.com/
EBAMagazine for inside information and breaking news.

Join our LinkedIn group, Employee Bene� t Adviser, to keep 
the dialogue � owing on numerous industry discussions.

EBA magazine staff > @EBAmagazine 
What’s in store for workers’ comp under the 
Trump administration? http://trib.al/400v2yl 

TWEET  WITH YOUR FRIENDS AT EBA

ELIZABETH GALENTINE
EDITOR IN CHIEF

@EBA_Galentine
ACA may be on its way out, but it’s 
providing a treasure trove of data 
for employers and advisers in the 
meantime:  http://bit.ly/2jmUYjS

CORT OLSEN
ASSOCIATE EDITOR

@EBA_OLSEN
Litigation report offers insight into 
litigation trends in the employee 
bene� t space for 2017: 
http://bit.ly/2k9FyLs 

BRIAN KALISH
ONLINE MANAGING EDITOR

@Benefi t_Brian
Cross Insurance Founder Is Still 
Working @100:  http://bit.ly/2k0R6UO 
... think you’ll be in the biz at that age?

Taking a financial load off
Employers are steadily offering student loan benefits as a way
to increase financial wellness

College
savings

facilitation

Student loan
consolidation

Student loan
repayment

College
savings

assistance
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Source: Aon Hewitt

From the article, “How to encourage 
increased investment in � nancial 
wellbeing.” Read the full text on 
employeebenefi tadviser.com.

ON
THE
WEB
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JOHN
LUDWIG

Ludwig, ChFC, 
AIF, CRPS, is an 

LPL Financial 
adviser with LHD 

Retirement. Reach 
him at jludwig@

lhdretirement.com.

We can fix this so every 
party wins. Enact a uniform 
fiduciary standard so 
all clients are protected. 
Level commissions so 
they are structured to 
remove any appearance of 
compensation bias.

Don’t repeal the fiduciary rule — fix it

APPROXIMATELY A YEAR AGO, I wrote of my support for the 
spirit of the DOL’s �duciary rule, while admitting to reserva-
tions about its implementation and the e�ect it may have on 
the smaller investors it was intended to protect. Well, with 
a new president and administration who are promising a 
wave of deregulation, speculation says that the �duciary 
rule could be a target. At the time of this writing, the rule 
remains in place, and it cannot be undone via executive 
order but rather through agency regulation, which does not 
make it immune. If the new administration wishes to place 
the rule in their crosshairs, they should instead �x it to be 
more manageable while maintaining the �duciary standard.

�e spirit of the rule is to align investors and the in-
dustry giving them advice, but as it stands today it is too 
cumbersome, complex and cost-prohibitive. �e best in-
terest contract exemption hurts small investors by mak-
ing the increased liability for advisers cost-prohibitive. Al-
ternatively, moving these small investors to fee-based ac-
counts could have the e�ect of increasing their fees over 
time, which would be a �duciary con�ict.

Repealing the regulation at this stage will only work 
to confuse investors, as the expectation of a �duciary stan-
dard will only apply to certain business models while at the 
same time clouding what those models resemble. Investors 
want and expect a �duciary standard of care, and the DOL 
ruling has had the intended outcome of educating inves-
tors and bringing the standard to the forefront. Indeed, the 
industry should have a uniform standard, whether an in-
vestor is fee- or transactional-based. Advisers should give 
thoughtful investment recommendations based on what 
they believe to be in the best interest of their clients based 
on a thorough understanding of their goals and needs. �is 

standard should not be up for debate. Repeal at this junc-
ture will hurt investor trust in the industry at a time when 
it is still strained in our post-�nancial crisis world.

Win-win situation
We can �x this so every party wins. Enact a uniform �du-
ciary standard so all clients are protected. Level commis-
sions so they are structured to remove any appearance of 
compensation bias. Require advisers to thoroughly docu-
ment their recommendations and the basis of those rec-
ommendations as part of their compliance procedures. 
In the event of a dispute, advisers can turn to their docu-
mentation to justify the prudence of their recommenda-
tions given the information they had at the time. Clients 
must come to the table, too, to make sure that their adviser 
has all the information they need to give adequate advice.

Advisers should be empowered to give the best ad-
vice and solutions to their clients based on client needs, 
while clients need assurance that their adviser is work-
ing in their best interests at all times. A �duciary standard 
will still increase industry costs — that’s a given — but in-
creased compliance costs are a small price to pay to heal 
investor distrust of the industry.  EBA

�is information was developed as a general guide to 
educate plan sponsors, but is not intended as authoritative 
guidance or tax or legal advice. Each plan has unique re-
quirements, and you should consult your attorney or tax 
adviser for guidance on your speci�c situation. In no way 
does adviser assure that, by using the information provided, 
plan sponsor will be in compliance with ERISA regulations. 
Securities and advisory services o�ered through LPL Finan-
cial, a Registered Investment Advisor. Member FINRA/SIPC.

NELSON L.
GRISWOLD
Move your value proposition 
beyond the renewal and, 
instead, provide strategy 
around the medical and 
benefits plan that positions 
you as a strategic adviser 
and not a mere vendor. 

Why you should prospect off-cycle

“HOW DO WE HAVE THE PROSPECTING conversation o�-
cycle from the renewal?” was the question Greg Carlton 
of Peel & Holland in Kentucky posed to the other agency 
leaders sitting around the table at one of our Agency 
Growth Mastermind Summits. 

Carlton’s question isn’t just a great question; it’s the 
question if you want to break out of the arti�cial cycle 
of prospecting and spreadsheeting driven by the carri-
ers’ schedule. 

Bene�ts advisers aren’t constrained by the carriers’ 
timeline of renewal notices. But brokers focus on the re-
newal for prospecting because that’s when the medical 
insurance is bought. 

Brokers, by de�nition, are transactional, assisting the 
employer in the renewal process, quoting the business and 
carrying the lowest quotes to the client. Of course there 
can be some plan design but, with fully insured plans in 
2017, not much.

Advisers, on the other hand, although they can — 
and most do — provide the brokerage services, o�er so 
much more to the client. With these additional products 
and services, advisers can solve multiple HR problems 
and bring massive value to the client.

�e evidence is indisputable (i.e., run don’t walk and 
grab Zywave’s 2016 Broker Services Survey) that employ-
ers are demanding solutions from their adviser far be-
yond mere spreadsheeting and managing the renewal.

Speaking frankly, if “spreadsheeting” is still one of 
the top 10 terms in your business vocabulary, your future 
is dim. If your prospecting strategy still is to call 60 days 
before the renewal and ask to quote the business, you are 
announcing in no uncertain terms that you are just a bro-
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NELSON L.
GRISWOLD
Move your value proposition 
beyond the renewal and, 
instead, provide strategy 
around the medical and 
benefits plan that positions 
you as a strategic adviser 
and not a mere vendor. 

Why you should prospect off-cycle

“HOW DO WE HAVE THE PROSPECTING conversation o�-
cycle from the renewal?” was the question Greg Carlton 
of Peel & Holland in Kentucky posed to the other agency 
leaders sitting around the table at one of our Agency 
Growth Mastermind Summits. 

Carlton’s question isn’t just a great question; it’s the 
question if you want to break out of the arti�cial cycle 
of prospecting and spreadsheeting driven by the carri-
ers’ schedule. 

Bene�ts advisers aren’t constrained by the carriers’ 
timeline of renewal notices. But brokers focus on the re-
newal for prospecting because that’s when the medical 
insurance is bought. 

Brokers, by de�nition, are transactional, assisting the 
employer in the renewal process, quoting the business and 
carrying the lowest quotes to the client. Of course there 
can be some plan design but, with fully insured plans in 
2017, not much.

Advisers, on the other hand, although they can — 
and most do — provide the brokerage services, o�er so 
much more to the client. With these additional products 
and services, advisers can solve multiple HR problems 
and bring massive value to the client.

�e evidence is indisputable (i.e., run don’t walk and 
grab Zywave’s 2016 Broker Services Survey) that employ-
ers are demanding solutions from their adviser far be-
yond mere spreadsheeting and managing the renewal.

Speaking frankly, if “spreadsheeting” is still one of 
the top 10 terms in your business vocabulary, your future 
is dim. If your prospecting strategy still is to call 60 days 
before the renewal and ask to quote the business, you are 
announcing in no uncertain terms that you are just a bro-

ker, likely possessing limited capabilities beyond manag-
ing the renewal process.

Move beyond the renewal
To break out of this arti�cial cycle, your focus must shift 
from the insurance transaction to a broader strategic ap-
proach to reducing your clients’ bene�ts spend, enhanc-
ing their bene�ts plan, and improving their HR and busi-
ness condition.

Move your value proposition beyond the renewal 
and, instead, provide strategy around the medical and 
bene�ts plan that positions you as a strategic adviser and 
not a mere vendor. Bring high-value solutions to HR and 
business problems that elevate you above the broker role.

