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Our Editorial Mission
InsuranceNewsNet informs and inspires insurance and financial professionals 
by delivering the industry’s most comprehensive news, original insights and 
valuable education. From award-winning editorial and design to results-oriented 
marketing and strategy, everything we do is focused on helping advisors run 
their practice and increase their bottom line.

Table of Contents
Publisher Letter ............................................................................................................ 1
Our Brands .................................................................................................................... 2
Audience Profile ........................................................................................................... 5
Magazine Overview ..................................................................................................... 6
High Impact Print ......................................................................................................... 9
Editorial Calendar ...................................................................................................... 12
Website Overview ...................................................................................................... 13
Audience Breakdown ................................................................................................. 15
The 360º Approach ....................................................................................................20
Company Profile Feature ........................................................................................... 21
High Impact Web ........................................................................................................ 22
eNewsletters ............................................................................................................... 23
eBlasts .........................................................................................................................24
Webinar Packages ......................................................................................................26
Reprint Packages ........................................................................................................28
Custom Content ..........................................................................................................29
Client Results .............................................................................................................. 31
Rates ............................................................................................................................ 32



Be a Master of Change 
If you were awake this past year, you’ve noticed some signifi-
cant changes happening in our industry. The Affordable Care 
Act entered a life-or-death situation while still in a fragile state. 
In the wake of the Department of Labor (DOL) ruling, annuities 
are changing, indexed universal life has a prominent new role, 
and securities and insurance (inspired by the very opinion of 
the DOL) are becoming more closely aligned. 

But why does change have to be bad news? If you’re a savvy 
business person, you’re a close intimate friend of change. You 
can’t stay stagnant and advance. There is always new knowl-
edge, new ideas, new methods to try … and new strategies to 
thrive within change. This is why we launched a new brand this 
year: AdvisorNews.

One of the best things about being publisher of InsuranceNews-
Net is I can enable people to take part in the wonderful phe-
nomenon that is change. Our contributors help all the players in 
the industry keep up with what’s changing — arming our read-
ership for success. Our advertisers partner with us to change 
their companies — augmenting prosperity and reputation.

Yes, the industry is changing, and much of it is out of our con-
trol or even against our will. But plenty of choices remain, and 
I wonder….

What is your role going to be in change this year?

 
Paul Feldman 
President and Publisher 
InsuranceNewsNet

1      866.707.6786 InsuranceNewsNet 2017 Media Kit



Our
Brands

InsuranceNewsNet
Magazine

Specialized PropertiesInsuranceNewsNet.com

InsuranceNewsNet 2017 Media Kit 866.707.67862      



The InsuranceNewsNet Difference 
InsuranceNewsNet is the best source to effectively reach your ultimate 
target audience and your goals. We don’t simply place ads — we take 
our understanding of how to engage our audience and apply it to your 
message.  

What to Expect When Partnering With InsuranceNewsNet

»  Access to knowledgeable account managers who will recommend an  
effective media plan

»  Award-winning design and direct marketing experts who will work  
with you to create the most powerful message possible

» Attention and response from the industry’s most engaged audience

» In-depth campaign strategies that will deliver

» Measurable results 

Let us show you how we strategically engage our audience to achieve 
results and a greater ROI.

“In my 17 years in this industry, I have 
never worked with a media company  
that has the professionalism, intelligence, 
drive and even inspiration as INN.”
— Chris Zuniga
President, Peak Pro Financial
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Opportunity
Brand 

Building
Lead  

Generation
Thought  

Leadership Education
Relationship  

Building

Print: High Impact
False cover
Custom inserts
Advertorials
Special Thought Leadership Series
Company Profile

 

Print
Display print ads
Premium placement 

Website
Banner ads & Interstitials
Special Thought Leadership Series
Advertorials
Microsites

Digital Email Blasts
Niche audiences: Life & Annuity, 
Health, P/C and RIA

Webinars
Webinar promotion 
Thought leadership webinar 

eNewsletters
AnnuityNews, HealthWeek, 
P/C Week, Washington Insider, 
AdvisorNews

Live Events/Conferences
Exclusive sponsor of editorial  
coverage from the industry’s  
most-attended conferences

Custom Content
White papers
Native advertising
Marketing materials

Reprints & Licensing INN Content

Press Releases

Your 
Complete 
Marketing 
Partner
Align your brand 
with the most trusted 
source in the industry. 
Everything we do is 
focused on helping 
advisors run their 
practice and increase 
their bottom line by 
providing the most 
comprehensive news, 
original insights and 
valuable education. 

No matter what your 
goal is, we have a solu-
tion that will get you 
results. 
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Audience Profile    

In a recent survey* conducted by ReadexResearch to our magazine  
subscribers, a few things were discovered:

*Data based on third party survey  
conducted by ReadexResearch, July 2015.

**Bureau of Labor  
and Statistics, 2014

The Typical  
InsuranceNewsNet 
Magazine Reader
has 831 clients on average, 
works with 3 IMOs, FMOs 
or BGAs and sells a  
variety of products.

Insurance 
Agent**
$48,150

INN
READER
$192,000

MDRT
Member

$154,000
NAIFA

Member
$92,000

Financial
Advisor**
$71,720

We Reach the Industry’s Elite
The typical reader of InsuranceNewsNet Magazine is among  
the industry’s financial elite, as represented below  
by average yearly income.

ENGAGED
Readers spend on 

average 56 minutes 
reading an issue of 
InsuranceNewsNet 

Magazine.

VALUED
Readers typically  

share their magazine 
copy with at least one 
other person, doubling 

the publication’s  
reach.

TARGETED
83% of subscribers 
are independent vs. 
semi-captive (10%)  
and captive (7%).

Life Insurance

92%79%

62%54%52%

92%79%

62%54%52%

92%79%

62%54%52%

92%79%

62%54%52%

92%79%

62%54%52%

92%79%

62%54%52%

Annuities

Health Financial 

LTC Disability

InsuranceNewsNet 2017 Media Kit866.707.6786 5      



The Industry’s Most-Read Magazine...
52,500 top producers and the industry’s elite agree 
InsuranceNewsNet Magazine is their favorite source 
for insurance news, competitive insights and market- 
leading analysis.

INN’s reach grows to more than 140,000 when you 
factor in its pass-along rate* and digital circulation.

» Print Subscribers 52,500
» Pass-Along 52,500+
» Digital Subscribers 36,000

141,000
TOTAL READERS

...Is Also the Most Award-Winning
With 66 awards and counting for editorial and design, 
it’s no wonder more industry professionals turn to 
InsuranceNewsNet Magazine for the critical news and 
insights that affect them on a daily basis.

“If you’re not reading  
InsuranceNewsNet Magazine,  
how can you be relevant?”
— Larry Barton, Ph.D., past President and CEO,  
The American College

*Each issue of InsuranceNewsNet Magazine is shared with at least 1 colleague. 6      InsuranceNewsNet 2017 Media Kit 866.707.6786



Readers Love the Content in Every Issue
InFront: Every issue begins with in-depth coverage of breaking news that 
has an impact on readers and their clients.

Publisher’s Interviews with Thought Leaders: InsuranceNewsNet  
Publisher Paul Feldman interviews experts in the fields of leadership devel-
opment, communications, marketing and sales who share their formulas for 
success with INN readers.

Life: Here is the bread and butter of the INN reader’s practice. We take a 
look at what is trending in the industry and provide specifics on how life 
products can secure a client’s financial future.

Annuities: INN examines the facts of this rapidly changing facet of financial  
services and gives our readers solid information.

Health/Benefits: We look at the evolving health insurance scene and help 
our readers remain relevant in the face of uncertainty.

AdvisorNews: From retirement planning to a look at the markets, INN gives  
financial planners the tools they need to be indispensable to clients.

Business: Industry experts provide strategies on how to organize your 
practice for optimum results, get more referrals and jump-start your sales 
training.

Expert Insights
Leaders from the nation’s most 
prominent financial services orga-
nizations provide their expertise to 
INN readers every month.

Million Dollar Round Table: The 
world’s most successful life insurance 
and financial services professionals 
share their secrets of success with 
INN readers.

National Association of Insurance 
and Financial Advisors: Insurance 
professionals from one of the nation’s 
oldest and largest associations 
provide valuable tips on sales and 
practice management.

LIMRA: The world’s largest associ-
ation of life insurance and financial 
services companies shares the results 
of its research and how they apply to 
INN readers.

The American College of  
Financial Services: The institution 
committed to educating financial 
professionals never fails to offer a 
viewpoint about the industry that 
launches a dialogue among readers.

“InsuranceNewsNet is a valuable source of 
news, providing a wealth of information and 
analysis about the current trends influencing 
the financial services industry.”
— Robert Kerzner, President and CEO, LIMRA, LOMA and LL Global
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“I love this  
magazine. I always 
get a boost when 
I read it. I always 
come away  
motivated and 
learn something 
that can better  
my practice.”
— James Tarani, LUTCF,  
Baystate Financial
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Print Advertising  
Opportunities
Standard Ad Sizes
» Spread  » Full page 
» 2/3-page » 1/2-page 
» 1/3-page 

Premium Ad Placements  
(limited to 1 each, per issue)
» Inside front cover
» Opposite inside front cover
» Inside back cover
» Back cover

Section Positioning
» InFront Breaking News & Insights
» Cover Feature
»  Publisher’s Interview with 

Thought Leader
»  Life, Annuities, Health/Benefits, 

AdvisorNews or Business
»  Association Insights (MDRT, 

The American Collage, LIMRA 
and NAIFA)

Content Marketing 
Opportunities
» Brand INsights
» Sponsored content
»  Thought Leadership Series 

advertorials

Print High Impact Units
Exponentially increase the visibility of your message with one of our high- 
impact print opportunities. These unforgettable options give you control of 
where and how producers will experience your message as well as make you 
stand out from your competition.

Make a creative IMPACT in print!
» False Cover*: One of our most popular high impact 
offerings. 

» Custom Inserts: Distribute promotional materials 
by tipping them on to your ad or inserting them into 
the magazine. It’s a simple, yet high-impact approach 
to getting a prospect’s attention.

» Gatefold: Increase your ad size — and how well 
your ad is recalled by subscribers — by placing your 
marketing message across 3 pages.

» Guaranteed Positioning: We can place your ad in 
the magazine section that makes the most sense for 
your marketing message.

» Advertorial Spread: A long form advertisement 
that looks like a regular editorial article in the maga-
zine. It contains components of an advertisement, but 
they are typically well-hidden.

» Center Spread*: Allows your ad to be placed in a 
natural opening point in the center of the publication.

*Only 1 available per issue.

Gate fold

Insert

False
Cover

surancenewsnetMAG A Z I NE
Life    Annuities    Health
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Thought Leadership Series Advertorials
Tell your story, attract more producers, and position your company as a 
leader in the life, annuity or technology insurance space. This is an exclu-
sive opportunity to grow your brand, promote your services, and receive 
unmatched exposure in a sponsored advertorial section. 

