


Recently, on a Saturday afternoon, I was at-
tending the graveside service of  Mrs. Wilson. 
She had purchased a final expense plan from 
me only three years before. After the beautiful 
and peaceful service, her four adult children 

approached me and invited me to join the family afterwards 
for refreshments at a nearby home. They also expressed 
their deepest thanks for the burial policy I had helped their 
mother obtain. The funds were a blessing during their dark-
est hour. Because of  the proceeds, they could give their 
mother a simple and dignified funeral service and buy a 
gravesite and marker.

This kind of  thing is now a monthly experience for me. 
I’ve been exclusively in the final expense niche for more 
than a decade. It is a direction many of  you seasoned pro-
ducers may want to look into further — either to add final 
expense plans to your current practice or simplify your life 
and just devote all your activities to this target market. This 
unique product line not only provides tremendous peace 
of  mind to your clients and their loved ones, but you the 
agent receive many rewards, especially if  you have the desire 
to “just sell.”

There are many benefits to providing final expense in-
surance.

Simple Underwriting/Jet Issue
As life underwriters, which we were once called, we sub-

mit risk applications to insurance carriers. We realize carri-
ers have become increasingly cautious with underwriting, 

and while this is understandable, it’s aggravating to 
those agents who don’t want to build a large estate 
planning practice with overhead, and may lack the 
patience or interest to take years to build relation-
ships with corporate owners before they place even 
one policy. Many agents do not want to build a 
group medical insurance practice and staff  it with 

employees — they just want to sell across the 
kitchen table. And some agents want their ap-
plications approved ASAP.

Most agents get paid for what we do best 
— that is, hunt for business. Most get only one 

opportunity to sit down with the prospect, show 
a problem that is before them, and solve the problem with 
them.

Because of  careful product development in final expense 
insurance, high-quality carriers have created simple under-
writing for agents, usually with only five to eight major 
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health questions, a telephone inter-
view, a quick MIB hit, then approval. 
No APS, no HOS, and no para-meds 
are required.

Why do the many high-quality final 
expense carriers jet issue these policies, 
you may ask? One, the carriers in final 
expense minimize their risk per case 
to about $15,000 to $25,000 max, and 
the rate-per-thousand is perhaps at a 
table 2 or 4.

If  you concentrate your career track 
on this target market, you will find 
most “blue collar” seniors obtain only 
about $10,000, because many are on 
a fixed income and simply want to be 
able to help their children with the fu-
neral and cemetery costs.

The benefit to us veteran agents who 
love to “just sell,” is that the policy 
is usually approved and mailed within 
seven to 10 days of  applying.

“No” Servicing
In this specialized niche, producers 

have little servicing compared to most 
other lines of  financial and insurance 
products they might be licensed to 
market. Only three quick service calls 
are common from final expense poli-
cyholders — changing banks, chang-
ing beneficiaries, or the death claim 
itself. I believe all three of  these, due 
to liability, should be handled by cus-
tomer service at the carriers.

I take pride in returning my clients’ 
phone calls within 24 hours, but I 
simply refer them to the carriers’ toll-
free numbers. The information needs 
to come from the insured because of 
proper and direct communication (if  
you’re an experienced agent, you know 
the many problems that can arise when 
we get caught in the middle with the 
insureds and home office). 

Even better news — you will have 
very few service calls. Even after a 
decade in this specialized market, 
I average only four service calls a 
month.

I do, however, ask the carriers and 
families to contact me when there is 
a death claim, because I make every 
attempt to attend the services. I do 
so because I enjoyed working with 
that lovely senior — mothers, fathers, 
and grandparents who love their chil-
dren and grandchildren. I want one 
last memory of  the family not hav-
ing the burden of  the high cost of 

dying. It also makes me feel good 
about myself  when I see a dignified 
service that my efforts helped make 
possible.