At the recent ASCEND Summit conference for ben-
e�ts agency leaders, our client Rudy Garcia of Qandun In-
surance Agency in Glendale, Calif., was honored for his 
work reinventing his agency as a NextGeneration Bene-
�ts Firm. Rudy has stopped quoting for free and instead 
charges a consulting fee to manage and improve the ben-
e�ts plan while controlling costs. He now o�ers self-fund-
ing options and integrated bene�ts. Plus, he has added a 
wide range of non-insurance solutions to his portfolio, in-
cluding an HR and bene�ts technology platform, a payroll 
system that integrates with his HR platform, a proprietary 
wellness program, consolidated billing, comprehensive 
compliance services including an ERISA attorney, tele-
medicine, and a health advocacy service.

Move your agency beyond the transactional status 
quo, embrace the role of strategic adviser, adopt new HR 
and business solutions, and free your prospecting from 
the carriers’ renewal timetable.  EBA

Griswold is an agency 
growth consultant 
and author of DO 

 or DIE: Reinventing 
 Your Benefits 

Agency for Post-
Reform Success. 

His Agency Growth 
Mastermind Network 

helps agency 
leaders reform-
proof their firm. 

Reach him at (615) 
656-5974, nelson@

InsuranceBottomLine.
com, or through 

21stCenturyAgency.
com.
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WENDY
KENEIPP
You need to take a stand 
around an idea and own it. 
And that idea must create an 
emotional connection with 
your clients and prospects.

No one cares about your boring brand

“DESCRIBE YOUR BRAND FOR ME. What is it that you want 
people thinking, feeling, saying about you?”

How would you answer that question? Would it 
have something to do with being helpful? Responsive? 
Great customer service? Nice? Friendly?

I frequently hear those types of responses when 
asking the question about brand. But, honestly, that’s far 
from enough. Not if you want to be a competitive force. 
And certainly not if you want to remain an independent 
consulting �rm and outlive your competitors.

You’ve got to be more. You need to take a stand 
around an idea and own it. And that idea must create an 
emotional connection with your clients and prospects.

But what is that something? �e idea that should 
embody your organizational soul? I don’t know. I can’t 
answer that for you, but I can help you look for it and 
begin to take ownership of it.

Start with your vision. What would you like to 
achieve with your business? Do you want to keep work-
ing along steadily without rocking the boat? Or be ac-
quired by a larger organization and retire happily with 
your earnings? If this is your goal, then just keep doing 
what you’re doing. Forget about brand, it not worth wor-
rying about at this point.

But if that’s not your ideal scenario and you have 
loftier goals, you need to take an assertive approach to 
your business. Do you want to be the acquiring agency, 
sending others o� to retirement bliss? Maybe you want 
to be the sole independent agency standing in your mar-
ket? Or become a consulting giant in your community? 

�e answer is up to you. But if you don’t know what 
you want, it’s impossible for anyone else to know. Your 

team needs to know your vision as well as you do and ac-
cept ownership of it. Not until they can see it and feel it 
with clarity and want it will they begin to behave in a way 
that drives the company to that destination.

It is through this e�ort around a uni�ed goal that a 
strong culture begins to arise. Everyone working together 
to achieve something much bigger than any one person 
could ever do on his own. Something exciting begins to 
develop out of a strong, uni�ed culture like this — a per-
sonality and a drive toward something bigger.

 A brand emerges
Develop a culture re�ective of your vision, and your brand 
presents itself. Your brand should embody the spirt of who 
you collectively are as an organization. An e�ective brand 
will be like a magnet, drawing people toward it because they 
want to be a part of what that brand represents. 

It’s from this recognition that you begin to develop 
your style. For example, if your vision is to become a pre-
mier consulting �rm, then as your brand emerges, you’ll 
feel a new level of con�dence and you’ll market your 
business with smart, challenging copy and educational, 
assertive activities. You’ll feel con�dent and you’ll pass 
that well-deserved con�dence to your clients. You’ll be-
come the magnet that people want — no, need — to be 
a part of. You’ll develop a brand to be proud of and one 
that keeps competitors and predators at bay.

Brand can feel like an elusive idea. But when you 
know what you want,  you can’t help but behave in a way 
re�ective of those ideas. So instead of focusing on “devel-
oping a brand,” focus on a vision and a culture that shine 
like a beacon in the night sky. EBA

Keneipp is a 
partner and coach 
at Q4intelligence, 

driving agency 
transformation. 
Learn more at 

q4intel.com. Reach 
her at wendy@

q4intel.com, on 
LinkedIn, or Twitter @

WendyKeneipp.
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JACK
KWICIEN

Kwicien is 
managing partner 

at Baltimore-based 
consulting and 

advisory services 
firm Daymark 

Advisors. Reach 
him at jkwicien@

daymarkadvisors.
com.

Think about the top two 
or three objectives that 
you want this resource 
to accomplish and focus 
on those skill sets and 
personality traits that are 
most needed.

Are you an effective recruiter? 

I DON’T MEAN HIRING A SEARCH FIRM to �nd you some poten-
tial candidates that are looking for a job. I’m talking about 
your ability to �nd and evaluate quali�ed talent that will 
grow your business practice in the future. Perhaps you have 
never had any formal training in this critical area of busi-
ness management. Or maybe you are somewhat lacking in 
your con�dence to be an e�ective recruiter. Don’t worry, it 
will come with practice, and we are here to assist you. Con-
sider this: �ere is no sales management problem that can-
not be solved by good recruiting. 

A logical place is to start by drafting an ideal can-
didate pro�le. For example, will you be hiring someone 
brand new to the industry so that you can train them in 
your �rm’s sales and consulting methodologies? Or will 
you look to hire someone with 10-plus years of experi-
ence in a much larger �rm with an established clientele? 
Obviously, those are two entirely di�erent pro�les that 
will imply di�erent approaches to career opportunities, 
compensation and a myriad of other issues. 

Be as speci�c as possible about the skill sets you ex-
pect your ideal candidate to possess. Consider the expe-
rience level you prefer. Do they need experience working 
the mid-size client market? Should they have experience 
with self-funded plans? What personality type �ts best 
with your management style and your corporate culture? 

Once you have developed the pro�le of your ideal 
candidate, look at the job description that you may cur-
rently have for this position. Is it still accurate? If the can-
didate will have business development responsibilities 
or personal sales goals, you should not have account ser-
vicing expectations, right? Do you require candidates to 
have any professional designations? What about public 

speaking skills? �ink about the top two or three objec-
tives that you want this resource to accomplish and focus 
on those skill sets and personality traits that are most 
needed. It will make it much easier to draft an accurate 
job description that will begin to communicate your ex-
pectations right from the outset.

Where to �nd good people
Where will you �nd candidates that come close to your ideal 
pro�le and meet the criteria in your job description? Start 
with some of your existing business relationships. Talk to 
your best carrier representatives and ask them who they 
know that �ts your speci�c criteria. Remind them that you 
want the best names because you expect to select and not 
settle given the time and expense you will be investing.

Also talk to your best current producers. �ey likely 
know who their toughest competitors are. It’s to their 
bene�t to get them on your team. Or ask your best ser-
vice sta� employees. It’s surprising how many couples 
work in the same industry but in di�erent capacities. If 
their signi�cant other is already in bene�ts and insur-
ance sales, they will understand exactly what you are 
looking for. Likewise, some of your best clients or centers 
of in�uence are possibilities as well. Let them know your 
business has enjoyed su�cient success that you are ex-
panding, and you only want the best candidates to work 
with them and their contacts. If you would like input 
with respect to this strategy, feel free to contact us.

Set a goal of talking with a minimum of two people 
per week that could recommend candidates to you. In 
a very short time, you will have a usable list of quali�ed 
candidates. Good luck.  EBA
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BREAKING 
DOWN
BARRIERS  

B Y  E L I Z A B E T H  G A L E N T I N E  |  P H O T O G R A P H Y  B Y  J O R D A N  H O L L A N D E R

Poised to grow his business 25% year  
over year for the foreseeable  
future, Mark Skinner is tapping into  
the synergy between employee health  
and retirement  benefits to meet a  
powerful need for employers across the U.S.
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Waiting at 
the gate 
for a re-
cent �ight, 
Mark  
Skinner 
heard 
his name 
paged 
over  
the loud-
speaker.  
“Uh-oh,” he 
thought. 
“�at’s not 
good.” 

But rather than the bad news he was 
bracing for, Skinner was surprised with a 
round of applause from a United Airlines 
manager who wanted to recognize his more 
than 2 million miles of �ying with the air-
line. A similar fete followed on the �ight 
when the pilot came out of the cockpit to 
shake Skinner’s hand. 

Skinner may have been a little embar-
rassed by the public gestures, but he wasn’t 
surprised by the reason behind them. 
When you’re the hands-on president and 
CEO of a successful national �rm with 34 
partner o�ces across the country — and 

several new ones in the works — it’s not dif-
�cult to rack up the miles.

His company, U.S. Retirement & Ben-
e�ts Partners, has been growing more than 
20% per year, thanks in large part to cross-
selling services to organically growing ex-
isting customers, and acquisitions. “We ex-
pect that growth to accelerate in 2017 to 
be above 25% and continue to build at that 
level for the next �ve years,” says Skinner, 
whose home base is in Iselin, N.J. 