June — Annuities
Annuities are in the spotlight, from regulatory changes to new innovations. 
Stand out as a thought leader and gain instant credibility with a sponsored 
feature in the Annuity Awareness Issue of InsuranceNewsNet Magazine.

September — Life Insurance
Life Insurance Awareness Month is a time to take a closer look at an 
increasingly complex product that not only eases inevitable hardships, but 
also is an increasingly popular income generator. Position your company as 
a leader in the life insurance space.

November — Technology
What’s the hot technology for insurance agents and financial advisors? 
Showcase your leadership in the issue covering the latest research, trends, 
products and projections of technology in the insurance and financial space.

Premier Package 
$12,560 (a $ 17,500 value)
2-page advertorial spread, award- 
winning copywriting and design, a  
PDF for promotion and 1 banner on 
InsuranceNewsNetMagazine.com

Spotlight Package 
$9,675 (a $ 13,500 value)
1-page advertorial, award-winning  
copywriting and design, a PDF for  
promotion and 1 banner on  
InsuranceNewsNetMagazine.com

“Right now is the 
perfect time for us  
to become a leader  
in annuities.”

You’ve heard of Put-
nam Investment 
Management and 
Empower Retire-

ment, but perhaps not of 
another affiliated brand: 
Great-West Financial®. 
This long-standing insti-
tution is now becoming a 
player in the annuity space. 
In this Q&A, Senior Vice 
President and 25-year an-
nuity distribution veteran 
Mike McCarthy describes Great-West’s timely advan-
tage and a powerful vision to serve clients for life.

Q: What inspires you to work in this industry?

A: The thing that inspires me is what we do to help 
people. We help protect their 
hard-earned money and provide 
them with the ability to live with 
dignity in retirement. And what 
we do for people is so import-
ant that it doesn’t just help them 
during life, but it helps them af-
ter death; it helps their families. 
We provide people with invest-
ment, insurance and retirement 
income strategies to help them plan for and have the 
dignified retirement they have envisioned for them-
selves and their family. Imagine, that might be how their 
grandchild pays for medical school and goes on to cure 
cancer or something. To me, it’s a very noble industry.

Q: What is surprising about Great-West’s position in 
the retirement industry?

A: Great-West is a huge organization. We’ve been around 
for over 100 years. It’s one of the biggest companies that 
nobody knows. In 2014, Empower Retirement was creat-
ed by combining the retirement resources, expertise and 
scale of Great-West Financial’s retirement services, Put-
nam Investments and Great-West Financial Retirement 

The “Huge” New Way to Serve
Clients for Their Entire Lives

Q: How has consumer feedback shaped your prod-
ucts?

A: We’re not building products that we have to squeeze 
them into. We’re interviewing them and hearing exactly 
what’s important to different individuals. We’ve learned 
that we need to build products that have multiple living 
benefit options because different clients need different 
strategies, and I use the word “strategies” because we’re 

not here to just push products—we’re here to help advi-
sors and clients to and through retirement—and I don’t 
like to say “solutions,” because “solutions” implies 
there’s a problem. We also have a lot of flexibility built 
into our products because of clients’ different needs. 
And those needs will change over time, sometimes un-
expectedly.

Q: How do you offer more flexibility?

A: Instead of having restrictive, one-size-fits-all prod-
ucts, we offer a multitude of strategies. For example, 
with our VA contract, you have the ability to utilize our 
contract as an investment-only variable annuity (IOVA) 
with a return-of-premium death benefit and then add 
the rider after issue. We charge the same amount for 
single and joint lives. And we give multiple ways for 
clients to increase their retirement income. Many others 
will give only one way, which is a reset through market 
performance. We give three different ways. We’ll give 

Plan Services (formerly J.P. Morgan Retirement Plan 
Services). Now Great-West Financial is continuing to 
develop variable annuities and other retirement income 
strategies to help turn people’s retirement savings into 
retirement income streams.  

We already have great financial strength, and right 
now is the perfect time for us to become a leader in 
annuities. We have no legacy book of business that 
we’ve got to manage under the DOL. We don’t have to 
go back and fix anything. In this current low-interest 
environment, some providers have huge legacy books of 
business that are really putting a strain on them. When 
you’re guaranteeing someone 5 or 6 percent in a less-
than-2-percent environment, you’re not making money. 
Capital is the most precious thing an insurance company 
has, and companies that must deploy capital for busi-
ness that was already sold can’t be in as good a position 
as we are. We’re in a great spot. We are nimble and 
committed to the retirement income space, and there’s 

a big commitment from (President 
and CEO) Bob Reynolds to make us 
a top-five provider in 3–5 years.

The way we’re going to do it is 
by building a portfolio to work with 
clients throughout their entire life 
stage of investing—growth, accu-
mulation, income, retirement in-
come and wealth transfer products. 
We can provide strategies to help 

advisors work with clients and advise them throughout 
their entire lifetime.

Q: How does Great-West provide a competitive and 
diverse portfolio of products for advisors?

A: We are listening to advisors. We’ve done several fo-
cus groups throughout the country to see what they like 
and don’t like about the retirement income space, what 
their needs and wants are. We’ve done it with consum-
ers too, so we’re not building products in a vacuum. 
We’re building products based on the feedback of finan-
cial advisors and their clients that will allow advisors 
to work with their clients throughout their entire life, 
throughout all their stages of investment.

Access a powerful, flexible portfolio of strate-
gies that will enable you to serve clients for life. 
Get your complimentary Strategy Kit today at 

www.GreatWestStrategy.com.

a reset, allow them to add money to the contract after 
they start taking income, and then increase their income 
if they cross through an age span and the income factor 
would yield more. Not only give the “pay raise” but also 
potentially reduce fees. So there is a lot of flexibility built 
into the product. Also, we don’t use a volatility control 
or an asset transfer program or an algorithm in our pro-
tected accounts. Some companies, when they provide a 
guarantee, will put the client into a portfolio that’s 50-50, 

or it’s got volatility controls 
with some type of a program 
that will put clients into and 
take them out of the market. 
We don’t do that. We use a 
60-40 balance fund. We be-
lieve that’s a better value to 
the customer than to be put 
in and taken out of the mar-
ket based on some algorithm.

Q: What else do you do for 
advisors to help them sell?

A: Because of our size and 
our breadth, we can bring 
more resources to advisors 
to help them grow their 
business. Like I said earlier, 
we’ve been in the retirement 
business for a long time. Em-
power is the second-largest 
defined contribution record- 
keeper in the industry based 
on number of participants. 
Our sister company, Putnam 
Investments, is a well-known 

and respected mutual fund provider. And then we’ve 
got this portfolio of products in the insurance and re-
tirement income space. We believe we can provide you 
with more resources to grow your business than any 
other company out there, period. Personally, I al-
ways want to work with somebody who’s got the 
most tools on their tool belt, and that’s the value 
proposition that we bring to advisors. 

 DID YOU KNOW? 
Great-West Financial has a program called Community Impact, which supports their 
belief that focuses on financial literacy, health and wellness are some of the best invest-
ments that can be made within one’s community. The program focuses on:

»  Teaching school-age children the skills they’ll need to make good financial  
decisions throughout their lives

»  Championing causes that promote good health
»   Engaging associates in making personal & meaningful contributions to their  

community
 
Community Impact Program Accomplishments (since 2011)

»  $3.2 million in funding donated for financial literacy programs
»  615,000 students reached by these programs
»  $2.1 million of our associates’ donations,  

fundraising efforts & volunteer time matched
»  Awareness & funding assistance for: heart  

disease, breast cancer & childhood poverty

In addition to this program, Great-West includes  
paid volunteer time for any charity as one of  
their many employee incentives.

What else don’t you know about Great-West? 
Find out at www.GreatWestStrategy.com.

Any guarantees are subject to the claims paying ability of the insurer.

The principal underwriter is GWFS Equities, Inc., and securities, when offered, are offered through GWFS Equities, Inc. and/or other broker/dealers. 

GWFS Equities, Inc., Member FINRA/SIPC, is a wholly owned subsidiary of Great-West Life & Annuity Insurance Company. Great-West Financial® and Empower Retirement refer to 
products and services provided by Great-West Life & Annuity Insurance Company (GWL&A), Corporate Headquarters: Greenwood Village, CO; Great-West Life & Annuity Insurance 
Company of New York (GWL&A of NY), Home Office: NY, NY; and their subsidiaries and affiliates. Putnam Investment Management is affiliated with GWL&A and GWL&A of NY 
and its subsidiaries. The trademarks, logos, service marks, and design elements used are owned by GWL&A. PT266008 (05/2015)
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When John Hancock Life Insurance rolled out 
its Vitality™ program last year, it disrupt-
ed an age-old tradition in the industry: that 
gloomy conversation about death. With wear-

able devices and an integrated incentive and rewards pro-
gram, John Hancock Vitality is engaging the American pub-
lic in an exciting and healthy new way. In this Q&A, John 
Hancock Insurance Senior Vice President of Marketing 
and Strategy Brooks Tingle discusses the next evolution of  
Vitality and what role producers can play in making life better.

Q: What industry changes are carriers zeroing in on currently?
Insurance carriers are being introspective about the necessi-
ty of changing how we address consumers’ needs. John Han-
cock’s approach has been among the most prominent, as evi-
denced by our Vitality program. It’s a whole new approach to 
life insurance that offers protection and financial security while 
also rewarding customers for living a healthy life. 

There is a natural alignment between consumer health 
and longevity and the goals of the life insurance industry.  
After all, healthier lives are in everyone’s best interest. Up 
until recently, however, we have been so focused on pro-
viding protection at the end that we have not sufficiently 
thought about helping people live longer and healthier 
lives along the way. 

Now, for the first time, we are moving away from the para-
digm in which clients interact with their life insurance company 
perhaps once a year—when there’s a bill, an annual statement 
or a privacy notice. Instead, we are interacting with our active 
John Hancock Vitality customers 21 times a month, on average, 
as they earn points and enjoy rewards, premium savings, and 
access to health and wellness tips and resources.  

Consumers Want a Better Life
How John Hancock Is Delivering It

ending objective of the program is its evolution. We went to 
market last year with a set of ways to earn points and be re-
warded, predominantly around physical activity and preven-
tative screenings. 

This spring, we added the HealthyFood program, which 
is multifaceted. It helps customers identify healthy foods; 
then, at participating grocery stores nationwide, they can 
receive a 25 percent discount on these foods—and save up 
to $600 a year. Customers also earn Vitality points for their 
smart choices. These Vitality points can lead to immedi-
ate awards and help drive premium discounts. Also, we 
are collaborating with the Friedman School of Nutrition 
Science and Policy at Tufts University so we can provide 
policyholders with access to expert nutrition information 
and guidance to help them eat healthier every day. 