Adding Final Expense to 
Your Practice

It’s easy to add final 
expense products to fit 
with your existing book 
of business — just do a 
little homework and then 
you can ask your clients whether they 
are aware of the current high cost of 
dying. The Web site of the National 
Funeral Directors Association (NFDA) 
has links on the latest fees for funerals, 
but not cemetery costs. Remember to 
add those fees if the prospect does not 
have property. The NFDA reports that 
the national average is $6,000, but I find 
this somewhat low.

People purchase more funeral ser-
vices and merchandise in the south-
ern states and along the eastern sea-
board. In the midwest, they spend a 
little more than the national average. 
Final expense costs less in the western 
states, because a high percentage of 
people favor cremation.

Visit two or three funeral homes in 
your area. Upon your request, they are 
required to give you their current price 
list (FTC Law, Funeral Rule of  l984 & 
1994). Then, stop at one or two cem-
eteries and ask them for their current 
prices of  plots, crypts, and niches.

If  you’ve ever had to make at-need 
arrangements in the past, you most 
likely were surprised by all that was 
involved. One statement I hear almost 
daily from families is, “We had no idea 
it would cost that much.”

Upon showing your client this infor-
mation, you can share how a simple, 
easy-to-get-approved life insurance 
plan can be used to help cover all or 
most of  these expenses.

You should encourage clients to keep 
the other plans they may have with you, 
including life insurance for estate plan-
ning, income replacement, and gifting. 
This little “burial policy,” however, can 
be used for burial expenses and even 
can be given assignment directly to the 
funeral home, so children might not 
have to open their checkbooks during 
their grieving period.

Selling Final Expense Only

Many who love to “just sell” have 
discovered that by doing only this, they 
can focus again, with one concept, one 
target market, and one “rate book.” 

They are not distracted by the con-
stant barrage of  new announcements 
of  the latest and hottest products, not 
overwhelmed with paperwork, not re-
quired to get the latest CE credits or 
attend due diligence mandatory train-
ing. There need be no staffing head-
aches, no payrolls, no office (small 
office in home for tax deduction), no 
networking meetings, no breakfast nor 
lunches with prospects, no expensive 
seminars to stage, and no “shmooz-
ing” with CPAs/attorneys for referrals. 
The agent who wants to “just sell” can 
simply go out daily, in the daytime, 
meet-n-greet “blue collar” seniors, and 
make a comfortable living. 

The only expense is the cost for 
direct mail response cards, which 
have proven to be the best overall 
lead generator in the target market, 
and an economical car to drive dur-
ing the work day.

Many full-time final expense pro-
ducers have incomes in the low six fig-
ures. If  an agent has a 100% or higher 
FYC contract, common with final ex-
pense carriers, and submits $10,000 or 
$12,000 annual premium per month, 
plus an average of  6% to 8% renewals, 
the agent can make a very good liv-
ing, be completely independent (which 
is what attracted most of  us to this 
industry), and best of  all, just sell!

I once heard a saying that struck 
home with me: “One who hunts for 
two rabbits catches neither.”

I can’t or won’t handle all the insur-
ance and financial business of my clients 
— I don’t have the patience or brains. I 
would rather specialize and be branded 
as the expert with one concept.

The final expense niche may be just 
the ticket you need to get the excite-
ment back in your career. If you are a 
seasoned producer and just worn out 
with today’s issues of compliance regu-
lation, underwriting delays, and service 

“Even after a decade in this 

specialized market, I average only 

four service calls a month.”
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expectations, and perhaps only steps 
away from leaving this industry, con-
sider final expense, where you can go 
and “just sell” once again. The “Mrs. 
Wilsons” of the world need your guid-
ance, and their families will 
be so appreciative.

Alan Benedict, CSA, LUTCF, is a 

recognized expert in the field of fi-

nal expense planning. Mr. Benedict 

is a Qualifying member of the MDRT, 

and a MDRT 150 Lives Club member. 

He contributes regularly to financial 

publications on final expense plan-

ning, marketing, and selling. He was 

a presenter at LIFE INSURANCE SELLING’s 

Selling to Seniors conference in No-

vember 2006.
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