Skinner is eager to spread the com-
pany message, which centers around the 
value behind breaking down the longstand-
ing barriers between the retirement and 
health divisions of employee bene�ts. A na-
tional independent employee bene�ts and 
retirement plan provider specializing in the 
K-12 educator marketplace, USRBP em-
phasizes the need to integrate retirement 
and �nancial concerns into overall bene�ts 
practice. 

Having been in the business for de-
cades working on both sides of the �eld, 
Skinner knows it’s been the nature of the in-
dustry to keep retirement and health ben-
e�ts siloed, even within major carriers that 
o�er both types of products. “�ey’re so in-
vested in the silo structures,” Skinner says. 
“�at’s how people are trained and that’s 
how they rise vertically.” 

But that’s not how USRBP does busi-
ness and it’s not what employees want. For 
example, the company did extensive sur-
veys on client concerns and needs, and 
found saving for children’s education to be 
among the top anxieties for educators in 
the K-12 sector age 40-55. 

As a result, USRBP has developed a 
fully integrated �nancial wellness program 
— available as a microsite through  
USRBpartners.com, but also as a white 
label product for clients — that provides a 
set of 92 tools in �ve broad categories span-
ning the bene�ts spectrum. 

It provides information on saving for 
college, retirement planning, personal �-
nances, insurance and other protections 
as well as Social Security and Medicare. 
�e microsite is complimented by 16 work-
shops and a custom curriculum available 
to employers, along with one-on-one coun-
seling opportunities and more in-depth 
calculation tools. “�ere is a growing real-
ization that long-term planning requires an 
understanding of the dynamics and rela-
tionships between retirement planning and 
bene�ts planning,” Skinner says. “As the 
shift in responsibility continues to require 

employees to make more bene�t choices, 
they need to be able do that in the context 
of other long-term priorities.”

United by technology
USRBP’s service model is based on provid-
ing a single source solution using the �rm’s 
three business groups: bene�ts, retirement 
and technology — with technology serving 
as the binding agent, says Skinner. It o�ers 
three primary technology platforms: 

1) OMNI, a Rochester, N.Y.-based 
403(b) and 457(b) compliance TPA. “�ey 
are the largest TPA in the United States and 
serve over 3,000 school districts across the 
country,” he says. 

2) InRollPlus, a Dallas-based on-
line bene�ts administration �rm that pro-
vides employers with a secure portal to en-
roll and administer all their bene�ts. �e 
system is accessible by desktop, tablet and 
smartphone and can be converted to Span-
ish with one click. “�e only system we are 
aware of with that capability,” Skinner says. 

3) DC Engine, a Nashville-based de-
�ned contribution recordkeeper. �e com-
pany provides ERISA plan TPA compli-

ance services as well as full recordkeeping 
for any DC-type plan. “�ey have achieved 
through scale a low-cost model where 
they actually provide outsourcing for other 
TPAs,” Skinner says.

Kevin Dunn is USRBP’s chief infor-
mation o�cer and responsible for all plat-
forms, including local o�ce technology 
across USRBP’s dozens of o�ces. Joining 
the �rm two years ago and based in Texas, 
he was drawn to the company’s dispersed 
technology platform. “I �nd that quite ex-
citing because it allows you to leverage the 
strength of each organization,” Dunn says. 
“It’s really all about coordination.”

Dunn has direct responsibility over 
USRBP’s internal �rms, but many of the 
company’s tools, such as InRollPlus, are 
also used by external brokerages. Skinner’s 
driving principle of blending retirement 
and employee bene�ts “features heavily in 

Our focus is on 
the fusion that 
we believe exists 
between retirement 
and employee 
benefits
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Future growth
As for what will drive USRBP in the future, 
there are three trends Skinner sees shaping 
the market. 

First, “We think that there’s going to 
be an acceleration of breaking down some 
of these silos between retirement and vol-
untary and core bene�ts,” he says. “Fidelity 
getting into the bene�ts business, that was 
a wake-up call for a lot of people. We think 
that trend is going to accelerate.”

Second, technology overall “is going to 
play an increasingly important role,” he says.

And third, “�e insurance industry is 
going to be very challenged to think di�er-
ently about their organizational structures,” 
Skinner says. 

Insurance companies currently don’t 
have national account initiatives to iden-
tify �rms like USRBP that are excelling in 
both the retirement and bene�ts spaces. 
“�ey’re going to need to break down and 
look at their own structures di�erently.”

All advisers, Skinner says, must be col-
lectively prepared for a move toward de-
�ned contribution on the bene�ts side, just 
as has happened in retirement. Part of that 
will be a greater collaboration between em-
ployees and employers about what bene�ts 
will look like going forward, he says. 

Giving employees more decision power 
under a DC structure will “put a premium 
on educating,” Skinner says, so employees 
“can make informed decisions and not make 
some uninformed or short-term decisions 
that may hurt them in the longer run.”

Once again, it comes back to the fu-
sion of retirement and health bene�ts. “We 
in our markets have to really think about, 
what is the value delivery? �at’s why things 
like our �nancial wellness center will be-
come increasingly important,” Skinner says. 

It would be a challenge to �nd any-
one in a better place to make that connec-

To provide 
employers with a 
bundle of single-
source solutions, 
that’s a compelling 
message

all of our product roadmaps,” Dunn says.
Gene Tyler, a managing partner at 

USRBP and an independent brokerage 
owner whose company joined the �rm 
six and a half years ago, emphasizes that 
breaking down those silos between re-
tirement and health is driven by technol-
ogy. And there’s no one better to lead that 
change than those with a bene�ts back-
ground, he says. 

“What makes us unique is that we’re 
not a tech company that got into the ben-
e�ts business, we’re a bene�t business that 
got into the technology business,” Tyler 
says.” Being in that order, it … puts things 
in the proper perspective because we are 
�rst and foremost an employee bene�ts 
organization.” 

Shaping a philosophy
Skinner has been forging links between 
health bene�ts and retirement since he 
�rst entered the �eld. Soon after graduating 
from the University of Maine in 1974, he 
went to work for Unum in its group bene�ts 
division before crossing over to the retire-
ment side. 

“In hindsight, it was really a blessing 
because for most — particularly insurance 
companies — that would be anathema to 
them,” he says. 

Skinner was with Unum for six years 
before joining a company called Cope-
land, moving up the sales ranks to national 
sales manager and then eventually becom-
ing president of the company over a 25-year 
period. Built up to 1,200 employees, Cope-
land was eventually sold and split up. 

It was no longer the kind of environ-
ment Skinner wanted to manage, so he and 
partner Bob Dughi founded USRBP in 2007, 
working largely in the same niche they did 
with Copeland: the K-12 education market. 

“From the very beginning our focus 
was on the fusion that we believe exists be-
tween retirement and employee bene�ts,” 
says Skinner.

Having gained “deep domain experi-
ence” in the education sector with Cope-
land, Skinner and Dughi —  who is now ex-
ecutive chairman in charge of strategy at 
USRBP — were eager to continue providing 
a much-needed service to educators. Most 
school districts in the U.S., except in a few 

states such as Maryland, Virginia and Flor-
ida, are quite small. New Jersey and Penn-
sylvania, for example, each have more 
than 500 districts. 

At that time in particular they were 
struggling to comply with regulations 
around 403(b) plans and unfunded man-
dates such as No Child Left Behind. 

“Schools were scrambling and they 
were looking for any way they could to be-
come more e�cient, to reduce their costs,” 
Skinner says. “For someone to be able to 
come in and say, ‘We can provide you with 
a bundle of solutions from a single source 
and provide you with bene�ts consulting; 
we’ll do the bene�ts administration, we can 
do your ACA compliance, we can do the 
compliance on your 453 and 457 plans, and 
can give it to you for one-stop shopping,’ 

that’s a really compelling message. It’s the 
message we’ve been bringing into the mar-
ketplace and quite frankly one of the rea-
sons we’ve been so successful.”

USRBP currently has more than 
5,000 school district clients, as well as 
4,000 governmental, non-pro�t and cor-
porate clients.

Many as one
Managing those clients is the task of US-
RBP’s 34 partner �rms. Although USRBP 
retains 100% ownership of the companies, 
Skinner refers to them as “partners” with 
a purpose. “�ese people have been very 
successful because they’re entrepreneurs. 
So if we’re going to be successful by bring-
ing them together, I want them to feel when 
they walk in the door of their �rm that it’s 
their business, even though we own it,” 
Skinner says. 

�e partner �rms have multiple o�ces 
clustered in New York, Pennsylvania, Texas 
and Florida. California is “a growing mar-
ket” for USRBP as well, Skinner says, along 
with Oregon, Utah, Arizona, North Caro-
lina, South Carolina, Tennessee, Michigan 
and Ohio. 

“Our primary interest in any business 
we talk to is seeing if there is an alignment 
of values, a desire to grow and a leadership 
team that will remain [at the �rm] to con-
tinue to lead the business,” he says.

USRBP performs two types of acquisi-
tions: strategic — “a service model or tech-
nology that we don’t currently have or a 
geographic market that we want to enter” 
and tactical — “where we are ‘tucking in’ 
to a geographic space where we currently 
have a presence or a �rm that could com-
pliment a partner �rm that is currently a 
part of USRBP,” Skinner explains.

