
We often get asked by new advisors 
and insurance producers how one 

can grow their practice.  If you ask 20 sales 
managers, you will most likely get 20 dif-
ferent answers and suggestions.  You can 
already tell by the title of this article that 
we are biased towards individual disability 
insurance.   

The theory really goes back to the con-
cept that it is better to make a prospect a 
client than to turn away a prospect because 
they do not fit the profile of the client 
someone may be seeking.  For example, 
a well-established producer may be seek-
ing clients with a certain amount of assets 
under management or net worth.  While a 
well-established producer may have that 
flexibility, what about the producer who is 

just starting their practice?
Many new producers, especially the 

younger ones, are in a classic conundrum 
in building their business, as their center of 
influences tend to be young and less estab-
lished as well.  Of course insurance products 
and planning are needed at all ages but, for 
the young advisor with young clients, there 
may be those whose product needs may be 
more limited as well as those that  desire to 
pay for and establish a full financial plan.  
Luckily, when you have constant contact 
with a client, a more comprehensive plan 
can be established at a later date.     

Disability insurance tends to resonate 
with clients of all ages, but especially with 
clients in certain professions and with those 
who are self-employed.  Take for example 
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a 30-year-old physician resident  who will 
soon graduate and start their profession in 
earnest.  According to BankRate.com, the 
average debt of a medical student is over 
$200,000,1 and the income a resident makes 
is a fraction of what they will eventually be 
able to earn while practicing.  While many 
financial and insurance products may be 
very appropriate, disability insurance seems 
to resonate with many of these potential 
clients.  

Let’s take a closer look at these younger 
professionals with similar incomes.  These 
can be physicians, attorneys, dentists, and 
those who are self-employed, all with a 
common theme—they are young and just 
starting to grow their incomes.  According 
to theknot.com, the average age of a married 
couple in the United States is age 32.2  Many 
times traditional life insurance and financial 
planning starts after clients get married, 
which can leave the insurance producer 
searching for the right product to recom-
mend to those single young professionals.  
Disability insurance is one of those win, win, 
win products that should be considered for 
these clients.  

Win number 1: There is tremendous need!   
The need is obvious, if the young profes-
sional has an injury or sickness that doesn’t 
allow them to practice their profession, they 
need income to pay their bills, pay the loans, 
and keep them independent.  These prod-
ucts can also have provisions that will allow 
the client to buy more disability insurance in 

the future without having to prove medical 
insurability.  We call these provisions future 
purchase options or some other similar 
name.  We’ll discuss this below.    

Win number 2: Establishing a client!  The 
beginning insurance producer or planner 
has made a prospect a client.  Establishing 
and satisfying a financial need is always the 
most important aspect of recommending 
an insurance product.  Disability insurance 
allows a planner to have a product at their 
disposal that can resonate with young cli-
ents versus some other products that may 
not resonate as much or may be much more 
expensive.  Why recommend only one type 
of product when the insurance producer 
can include disability insurance in the 
recommendation? 

Win number 3: Having a valid business 
reason to stay in contact!   It’s magical 
when the insurance producer can establish 
a need, recommend a product and create a 
client relationship all at the same time.  Even 
better is to have a valid business reason to 
reach out to the client every few years to 
review essential product provisions that 
require action.  Most disability insurance 
policies will either include or allow the 
producer to add a couple types of increase 
options.  The first is a future purchase or 
adjustment option which allows the insured 
to increase their disability insurance with-
out medical insurability.  These options 
always have a limited window of time for 
them to be requested and do require action 
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by the insured to apply.   This means that 
the smart insurance producer will recognize 
the valid business reason to reach out to the 
client and walk them through the increase 
process.  This allows the producer to possi-
bly reestablish a relationship that may have 
waned since the policy was first put in force.  

In addition, many individual disability 
policies have an automatic increase ben-
efit that can increase the base benefit by a 
small amount, say four to five percent per 
year for usually about five years.  At the 
end of the five years (or time period for 
that company), most companies allow the 
automatic increase to continue as long as 
the client applies for the benefit to continue 
for another five years or to a certain age.  
These options always have a limited win-
dow of time for them to be requested and 
do require action by the insured to apply, 
which again will give the producer a valid 
business reason to reach out to the client. 

In summary, it’s essential for the sales 
managers and for those who are establish-
ing their insurance practice to familiarize 
themselves with the need for individual 
disability insurance and how to position 
this product as one of the essential tools 
that can help take prospects and turn them 
into clients. 
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