Q: How does John Hancock Vitality appeal to consumers at  
different stages in their lives? 
First and foremost, our customers are looking to be pro-
tected by life insurance, so that is something common to 
all life-stage demographics. Beyond that, as related to the 
suite of benefits, we still see a lot in common among the 
different age groups. We have found that people overall 
want to live healthier lives. 

We just rolled out an expanded Vitality program for cus-
tomers over age 71, taking into account their unique health 
and wellness considerations. That means they’ll get credit for 
the things they do to stay healthy but at a pace that makes 
sense. Even in their 80s, people still want to be aware of what 
they can do right now to live a longer, healthier life. 

Now, certainly at different stages in one’s life, different 
aspects of the program do resonate more. Young profes-
sionals are concerned with exercise and getting enough 
sleep. New parents are concerned with making the right 
food choices, and as healthy foods can be a bit more expen-
sive, the grocery savings of up to $600 per year is appeal-
ing. And older adults are concerned about how to reduce 
health risks and live longer. We’ve also found rewards, in-
cluding the cruise and hotel discounts, are great incentives 
for this age group.  

We’ve seen some myths and illusions shattered, though. 
Some people thought Vitality would appeal mostly to 
younger people. However, the first call we received in the 
call center last year was from a 72-year-old gentleman 
saying he loved the app. Also, some might have guessed 
wealthy clients wouldn’t value the savings. That’s also prov-
en not to be the case. 

Q: What kind of response have you received from producers 
regarding John Hancock Vitality?
There may be some who hesitate to embrace a new, technology- 
based product after selling a certain way for a number of 
years, but generally the response from our producers has 
been quite strong.   

What we want them to know is that customers want this 
kind of solution. When we’re talking directly with customers 
in various ways, whether it’s through focus groups or some 
of our other channel activities, the vast majority of custom-
ers prefer this type of insurance to the traditional life insur-
ance policy.

So one, the consumer desire and receptivity are there. Two, 
as the producer, you don’t need to be involved in all of the mov-
ing parts. We have a call center for John Hancock Vitality that 

will help customers sync their free Fitbit®, claim 
their rewards, etc. We have a customer experience 
team that actively watches as rewards are claimed 
and makes sure everything is working smoothly.

The role of producers is fundamentally unchanged 
except that now they’re able to talk to their customers 
about life rather than just talking about death.

Q: What is the most important thing life insurance pro-
ducers need to be doing for their clients right now?
The most important thing is simply to have the dis-
cussion. There are so many U.S. consumers today 
who don’t have the life insurance protection they 
need. And as somebody who has grown up in this 
industry, it pains me.

I’ve had the opportunity to lead functions like claims, and 
I’ve heard amazing stories about how families’ lives were 
changed as a result of the life insurance policies in effect. 

No matter what type of financial professional you are, 
engage your clients with this important protection, and un-
derstand that it no longer needs to be a discussion just about 
what happens at the end. Now it’s also a conversation about 
what an important role life insurance can play in motivating 
and rewarding clients for living a healthy life. 

Help deliver the better life consumers are  
asking for. Visit JHRedefiningLife.com today.

A corollary to this more interactive presence is another ma-
jor trend today, which is the power of technology to engage 
customers. In our case, this obviously means mobile apps. We 
have some innovative features as part of our Vitality Healthy-
Food™ program. If our John Hancock Vitality customers are 
in the grocery store and aren’t sure whether an item they’re 
looking at is healthy, they can scan the bar code. We have an 
app that will give them a health score on that item and recom-
mend alternatives. 

Also, we have a game called the Vitality Wheel. Customers 
who’ve completed a 10th workout within a certain period of 
time are alerted by their mobile device and get to spin a wheel 
that’s like the Wheel of Fortune. Rewards include gift cards 
from national retailers including Starbucks and Whole Foods. 
These have been extremely well-received by customers.

Q: What industry changes are you seeing as far as distribution?
Companies are looking for ways to leverage new technology 
to try to reach underserved segments of the U.S. consuming 
public. There has never been a larger proportion of the U.S. 
public who are underprotected by life insurance. So carri-
ers—certainly John Hancock—are creating new ways to reach 
those people, simplifying the insurance purchasing process, 
and making it easier for them to get the important insurance 
coverage they need. 

Traditional distribution, as it has been for much of the in-
dustry’s history, is very effective. There is just not enough of it 
anymore. We believe it’s critical to reach the customers who 
aren’t being touched by traditional insurance advisors, intro-
duce them to our solutions and then give them choice—the 
choice to work with John Hancock however they prefer. 

Q: How are John Hancock’s new solutions changing the way 
consumers view life insurance? 
The biggest change is that consumers are starting to actually 
think about life insurance as a dynamic, positive, active part 
of life while they’re living rather than something that just 
serves a purpose at the time of their death.

With John Hancock Vitality, we’re seeing a level of cus-
tomer satisfaction that is unprecedented in the life insur-
ance space. I was just telling somebody this morning that 
it’s hard to believe we’re talking about life insurance, given 
the tremendous feedback we’re getting. I’ve had people 
write to me and say, “This is the coolest thing I’ve ever 
seen.” Some of them are worth millions of dollars, so it’s 
not about the $10 Starbucks gift card. It’s about the engage-
ment and the fun. 

Q: How has John Hancock Vitality changed since it was launched 
last year?
John Hancock Vitality, at its core, recognizes the incredibly 
simple logic that a life insurance company should care a great 
deal about someone living a long, healthy life. Another never- 

LIVE HEALTHIER
Receive a free Fitbit® device 
to help track your progress, 
personalized health goals, 

expert nutrition information and 
guidance and much more.

HOW THE JOHN HANCOCK VITALITY PROGRAM WORKS

SAVE MONEY
Save as much as 15 percent on your 

annual premium and up to $600 
per year when you buy healthy 
food at the grocery store. Plus, 

the potential to earn thousands of 
dollars in other rewards.

GET REWARDED
Earn discounts, gift cards, and 
rewards from Amazon, Hyatt, 
iTunes, REI, Royal Caribbean 
International, Whole Foods, 

and other travel, entertainment, 
shopping and fitness brands. 

For Agent Use Only. Not for distribution or use with the public.

Insurance policies and/or associated riders and features may not be available in all states.

Vitality is the provider of the John Hancock Vitality Program in connection with policies issued by 
John Hancock.

Premium savings are in comparison to the same John Hancock policy without the Vitality program. 
Annual premium savings will vary based upon policy type, the terms of the policy, and the level of 
the insured’s participation in the John Hancock Vitality program.

Rewards and discounts may vary based on the type of insurance policy purchased and are only 
available to the person insured under the eligible life insurance policy. Rewards and discounts are 
subject to change and are not guaranteed to remain the same for the life of the policy.

HealthyFood savings are based on qualifying purchases and may vary based on the terms of the 
John Hancock Vitality program.

Insurance products are issued by: John Hancock Life Insurance Company (U.S.A.), Boston,  
MA 02110 (not licensed in New York) and John Hancock Life Insurance Company of New York, 
Valhalla, NY 10595. MLINY072916125.
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Tim Owen knows firsthand that a producer needs to be able to 
stay out in the field selling. Before he became Vice President, Prod-
uct Management at Vertafore, Owen was a life insurance producer 
and a registered rep. Since then, he’s had deep involvement from 
all sides and in all aspects of what he’s dubbed “producer lifecy-
cle management.” In this Q&A, Owen discusses how Vertafore’s 
Sircon solutions can help carriers and distributors keep their pro-
ducers producing.

Q: What is producer lifecycle 
management?

A: Producer lifecycle management is actu-
ally a term we developed with the help of a 
focus group. We saw all the various pieces in 
the process of getting authorized to sell and 
we recognized that there is more to it. There is 
truly a life cycle to a producer’s selling career 
from a credentialing and relationship man-
agement perspective. So we worked with that 
focus group to figure out what term to call 
it and we came up with “producer lifecycle 
management.”

The goal is to get producers authorized to 
sell insurance, keep them authorized to sell 
and establish the relationships between core 
stakeholders in the process. In addition to 
the three core stakeholders, which are the agency, the individual 
producer and the carrier, there are other stakeholders, including 
trainers and education providers as well as the state regulators who 
regulate insurance producers.  It’s a big challenge to tie together all 
these pieces throughout a producer’s career.

Q: What are the main frustrations that carriers 
are experiencing regarding producer lifecycle 
management?

A: I’ll just give you a simple example. Let’s say a producer is sign-
ing up to sell for a new life or annuity carrier through a broker gen-
eral agent. They get contracted with the BGA and the BGA con-
tracts that individual with the carrier. If it’s in a state where there is 
an appointment required or if that producer already has business 

pending on that contract, the carrier will then have to get the pro-
ducer appointed. 

The carrier is required by regulation to notify the producer that 
they have been appointed to represent them, but quite often, the 
intermediary organizations don’t get that notification. They are not 
in the loop if the carrier doesn’t have a strong procedure or technol-
ogy to help streamline the process. They may not get information 
to the BGA or the retail agency. Then you have the BGA waiting 

on information from the producer 
who may forget to send it to them.  
There are a lot of opportunities for 
communication failures. 

Q: How does the Sircon 
software prevent these 
issues?

A: Sircon software, combined with 
our services, helps manage the en-
tire process of producer lifecycle 
management. It takes care of the 
pieces in the process that were not 
previously fully automated or we 
handle them on behalf of an agen-
cy or carrier through our services.

We have a national solution that 
supports all 50 states, plus the oth-

er jurisdictions, for insurance, and we now do securities registra-
tion management for those who are selling a variable annuity or a 
variable life product. 

We have solutions for the agencies and the BGAs and the IMOs, 
and we have solutions for the carriers to interact with the produc-
ers in order to get them contracted and authorized to sell and to 
keep them authorized to sell. By servicing all of the stakeholders, 
we provide an end-to-end set of solutions that aren’t available any-
where else. It’s a multiparty workflow with all the states’ and juris-
dictions’ appointment and regulatory rules built in so you don’t 
have to be an expert. We walk you through the process step by step 
in an easy interview style so you don’t have to worry about the vari-
ations from one state or one carrier or one agency to the next. We 
sweat the details so you don’t have to. 

The Tech You Need 
to Keep a Producer 
Producing

Q: How easily do the Sircon Solutions software and 
services integrate with other software and automation 
processes? 

A: That’s actually one of the key sets of capabilities that we bring to 
bear. The first thing that is important to understand is all the things 
that we do with the regulators require integration, so we have deep 
integration with all the various regulatory bodies. States actually use 
our technology to run their departments of insurance. We also work 
with the key intermediaries in the insurance and the securities in-
dustry including the National Insurance Producer Registry and the 
Financial Institution Regulatory Authority on the security side of 
the house. We integrate with DTCC and third parties such as back-
ground investigation firms and annuity order entry firms. And we 
integrate deeply with carrier back office products, including com-
pensation systems, policy administration systems and new business 
systems. All towards our goal of end-to-end automation wherever 
possible.

Q: What burdens does Sircon remove from producers?