 In 2016, USRBP purchased �e Retire-
ment Plan Company, a full-service de�ned 
contribution recordkeeping business that 
also provides de�ned bene�t plan services, 
as a strategic acquisition. “�is will allow us 
to provide full recordkeeping in the school, 
government and corporate markets, where 
they serve over 4,000 corporate clients 
alone,” Skinner says.

Also in 2016 but falling under the tacti-
cal category, USRBP purchased Hillendale. 
�e company serves more than 40 school 
districts in Pennsylvania, which is also the 
home of USRBP’s largest K-12 403(b) spe-
cialist, Kades-Margolis. “By working to-
gether, they can maximize their relation-
ships and market presence,” Skinner says.

Since joining USRBP in 2010, Tyler, 
who is based in Texas in the same o�ce as 
Dunn, has seen his business triple. 

He didn’t take the decision to join an-
other �rm lightly, he says, especially hav-
ing successfully run his company, United 
Specialty Bene�ts, for 22 years. Tyler was 
�rst attracted to the opportunity to quickly 
expand his clientele beyond Texas and the 
surrounding states, but was also drawn to 
Skinner’s management philosophy. 

“We still run our businesses as if we 
were independent, but yet we have the se-
curity and the wherewithal now of a na-
tional organization versus just a small, in-
dependently owned operation,” he says.

Employees need 
to be able to make 
benefit choices 
in the context of 
other long-term 
priorities
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Future growth
As for what will drive USRBP in the future, 
there are three trends Skinner sees shaping 
the market. 

First, “We think that there’s going to 
be an acceleration of breaking down some 
of these silos between retirement and vol-
untary and core bene�ts,” he says. “Fidelity 
getting into the bene�ts business, that was 
a wake-up call for a lot of people. We think 
that trend is going to accelerate.”

Second, technology overall “is going to 
play an increasingly important role,” he says.

And third, “�e insurance industry is 
going to be very challenged to think di�er-
ently about their organizational structures,” 
Skinner says. 

Insurance companies currently don’t 
have national account initiatives to iden-
tify �rms like USRBP that are excelling in 
both the retirement and bene�ts spaces. 
“�ey’re going to need to break down and 
look at their own structures di�erently.”

All advisers, Skinner says, must be col-
lectively prepared for a move toward de-
�ned contribution on the bene�ts side, just 
as has happened in retirement. Part of that 
will be a greater collaboration between em-
ployees and employers about what bene�ts 
will look like going forward, he says. 

Giving employees more decision power 
under a DC structure will “put a premium 
on educating,” Skinner says, so employees 
“can make informed decisions and not make 
some uninformed or short-term decisions 
that may hurt them in the longer run.”

Once again, it comes back to the fu-
sion of retirement and health bene�ts. “We 
in our markets have to really think about, 
what is the value delivery? �at’s why things 
like our �nancial wellness center will be-
come increasingly important,” Skinner says. 

It would be a challenge to �nd any-
one in a better place to make that connec-

tion than Skinner, says Dunn.  “As a leader, 
Mark is not only extremely well-read and 
extremely well-versed in what’s going on, 
he ... is constantly seeking people’s input 

and seeking their ideas,” he says. “It’s re-
ally exciting to me to be part of it because 
I don’t see any limit as to where we can go 
and what we can deliver.” EBA

To provide 
employers with a 
bundle of single-
source solutions, 
that’s a compelling 
message

�e partner �rms have multiple o�ces 
clustered in New York, Pennsylvania, Texas 
and Florida. California is “a growing mar-
ket” for USRBP as well, Skinner says, along 
with Oregon, Utah, Arizona, North Caro-
lina, South Carolina, Tennessee, Michigan 
and Ohio. 

“Our primary interest in any business 
we talk to is seeing if there is an alignment 
of values, a desire to grow and a leadership 
team that will remain [at the �rm] to con-
tinue to lead the business,” he says.

USRBP performs two types of acquisi-
tions: strategic — “a service model or tech-
nology that we don’t currently have or a 
geographic market that we want to enter” 
and tactical — “where we are ‘tucking in’ 
to a geographic space where we currently 
have a presence or a �rm that could com-
pliment a partner �rm that is currently a 
part of USRBP,” Skinner explains.

 In 2016, USRBP purchased �e Retire-
ment Plan Company, a full-service de�ned 
contribution recordkeeping business that 
also provides de�ned bene�t plan services, 
as a strategic acquisition. “�is will allow us 
to provide full recordkeeping in the school, 
government and corporate markets, where 
they serve over 4,000 corporate clients 
alone,” Skinner says.

Also in 2016 but falling under the tacti-
cal category, USRBP purchased Hillendale. 
�e company serves more than 40 school 
districts in Pennsylvania, which is also the 
home of USRBP’s largest K-12 403(b) spe-
cialist, Kades-Margolis. “By working to-
gether, they can maximize their relation-
ships and market presence,” Skinner says.

Since joining USRBP in 2010, Tyler, 
who is based in Texas in the same o�ce as 
Dunn, has seen his business triple. 

He didn’t take the decision to join an-
other �rm lightly, he says, especially hav-
ing successfully run his company, United 
Specialty Bene�ts, for 22 years. Tyler was 
�rst attracted to the opportunity to quickly 
expand his clientele beyond Texas and the 
surrounding states, but was also drawn to 
Skinner’s management philosophy. 

“We still run our businesses as if we 
were independent, but yet we have the se-
curity and the wherewithal now of a na-
tional organization versus just a small, in-
dependently owned operation,” he says.

We know the business. We know what works.  
And we make sure it works for you.
We are an HR software and service company…with an emphasis on 
service. That’s because our people are experienced HR professionals. 
We actually develop the software, then back it all up with 
comprehensive personalized service that meets and exceeds your 
needs. And through it all, we remove the frustration and make things 
simpler, easier, and more e�cient for you and your employees.

The HR solutions company created by  
          HR experts, who happen to be IT gurus.

ebenefits.com   /   1-866-353-0984   /   info@ebenefits.com

Benefits Administration ACA Compliance Private Exchange
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2017’S  
RISING 
STARS 
IN ADVISING

CORY FRIEDMAN 
age: 28
VP, Benefits Consulting
GCG Financial, Inc.
�e youngest person to earn the title of 
vice president in GCG’s more than 40-year 
history, Friedman and his team took their 
practice nationwide. Focused on the veteri-
nary market, he consults for more than 150 
organizations with a unique approach to 
HR support. 

“Young advisers are in the best po-
sition to adapt as our insurance and em-
ployee bene�t environment continues to 
change, and I am excited to continue chal-
lenging my clients to think di�erently,” 
Friedman says.

JASON SELTZER
age: 35
President
J. Seltzer Associates                
In addition to being responsible for the 
growth of his company’s book of business, 
Seltzer regularly consults with private 
equity �rms, management consultants and 
�nancial institutions on employee bene�t 
matters as well as regulatory and market 
dynamics.  

Stability? What stability? For the majority of EBA’s 2017 
Rising Stars in Advising, their entire career in bene�ts 
has been marked by market uncertainty. �ey’ve come 
of age as advisers under Obamacare. As a result, they are 
nimble, quick-thinking, open to change and see  
opportunity over adversity. 

Selected by EBA’s editorial committee from dozens of 
online applicants, these 20 advisers age 35 and younger 
are embracing the upheaval in employee bene�ts — and 
taking the blank slate brought on by a new president 
who campaigned on repealing and replacing the  
A�ordable Care Act — as a chance to improve the �eld 
for all involved. 

EBA asked the Rising Stars, “What is the greatest  
challenge young advisers face today, and how are you 
working to overcome it?”

BY ELIZABETH GALENTINE
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2017’S  
RISING 
STARS 
IN ADVISING

ALLEN M. NIEVES 
age: 28
VP of Operations
Crystal Financial Insurance Services
Continuously educating himself, Nieves 
takes a needs-based approach to client 
relations. Working up to 16-hour days, he 
helps to train fellow advisers in the Con-
necticut broker community while managing 
an abundance of repeat business and client 
referrals.

“I look very young, so when I �rst 
started out, people were very hesitant to 
trust me,” he says. “I took it upon myself to 
become more knowledgeable than anyone 
else in my �eld by constantly research-
ing. ...  �is is a continuous practice that 
should be done by all advisers because the 
market is always changing, but especially 
for us young advisers who have more to 
prove.”

COLLEEN M. BLUM 
age:27
Insurance Advisor
Combs & Company, LLC &  
National Financial Network 
In the last year, Blum has increased her 
book of business by more than 400%. En-
gaged in consulting contracts with clients, 
Blum has also discovered cross-selling op-
portunities and grown the small group busi-
ness wing of her company while serving on 
the steering committee for the formation of 
Women in Insurance & Financial Services’ 
Long Island chapter.

“�e only way to thrive in this indus-
try is to �nd a truly strong supportive team 
and build each other up,” Blum says. “Use 
‘young age’ to your advantage to soak up all 
the knowledge your mentors have.”

