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How Preparation, Partnership, and

Product Can Help You Manage Your
Clients’ Long-Term Care Risk

by Jodi Anatole

anaging a client’s risk exposure is
a critical facet of a producer’s ex-
pertise. In today’s economic en-

vironment, managing risk for clients who
are preparing for and nearing retirement is
more important than ever. Long-term care
(LTC) insurance is one insurance coverage
that should not be overlooked when build-
ing a strong financial safety net
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The average rates for a home health aide
climbed to $41,600 a year in 2008 and as-
sisted living costs rose to $36,372, accord-
ing to a report by MetLife Mature Market
Institute. That puts many clients’ nest eggs
in significant financial risk. Long-term
care cost continue to climb just when 78
million Baby Boomers are preparing for
retirement, and they’re living longer than
ever. This means that Boomers have to
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plan for a retirement lifestyle that could
span 20 to 40 years.

Some people cannot imagine them-
selves living in a long-term care facility,
so it’s important for them to understand
that long-term care insurance coverage can
help them get the care they need in their
own homes while preserving their savings
for other living expenses.

Recent changes in the economy have
been a wake up call. Many Americans are
more aware of their exposure to financial
risks. Sixty-percent of employees said that
economic conditions prompted them to
review their needs for retirement income,
according to MetLife’s Seventh Annual
Employee Benefits Trends Study. This fig-
ure jumped to 68% for all Baby Boomers
and 73% for older Baby Boomers.

However, many Boomers still lack a criti-
cal component of a financial safety net —
long-term care insurance. Preparation, part-
nership, and product are the three critical
steps to move clients in the right direction.

From Intent to Action

On a positive note, many Americans do
understand the need for LTC insurance
and are concerned about their own and
their spouse/partner and parents’ long-
term care needs. According to MetLife’s
Employee Benefits Trends Study, more
than half of Boomers and 56% of younger
Boomers surveyed stated that they are very
concerned about their own long-term care
needs.

And in just a three-month period
in 2008, concerns about providing for
spouse’s/partner’s long-term care needs
increased from 47% in August to 63%
in November and concerns about having
enough money to care for elderly parents
or in-laws increased from 27% in Au-
gust to 48% in November, according to
MetLife’s study.

But what is both surprising and a cause
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for alarm is that, despite this concern, two-
thirds of employees still haven’t taken any
steps to determine their household’s long-
term care needs. There is an acute need to
bridge the gap from awareness to action,
making now the ideal time for brokers and
agents to point clients in the right direc-
tion.

1. Preparation

The first step in this process is to correct
the common misconceptions about the re-
sources available to pay for potential long-
term care needs. Some clients may believe
that Medicare, health insurance, and even
disability insurance will cover the costs
associated with long-term care or that
they can self-insure against the costs. But
health insurance primarily covers acute
medical care that individuals are expect-
ed to recover from and will generally not
cover the cost of assisted living, home care,
or nursing home costs. And while Medi-
Cal (known nationally as Medicaid) will
pay for some long-term care services. An
individual is only eligible after spending
down virtually all their assets counted by
the state in which they reside — including
personal savings and retirement accounts.
The current economy makes consumer
education around LTC insurance more
important than ever. Many simply cannot
afford to spend down their retirement sav-
ings or self-insure.

Clients need to understand that in little
more than 20 years, the entire Baby Boom-
er generation will have reached age 65, in-
creasing the strain on the US healthcare
industry and likely heightening the need
for long-term care services. The fact that
Americans are living longer, healthier lives
has a significant impact on the way people
want to receive care and where they want
to receive it. Because of this, the long-term
care industry is developing innovative
products that appeal to a broad customer
base and price structures that make LTC
insurance more affordable to younger peo-
ple. Research conducted by the American
Association for Long-Term Care Insurance
(AALTC insurance) in 2008 found some
53% of individual buyers were between 55
and 64; compared to 50% the prior year.
Newer LTC insurance products have been
designed with younger Boomers in mind
and allow people to purchase a smaller
amount of LTC insurance and increase
coverage over time — making the product
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ideal for those interested in securing their
safety net early on.

As Boomers prepare for retirement, edu-
cating them about how long-term care is
paid for and communicating the features
and accessibility of these new products
should help encourage them to get long-
term care insurance.

2. Partnership

LTC insurance is a personal issue. Accord-
ing to MetlLife’s study, 43% of Genera-
tion X and 45% of Generation Y are very
concerned about having the resources and
time to care for aging parents or relatives.
Producers who are able to connect with
clients on an emotional level will be best
equipped to make the sale. To better de-
termine clients’ personal long-term care
needs, encourage them to consider what
is most important. Do they fear becoming
a burden to their children? Are they con-
cerned about protecting retirement assets?
Does your client want to make sure his wife
is protected should he have a catastrophic
health event? Are your clients looking for
assistance with income planning for retire-
ment?

To secure your role as a trusted advisor;
make a connection with your clients that
goes beyond the basics. Carriers are mak-
ing it easier than ever for clients to engage
in the LTC insurance purchasing process.
Some have tools that allow people to go be-
yond the general numbers — (income, age
and assets) —and tap into what the persons’
needs are. These kind of tools help establish
a starting point for discussion about your
client’s long-term care insurance needs, by
assessing income and assets as well as per-
sonal preferences and the family situation.
Understanding issues like how a long-term
care event may affect a clients’ individual
lifestyle and that of their family is an ex-
cellent way to become more familiar with
client needs.

Regardless of the motivation for buying
long-term care insurance — whether it’s for
themselves, their spouse/partner or their
parents - clients can better connect to you,
and the product, when you understand
what’s most important to them.

3. Product

While younger Boomers generally pay
lower premiums for ITC insurance than
older Boomers, they are facing competing
financial demands. They may be paying
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for their children’s college education, sav-
ing for retirement, caring for parents, or
all of the above. Look for LTC insurance
products that can evolve with your clients’
needs. By offering flexible LTC insurance
solutions, clients can purchase an afford-
able level of coverage now and keep adding
to it over time to build up to a comfortable
level of protection.

Additionally, many people may not con-
sider how their potential need for care may
affect their families. Offering ITC insur-
ance to both spouses can provide signifi-
cant premium discounts as well as peace
of mind. For those who want to leave an
inheritance to future generations, LTC in-
surance is an important step in helping to
protect those assets.

In addition to protecting financial
health, LTC insurance can also help pre-
serve the family’s emotional well-being.
While a healthy spouse may be able to
provide some level of care without any
outside support, providing care over an
extended period can take an emotional
and physical toll. Family members who
become caregivers often face a serious
strain on themselves, their health and
their resources — and at some point may
not be able to provide the necessary care.
When families are faced with a long-term
care situation it is not uncommon for one
child to take the lead in providing care,
which can create conflict and resentment
as one child takes on more responsibility
than others. LTC insurance can alleviate
potential stress on their families should
they or a covered loved one need care.

As Americans become more aware
of their own personal risk exposure,
insurance protection becomes more top
of mind but a gap still exists between
awareness and action. However, brokers
and other insurance producers who make
a concerted effort in those three areas —
preparation, partnership and product —
can help close that gap and help ensure
that clients financial futures remain
secure. U
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