A: We remove the burden of keeping track of all the information 
and handling all the interactions with the various stakeholders that 
producers are required to interact with, and we help reduce the risk 
of them being out of compliance or losing their license. 

Q: What does this mean for carriers?

A: Producers, as you know, are in this business to help clients and 
earn a living. For these things that are not top-of-mind, they expect a 
simple and efficient process. They don’t want to rekey information. 
They don’t want to be asked the same question over and over again. 
Producers don’t want to have to know everything that’s unique for 
each carrier to figure out how to get contracted. They expect  carriers 
to provide an experience that is simple, easy and effi cient so they 
can stay out selling and not have to worry about these details. 

For life and annuity carriers who sell products through various 
independent distribution organizations, the first experience a pro-
ducer has with you is likely the process of getting onboarded and ap-
pointed or authorized to sell your products. If that first experience 
is poor or frustrating with time delays or asking questions that these 
producers have already been asked time and again, or seeking infor-
mation that, frankly, you should already have access to, that experi-
ence will indicate to the producer or the advisor that they are going 
to be working with an organization that is not leading-edge. They’ll 
then automatically assume that they’ll have similarly cumbersome 
experiences when it comes your application processes, new busi-
ness, commissioning processes and other important downstream 
processes. So, their first experience needs to be a strong one.

Producers have choices. They are selling other carrier products, 
and if you want them to sell yours, you need to make every expe-
rience that they have with you top notch. If it’s not, they will find 
another solution. 

How Vertafore Improves 
the “Agent Experience”
Vertafore is the insurance industry’s leading 
provider of connected technology and 
information solutions, serving over 20,000 
carrier, agency and MGA customers as well as 22 
states’ departments of insurance. 

Their numerous products and services designed 
to promote connectivity include several that 
substantially improve the agent experience:

SIRCON SOLUTIONS
 » Carriers and agencies establish and 
maintain selling credentials.

 » Authorization to sell is verified, 
keeping business moving forward by 
eliminating regulatory roadblocks to selling.

 » Automated onboarding improves the agent 
experience.

 » Compliance risks for the entire industry are 
reduced.

REFERENCECONNECT
 » Have a single source of web 
published content.

 » Publish content directly to the 
agent portal.

 » Be positioned as the carrier of choice with 
content that agencies want.

IMAGERIGHT
 » The Enterprise Content 
Management solution is specifically 
for the insurance industry.

 » Intelligent workflows allow for added flexibility.
 » Avoid bottlenecks and boost productivity with 
real-time insights.

 » Access anywhere, anytime with a mobile-
friendly interface. 

 » Have complete file view and easy implementation.

Learn more today and download the 
newly-released Agent Experience 
Survey results at www.SirconPLM.com.

Tim Owen - Vice President, Product Management at Vertafore

JUST IN:  
Survey Results!

Good producers are rare and valu-
able. Are you taking care of yours? 
Vertafore just wrapped up their 
comprehensive Agent Experience 
Survey and are sharing the results 
with InsuranceNewsNet Magazine 
readers. Learn more about Sircon 
and download survey results for  
free at www.SirconPLM.com.
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Signature Issues
These continuing favorites are sure to be read cover to cover, and they offer special advertising opportunities.

May — Celebrity  
Estate Planning Failures
InsuranceNewsNet’s 
annual “Celebrity Estate 
Planning Failures” issue 
features the biggest estate 
planning mistakes ce-
lebrities and high-profile 
business people make. 
This is one of our most 
popular issues of the year. 
We’ve highlighted Mike 
Tyson, James Gandolfini, 
Gary Coleman and John 
Denver, just to name a 
few.    

June — Annuities
June is Annuity Aware-
ness Month. With the re-
tirement market growing 
and changing daily, this 
issue educates and guides 
advisors on the future of 
this important retirement 
vehicle. Stand out as a 
thought leader and gain 
instant credibility. The 
knowledge featured in 
this issue offers priceless 
lessons and tactics for 
advisors to thrive in the 
annuity space.

September —  
Life Insurance 
September is Life Insur-
ance Awareness Month. 
To celebrate, we love to 
feature innovators and 
how their unique contri-
butions are shaping the 
future of life insurance 
sales.

November —  
The Tech Issue
The products and services 
represented in this sec-
tion range from incredibly 
simple to game-changing 
innovations that make 
insurance and finan-
cial professionals’ lives 
much easier. This is your 
chance to showcase your 
leadership covering the 
latest research, trends, 
products and projections 
of technology in the 
insurance and financial 
space.
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Editorial Calendar
To contribute editorial content, contact editor@insurancenewsnet.com 
or call 866.707.6786 ext. 124.

Issue Topic
Ad  
Close 

Materials 
Due

Bonus  
Distribution

Special  
Features

January This Year — We lay out the challenges of 2017 in regulation and 
market pressures.

11/15/16 11/22/16

February IRA Rollovers — How will IRA rollovers be handled in this new 
regulatory environment?  

12/13/16 12/20/16

March Will Benefits Heal Health Insurance Brokers? As health 
insurance brokers are slammed by shrinking compensation, is 
benefits selling a requirement now?

1/17/17 1/24/17 2017 New Product 
Showcase

April Month Zero: The Fiduciary Rule Goes Into Effect — We look 
at the latest information.

2/14/17 2/21/17 AALU

May Famous Estate Planning Failures • One of our most popular 
issues of the year. Who doesn’t love a celebrity disaster story? 
Clients sure seem to enjoy them — and learn.

3/14/17 3/21/17 NAFA Annuity  
Leadership Forum

Poster insert

June Annuity Awareness Month — What are the trends in annuities 
and selling?

4/11/17 4/18/17 LIMRA Marketing & 
Research Conference 
and NAFA Annuity 
Leadership Forum

Thought  
Leadership Series  
advertorial section

July Summer Sales Issue — Sales secrets from the masters. 5/16/17 5/23/17

August The Inspiration Issue — What made a huge change in advisors’  
lives, and what keeps them inspired to achieve higher success?

6/13/17 6/20/17 NAIFA

September Life and Advanced Markets — What’s the situation in the life 
insurance market? Where’s the opportunity? Special for  
Life Insurance Awareness Month.

7/11/17 7/18/17 NAFA IMO Summit 
and LIMRA Annual 
Conference

Thought  
Leadership Series  
advertorial section

October Are Agency Owners Able to Sell Their Businesses? A look 
at how acquisitions are going and a primer on how to manage an 
agency to grow value. Also covering open enrollment season.

8/15/17 8/22/17 NAILBA

November The Tech Guide — What’s the hot technology for insurance 
agents?

9/12/17 9/19/17 NAILBA Thought  
Leadership Series  
advertorial section

December Look Ahead to Insurance — What’s ahead for 2018 in  
insurance? 

10/17/17 10/24/17

Each issue of the magazine starts hitting doorsteps around 
the 26th of the month prior. Topics subject to change. InsuranceNewsNet 2017 Media Kit 866.707.678612      



Our Websites 
With thousands of news sources 
and hundreds of original articles 
added monthly, Insurance-
NewsNet is on the forefront of 
communicating breaking news 
and original industry insights.

»  Hundreds of thousands of  
visitors every month

»  Tens of thousands of  
articles posted monthly

»  Hundreds of exclusive 
articles per year

Opportunities
Let us show you how to lever-
age the industry’s most visited 
websites and gain market share 
with our engaged audience!

» Apex banner
» Pinnacle banner
» Medallion banner
» Feature banner
» Featured offers text ad
» Article/press release

Full access

 on the web, tablets 

& smartphones!

Apex Banner

Apex Banner

Feature Banner

Medallion 
Banner

Medallion 
Banner

Pinnacle  
Banner

Pinnacle 
Banner

InsuranceNewsNet.com

InsuranceNewsNetMagazine.com
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AdvisorNews.com
Get in front of 40,000 of our most engaged and qualified financial 
advisors with your message.

AdvisorNews is a new brand focusing on supplying financial advisors  
with news they need. Other publications and websites say they serve  
advisors, but then they offer consumer news mixed with clickbait instead. 
AdvisorNews’ slate of reporters will deliver breaking news and the deeper 
issues that affect how business is done. 

Position your company with a fresh perspective on the modern  
financial advising world. 

AdvisorNews Covers...
» Market trends that advisors need to know for their clients
» The latest regulation and how it affects business
» Sales strategies from industry leaders

Sponsorship Opportunities
» Solo eBlast to AdvisorNews list 
» Banner ad on AdvisorNews section of website
» eNewsletter sponsorship with logo
» Logo sponsorship of section and archive
»  Print ad in AdvisorNews Wires section of InsuranceNewsNet Magazine

AdvisorNews eNewsletter Banners 
» Sponsor logo
» Apex (550x90)
» Pinnacle (180x150)

InsuranceNewsNet 2017 Media Kit 866.707.678614      



Reach our Financial Audience 
» AdvisorNews tab on InsuranceNewsNet.com 
»  AdvisorNews section in InsuranceNewsNet  

Magazine
» AdvisorNews eNewsletter
»  Dedicated eBlast to  

Financial email list of 40K

Top Products Recommended 

Financial
Audience
Over 241,000 
Touch Points Available 
Monthly

40%
have $50+ million  

in AUM 

90%
have been in  

business more than  
10 years

93%
Mutual
Funds

56%
Bonds

74%
Stocks

36%
Indexed
Annuity

58%
Variable
Annuity

34%
Universal

Life

57%
Term
Life

31%
Traditional

Fixed
Annuity
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Reach our Life Audience
» Life tab on InsuranceNewsNet.com
» Life Insurance Issue: September
» Life section in InsuranceNewsNet Magazine
» Life Insider Guide: September
» Life Thought Leadership Series: September
» INNDaily/INNWeekly eNewsletters
» Dedicated eBlast*

Top Products Recommended

Life
Audience
Over 849,000 
Touch Points Available 
Monthly*

*Combined Life & Annuity list of 225K sends

When John Hancock Life Insurance rolled out 
its Vitality™ program last year, it disrupt-
ed an age-old tradition in the industry: that 
gloomy conversation about death. With wear-

able devices and an integrated incentive and rewards pro-
gram, John Hancock Vitality is engaging the American pub-
lic in an exciting and healthy new way. In this Q&A, John 
Hancock Insurance Senior Vice President of Marketing 
and Strategy Brooks Tingle discusses the next evolution of  
Vitality and what role producers can play in making life better.

Q: What industry changes are carriers zeroing in on currently?
Insurance carriers are being introspective about the necessi-
ty of changing how we address consumers’ needs. John Han-
cock’s approach has been among the most prominent, as evi-
denced by our Vitality program. It’s a whole new approach to 
life insurance that offers protection and financial security while 
also rewarding customers for living a healthy life. 

There is a natural alignment between consumer health 
and longevity and the goals of the life insurance industry.  
After all, healthier lives are in everyone’s best interest. Up 
until recently, however, we have been so focused on pro-
viding protection at the end that we have not sufficiently 
thought about helping people live longer and healthier 
lives along the way. 

