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As we were planning the 2003 conference, we weren’t 
sure what to expect. We hoped to attract at least 150 
attendees. And the actual attendance was over 300! 
Clearly, we were addressing an industry need. The con-
ference attendance grew all but one year through 2008, 
peaking at nearly 700 just before the Great Recession.

In the years since 2003, many things have changed 
— both in the industry environment and specific to the 
conference — while some have stayed the same. Consider 
these examples:   

• In 2003 the opening keynote speaker was Ed Zore, 
CEO of Northwestern Mutual. In 2014 the closing 
speaker is John Schlifske, CEO of Northwestern 
Mutual.  

• In 2003 we had 18 workshops and two general 
sessions, including one professional speaker.  
In 2014, we have 26 workshops and three general 
sessions, including three professional speakers.  
The conference is also a half day longer.

• There were no social media sessions in 2003. Today 
there is something about social media on virtually 
every conference program, including the Life 
Insurance Conference, whether in workshops or 
on the main platform. In fact, LIMRA and LOMA 
now even host a conference devoted exclusively to 
social media.

• Several other topics covered in 2014 were not even 
on the radar in 2003, including unclaimed property 
and the legal landscape of same-sex marriage in 
the post-DOMA environment. Principles-based 
reserves (PBR) didn’t show up as a topic until 2006. 
It has been on the agenda several times since and is 
again in 2014. (And PBR still is not implemented — 
at least not yet!)

• In 2003 there was a session titled “VUL vs. UL: 
Which Way to Go?” VUL was last mentioned in a 
session title in 2007, while UL has been the focus 
of five sessions in the last six years. I think, in this 
case, the market helped decide which way to go.

A Flagship Industry Event: Past, Present, and Future 

R
 ight after this issue is published, LIMRA  
 and LOMA — along with our part- 
 ners at the Society of Actuaries (SOA) 
 and American Council of Life Insurers 
 (ACLI) — will host the 12th annual Life 

Insurance Conference. After helping to plan a dozen 
of these meetings, I thought it would be a good time to 
reflect on where the conference has been and where it 
might be going.

First, a brief history lesson. Those who are as old as 
me may recall that “LIMRA” used to be an acronym for 
“Life Insurance Marketing and Research Association.” 
In 1995 we dropped the words behind the acronym 
and “LIMRA” became our legal name. Why? Because 
LIMRA had expanded well beyond life insurance.  
We had built robust group insurance and pension 
research programs; we were expanding annuity research 
and health insurance research. Our member benefits 
program covered investment products and broker-dealers. 

These new areas of research spawned new confer-
ences and meetings specific to those topics.  We had the 
Group and Pension Marketing Conference, the Annuity 
Conference, the DI & LTC Insurers’ Forum, and more.  
Ironically, given our long history of life insurance 
research, we didn’t have a conference focused solely on 
life insurance. Perhaps the reason is that, historically, 
many of our conferences had “life insurance” as part of 
them because life insurance was part of almost everything  
we did.   

So it occurred to us (starting with LIMRA’s CEO 
at the time) that there was a void that needed filling:  
We were missing a conference focused entirely on life 
insurance. The conference should include all aspects of 
the product — from product development, marketing, and 
distribution to underwriting, claims, and administration, 
perhaps with a dash of regulation. To help us develop 
a comprehensive program covering all these topics, we 
reached out to sister trade associations — LOMA (prior 
to our merger, of course), SOA, and ACLI. What started 
as an idea in the spring of 2002 turned into the first Life  
Insurance Conference in the spring of 2003.
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• Reaching the middle market was, and remains, 
a challenge for life insurers. Nine sessions in  
12 years have focused on this market segment:

o Maximizing Growth in the Middle Market 
(2003)

o Betting on the Middle Market (2004)

o Coming Face to Face With the Middle 
Market (2005)

o To Buy or Not to Buy: How the Middle 
Market Decides (2008)

o The Middle Market: Opportunities and 
Challenges (2008)

o Scaling the Wall: Overcoming Barriers to 
Financial Advice and Sales in the Middle 
Market (2010)

o The Middle Market and More (2011)

o Reaching the Elusive Middle Market (2013)

o Life Insurance for the Middle Market:   
An Actionable Understanding (2014)

 Will this be the year that the industry finally solves 
this puzzle? 

• We introduced a mobile app at the 2013 conference 
that allowed access to the program, presenters, and 
presentations from smartphones and tablets. These 
now-ubiquitous devices did not exist in 2003.  

The Life Insurance Conference has evolved as the 
product and markets have evolved — and it will continue 
to do so. We can only guess at which topics might be on 
the agenda a dozen years from now. Perhaps we’ll see 
some like these: 

• Life insurance in the pandemic era? 

• Or, to take a more positive outlook, life insurance 
in the post-cancer era?

• Underwriting with (or without) genetic testing?  

• The impact of robotic parts and synthetic organs 
on product design and underwriting?