BRETT FOWLER 
age: 30 
Vice President and Partner
Turner, Wood and Smith
Having built his hefty book of business 
entirely on his own, Fowler is on the fast 
track to complete his Registered Employee 
Bene�t Consultant professional designation 
in March. 

CORY FRIEDMAN 
age: 28
VP, Benefits Consulting
GCG Financial, Inc.
�e youngest person to earn the title of 
vice president in GCG’s more than 40-year 
history, Friedman and his team took their 
practice nationwide. Focused on the veteri-
nary market, he consults for more than 150 
organizations with a unique approach to 
HR support. 

“Young advisers are in the best po-
sition to adapt as our insurance and em-
ployee bene�t environment continues to 
change, and I am excited to continue chal-
lenging my clients to think di�erently,” 
Friedman says.

JASON SELTZER
age: 35
President
J. Seltzer Associates                
In addition to being responsible for the 
growth of his company’s book of business, 
Seltzer regularly consults with private 
equity �rms, management consultants and 
�nancial institutions on employee bene�t 
matters as well as regulatory and market 
dynamics.  

We have been living in 
uncertain times since 
the passage of the ACA, 
and those times appear 
to be only escalating. 
With many professional 
years le ahead, I 
have chosen to dive in 
head-first and commit 
to being the go-to 
resource for all things 
benefits-related.”
— Jason Seltzer
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THOMAS A. JENSEN  
age: 34
Employee Benefits Practice Leader
Connell Insurance, Inc.
Recognized for outstanding service by 
client Missouri Association of Manufactur-
ers, Jensen helped the association develop 
a sustainable employer-based health 
program. With expertise in risk analysis, 
self-insured plan design, contract analysis, 
claims and service resolution, and health-
care reform guidance and compliance, he 
has developed his agency’s second largest 
book of business in three years with the 
company. 

“How does an adviser e�ectively 
communicate complex coverages, pro-
cesses and compliance requirements in a 
simpli�ed fashion? Patience, understand-
ing and personal/professional develop-
ment,” Jensen says. “A mentor once told 
me, ‘�e better you understand some-
thing, the more simply you can communi-
cate it.’”  

JORDAN HERSH 
age: 32
VP of Product Strategy & Development
NX Health Network
Passionate about making cost and quality 
metrics transparent to healthcare consum-
ers, Hersh works hard to make bene�ts 
easier to understand and elect using private 
exchange technology. He also has experi-
ence in establishing high-performance 
networks, which helps ASO employers to 
stay in control of their healthcare costs. 

“If my work at NX Health Network al-
lows me to help work with [employers] on 
building and customizing a network that 
will cut their healthcare spend and allow 
employers to keep o�ering rich bene�ts 
to their employees, I feel like I am helping 
overcome the biggest challenge this indus-
try is facing.”

DANIEL HOSTETLER 
age: 28
Benefit Advisor
Arkin Youngentob Associates, LLC 
Year after year, Hostetler has grown his book 
of business more than 35%. A former profes-
sional lacrosse player, strong leadership is 
critically important to him.

“Nothing describes my motivation bet-
ter than my personal mission statement, 
which can be applied to all areas of my per-
sonal and professional career: To serve as a 
leader, grow in knowledge, live a balanced 
life, and act on ethical principles while im-
pacting the lives of others,” Hostetler says.

KEVIN R. HENNESSEY 
age: 32
Vice President, Payroll & Employee Benefits 
Brabo Benefits, Inc.            
Hennessey earned a top producer award 
two of the �rst four months at his com-
pany. Starting his career as a Marine, 
within nine months of getting his in-
surance license he became one of the 
country’s top producers at his former 
employer, ADP. In four months at Brabo, he 
has created a unique model that integrates 
bene�ts and payroll and strengthens the 
company in the process.

 

Our culture is unique, 
founded by Gen Xers 
who have found a way 
to motivate millennials 
like me to succeed. 
We plan to grow at 
over 120% in 2017 — 
not 20%, 120%. You 
cannot do that without 
the right people.”
— Kevin Hennessey

LAUREN FABBRI 
age: 27
Director of Account Services
Austin Benefits Group
Fabbri’s innovative approach to crafting 
bene�t packages as well as her manage-
ment within her company make her a 
positive force for excellence within the 
bene�ts �eld. “Young professionals have a 
deep understanding of the future needs of 
the workplace. �at type of innovation and 
forward-thinking ability is indispensable to 
clients,” she says.
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JORDAN HERSH 
age: 32
VP of Product Strategy & Development
NX Health Network
Passionate about making cost and quality 
metrics transparent to healthcare consum-
ers, Hersh works hard to make bene�ts 
easier to understand and elect using private 
exchange technology. He also has experi-
ence in establishing high-performance 
networks, which helps ASO employers to 
stay in control of their healthcare costs. 

“If my work at NX Health Network al-
lows me to help work with [employers] on 
building and customizing a network that 
will cut their healthcare spend and allow 
employers to keep o�ering rich bene�ts 
to their employees, I feel like I am helping 
overcome the biggest challenge this indus-
try is facing.”

 

Our culture is unique, 
founded by Gen Xers 
who have found a way 
to motivate millennials 
like me to succeed. 
We plan to grow at 
over 120% in 2017 — 
not 20%, 120%. You 
cannot do that without 
the right people.”
— Kevin Hennessey

The top challenge a 
young professional 
faces is developing 
credibility and a  
footprint in the 
industry. You need to 
find a niche skill set 
or area of expertise 
to set yourself apart, 
and learn everything 
you possibly can 
about it.”
— Bridge�e Reilly

BRIDGETTE REILLY
age: 27
Employee Benefits Consultant 
Arthur J. Gallagher & Co.
In the top 25% for sales at her company, 
Reilly is passionate and motivated with a 
competitive spirit. �at spirit led her to earn 
her Certi�ed Employee Bene�ts Specialist 
designation in only 11 months. Working 
with some of the largest, most complex 
clients in her branch’s book, Reilly is also 
responsible for intern recruitment develop-
ment at her company. 

LAUREN FABBRI 
age: 27
Director of Account Services
Austin Benefits Group
Fabbri’s innovative approach to crafting 
bene�t packages as well as her manage-
ment within her company make her a 
positive force for excellence within the 
bene�ts �eld. “Young professionals have a 
deep understanding of the future needs of 
the workplace. �at type of innovation and 
forward-thinking ability is indispensable to 
clients,” she says.
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AUSTIN C. WILCOX 
age: 32
Vice President, Business &  
Product Development
ACAP Health Consulting
Wilcox has placed in the top 10% of new 
business producers each year for the past 
eight years. In 2016, he was instrumental in 
leading and consulting on the implementa-
tion of a very successful, large-scale popula-
tion health initiative as part of his work with 
�e University of Texas System, impacting 
thousands of lives in the process.

JOSHUA RUBICH 
age: 31
Area Vice President
Arthur J. Gallagher
Consistently a top producer within his 
entire company, Rubich entered the �eld 
as an intern more than a decade ago. 
He has secured some of the largest and 
most complicated clients in the region 
— without losing a single one to another 
competitor. 

MEGHAN BRADY
age: 29 
Senior Account Executive,  
Employee Benefits
HUB International Northeast
Having entered the industry as a teenage 
intern, Brady has made her mark with 
more than a decade of service to groups 
ranging from 2 to 1,000 lives. With deep 
industry knowledge and strong market 
relationships, she is frequently called upon 
to service some of her company’s largest 
accounts, utilizing a unique combination 
of veteran expertise in the marketplace and 
cutting-edge, innovative ideas — such as 
the launch of a unique corporate wellness 
program.

“�e landscape of our industry is 
changing dramatically and frequently. As 
trusted advisers, we are challenged with 
learning, and often relearning, on a regular 
basis,” she says. “Overcoming this requires a 
large amount of separating fact from �ction, 
but most importantly an acceptance and 
understanding that when we get to work to-
morrow, it could be very di�erent than it 
was today.”

LINDSEY BUSH
age: 31
Account Executive
Gregory & Appel Insurance
With a devoted work ethic, Bush cuts 
through all the noise to �nd not only the 
right path forward, but also the most ef-
fective one. Bush has quickly advanced 
through the ranks at Gregory & Appel 
through a voracious commitment to proac-
tivity, responsiveness and care for each of 
her clients and the challenges they face.

CRAFT HAYES
age: 31
Partner & Market Leader
Bernard Health
Hayes has produced half of his company’s 
clientele growth in the Nashville market. 

“To be a good consultant you really 
have to ask a lot of questions to understand 
[client] needs and be a jack of all trades in 
the industry,” he says. “I look at this chal-
lenge as an advantage to young advisers.”

ANDREW MCNEIL
age: 31
Principal
Arrow Benefits Group 
With his company for more than a dozen 
years, McNeil created �e Arrow Commu-
nity Wellness Initiative, working with other 
local health industry leaders to o�er free 
wellness classes to the community. He also 
launched the company’s �rst bene�t app 
to ease employer and employee access to 
programs.