Now, for the first time, we are moving away from the para-
digm in which clients interact with their life insurance company 
perhaps once a year—when there’s a bill, an annual statement 
or a privacy notice. Instead, we are interacting with our active 
John Hancock Vitality customers 21 times a month, on average, 
as they earn points and enjoy rewards, premium savings, and 
access to health and wellness tips and resources.  

Consumers Want a Better Life
How John Hancock Is Delivering It

ending objective of the program is its evolution. We went to 
market last year with a set of ways to earn points and be re-
warded, predominantly around physical activity and preven-
tative screenings. 

This spring, we added the HealthyFood program, which 
is multifaceted. It helps customers identify healthy foods; 
then, at participating grocery stores nationwide, they can 
receive a 25 percent discount on these foods—and save up 
to $600 a year. Customers also earn Vitality points for their 
smart choices. These Vitality points can lead to immedi-
ate awards and help drive premium discounts. Also, we 
are collaborating with the Friedman School of Nutrition 
Science and Policy at Tufts University so we can provide 
policyholders with access to expert nutrition information 
and guidance to help them eat healthier every day. 

Q: How does John Hancock Vitality appeal to consumers at  
different stages in their lives? 
First and foremost, our customers are looking to be pro-
tected by life insurance, so that is something common to 
all life-stage demographics. Beyond that, as related to the 
suite of benefits, we still see a lot in common among the 
different age groups. We have found that people overall 
want to live healthier lives. 

We just rolled out an expanded Vitality program for cus-
tomers over age 71, taking into account their unique health 
and wellness considerations. That means they’ll get credit for 
the things they do to stay healthy but at a pace that makes 
sense. Even in their 80s, people still want to be aware of what 
they can do right now to live a longer, healthier life. 

Now, certainly at different stages in one’s life, different 
aspects of the program do resonate more. Young profes-
sionals are concerned with exercise and getting enough 
sleep. New parents are concerned with making the right 
food choices, and as healthy foods can be a bit more expen-
sive, the grocery savings of up to $600 per year is appeal-
ing. And older adults are concerned about how to reduce 
health risks and live longer. We’ve also found rewards, in-
cluding the cruise and hotel discounts, are great incentives 
for this age group.  

We’ve seen some myths and illusions shattered, though. 
Some people thought Vitality would appeal mostly to 
younger people. However, the first call we received in the 
call center last year was from a 72-year-old gentleman 
saying he loved the app. Also, some might have guessed 
wealthy clients wouldn’t value the savings. That’s also prov-
en not to be the case. 

Q: What kind of response have you received from producers 
regarding John Hancock Vitality?
There may be some who hesitate to embrace a new, technology- 
based product after selling a certain way for a number of 
years, but generally the response from our producers has 
been quite strong.   

What we want them to know is that customers want this 
kind of solution. When we’re talking directly with customers 
in various ways, whether it’s through focus groups or some 
of our other channel activities, the vast majority of custom-
ers prefer this type of insurance to the traditional life insur-
ance policy.

So one, the consumer desire and receptivity are there. Two, 
as the producer, you don’t need to be involved in all of the mov-
ing parts. We have a call center for John Hancock Vitality that 

will help customers sync their free Fitbit®, claim 
their rewards, etc. We have a customer experience 
team that actively watches as rewards are claimed 
and makes sure everything is working smoothly.

The role of producers is fundamentally unchanged 
except that now they’re able to talk to their customers 
about life rather than just talking about death.

Q: What is the most important thing life insurance pro-
ducers need to be doing for their clients right now?
The most important thing is simply to have the dis-
cussion. There are so many U.S. consumers today 
who don’t have the life insurance protection they 
need. And as somebody who has grown up in this 
industry, it pains me.

I’ve had the opportunity to lead functions like claims, and 
I’ve heard amazing stories about how families’ lives were 
changed as a result of the life insurance policies in effect. 

No matter what type of financial professional you are, 
engage your clients with this important protection, and un-
derstand that it no longer needs to be a discussion just about 
what happens at the end. Now it’s also a conversation about 
what an important role life insurance can play in motivating 
and rewarding clients for living a healthy life. 

Help deliver the better life consumers are  
asking for. Visit JHRedefiningLife.com today.

A corollary to this more interactive presence is another ma-
jor trend today, which is the power of technology to engage 
customers. In our case, this obviously means mobile apps. We 
have some innovative features as part of our Vitality Healthy-
Food™ program. If our John Hancock Vitality customers are 
in the grocery store and aren’t sure whether an item they’re 
looking at is healthy, they can scan the bar code. We have an 
app that will give them a health score on that item and recom-
mend alternatives. 

Also, we have a game called the Vitality Wheel. Customers 
who’ve completed a 10th workout within a certain period of 
time are alerted by their mobile device and get to spin a wheel 
that’s like the Wheel of Fortune. Rewards include gift cards 
from national retailers including Starbucks and Whole Foods. 
These have been extremely well-received by customers.

Q: What industry changes are you seeing as far as distribution?
Companies are looking for ways to leverage new technology 
to try to reach underserved segments of the U.S. consuming 
public. There has never been a larger proportion of the U.S. 
public who are underprotected by life insurance. So carri-
ers—certainly John Hancock—are creating new ways to reach 
those people, simplifying the insurance purchasing process, 
and making it easier for them to get the important insurance 
coverage they need. 

Traditional distribution, as it has been for much of the in-
dustry’s history, is very effective. There is just not enough of it 
anymore. We believe it’s critical to reach the customers who 
aren’t being touched by traditional insurance advisors, intro-
duce them to our solutions and then give them choice—the 
choice to work with John Hancock however they prefer. 

Q: How are John Hancock’s new solutions changing the way 
consumers view life insurance? 
The biggest change is that consumers are starting to actually 
think about life insurance as a dynamic, positive, active part 
of life while they’re living rather than something that just 
serves a purpose at the time of their death.

With John Hancock Vitality, we’re seeing a level of cus-
tomer satisfaction that is unprecedented in the life insur-
ance space. I was just telling somebody this morning that 
it’s hard to believe we’re talking about life insurance, given 
the tremendous feedback we’re getting. I’ve had people 
write to me and say, “This is the coolest thing I’ve ever 
seen.” Some of them are worth millions of dollars, so it’s 
not about the $10 Starbucks gift card. It’s about the engage-
ment and the fun. 

Q: How has John Hancock Vitality changed since it was launched 
last year?
John Hancock Vitality, at its core, recognizes the incredibly 
simple logic that a life insurance company should care a great 
deal about someone living a long, healthy life. Another never- 

LIVE HEALTHIER
Receive a free Fitbit® device 
to help track your progress, 
personalized health goals, 

expert nutrition information and 
guidance and much more.

HOW THE JOHN HANCOCK VITALITY PROGRAM WORKS

SAVE MONEY
Save as much as 15 percent on your 

annual premium and up to $600 
per year when you buy healthy 
food at the grocery store. Plus, 

the potential to earn thousands of 
dollars in other rewards.

GET REWARDED
Earn discounts, gift cards, and 
rewards from Amazon, Hyatt, 
iTunes, REI, Royal Caribbean 
International, Whole Foods, 

and other travel, entertainment, 
shopping and fitness brands. 

For Agent Use Only. Not for distribution or use with the public.

Insurance policies and/or associated riders and features may not be available in all states.

Vitality is the provider of the John Hancock Vitality Program in connection with policies issued by 
John Hancock.

Premium savings are in comparison to the same John Hancock policy without the Vitality program. 
Annual premium savings will vary based upon policy type, the terms of the policy, and the level of 
the insured’s participation in the John Hancock Vitality program.

Rewards and discounts may vary based on the type of insurance policy purchased and are only 
available to the person insured under the eligible life insurance policy. Rewards and discounts are 
subject to change and are not guaranteed to remain the same for the life of the policy.

HealthyFood savings are based on qualifying purchases and may vary based on the terms of the 
John Hancock Vitality program.

Insurance products are issued by: John Hancock Life Insurance Company (U.S.A.), Boston,  
MA 02110 (not licensed in New York) and John Hancock Life Insurance Company of New York, 
Valhalla, NY 10595. MLINY072916125.
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74%
identify themselves  

as independent

87%
of magazine readers  

sell life insurance 80%
Term
Life

72%
Universal

Life

65%
Whole

Life

33%
Final

Expense
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Reach our Annuity Audience
» Annuity tab on InsuranceNewsNet.com
» Annuity Issue: June
» Annuity section in InsuranceNewsNet Magazine 
» AnnuityNews Weekly eNewsletter
» Annuity Thought Leadership Series: June 
» INNDaily/INNWeekly eNewsletters
» Dedicated eBlast*

Top Products Recommended

Annuity
Audience
Over 849,000 
Touch Points Available 
Monthly*

*Combined Life & Annuity list of 225K sends

“Right now is the 
perfect time for us  
to become a leader  
in annuities.”

You’ve heard of Put-
nam Investment 
Management and 
Empower Retire-

ment, but perhaps not of 
another affiliated brand: 
Great-West Financial®. 
This long-standing insti-
tution is now becoming a 
player in the annuity space. 
In this Q&A, Senior Vice 
President and 25-year an-
nuity distribution veteran 
Mike McCarthy describes Great-West’s timely advan-
tage and a powerful vision to serve clients for life.

Q: What inspires you to work in this industry?

A: The thing that inspires me is what we do to help 
people. We help protect their 
hard-earned money and provide 
them with the ability to live with 
dignity in retirement. And what 
we do for people is so import-
ant that it doesn’t just help them 
during life, but it helps them af-
ter death; it helps their families. 
We provide people with invest-
ment, insurance and retirement 
income strategies to help them plan for and have the 
dignified retirement they have envisioned for them-
selves and their family. Imagine, that might be how their 
grandchild pays for medical school and goes on to cure 
cancer or something. To me, it’s a very noble industry.

Q: What is surprising about Great-West’s position in 
the retirement industry?

A: Great-West is a huge organization. We’ve been around 
for over 100 years. It’s one of the biggest companies that 
nobody knows. In 2014, Empower Retirement was creat-
ed by combining the retirement resources, expertise and 
scale of Great-West Financial’s retirement services, Put-
nam Investments and Great-West Financial Retirement 

The “Huge” New Way to Serve
Clients for Their Entire Lives

Q: How has consumer feedback shaped your prod-
ucts?

A: We’re not building products that we have to squeeze 
them into. We’re interviewing them and hearing exactly 
what’s important to different individuals. We’ve learned 
that we need to build products that have multiple living 
benefit options because different clients need different 
strategies, and I use the word “strategies” because we’re 

not here to just push products—we’re here to help advi-
sors and clients to and through retirement—and I don’t 
like to say “solutions,” because “solutions” implies 
there’s a problem. We also have a lot of flexibility built 
into our products because of clients’ different needs. 
And those needs will change over time, sometimes un-
expectedly.

Q: How do you offer more flexibility?