• Selling life insurance with Siri?

Whatever the relevant topics of the day, the conference 
team will design a program to help our members address 
them. (And, yes, there likely still will be a session on how 
to sell life insurance in the middle market.)  

ProdUCts Commentary 
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Vince Peterson is Senior Consul-

tant, Talent Development at LIMRA. 

In this role, Peterson designs, devel-

ops, and delivers products and pro-

grams that help agents, advisors, 

managers, and field support staff 

become more successful. For over 

30 years in the industry, he has led sales teams, designed 

and facilitated workshops for sales managers, and assisted 

agency owners in building their businesses. Peterson spent 

the majority of his career with Allstate Insurance, where he 

managed agency owners and assisted with staff development. 

Peterson can be reached at 860-285-7733 or vpeterson@

limra.com.   

Malcolm C. McCulloch, Ph.D. is 

Senior Research and Market Consul-

tant for LIMRA and LOMA. He is an 

industrial-organizational psycholo-

gist who helps companies build and 

maintain quality workforces by 

implementing effective recruiting, 

assessment, and development practices. McCulloch leads 

assessment development and validation projects and is a 

long-standing member of the American Psychological Associa-

tion, the Personnel Testing Council — Metro Washington, and 

the International Personnel Assessment Council. He can be 

reached at 860-298-3970 or mmcculloch@limra.com.

The Bottom Line
Like so many other possibilities in our increasingly 
mobile world, each industry and each company 
must examine its own needs and resources to deter-
mine whether to utilize virtual work arrangements. 
Research clearly shows that virtual workers can be 
highly productive team members — but the key is to 
prepare both virtual employees and those who manage 
them to ensure a successful transition. c

To subscribe to our RSS feed, 
go to www.limra.com/RSS_Feeds.aspx

Visit www.limra.com/insights today!

Members are encouraged to post 
comments and suggest future topics.

u  Provides LIMRA members direct access 
to highlights from recent research

u  Shares thought-provoking commentary 
from our subject matter experts

u  Features top-level summaries as well 
as links to more in-depth analyses

INSIGHTS
A Blog From LIMRA Research
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Mark Murphy of Leadership IQ wrote, “For 
Gen Y, Work Must Have Meaning and Vision.”  
Is that really limited to Gen Y? Don’t we all want 
our work to have meaning and vision? Wouldn’t that  
certainly have been true of the Baby Boomers who 
came of age during the Vietnam War, who protested 
for civil rights and against the “military-industrial 
complex” (a phrase coined, ironically enough, by a  
former general who was warning of a possible impend-
ing threat — Dwight Eisenhower)? 

Remember how the Boomers identified with  
The Graduate Benjamin Braddock’s chagrin when a 
friend of his father’s said he should consider a future 
in plastics? He wanted a career with meaning too.  
(For those of you who have never seen The Graduate, 
at least spend a minute on YouTube watching the clip 
called “One Word: Plastics.”)

The point is: Segmenting based solely on generation 
just doesn’t work. Especially when it comes to financial 
services, many younger consumers act like those in 
older generations: Contrary to stereotype, about half 
still say they would want to buy life insurance face-to-
face, far more than want to buy it online. 

I would think a more useful segmentation would 
be along the lines of their financial behavior. Are they 
savers or spenders? Do they need instant gratification 
or can they wait? Do they have traditional family val-
ues or are they more “modern family” in their lifestyle?  
I would submit that these are better predictors of how 
good a market they are for financial services than 
which generation they happen to belong to.

Of course, if you want to market to the 38 percent 
of Millennials with tattoos, tattoo parlors could easily 
become a new distribution channel... c

Look AgAin 
continued from page 116
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Figure 1

Overlap Between Generations

Visit the NEW www.limra.com today!

Don’t miss out on 

the latest research and 

events that connect you 

to industry leaders,

peers and best practices 

to gain a perspective 

on current trends.on current trends.

• Retirement Research: 
 limra.com/research/retirement

• Target Markets Research: 
 limra.com/research/markets

• Technology Research: 
 limra.com/research/technology

The new LIMRA.com will help you to quickly access the information 
you need by:

         Giving you a personalized view of only the data 
         you want in order to gain insights and make more 
         informed decisions. Members can login and access 
  the new MY LIMRA dashboard for instant access to your customized  
    view of LIMRA Research, Events, Podcasts and Videos.

  Targeting LIMRA Research on the latest topics in:

  • Distribution Research: 
   limra.com/research/distribution

  • International Research: 
   limra.com/research/international

  • Product Research: 
      limra.com/research/product

  Streamlining navigation so you can easily  nd the pages and 
  content that are of importance to you from anywhere on the site.

V
MY LIMRA

To ensure you get the most out of your 
LIMRA membership and LIMRA.com account, 
we’ve created this next generation website 

to take you into the future.

The New LIMRA.com
www.limra.com
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