 

The biggest challenge 
young advisers face 
is changing the belief 
that benefits start and 
stop with insurance. 
Conducting surveys with 
employers and their 
employees on topics 
o�en not considered 
as ‘traditional’ benefits 
has yielded eye-
opening results on what 
employers need to focus 
on. Company culture is 
proving to be pivotal in 
a�racting and retaining 
top talent.”
—Andrew McNeil
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BEN GEHRKI 
age: 24
Client Manager
UnifyHR
Gehrki is a proven thought leader in ac-
count management, utilizing skills and 
resources to provide excellent client 
satisfaction in an ever-changing industry. 
Immediately assigned a complex book of 
business upon joining his company last 
year, his successful client relationships are 
documented and validated through regu-
larly recurring customer service surveys. 

“While age and experience can [be] a 
factor as an adviser, managing a range of 
client expectations can always be a chal-
lenge,” Gehrki says. “Providing con�dence 
to the clients through learning the evolv-
ing landscape, proactive communication 
and overall setting up each client to suc-
ceed in its role ensures that expectations 
are met.”

LINDSEY CUCITI SOLIMAN 
age: 32 
Manager of Reporting and Analytics
FNA Insurance Services, Inc.
With rapid understanding of brokers and 
strong market relationships, Cuciti Soliman 
was recruited to manage her company’s 
analytical data process and track revenue 
growth of bene�t brokers. �e success of the 
process led her to pioneer the launch of a 
unique sales tool, which has users experi-
encing up to 80% revenue growth. 

WILLIAM HAMPTON 
GREENE 
age: 30
Owner
Palme�o Benefit Solutions
With no industry or sales background, 
Greene has experienced 10 consecutive 
quarters of double-digit growth, topping 
out at more than 200% growth in the last 
two years. Driven to blend technology with 
human talent, he is focused on maintain-
ing a human element to client/broker 
relationships. 

AUSTIN C. WILCOX 
age: 32
Vice President, Business &  
Product Development
ACAP Health Consulting
Wilcox has placed in the top 10% of new 
business producers each year for the past 
eight years. In 2016, he was instrumental in 
leading and consulting on the implementa-
tion of a very successful, large-scale popula-
tion health initiative as part of his work with 
�e University of Texas System, impacting 
thousands of lives in the process.

JOSHUA RUBICH 
age: 31
Area Vice President
Arthur J. Gallagher
Consistently a top producer within his 
entire company, Rubich entered the �eld 
as an intern more than a decade ago. 
He has secured some of the largest and 
most complicated clients in the region 
— without losing a single one to another 
competitor. 

In an industry that is 
ued to things being 
done a certain way, 
we look to continue 
pushing the envelope 
of creativity and com-
ing up with new solu-
tions for our clients 
and new advisers who 
are joining our firm.” 
—William Hampton Greene  

LINDSEY BUSH
age: 31
Account Executive
Gregory & Appel Insurance
With a devoted work ethic, Bush cuts 
through all the noise to �nd not only the 
right path forward, but also the most ef-
fective one. Bush has quickly advanced 
through the ranks at Gregory & Appel 
through a voracious commitment to proac-
tivity, responsiveness and care for each of 
her clients and the challenges they face.

 

The biggest challenge 
young advisers face 
is changing the belief 
that benefits start and 
stop with insurance. 
Conducting surveys with 
employers and their 
employees on topics 
o�en not considered 
as ‘traditional’ benefits 
has yielded eye-
opening results on what 
employers need to focus 
on. Company culture is 
proving to be pivotal in 
a�racting and retaining 
top talent.”
—Andrew McNeil
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WITH APPROXIMATELY 65,000 clients and $55 billion in assets 
under administration, ADP is one of the largest and fastest-grow-
ing de�ned contribution plan recordkeepers. Employee Bene�t 
Adviser recently spoke to Joe DeSilva, senior vice president and 
general manager of ADP Retirement Services, to discuss industry 
trends and ADP’s approach to the market. Highlights of that con-
versation follow.

Employee Bene�t Adviser: What are the top priorities of plan 
sponsors that you’re working with today, and have they 
changed in recent years?

Joe DeSilva: First, it’s about attracting and retaining talented 
employees, and helping them to retire at a desired age with su�-
cient income. [Second is] getting the right balance in the plan in-
vestments. And the third would certainly be around plan fees. I’d 
say they have been the same priorities for at least the last �ve years.

EBA: How do you help address sponsors’ focus on fees?
DeSilva: As a recordkeeper, we’ve always been fund-agnos-

tic; we don’t care where you put your money. But the focus on 
fees and Department of Labor fee disclosure regulations have 
made more low-fee and zero-revenue-sharing funds available.

EBA: When and why did a payroll systems company like ADP 
get into the retirement plan recordkeeping business?

DeSilva: We got into the business back in 1989. As a �rm 

How technology can 
simplify retirement 
administration

INCENTIVES FOR  
MILLENNIALS

SAVINGS GENDER GAP  
NARROWING

CASE STUDY

How one company is helping 
employees pay down debt.

Women are catching up to men 
in managing finances.

P. 32 P. 33

FINANCIAL WELLNESS

MORE ONLINE

 Why employers, employees should revisit their 401(k)
 Employers prioritizing employee well-being
 Rise in self-employed boosting solo 401(k),  

SEP IRA usage  
 Number of DB plan closures could increase in 2017

For these stories and more, go to eba.benefitnews.com

BY RICHARD STOLZ
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Defy 
Inertia
 Empower your clients to 
 move forward with UMR’s 
 cost-reducing solutions

UMR, UnitedHealthcare’s TPA solution, 
delivers momentum with strategies to lower 
costs and improve employee health.

•   Impact fi nancial outcomes

•   Transform population health

•   Catalyze health care buying habits

Find out more today. Visit umr.com or contact
Mike Benson at 715-841-6112.
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THE FINANCIAL WELLNESS gap be-
tween women and men is still wide, but 
it is narrowing, according to the latest re-
search from Financial Finesse.

�e widest di�erences are in cash 
management, managing debt and invest-
ing, says Cynthia Meyer, a �nancial plan-
ner with Financial Finesse. �e narrow-
est di�erences are in life insurance, estate 
planning and college planning.

In its Gender Gap in Financial Well-
ness Research report, Financial Finesse 
points out that women are making positive 
changes to their �nances and closing the 
gap with men across the generations.

“�e Gender Gap in Financial Well-
ness has closed to 8.9 percentage points, 
a 37% improvement since 2012,” accord-
ing to the research. “While the gap is nar-
rowing, part of the closure is due to men’s 
backsliding.” 

Since 2012, men have dropped four 
percentage points in �nancial wellness, 
while women have gained more than one 
percentage point.

�e report looked at the gaps be-
tween the genders as it pertains to invest-
ing, money management and savings. It also 
broke out the data by generation. As always, 

FINANCIAL WELLNESS 

Financial gap between 
women, men narrowing
BY PAULA AVEN GLADYCH

Incentives for 
millennials

that excels in supporting data man-
agement, recordkeeping, payroll tax 
and compliance for businesses, it was 
an obvious extension for us. �e retire-
ment plan solutions �t well into our 
overall value proposition.

EBA: Do you have any relationships 
with the plan sponsors who you 
don’t also serve with respect to their 
payroll processing needs?

DeSilva: Yes, our retirement plan 
product stands alone very well, so we 
have relationships with plan sponsors 
that don’t have ADP payroll.

EBA: Is there any correlation be-
tween the size of the plan sponsor 
and their using ADP both for payroll 
and retirement plan recordkeeping?

DeSilva: In general, the payroll 
integration value prop resonates well 
with companies with smaller internal 
sta�s to manage this kind of work.

EBA: Are the services available 
priced as a bundled package?

DeSilva: We don’t bundle our 

payroll recordkeeping products. Our 
recordkeeping fees are the same for 
ADP and non-ADP payroll clients.

EBA: ADP is as much a technology 
company as anything else. What 
technology innovations have you in-
troduced lately?

DeSilva: About a year ago we in-
troduced our mobile app, which is 
designed to help drive participation 
rates and participant education, and 
help people take actions, like increas-
ing their deferral amounts or swap-
ping funds, without having to send in a 
bunch of paperwork.

EBA: How do you leverage mobile to 
get participants to take action?

DeSilva: We can communicate 
with them with messages like, “It’s your 
birthday; would you like to increase 
your contributions by 1%? It will mean 
X dollars more in your retirement in-
come per month.” �ey can take action 
right on their mobile phone, clicking to 
increase their contributions by 1% in 
response to that message.” ■

MANY MILLENNIALS ARE burdened with 
student loan debt, and paying that down takes 
precedence over stocking money away for re-
tirement. 

TrendKite, an Austin, Texas-based PR an-
alytics company, which was founded in 2012, 
recently started o�ering Student Loan Genius 
Advisor to its 150 employees. 

�e program is a student loan bene�t that 
allows employees to explore di�erent repay-
ment options to �nd the best plan for their situ-
ation. One option is an employer match.

Jen Cantu, vice president of people for 
TrendKite, says that her company is very focused 
on recruitment, retention and competition. �e 
company believes that the Student Loan Ge-
nius programs will be an inviting recruitment 
and retention tool for younger employees who 
are just out of college. 