A: Instead of having restrictive, one-size-fits-all prod-
ucts, we offer a multitude of strategies. For example, 
with our VA contract, you have the ability to utilize our 
contract as an investment-only variable annuity (IOVA) 
with a return-of-premium death benefit and then add 
the rider after issue. We charge the same amount for 
single and joint lives. And we give multiple ways for 
clients to increase their retirement income. Many others 
will give only one way, which is a reset through market 
performance. We give three different ways. We’ll give 

Plan Services (formerly J.P. Morgan Retirement Plan 
Services). Now Great-West Financial is continuing to 
develop variable annuities and other retirement income 
strategies to help turn people’s retirement savings into 
retirement income streams.  

We already have great financial strength, and right 
now is the perfect time for us to become a leader in 
annuities. We have no legacy book of business that 
we’ve got to manage under the DOL. We don’t have to 
go back and fix anything. In this current low-interest 
environment, some providers have huge legacy books of 
business that are really putting a strain on them. When 
you’re guaranteeing someone 5 or 6 percent in a less-
than-2-percent environment, you’re not making money. 
Capital is the most precious thing an insurance company 
has, and companies that must deploy capital for busi-
ness that was already sold can’t be in as good a position 
as we are. We’re in a great spot. We are nimble and 
committed to the retirement income space, and there’s 

a big commitment from (President 
and CEO) Bob Reynolds to make us 
a top-five provider in 3–5 years.

The way we’re going to do it is 
by building a portfolio to work with 
clients throughout their entire life 
stage of investing—growth, accu-
mulation, income, retirement in-
come and wealth transfer products. 
We can provide strategies to help 

advisors work with clients and advise them throughout 
their entire lifetime.

Q: How does Great-West provide a competitive and 
diverse portfolio of products for advisors?

A: We are listening to advisors. We’ve done several fo-
cus groups throughout the country to see what they like 
and don’t like about the retirement income space, what 
their needs and wants are. We’ve done it with consum-
ers too, so we’re not building products in a vacuum. 
We’re building products based on the feedback of finan-
cial advisors and their clients that will allow advisors 
to work with their clients throughout their entire life, 
throughout all their stages of investment.

Access a powerful, flexible portfolio of strate-
gies that will enable you to serve clients for life. 
Get your complimentary Strategy Kit today at 

www.GreatWestStrategy.com.

a reset, allow them to add money to the contract after 
they start taking income, and then increase their income 
if they cross through an age span and the income factor 
would yield more. Not only give the “pay raise” but also 
potentially reduce fees. So there is a lot of flexibility built 
into the product. Also, we don’t use a volatility control 
or an asset transfer program or an algorithm in our pro-
tected accounts. Some companies, when they provide a 
guarantee, will put the client into a portfolio that’s 50-50, 

or it’s got volatility controls 
with some type of a program 
that will put clients into and 
take them out of the market. 
We don’t do that. We use a 
60-40 balance fund. We be-
lieve that’s a better value to 
the customer than to be put 
in and taken out of the mar-
ket based on some algorithm.

Q: What else do you do for 
advisors to help them sell?

A: Because of our size and 
our breadth, we can bring 
more resources to advisors 
to help them grow their 
business. Like I said earlier, 
we’ve been in the retirement 
business for a long time. Em-
power is the second-largest 
defined contribution record- 
keeper in the industry based 
on number of participants. 
Our sister company, Putnam 
Investments, is a well-known 

and respected mutual fund provider. And then we’ve 
got this portfolio of products in the insurance and re-
tirement income space. We believe we can provide you 
with more resources to grow your business than any 
other company out there, period. Personally, I al-
ways want to work with somebody who’s got the 
most tools on their tool belt, and that’s the value 
proposition that we bring to advisors. 

 DID YOU KNOW? 
Great-West Financial has a program called Community Impact, which supports their 
belief that focuses on financial literacy, health and wellness are some of the best invest-
ments that can be made within one’s community. The program focuses on:

»  Teaching school-age children the skills they’ll need to make good financial  
decisions throughout their lives

»  Championing causes that promote good health
»   Engaging associates in making personal & meaningful contributions to their  

community
 
Community Impact Program Accomplishments (since 2011)

»  $3.2 million in funding donated for financial literacy programs
»  615,000 students reached by these programs
»  $2.1 million of our associates’ donations,  

fundraising efforts & volunteer time matched
»  Awareness & funding assistance for: heart  

disease, breast cancer & childhood poverty

In addition to this program, Great-West includes  
paid volunteer time for any charity as one of  
their many employee incentives.

What else don’t you know about Great-West? 
Find out at www.GreatWestStrategy.com.

Any guarantees are subject to the claims paying ability of the insurer.

The principal underwriter is GWFS Equities, Inc., and securities, when offered, are offered through GWFS Equities, Inc. and/or other broker/dealers. 

GWFS Equities, Inc., Member FINRA/SIPC, is a wholly owned subsidiary of Great-West Life & Annuity Insurance Company. Great-West Financial® and Empower Retirement refer to 
products and services provided by Great-West Life & Annuity Insurance Company (GWL&A), Corporate Headquarters: Greenwood Village, CO; Great-West Life & Annuity Insurance 
Company of New York (GWL&A of NY), Home Office: NY, NY; and their subsidiaries and affiliates. Putnam Investment Management is affiliated with GWL&A and GWL&A of NY 
and its subsidiaries. The trademarks, logos, service marks, and design elements used are owned by GWL&A. PT266008 (5/2016)

The Annuity Issue  •  Special Sponsored Section The Annuity Issue  •  Special Sponsored Section

85%
have taken action in  

the last year as a result  
of reading the  

magazine

83%
have worked  

with over 100  
clients

63%
Fixed

Annuities

50%
Indexed

Annuities

40%
Immediate
Annuities
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Health/
Benefits
Audience
Over 412,000 
Touch Points Available 
Monthly

Reach our Health/Benefits Audience 
» Health tab on InsuranceNewsNet.com  
» HealthWeek eNewsletter
» Health section in InsuranceNewsNet Magazine 
» Health Feature: March
» Dedicated eBlast to the Health email list of 70K

Top Products Recommended 

55%
have annual premium  

volume exceeding  
$1 million

Nearly 40%
are executive &  

financial management  
decision makers

91%
Life Ins./
Benefits

61%
Individual

Health

54%
Vision

Benefits

60%
Dental

Benefits

54%
Group

Health/
Benefits

58%
Disability
Benefits

52%
Long-Term

Care
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Property/ 
Casualty
Audience
Over 120,000 
Touch Points Available 
Monthly

Reach our P/C Audience 
» P/C tab on InsuranceNewsNet.com
» P/C eNewsletter
»  Dedicated eBlast to the 

P/C email list of 60K

Top Products Recommended

82%
identify themselves as 

independent

84%
have annual premium  

volume exceeding  
$1 million

74%
Liability

65%
Commercial

Auto

72%
Commercial

Liability

64%
Property

70%
Commercial

Property

62%
Auto

66%
Workers’

Comp

62%
Homeowner/

Renters
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The 360º 
Approach
Taking a 360° approach to your marketing gives you the  
ability to tap into your target market’s information  
delivery preferences and ensures your message gets  
maximum exposure.
 
The packages below will help you generate leads, create 
awareness for your company and get your messages in front 
of the most qualified advisor audience in the industry. 

Product Starter Package Launch Package Expansion Package Enterprise Package

Print Ad – InsuranceNewsNet  
Magazine 12x 1/3-Page Ads 12x 1/2-Page Ads 12x 2/3-Page Ads 12x Full-Page Ads

Solo Email Blasts 12 18 24 72

Featured Text Ads 12 12 12 12

ROS Medallion Banner –  
InsuranceNewsNet.com 12 12 12

ROS Medallion Banner –  
InsuranceNewsNetMagazine.com 12 12

Medallion Banners –  
INN Weekly/INN Daily eNewsletter 12 12

Featured Text Ads on eNewsletter  
of Choice 12 12

Rate Card Price Per Month  $5,700  $9,335  $13,845  $23,665 

INNsider Package Price Per Month $3,985 $6,535 $9,695 $16,570
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Company Profile Special Feature

InsuranceNewsNet Magazine has added a new special feature 
called “Company Profile,” and we’re offering the slot exclusively to 
one high-profile company per issue.
Introduce our 140,000+* readers to your company leaders, share 
your unique history, announce products and innovations, and help 
our audience find new ways to be successful in this industry — 
with your help.
Get your 4-page Company Profile in InsuranceNewsNet Magazine 
PLUS high quality tri-fold reprints that will be an unforgettable 
leave-behind. 

Special feature includes:
»  We travel to you. We’ll conduct interviews and research 

and take professional photographs.
»  We’ll make you look your very best. Our award-winning writing  

and design team will create the entire 4-page feature, working closely 
with you to capture your voice and brand.

»  We will reinforce your value to our 140,000+ readers.  
Your Company Profile will be promoted in the table of contents  
alongside regular editorial.

»  We’ll provide you with the ultimate collateral pieces.  
You’ll receive 250 copies of a 6-page tri-fold reprint of your  
profile and rights to photos to use as marketing assets.

When is your preferred time to make a huge impact?
Whether it’s a big marketing push, a new product, an exciting change in  
leadership or an upcoming event that you need top-notch collateral for, we’re 
sure there’s a specific month that’s just right for you.

NEW
 for

2017!

*When you factor in pass-along and digital subscribers InsuranceNewsNet 2017 Media Kit866.707.6786 21      



Web High  
Impact
Creative
Units
» Video and interstitial ads
» Website sponsorships
» Sponsored content
» Rising star banners:
 • Billboard (970x250) 
 • Half page (300x600)
»  Channel-specific sponsor  

opportunities:
 • AnnuityNews 
 • AdvisorNews 
 • Life 
 • Health 
 • P/C

Interstitial

Section sponsorship (apex, pinnacle and logo)

Only one per section 

 per month available!
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INN eNewsletter Suite
Our eNewsletters are the source more financial and insurance professionals 
rely on for breaking news and insights that directly impact them.

Content That Engages
Subscribers love our original, award-winning journalism designed to help 
annuity, life and health producers sell more. Let us show you how to use these 
powerful platforms to promote your organization to an engaged audience.

