


















Tom Connors: The New Jersey adviser collaborates with Chris Roso

By Charles Paikert

NEW YORK - On a Friday
morning, Chris Rosoff was ready to
roll.

His hair was carefully combed,
and he looked sharp in his tailored
blue pinstriped suit, crisp white
shirt, bright red tie and designer
suspenders. He had his Big Gulp
coffee, his radar detector and Black-
Berry/phone were turned on, and
the Global Satellite Positioning map
in his sleek new Atari gave him di-
rections to his first call of the day, a
financial adviser in Toms River, N.J.

Mr. Rosoff's official title is
regional vice president for Denver-
based Jackson National Life Dis-
tributors Inc., a division of Jackson
National Life Insurance Co. of Lans-
ing, Mich., which in turn is an indi-
rect subsidiary of London-based
Prudential PLC.

He is more commonly referred
to as a wholesaler, a salesman who
peddles Jackson's life insurance
products to financial planners and
advisers around New Jersey.

But Mr. Rosoff said he is really a
white-collar truck driver, delivering
not just products to the planners
but advice and information.

Probing for needs
"I need to find out what's going

on in their practice, what makes
them tick and what's changed in
their life," he said.'And what needs
I can solve."

"The single most common ques-
tion I get asked is, how did the
biggest fish in the pond become
successful?" Mr. Rosoff recounted.
"What they should be asking is,
what is the guy on top doing to be
successful going forward?
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CONTINUED FROM PAGE 2

Those planners, according to
him, are employing increasingly
sophisticated marketing methods,
staying in constant touch with their
clients, using people like him for
market intelligence and keeping up
with the array of new products hit-
ting the market.

Mr. Rosoff's job Friday was to
talk up the newest living-benefit
features of Jackson's popular Per-
spective II variable annuity.

One guarantees the principal of
a client's investment, regardless of
market performance, while the
other, available for clients ages 60 to
80, allows annual withdrawals of up
to 5% for life, without annuitization.
Fees for the former start at 0.90 per-
centage points, and at 0.65 percent-
age points for the latter.

"As people are living longer, they
need income longer than they
thought they'd need it, Mr. Rosoff
said.

"But emotionally, it's difficult for
them to address the risk-reward
equation in their portfolio," he said.
"They need to be eating broccoli,
and we put a little cheese sauce on
the plate so it goes down better."

Mr. Rosoff's first stop was Tom
Connors' office in a bland suburban
New Jersey office park between the
Garden State Parkway and the
Atlantic Ocean. Mr. Connors, a
regional manager for Poughkeep-
sie, N.Y-based Gilman & Ciocia, a
tax and financial planning firm, was
casually dressed, friendly and
enthusiastic.

"How you doing, man?" he
greeted Mr. Rosoff. "How you been?"

The planner and wholesaler
talked about the stock market,
investors' using the uncertainty of
the upcoming election to put off
their financial decisions, and about
the best way to advertise.

"It doesn't matter so much how
you do it, as long as you did do it
often," Mr. Connors said.

He told Mr. Rosoff that he was
about to embark on a marketing
campaign using the Bill Goode sys-
tem, which automatically contacts
each of his clients every 90 days.

Mr. Connors mentioned that he
was thinking of doing a client
appreciation dinner, and Mr. Rosoff
offered to lead a wine tasting. The
price of admission will be bringing
someone else along.

Mr. Rosoff gave his Perspectives
II pitch using anecdotes, numbers,
a Monee Carlo simulation chart
that tracks age and payouts, and a
newly minted sales kit. Mr. Con-
nors was attentive, asking ques-
tions and jotting down numbers on
a piece of paper.

He loves the "5% forever" fea-
ture. "That's huge," Mr. Connors
exclaimed.

He thinks the variable annuity is
a good fit for his clients who, he
said, are typically in their late 60s
and early 70s, with a pension,
money in the bank and three to four
grown children. They are risk averse
but want steady income.

Mr. Connors expects complaints
about the product's relatively high
fees, but he has a comeback ready:
"No one ever went broke paying
fees to guarantee their money."

He is convinced that variable
annuities are the product of the
future.

"This is great news," Mr. Con-
nors told Mr. Rosoff. "Seriously."

At lunchtime, Mr. Rosoff headed
north to Red Bank, a gentrified Jer-
sey Shore town that has become
decidedly upscale and boasts Bruce
Springsteen as a neighbor. Mr.
Rosoff stopped at a refurbished Vic-
torian house that is now the office
of Neil Piper, an investment adviser
representative of Tampa, Fla.-based
Invest Financial Corp.

Mr. Piper and his brother Craig,
a financial planner for Nationwide
Planning Associates of Montvale,
N.J., joined Mr. Rosoff for lunch at
the chic Red Bank Bistro in the
heart of town.

The Pipers are co-hosts of a Sat-
urday afternoon radio show, "You
and Your Money" on WCTC Central
Jersey 1450 AM. The listeners, the
brothers said, are mostly older.