At the end of last year, TrendKite was ex-
amining how many of its employees were par-
ticipating in the Student Loan Genius Advisor 
program to determine if adding a match to the 
program would be a good �t. “From the buzz 
and folks taking down some loans, we’ve gotten 
good feedback about it. I feel they would be ex-
cited to have a match there,” she says.

TrendKite likes that Student Loan Ge-
nius didn’t require it to o�er a match out of the 
gate. It makes it easier for a startup company 
like TrendKite to o�er bene�ts that matter to its 
employees on a smaller budget.

“As you build that with employees and add 
pieces to it, they see it as a more positive move-
ment toward their needs,” says Cantu. ■

CASE STUDY

REDEFINING RETIREMENT
Younger generations say they may never stop working, according to a new report, 
indicating that the traditional idea of retirement may soon be extinct. 

Source: Bank of America Merrill Edge, 2016

50% of millennials believe they 
need to take on a side job to 

reach their retirement goals

64% of baby boomers expect to 
work in retirement

79% of Gen Xers plan to 
work in retirement

83% of millennials plan to 
work in retirement

BY PAULA AVEN GLADYCH
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THE FINANCIAL WELLNESS gap be-
tween women and men is still wide, but 
it is narrowing, according to the latest re-
search from Financial Finesse.

�e widest di�erences are in cash 
management, managing debt and invest-
ing, says Cynthia Meyer, a �nancial plan-
ner with Financial Finesse. �e narrow-
est di�erences are in life insurance, estate 
planning and college planning.

In its Gender Gap in Financial Well-
ness Research report, Financial Finesse 
points out that women are making positive 
changes to their �nances and closing the 
gap with men across the generations.

“�e Gender Gap in Financial Well-
ness has closed to 8.9 percentage points, 
a 37% improvement since 2012,” accord-
ing to the research. “While the gap is nar-
rowing, part of the closure is due to men’s 
backsliding.” 

Since 2012, men have dropped four 
percentage points in �nancial wellness, 
while women have gained more than one 
percentage point.

�e report looked at the gaps be-
tween the genders as it pertains to invest-
ing, money management and savings. It also 
broke out the data by generation. As always, 

millennials have the most time to make a 
di�erence in their future retirement savings.

Financial Finesse compared the 
amount a typical 25-year-old male needs to 
save for retirement to the amount a typical 
25-year-old female needs to put away. �e 
results are eye-opening. Because women 
live longer and are more likely to take 
breaks from their careers to take care of chil-
dren or elderly parents, the amount women 
have to save can look quite insurmountable.

According to the study, a man needs 
$1.56 million for a secure retirement, while 
a woman who doesn’t take any career 
break needs to save $1.7 million. Women 
who take an early career break need to 
save $1.9 million. �ose who take a mid-
career break need to save $1.87 million, 
and those who take a late career break 
need to save $1.8 million.

What does that mean in terms of sav-
ings rates? According to Financial Finesse, 
the typical 25-year-old man must save 
11.1% of his pay, on top of a 3% employer 
match, to ensure a secure retirement. A 
woman who doesn’t take any career breaks 
must save 12.6%. If the woman takes an 
early career break, she will need to set aside 
25% of pay to make up the di�erence. ■

FINANCIAL WELLNESS 

Financial gap between 
women, men narrowing

How to help 
baby boomers  
save more 

PERSONAL FINANCE 

MANY MILLENNIALS grew up with par-
ents from the baby boomer generation 
and have been told since the day they 
started their first job to start saving for 
retirement. Statistics have shown that 
because of those early warnings, many 
millennials are further ahead in sav-
ing for retirement than their parents 
ever were.

Ironically, the opposite is true for 
baby boomers. Because many did not 
receive the same advice they have im-
parted to their children, retirement ex-
perts say many older workers do not 
have the resources necessary to sup-
port themselves after retirement.

Seth Ravine, consumerism expert 
and chief revenue o�cer for Acclaris, 
which focuses on consumer-directed 
benefit administration solutions, says 
benefit advisers need to reinforce 
comprehension of benefits for baby 
boomers today, and how to maximize 
those benefits by utilizing the best tax 
advantages to increase retirement 
savings. ”When looking at the chal-
lenge that the boomers are going to 
have, we have a couple of major trends 
that are happening,” Ravine says. “We 
have shifts in pensions and employer 
sponsored benefits that people were 
relying on.”

Larry Rosenthal, president of 
Rosenthal Wealth Management Group, 
says the first thing every baby boomer 
needs when preparing for retire-
ment, is a financial plan to get an idea 
of what they will need once they are 
ready to retire. “They need to take a 
look at their current income, their cur-
rent standard of living, current ex-
penses, cash-flow needs and build a fi-
nancial plan to see what it is going to 
take,” Rosenthal says. ■

BY CORT OLSEN

BY PAULA AVEN GLADYCH

Incentives for 
millennials
MANY MILLENNIALS ARE burdened with 
student loan debt, and paying that down takes 
precedence over stocking money away for re-
tirement. 

TrendKite, an Austin, Texas-based PR an-
alytics company, which was founded in 2012, 
recently started o�ering Student Loan Genius 
Advisor to its 150 employees. 

�e program is a student loan bene�t that 
allows employees to explore di�erent repay-
ment options to �nd the best plan for their situ-
ation. One option is an employer match.

Jen Cantu, vice president of people for 
TrendKite, says that her company is very focused 
on recruitment, retention and competition. �e 
company believes that the Student Loan Ge-
nius programs will be an inviting recruitment 
and retention tool for younger employees who 
are just out of college. 

At the end of last year, TrendKite was ex-
amining how many of its employees were par-
ticipating in the Student Loan Genius Advisor 
program to determine if adding a match to the 
program would be a good �t. “From the buzz 
and folks taking down some loans, we’ve gotten 
good feedback about it. I feel they would be ex-
cited to have a match there,” she says.

TrendKite likes that Student Loan Ge-
nius didn’t require it to o�er a match out of the 
gate. It makes it easier for a startup company 
like TrendKite to o�er bene�ts that matter to its 
employees on a smaller budget.

“As you build that with employees and add 
pieces to it, they see it as a more positive move-
ment toward their needs,” says Cantu. ■

BY PAULA AVEN GLADYCH
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Wellness must be personal
Healthy employees are engaged employees. But 
how can advisers help individualize the programs?
BY BRIAN M. KALISH

T
here is no question that a 
healthier workforce is a more 
productive and more engaged 
workforce. With employers con-
sistently looking to improve the 

e�ectiveness of wellness programs, advisers 
agree that making them more personal pro-
vides a solid road toward increased engage-
ment. When a wellness program is personal, 
it is relevant. Employees will see something 
they are interested in and engage, says Erin 
Milliken, wellness consultant with EPIC Bro-
kers in Houston.

�e bene�ts of personalized wellness 
are abundant. Aetna recently ran a pilot pro-
gram through its innovation lab, in coop-
eration with personalized health manage-
ment startup Newtopia, that used a combi-
nation of behavioral science and limited ge-
netic testing to build a highly personalized 
disease prevention and weight management 

programs easy for their employees. “It is such 
a transformational time,” she says. “�ese 
[wellness] programs are trying to understand 
the member, what their needs are and how to 
best communicate with them … with infor-
mation that is timely and relevant.”

Wellness is becoming personalized 
through technology, such as smart watches 
and other devices that employees keep with 
them 24 hours a day, Milliken says.

“Technology will take wellness and the 
health management space to another level,” 
she adds. “We haven’t quite gotten there, but 
technology will cause this industry to boom 
and get … employees to engage.”

Working with clients
Although there is little question personalized 
health programs increase employee wellness 
and therefore productivity and engagement, 
it is a �ne line for advisers to bring it up with 
their clients.

Milliken says advisers should be pro-
active about the conversation because most 
employers do not know what to do about 
wellness. “It is our job to engage them and 
engage their population,” she says.

But responses remain a mixed bag. 
“Some employers will come to me or come 
to my team and say, ‘We want wellness be-
cause our claims experience is outrageous,’” 
she explains. “But some clients don’t know 
anything about wellness and we [as advisers] 
have to … build the case.”

It is easier for brokers working with 
employers who already understand well-
ness. “For employer groups that aren’t per-
suaded that wellness can work for them, it is 
a tougher conversation,” Milliken says. “But 
once they understand how wellness can im-
prove their business, they are on board.”  EBA

program for Aetna employees at high risk for 
metabolic syndrome.

�rough personalized information, 
nearly three-quarters of the more than 400 
people in the program reported signi�-
cant weight loss, with an average loss of 10 
pounds. Also, Aetna employees in the pro-
grams improved in several of the risk factors 
associated with metabolic syndrome, includ-
ing waist size, triglycerides and good choles-
terol (HDL) levels. Average healthcare costs 
were reduced $122 per program participant 
per month, according to Aetna.

Making information personal is im-
portant because clients and their employees 
have too many points of contact, adds Arch-
ana Kansagra, director of health and wellness 
product and strategy at Aetna in Boston. 

Kansagra, who previously worked as a 
consultant to large employers, says employ-
ers are focusing on making access to wellness 
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From optional to necessary
Incorporating disability bene�ts into the auto-
enrollment process could improve participation.
BY CORT OLSEN

V
oluntary disability is trailing 
behind other products as a 
lesser- understood and lesser-
utilized bene�t, say industry 
experts.