» Unparalleled life, annuity, health, P/C and financial news
»  Responsive design for easy access on any device
» Original expert contributions and blog posts
» Regulatory updates
» M&A updates
» Insurance technology

Newsletter Frequency Reach Audience Opportunities

6x per week 250,000
5 daily plus 1 weekly eNewsletter  
containing a variety of insurance news.

apex, pinnacle, medallion 
and feature banners, text 
ads, logo sponsorship

weekly 20,000
Where annuity agents turn for the lat-
est news and insights in the industry.

apex and pinnacle 
banners, text ads, logo 
sponsorship

weekly 60,000
Helps P/C agents stay current with the 
latest news and analysis in the proper-
ty/casualty space.

apex and pinnacle 
banners, text ads, logo 
sponsorship

weekly 70,000
Keeps health advisors informed of im-
portant events impacting the industry 
and how it affects their business.

apex and pinnacle 
banners, text ads, logo 
sponsorship

weekly 25,000
Exclusively reports the happenings 
on Capitol Hill that guide the industry 
from an advisor’s perspective.

apex and pinnacle 
banners, text ads, logo 
sponsorship

weekly 40,000
Supplies financial advisors with break-
ing news and the deeper issues that 
affect how business is done.

apex and pinnacle 
banners, text ads, logo 
sponsorship

INN Daily Newsletter

Apex Leaderboard

Feature Leaderboard

Pinnacle

Medallion
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Digital Email Blasts
Email marketing is such a vital part of marketing strategy that 63% of 
B2B marketers say email is the most effective channel in generating 
revenue*. Optimize this effectiveness by tapping into the most engaged and 
responsive email database in the industry. 

Our full team of direct response experts is at your disposal to help you 
speak to your target producer with messaging and design that drive action.

It all starts with INN’s quality, responsive and targeted list of producers. 
We’ve spent years developing our pool of top producers through Insurance-
NewsNet.com and work hard at keeping them engaged and responsive.

Overview of e-marketing services
» Quality, targeted prospect database
» Second-to-none deliverability
» Award-winning campaign development
» Tested and proven strategy
» Real-time results

Ask us about our proven approach, and let us help you generate  
exceptional results!

*Hubspot marketing report

Life & Annuity

225K
SubscribersProperty/ 

Casualty

60K
Subscribers

AdvisorNews

40K
Subscribers

Health/Benefits

70K
Subscribers
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Exclusive Live From Trade Show  
Sponsorship Opportunities
The nation’s top producers devour the latest news and insights during 
InsuranceNewsNet LIVE FROM editorial coverage of the industry’s most 
attended conferences. Now you can position your brand as an exclusive 
sponsor in front of 100,000+ producers.

As an EXCLUSIVE SPONSOR*  
you receive:

»  Sponsorship of daily news  
updates that go to 50,000+  
producers every day for  
each day of the conference 
(typically 3 days)

»  1-week homepage exposure 
on InsuranceNewsNet.com, put-
ting you in front of 75,000+ 
producers

»  1-week website exposure  
on main show conference 
webpage

Live From Show 
Schedule
February
LIMRA Distribution 
Conference for Financial 
Services

April
LIMRA Life Insurance and 
Retirement Conferences

June
NAHU Annual Convention

September
NAIFA Annual Conference
IRI Annual Meeting 2017

October
LIMRA Annual Conference

November
NAILBA Annual  
Conference

*There is only 1 sponsor per show to ensure maximum exposure.

LIVE FROM 2016  
Retirement Conference
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Webinars are one of the most authoritative and interactive marketing  
opportunities for advertisers. They allow you to communicate thought  
leadership to a captive audience and generate leads. Let INN help you get 
your message in front of the most qualified advisor audience in the industry! 

We offer two powerful webinar formats to meet your needs.

Sponsored Content 
INN takes responsibility for webinar setup and promotion. The sponsor is  
responsible for webinar content, speakers and presentation.

Thought Leadership
We’ll feature an expert from your company as an industry thought leader in 
one of our special interview-style webinars. INN will put your slide content 
into a co-branded webinar format, complete with your logo on the promo-
tional eBlasts and in the presentation.

Webinar
Packages
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Webinar Package Breakdown Sponsored Content  
Package

Thought Leadership 
Package

60-minute webinar (up to 1,000 attendees)

Project management and presentation dry run

You’ll also receive the full registration and attendee lists, 
webinar statistics and reports

Plus! Receive a Webinar Best Practice Guide  
to ensure yours is a success!

Custom INN introduction and close

Up to 2 strategy sessions with INN webinar strategist

INN will serve as host and interview your expert

INN will put your slide content into a co-branded webinar 
format (up to 20 slides)

Promotion for Webinars

6 email promotions (450,000 sends)

Text ad in INN eNewsletter

3-email follow-up sequence

Post-show email with link to webinar recording

YouTube posting for additional exposure

InsuranceNewsNet 2017 Media Kit866.707.6786 27      



Licensed Content/Reprints
Reprints provide a rare opportunity to communicate with and impress 
your target audience without advertising. Reprints boost your visibility 
and credibility while positioning you as a thought leader in the industry. 

Leverage our award-winning journalism. From magazine articles to  
website content, digital reprints and more, INN offers premium content 
that’s all ready to engage your producers.

Put the power of the InsuranceNewsNet brand to work for you by taking 
advantage of one or more of the many content licensing products we 
offer!

It’s as easy as 1, 2, 3!

Life  Annuities  Health  Financial

www.insurancenewsnet.com
March 14, 2016

As published on

By Stacy Mercer • Director of Marketing & Strategic Initiatives at Sammons Retirement Solutions, Inc. 

Scenario 1: The 2015 tax rate schedule

Scenario 2: Retirement plan contribution limits and IRAs

InsuranceNewsNet Magazine  »  July 2015

 

surancenewsnet
M A G A Z I N ELife   Annuities   Health   Financial July 2015

 InsuranceNewsNet Magazine  »  July 2016

 

Hawaii’s Hana Highway is an 
example of why even the road 

through paradise requires 
careful guidance.

surancenewsnet
M A G A Z I N ELife   Annuities   Health   Financial July 2016 1

CHOOSE 
YOUR  
TOPIC
We provide an  

article library to  
choose from.

2
CHOOSE 

YOUR  
USE

Tell us print/ 
electronic and  
desired length.

3
CHOOSE 

TO  
CUSTOMIZE

Add your logo  
and ad to any  

reprint.

Online Article
Reprints/PDFs

Branded
Reprints

Magazine
Reprints
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Custom Content from the Leader in  
Insurance and Financial News
Get our award-winning writers working for you! 
Everyone wants great content, but you may lack the 
resources to get it done right. Think of INN as an 
extension of your marketing department.

Services include content strategy, project man-
agement, award-winning copywriting and design, 
professional proofreading, print management and 
everything in between.

For all those projects you just haven’t been able to get 
off the ground — call us. We’re here to help!

Sponsored and Native Content Package 
We will craft a professionally-written article  
(up to 1,000 words) that includes promotion via:

» Custom microsite with web banners
»  Full-page placement in InsuranceNewsNet  

Magazine
» Custom eBlasts to eNewsletter lists
»  Content promotion in daily and weekly  

eNewsletters
»  Promotion on InsuranceNewsNet.com  

homepage
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Top 10 Reasons  
to Partner with INN on Your Next 
Marketing Campaign
10. We launch over 100 campaigns every month, so we know what’s working.

9. You will have the industry’s most creative department at your disposal.

8.  Monthly strategy calls ensure your campaign is on track.

7.  Access a dedicated client dashboard for campaign monitoring.

6.  Real-time leads are delivered straight to your inbox.

5.   We have generated more than 193,000 producer/advisor leads in just  
the past 4 years.

4.  Ads are created by award-winning designers.

3.  Agency-caliber copywriting services integrate your brand and vision.

2.  Our direct response consultants are experts in your industry.

1.  We focus on results.

30      InsuranceNewsNet 2017 Media Kit 866.707.6786



Go here to see more case studies: 
innmb.com/casespotlight

Our Clients

See Results!

3,832 Leads
Generated in 12 Months

2,213 Leads
Generated in 12 Months

Native Advertising Generated Over  

70,000  
Impressions

Sponsored content by 

A dvisors are well aware that clients 
underestimate the chances of bad 
things happening to them as well 
as the importance of planning to 

maintain one’s quality of life, yet few advisors 
have insight into why. Understanding the rea-
sons behind the optimism bias can help ad-
visors guide clients to a realistic approach in 
assessing and planning for risk.  

Making advisors aware of the scientific 
research that explores those reasons is an 
important initiative at Prudential. “When it 
comes to planning for one’s financial future, 
being overly optimistic may have harsh conse-
quences for individuals and their families,” said 
Niharika Shah, Vice President, Head of Brand 
Marketing and Advertising for Prudential.

Shah said that Prudential believes that advi-
sors and the individuals they serve should plan 
for the future realistically so that clients and 
their families can continue to pursue their ambi-
tions in life, even in unfortunate circumstances 
such as death, critical illness or disability. 

WE’RE HARDWIRED TO  
BE OPTIMISTIC
Tali Sharot, author of “The Optimism Bias: 
A Tour of the Irrationally Positive Brain” 
and associate professor (reader) at the De-
partment of Experimental Psychology at 
University College London, has conducted 
several research studies that show the bias 
toward optimism is related to the interac-
tion between the frontal lobes and the deep 
structures of the brain that process emotion 
and motivation.

Some evidence also suggests that specific 

genes are related to optimism. When it comes 
to the reasons people have the bias, Sharot 
said there’s a relationship with human sur-
vival and that human health and motivation 
benefit from being optimistic. 

“Optimism keeps our minds at ease, low-
ers stress, and improves physical health,” she 
said. “For example, a study of cancer patients 
revealed that pessimistic patients under the 

age of 60 were more likely to die within eight 
months than non-pessimistic patients of the 
same initial health, status and age.”

“It is human nature to be optimistic,” 
Shah said. “We tend to think bad things hap-
pen to other people, but not to us, which is 
an amazing human behavior and one that 
keeps us motivated and focused on positive 
momentum.”

THE DOWNSIDE OF OPTIMISM
“Too-positive assumptions can lead to disas-
trous miscalculations—make us less likely to 
get health checkups, apply sunscreen or open 
a savings account,” Sharot said. 

James A. Shepperd, professor of social 
psychology at the University of Florida, said 
that people put themselves at risk “only if 

the optimism leads them 
to take risks or fail to take 
precautions.” 

Prudential financial 
advisor Amanda Panico, 
CLU, CFP, has had first-
hand experience with 

miscalculations and clients not taking 
precautions. “There are the people who 
are terrible savers, who have no follow-up 
or plan, and they expect to turn a little 
money into a lot of money because they 
think that the laws of compounding will 
make up for their lack of savings. It cre-
ates a false sense of security that makes 
people save too little for retirement.”

PUTTING THE BIAS TO WORK
While people persist in applying the bias to 
their personal futures, Sharot said that people 
are not looking for magical solutions. They 
recognize that they have the power to make 
things turn out okay. 

Shepperd takes a similar position. “Opti-
mism grounded in behavior can be a good 
thing. That is, predicting a positive future 

is not unrealistic if you are taking the steps 
to ensure that the desired event transpires.  
Having enough savings to retire doesn’t come 
from wishing it so. It requires taking actions 
today to achieve the desired goal.”

FINDING THE BALANCE
“The key here really is knowledge. We’re not 
born with an innate understanding of our bi-
ases. These have to be identified by scientific 
investigation. But the good news is that be-
coming aware of the optimism bias does not 
shatter the illusion,” Sharot said.