"Seniors are concerned with
three things," Neil Piper said.
"Safety, safety, safety."

Chris Rosoff: "Ineed to find out what's going on in their practice, "he says.
The brothers also like variable

annuities but don't like hearing con-
stant criticism about the fees. They
want financial services companies
to rebut the negative press about
variable annuities more aggressively.

Neil Piper said he spends "every
waking moment growing the prac-
tice in the right way." That means,
he said, looking for "the right type of
clients," identifying their needs, and
understanding "where they are
emotionally and mentally."

Alliances are critical, according
to Mr. Piper, who said he has been
working with local banks, insurance
companies and accounting firms.
"We refer business to each other,"
he said.

Craig Piper said he makes house
calls to build his business. He is
looking for "well-tailored" clients,
preferably with at least $500,000 in
investible assets.

"That's the sweet spot," he said.
"Otherwise, I'm just another squir-
rel trying to get a nut."

After lunch, Mr. Rosoff dropped
the brothers off and headed over to
a non-descript cluster of one-story
office buildings in nearby Tinton
Falls. David Collins and Brendan
Rochford each head their own plan-
ning firms but share office space
along with a lawyer.

Mr. Collins and Mr. Rochford are
the most seasoned financial advis-
ers on the day's itinerary. They no
longer make cold calls, do seminars
or send out mailings, Mr. Rochford
explained.

"We work off our existing base,"

he said. "Those clients are trying to
protect what they already have;
that's why variable annuities appeal
to us - the client can have his cake
and eat it, too."

Nonetheless, they sit mostly
stone faced during Mr. Rosoff's
presentation, occasionally asking
him questions about commissions,
annuitization, fees and the compe-
tition.

The payoff
As Mr. Rosoff winded down, the

silence was deafening.
"So where do we stand on the

business front, gentlemen?" he is
forced to ask. "Do we have a place
to move forward?"

The two advisers said yes, but
theywanted to compare the Jackson
variable annuity to similar products.
"There's so many options out there,"
the white-haired Mr. Collins said in
a thick Scottish brogue.

He and Mr. Rochford are more
receptive to Mr. Rosoff's suggestion
that he help them set up a "benefi-
ciary's dinner," where existing clients
invite their beneficiaries to a dinner
to meet the advisers. ("It's more dif-
ficult to say no to someone in per-
son," Mr. Rosoff explained later.)

Back in his car, Mr. Rosoff plugged
his headset into his BlackBerry hand-
held device and called the home
office as he drove, explaining which
adviser needs what type of follow-up.

Over the weekend, he hoped to
get in some trout fishing.

But he knew that on Monday, he
would be back on the road.



WhenWholesalersHavein TheirSights
Here's how Jackson National's

Robert McGrorty targets - and
serves - bank reps in his territory.

BY HOWARD J. STOCK

FREE CHOCOLATE PROBABLY ISN'T THE MAIN REASON BANK REPS IN
Pennsylvania look forward to Robert McGrorty's visits. But the give-
away of locally made Hershey bars, in whose wrappers the Jackson
National Life Insurance regional vice president carefully tucks busi-
ness cards, is one of many tools, strategies and value-added bonuses
the veteran wholesaler employs to capture the attention - and even-
tually the commission dollars - of bank reps in his region.

In the battle for market share among product providers,
McGrorty is on the front line. And how he wages daily warfare can
give bank reps insights into how they might use wholesalers more
productively and what these knowledgeable middlemen and
women can provide.

One of McGrorty's most effective tools is a program catering to
reps' continuing education needs, especially those licensed to sell
insurance. In Pennsylvania, reps with an insurance license require 48
continuing-education credits in their first two years, and 24 credits
every two years after that. Since reps always seem to be looking for
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ways to get continuing ed credits, McGrorty figured
that if he became a provider, he would be more wel-
come among reps. So McGrorty applied and was
approved as an instructor, and then worked with the
Bisys Group, a continuing-education services provider,

to create accredited training courses.
Today, Jackson National runs several training ses-

sions, including a major two-day event for platform
personnel at one of its largest clients in the area,
Sky Bank.

"Last year, we were able to reach Sky Bank's entire
platform program of 150 to 200 reps. By providing the
books, doing the lectures and proctoring the tests, we
were able to get its entire platform caught up on their
continuing education," McGrorty says.

While these events are far from a product pitch, they
permit a level of relationship building with attending
reps that makes the effort worthwhile.

"Whether I'm in front of reps doing continuing edu-
cation or a product presentation, it means I'm in front
of them and another wholesaler isn't," he says. "A good
wholesaler becomes an indispensable part of the team.
I visit Sky Bank just three or four times a year, but
when I'm there, I bring something of value to the rela-
tionship."