 “Health products such as hospital in-
demnity, critical illness and accident so-
lutions can help round out the healthcare 
plan. But I think when those conversations 
happen, quite often the life and disabil-
ity plan may not get the full attention it de-
serves,” says Phil Bruen, vice president of 
group life and disability products at MetLife. 
“I think it is an opportunity for a broker to 
make sure that is part of the agenda by tak-
ing a look at the plan design.”

 To assist with the enrollment in dis-
ability bene�ts, Breanna Scott, director of 
product management at �e Standard, is 
seeing the integration of voluntary disabil-

voluntary disability, short or long term, can 
do for an individual is another way to boost 
participation. Joe Ellis, senior vice president 
at CBIZ Human Capital Services, says the 
best way to gain participation is by having 
someone who has used the bene�t explain 
how it assisted them. “�ere’s no better per-
son to tell you about car insurance than the 
person who has just been in an accident 
and gotten a check,” Ellis says. 

Many individuals misunderstand 
what disability can do, and anecdotes 
about real life applications can help to 
clear up those misunderstandings.

 A�ac recently released a list of such 
common misconceptions. �e study 
showed that when an employee is injured 
and cannot work for a period of time, many 
assume they will receive bene�ts from So-
cial Security or workers’ compensation. 
However, that is often not the case. Be-
tween 2005 and 2014, the percentage of ap-
plicants awarded Social Security bene�ts at 
the initial claims level averaged 23%, and 
the average monthly Social Security bene-
�t paid to disabled Americans in 2016 was 
only $1,166.

 Bruen is seeing more employers 
switch to an auto-enrollment process for 
their voluntary bene�ts, such as voluntary 
disability, and has continued to a see a rise 
in participation because of it. 

“We are de�nitely seeing more inter-
est in auto-enroll or default enrollment,” 
Bruen says. “An employer will commu-
nicate to its employees in advance that 
they are being pre-enrolled in the disabil-
ity plan, outline the bene�ts as to why they 
should consider maintaining enrollment, 
and then give the opportunity for employ-
ees to opt out if they choose.” EBA

ity into employers’ wellness programs. “�is 
integration of wellness program participa-
tion and voluntary disability bene�ts could 
positively a�ect disability claims in the long 
run,” Scott says. “An employee’s participa-
tion in a robust wellness program that, for 
instance, includes wearable technology or 
a certain amount of working out with a bio-
metric screen, may help reduce or mitigate 
the health conditions that could lead to a 
disability claim.”

 Scott is also seeing voluntary disabil-
ity coverage switching from fully employee-
paid to the employer o�ering some contri-
bution toward the bene�t. “Some employ-
ers are providing base coverage and allow-
ing employees to buy additional coverage,” 
she says. 

Educating the masses
Having a better understanding of what 

23% 
OF CLAIMANTS ARE 

ULTIMATELY AWARDED 
SOCIAL SECURITY 
BENEFITS IN THE 

WAKE OF A DISABILITY 
CLAIM. — AFLAC

PLAN GAP
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Mining unique data 
�e ACA may have generated controversy, but it 
also produced a gold mine of information.
BY PHIL ALBINUS

I
t is not often people in the employee 
bene�t space have positive remarks 
to say about the A�ordable Care Act. 
However, a data software company 
has noted that the soon-to-be re-

placed health insurance law created a sur-
prisingly positive side bene�t: A unique set 
of employee healthcare data that was once 
extremely di�cult to obtain.

 Following the launch of the ACA, ben-
e�t providers had access to up-to-date em-
ployee health expenses and usage data from 
the then-new health plan’s 1094 and 1095 
tax forms, which were created for the new 
health reform plan. 

In the past, brokers and employers had 
to conduct their own custom data projects 
to access data pertaining to HRIS, payroll, 
bene�ts, leave and COBRA if they wanted 
the same analytic picture of their full-time 
and part-time workforce with details about 

healthcare spending. Plus, they can monitor 
for ACA compliance, especially for rules 
that have expanded since its rollout in 2010. 

�is includes, for example, the require-
ment for a company to provide health cov-
erage to 95% of its workforce that works 
more than 50 hours per week, which is up 
from 70% of employees who work more 
than 30 hours a week. 

“Before these datasets were combined, 
some multi-state large employers with very 
diverse workforces had never put that data 
together to understand what their work-
force looked like and who they are provid-
ing coverage to in an aggregated, validated 
and auditable way,” says Showalter.

Some Health e(fx) clients have used 
this data to manage their workforce for 
years, claims Showalter. �ey use it to un-
derstand full-time and part-time bene�ts, 
their responsibilities in di�erent regions 
of the country, what role gender plays in 
healthcare usage and expenses, and more. 

Following that, the employers ask, 
“How do I apply bene�ts, given those work-
force characteristics?” according to Show-
alter. 

In the past, companies would spend 
hundreds of thousands of dollars in a one-
o� project to create this data picture. Why 
so expensive and rare? �e data was sim-
ply spread too far and was di�cult to collate 
and analyze. “What was cool about comply-
ing with the 1094 and 1095 forms was that 
this data was now available to them on a 
monthly basis,” he says. 

Showalter hopes that no matter what 
replaces the ACA, it continues to provide 
this data. “We also hope that this unique da-
taset is expanded to include tax credits and 
individual state level datum,” he says. EBA

their workers’ region, age, gender and plan 
usage. �ese custom, usually “one o�” data 
projects were often time consuming and 
prohibitively expensive. 

Until the implementation of the ACA, 
Michael Showalter, executive vice president, 
sales and marketing of ACA compliance 
�rm Health e(fx), says “rarely have com-
panies ever put together bene�ts data with 
payroll data, with HRIS data, with leave data 
and COBRA data.”

�is indicative data — basic employee 
census information that is sourced from 
payroll or HRIS systems from employers to 
a third-party administrator — is “way ahead 
of claims and what we’ve relied on histori-
cally,” he says. 

Faster monitoring
Firms are now able to get a clear snapshot 
of their workforce and their insurance and 
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THE PRIVATE BENEFIT EXCHANGE INDEX IS UN-
changed from last month. However, operators 
say they expect to report increased numbers 
next month after they’ve tallied the results of 
the year-end open enrollment period. To date, 
the PBE Index shows 37,800 employers using 
an exchange, 2.8 million employees signing 
up for bene�ts through one of the online mar-
ketplaces, and 5.6 million people covered by 
bene�t plans sold through the sites.

And the exchanges appeared primed for 
growth in 2017. 

One of the reasons is that operators are 
o�ering more products on their platforms, 
which is attracting the attention of workers. 
�e average number of insurance products 
that organizations are o�ering on private ben-

Employee Bene�t News and Employee 
Benefit Adviser will continue to track the 
month-over-month growth in the online bene-
�t marketplaces. To create the PBE Index, EBA 
and EBN collect data from eight leading ex-
change operators on the number of employers 
using each platform, the number of employ-
ees enrolled in bene�ts through each platform, 
and the number of lives covered by the poli-
cies sold through each platform. Every month, 
the editors aggregate and update the opera-
tors’ numbers.

For more information on the PBE 
Index, to access a directory of private ben-
e�t exchange operators, and to see the lat-
est PBE news, go to employeebene�tadviser.
com/exchanges. EBA

e�t exchanges grew from 12.9 in 2013 to 14.2 in 
2015, according to Private Exchange Research 
Council numbers cited in a December report 
from the Society for Human Resource Man-
agement. PERC is backed by bene�t brokers 
and consultants. “Today, more employees and 
dependents are enrolling in private bene�t ex-
changes as the number of available products 
has expanded,” says the report. 

While the Index was �at against the pre-
vious month, since June 2015, when the PBE 
Index was launched, the number of employers 
using exchanges has increased 144%, the num-
ber of employees enrolling in bene�ts through 
the marketplaces has risen 92%, and the num-
ber of lives covered by the plans sold on the 
platforms has jumped 100%. 

PBE Index ready to rise
BY JOHN MCCORMICK
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Poised for growth
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contact the traf�c dept. at Weber Shandwick 
at 212-445-8438.

From health plan expert to 

health coverage hero. 
Build your business and serve existing clients with quality, affordable  
coverage options from the Small Business Health Options Program (SHOP) 
Marketplace at HealthCare.gov.
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Work.  
Life.  
Covered.

BankersWorksite® policies are underwritten by Bankers Fidelity Life Insurance Company®.  
4370 Peachtree Rd NE, Atlanta, Georgia 30319.

Product and benefit availability can vary by state. Application to determine eligibility is required.  
This is a solicitation of insurance and an independent agent may call on you.
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A DIVISION OF BANKERS FIDELITY LIFE INSURANCE COMPANY® 

BankersWorksite® offers products  

delivering flexible coverage, supported  

by exceptional customer care, that  

works with any budget to provide  

additional peace of mind for individuals 

and families. We treat our brokers,  

employers and their employees like  

no other, striving to go above and  

beyond expectations each and  

every day. We deliver on our promises.  

When it comes to voluntary benefits,  

we’ve got you covered. 
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