With in-depth knowledge of the bias and its 
source, advisors can create a new trajectory for 
clients—one with proper planning that identi-
fies real risks and addresses their potentially 
devastating impacts.

To learn more about leveraging the opti-
mism bias as a planning tool and to read the 
full article, visit:

www.ItWontHappen.com

“When it comes to planning for one’s 
financial future, being overly optimis-
tic may have harsh consequences for 
individuals and their families.”

Today, Americans are misjudging their futures and are woefully unprepared,  
in part because of the optimism bias. 

WARNING! All attendees will learn how to market, sell, and  
structure IUL’s using cutting-edge sales strategies.

Call immediately, seats are filling fast in all major cities!

866-871-0964
All expenses paid. No singing required. 

Visit www.expertIUL.com for more information. 

Call immediately to get your backstage pass 
and complimentary reserved seat!

Become an IUL Rock Star

 www.IULMegaProducer.com
866.871.0964

Apply Today at  
NO COST  

and Receive  
ULTIMATE  

IUL CLIENT  
PRESENTATIONS 

  Lead Generation System         Top Commissions         IUL Sales Software
    All-Expenses-Paid IUL Sales Academies

Apply today at  NO COST  and receive Ultimate IUL Client Presentations!

All mega producers receive: 
 • ALL-EXPENSES-PAID IUL sales academies • IUL lead generation system
 • Industry’s top commissions • IUL sales software

www.KingofIUL.com | 866.871.0964
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Magazine
Rates

Premium Placements

AD SIZE 1X 3X 6X 12X

SPREADS

First Spread (IFC & pg 1)** 11,700*

Center Spread** 11,700*

Two-Page Spread** 10,575 9,515 8,725 7,930

COVERS

Back Cover** 10,505 9,475 8,945 7,890

Inside Back Cover** 9,270 8,355 7,885 6,955

TABLE OF CONTENTS

1st TOC** 7,525 6,775 6,210 5,640

2nd TOC** 7,525 6,775 6,210 5,640

High Impact – Call for Pricing

False Cover** Gatefold Cover**

Insert Booklet (8pg or 12pgs** Content Marketing/Advertorial

Polybag** Post-it Note

*Only availabe with yearly commitment.  **Only 1 unit available per issue.InsuranceNewsNet 2017 Media Kit 866.707.678632      



Magazine
Rates

Prime Placements

AD SIZE 1X 3X 6X 12X

Page One** 8,060 7,255 6,650 6,045

Inside Front Cover** 9,270 8,355 7,885 6,955

Health Wires** 7,310 6,580 6,030 5,485

Annuity Wires** 7,310 6,580 6,030 5,485

Life Wires** 7,310 6,580 6,030 5,485

AdvisorNews Wires** 7,310 6,580 6,030 5,485

Standard Placements

AD SIZE 1X 3X 6X 12X

Full Page 5,875 5,295 4,845 4,405

2/3 Page 4,535 4,065 3,740 3,400

1/2 Page 3,860 3,475 3,185 2,895

1/3 Page 2,675 2,410 2,205 2,000

Double Marketplace 1,475 1,325 1,220 1,110

Marketplace 750 675 620 565
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INN eNewsletters 

PRODUCT PLACEMENTS DAY SENT SIZE PRICE

INN Weekly Weekly Monday Apex 2,450
INN Daily (5) Daily Sunday-Thursday Feature 2,095

Pinnacle 1,590
Medallion 1,270
Text Ad 985
Logo Sponsorship 1,250

P/CWeek Monthly Tuesday Apex 1,430
60,000 Pinnacle 900

Text Ad 650
Logo Sponsorship 5,000

AnnuityNews Monthly Wednesdays Apex 1,850
20,000 Pinnacle 1,170

Text Ad 900
Logo Sponsorship 5,000

HealthWeek Monthly Thursdays Apex 2,035
70,000 Pinnacle 1,700

Text Ad 900
Logo Sponsorship 5,000

Washington Monthly Sundays Apex 2,035
Insider Pinnacle 1,250
25,000 Text Ad 750

Logo Sponsorship 5,000

AdvisorNews Monthly Monday Apex 2,035
40,000 Pinnacle 1,250

Text Ad 750
Logo Sponsorship 5,000

eNewsletter
Rates
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InsuranceNewsNet.com

PRODUCT FREQUENCY SIZE PRICE

Leaderboard Monthly 728x90 
320x50 mobile

3,800

Featured Leaderboard Monthly 728x90 
320x50 mobile

1,350

Pinnacle Monthly 300x250 2,300

Medallion Monthly 300x250 1,400

Text Ad Monthly 160 total characters 895

HIGH-IMPACT

Billboard Monthly 970x250 
320x50 mobile

4,560

1/2 Page Pinnacle Monthly 300x600 2,990

1/2 Page Medallion Monthly 300x600 1,820

Interstitial Monthly 640x480 100 CPM

InsuranceNewsNetMagazine.com

PRODUCT FREQUENCY SIZE PRICE

Leaderboard Monthly 728x90 
320x50 mobile

850

Pinnacle Monthly 300x250 750

Medallion Monthly 300x250 520

Text Ad Monthly 160 total characters 375

Website
Rates
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Email
Blast
Rates

Email Blasts

PRODUCT LIST QTY FREQUENCY PRICE

INN Email Blast 75K each send                 
225K total list

6 per day 2,120

P&C Email Blast 60K 1 per day 1,600

Health/Benefits Email Blast 35K each send              
70K total list

2 per day 1,995

AdvisorNews Email Blast 40K each send              1 per day 4,500

Email Specs
When supplying your own email designs, please adhere to the following 
guidelines:

•  Supply an HTML file with a 70/30 text to image ratio. Most of the 
text should be actual text rather than an image with text in it.

• Images supplied or hard-linked to your web host

• Links embedded in the HTML or otherwise supplied

•  CSS styles limited to text formatting – works best when used inline (as 
opposed to listed in the <head>)

•  Table-based layouts tend to work best for all mail browsers (Outlook, 
Gmail, Yahoo, etc.)
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Digital Specs
POSITION AD UNIT DIMENSIONS

(pixels)
MAX INITIAL FILE  
LOAD SIZE

ANIMATION
TIME (seconds)

LOOPING

InsuranceNewsNet.com & InsuranceNewsNetMagazine.com

Apex Leaderboard
Billboard
Mobile Leaderboard

728 x 90
970 x 250
320 x 50

40kb
60kb
40kb

:15
 “
 “

4x
 “
 “

Pinnacle Medium Rectangle
Half Page

300 x 250
300 x 600

40kb
   “

:15
 “

4x
 “

Medallion Medium Rectangle
Half Page

300 x 250
300 x 600

40kb
   “

:15
 “

4x
 “

Feature Leaderboard
Mobile Leaderboard

728 x 90
320 x 50

40kb
   “

:15
 “

4x
 “

Text Ad Headline: 60 Characters |  Description: 100 Characters  (character count includes spaces)

Interstitial 640 x  480 80kb :15 (Animation) / :30 (Video)  

INN eNewsletters

Apex Leaderboard 550 x 90 40kb n/a n/a

Pinnacle Rectangle and Text Link 180 x 150
60 characters

40kb
   

n/a
 

n/a
 

Medallion Rectangle and Text Link 180 x 150
60 characters

40kb
   

:15
 

4x
 

Feature Leaderboard 550 x 90 40kb :15 4x

Text Ad Headline: 60 Characters |  Description: 100 Characters  (character count includes spaces)
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Print Specs
AD UNIT BLEED TRIM NON-BLEED
 WIDTH x HEIGHT WIDTH x HEIGHT WIDTH x HEIGHT

2-page spread 16 1/2” x 11” 16” x 10 1/2” 15 1/2” x 10” 
 419mm x 279mm 406mm x 267mm  394mm x 254mm

1/2-page spread 16 1/2” x 5 1/2” 16” x 5 1/4” 15 1/2” x 5” 
 419mm x 140mm 406mm x 133mm 394mm x 127mm

Full page 8 1/2” x 11” 8” x 10 1/2” 7 1/2” x 10” 
 216mm x 279mm 203mm x 267mm 194mm x 254mm

2/3 page 5 1/4” x 11” 5” x 10 1/2” 4 1/2” x 10” 
 133mm x 279mm 127mm x 267mm 114mm x 254mm

1/2 page 8 1/2” x 5 1/2” 8” x 5 1/4” 7” x 5” 
 216mm x 140mm 203mm x 133mm 181mm x 127mm

1/3 page 2 7/8” x 11” 2 5/8” x 10 1/2” 2 1/4” x 10” 
 73mm x 279mm 67mm x 267mm 57mm x 254mm

1/4 page        —        — 3 3/8” x 5” 
   86mm x 127mm

Marketplace        —        — 3.5” x 1.75” 
   89mm x 44mm

Double Marketplace        —        — 3.5” x 3.75” 
   89mm x 95mm
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Print
Submission
Guidelines

Material Requirements
All ad files should be uploaded to insurancenewsnetmagazine.com/upload.  
If supplied proofs are required, please send to our office address.

Mechanical Specifications
•  Final trim: 8˝ x 10 1/2˝ (203.2mm x 266.7mm).
• Live matter safety: 5/8˝ (16mm) all 4 sides.
•  Gutter safety for double spread: 1/2˝ (13mm); total gutter safety = 1/4˝ (6.5mm) on 

each side.  
Headlines across gutter should be set so that words, rather than letters, are split.

General File Requirements
•  Each file should contain only one page or one spread.
• Colors must be CMYK, no PANTONE colors.
•  All required trapping should be done prior to creating the file.
•  Include quality control patch (color bars) within maximum dimension of ad file.
•  All marks (trim, bleed, center) should be included in all colors.

Acceptable File Formats
•  Preferred: PDF/X-1a:2001 with fonts and 300 dpi images embedded.
•  Adobe InDesign CC must include all screen & printer fonts and all resource images.
•  Adobe Illustrator CC must include all screen & printer fonts and all resource images 

or embed images.
•  Adobe Photoshop must be 300 dpi. If text is used, file must be saved as a hi-res 

TIFF.

Additional Notes
Contract quality press, offpress and digital (halftone and continuous tone) proofs are 
acceptable for color guidance on press. Examples of preferred SWO-certified proofs 
can be found at swop.org. Ads without a complete set of color guidance proofs will be 
accepted at the advertiser’s risk.
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GENERAL CORRESPONDENCE
info@insurancenewsnet.com
www.insurancenewsnet.com
866.707.6786

ADVERTISING INFORMATION
sales@insurancenewsnet.com
www.innmediakit.com
866.707.6786 ext. 125

AD SUBMISSION
ads@insurancenewsnet.com
www.insurancenewsnetmagazine.com/upload
866.707.6786 ext. 130

EDITORIAL IDEAS/SUBMISSIONS
editor@insurancenewsnet.com
866.707.6786 ext. 124

Contact
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866.707.6786  |  www.insurancenewsnet.com

WHERE
CAN WE
TAKE YOU?