Pittsburgh-based Sky Bank, which has branches
in Pennsylvania and Ohio, is Jackson National's

number two platform program, generating some
$35 million to $40 million in annual sales. The bank
uses 15 to 20 dedicated reps, but platform reps
account for a fair amount of the banks' securities
and insurance sales.

"Sometimes our products are the choice because we
provide the best rate, but more often it's because we
provide resources, training and education that allows
us to stand out as a wholesaler. The more educated
your reps are, the better their abilities will be,"
McGrorty says.

To help Sky Bank's platform reps become better
salespeople, Jackson National created VAPPS, a vari-
able annuities platform service system that provides
no-cost support. This program puts the insurer's
products on view and cements ties with licensed
personnel who can steer business to Jackson
National.

In addition to providing product knowledge and
support, much of McGrorty's efforts are aimed at
helping bank executives meet their goals in whatever
way he can. At a lunch meeting in Allentown, Pa.,
McGrorty spent time with Greg Russo, the newly hired
head of sales at KNBT Financial Services, a division of
Keystone Nazareth Bank and Trust, which is based in

Bethlehem, Pa. Russo's bank has three top-level reps,
each of whom has done over $1 million in business,



but with 41 branches to cover, they are stretched a little thin.
What to do?

"In order to reach his targets, he knows he needs more reps,"
McGrorty says later, "as well as support from vendors. I want to
be one of those resources. Reps talk to each other, and if the
world is right, I could help him pick up three more $1 million
producers."

In exchange for possible help in recruitment, Russo invited
McGrorty to speak to his reps.

"At that meeting, I'll schedule more time with individual reps.
It's all about being constantly in front of their program with the
right angle," he says.

Relationship building also extends to other wholesalers.
Since client M&T Bank, for example, sells Jackson National's
fixed annuities and Hartford's variable annuities, McGrorty

and Kevin Dolon, his counterpart at Hartford's third-party
marketing firm, Planco, agree to share the expense of promo-
tional events.

"Dolon and I work together and share budgets when we're
not in competition. Where there is competition, I obviously
don't want Dolon around. But it's a small industry, and just
because we compete doesn't mean we're not friends," says
McGrorty, who spent seven years at John Hancock Financial
Services before becoming a rep at Harris Savings Bank in
Harrisburg, Pa., in 1989. He became program sales manager
there in 1994, and a regional sales manager in 1997. He joined
Jackson National in October 1999.

McGrorty, who jokes about the inevitable weight gain that
accrues from daily client lunches, says he tailors his pitches to
whatever time a rep has.

"I have 10-minute, 20-minute, 30-minute, 40-minute and
hour-long versions of my presentations. If I go into a meeting
and the rep says he has 15 minutes, that's what he gets. A short
meeting like that is tough after an hour's drive, but it's long
enough to introduce yourself, make a first impression and say, `I
appreciate your time. I'll be in touch.' I can then add the rep to
the list, and update my system," he says.

Sometimes, McGrorty turns down rep meetings.

2 6 Bank Investment Consultant February 2004

"A good wholesaler learns about the [prospect's] business
first. With some, their expectations are too high, so there's no
point going to the bag - I'm interviewing the rep as much as
he's interviewing me," he says.

When BIC spent a day with McGrorty in December, he had
just reached his stretch goal for the year - $132 million in the
volume of annuities sold. His business was split roughly 25/75
between fixed annuities and variable annuities, and he's aiming
for a 50/50 split in 2004. While he notes that fixed annuities are
plain vanilla products where rates and commissions are driving
forces, variable annuities are products where an insurer can add
a new wrinkle and sales may skyrocket. For example, Hartford
came up with a benefit that which allows customers to invest in
an equity-oriented product insured against loss of principal.
Jackson National and other firms now offers a similar benefit.

"Whether I'm in front of reps doing

continuing education or a product

presentation, it means I'm in front of

them and another wholesaler isn't."

"There is a lot of competition in our business from
American Insurance Group, Hartford and Pacific Life on the
annuity side and from Putnam and Oppenheimer on the
mutual fund side. It seems we all take turns with the product
du jour," McGrorty says.

One of the wholesaler's constant struggles involves retaining
those bank reps who consistently generate the most sales for
Jackson National. McGrorty has 21 "most valuable producers" -
MVPs generate more than $2 million a year in contracts - and
71 "A' reps, whose contracts total more than $500,000. His top
five reps generated approximately $25 million in sales last year.

"MVPs get status - they're good at their jobs, and they know
it. MVPs have high expectations of a wholesaler's resources,
such as due diligence meetings, which can be day-and-a-half
long lectures done for compliance reasons, and perks such as
personal fax lines and expedited mail services," he says.

Like most other sales executives, McGrorty finds that the top
20% of his reps account for the lion's share of his volume.

"As a result, we look carefully at A-rep retention. In 2003, my
rate was about 67%," he says, noting that part of his job involves
helping banks bring their "B" reps to "A" level. He added that
"C" reps can go either way, but that good wholesalers can
uncover diamonds in the rough.
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