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Hi FWAHU’ers, 

September 23rd is lingering in the 
air and you know what that 
means! Yep-restaurants and 
vending machines with 20+ 
locations will now be required to 
publish nutritional content on 
their food packaging and menus. 
What? You thought I was going 
to talk about… the new 10% tax 
on fake and bake tans? No, that’s 
not what came to your mind? If 
you didn’t know those 2 things 
were part of healthcare reform, 
then you probably don’t know if 
September 23rd is when those 
changes go into effect. Educate 
yourself and see if they are real 
changes and if so, check to see if 
they are effective September 23rd. 
As you can tell, this first wave of 
changes due to healthcare reform 
encompasses more than meets the 
eye. If you want to be in the 
know, I encourage you, 
grandfathered or not, to attend CE 
on these relevant topics. I 
encourage to attend more than one 
CE. The reform is a work in 
progress and there is too much to 
absorb in one CE…you owe it to 
yourself, your clients, and your 
industry to stay in the know. 
Refer to the NAHU website for a 
great timeline.  Click Here to 
login. On that note, remember, 

there is a wealth of information 
on NAHU’s site from which you 
can benefit  so spend five minutes 
today on the site. If you don’t 
remember your login you can 
quickly reset it. Just think of all the 
information you can glean from the 
NAHU site which you can use to 
woo people at your next dinner 
party. (That was a joke, people).  

Remember, September is our 
annual Medicare Vendor event 
which will be held in Grapevine. 
We expect 150+ agents. This is an 
opportunity to get up to date with 
changes for your senior market, 
hear a doctor speak about reform 
from his perspective, get 5 CE, 
breakfast, lunch, and a snack! Then 
in October we have Vendor Day 
with over 15 carriers/GA’s coming 
to update you on changes to their 
products as well. Check out our 
lineup at FWAHU.com Remember, 
challenge the challenges you face. 
Our industry is in a unique position 
and you can find creative ways to 
make this a good and exciting time 
for your business! 

Be Well, 

Gentrie Pool, RHU 

“Remember, if you don’t get educated 

here, please, get educated 

somewhere.” 

 

From the President: 

Gentrie Pool 
US Health and Life 

2010-2011 FWAHU President  
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Operation: Draw The Line 
Part two – Starting the Line 
Did you do your 
homework? Let’s see. Who 
is your State 
Representative? Where can 
you find their phone 
number? If you can’t 
answer these two questions, 
stop reading. We will see 
you at the next luncheon 
and pretend that everything 
will turn out OK. 
For those who answered the 
two questions, let’s get this 
line started. As I mentioned 
last time, “the line” refers 
to the Federal 
Congressional District lines 
which are drawn every ten 
years by State Legislators. 
The legislators who win 
this November will draw 
those lines. We need to 
make sure good people get 
those seats.  
It is critically important that 
you begin to know some 
things about your state 
representative, and decide 
within your heart, gut, or 
spirit (whichever serves 
you best), if this person 
represents your best 
interests.  If not, then does 
their opponent? 
Homework #1: It’s time to 

choose a side in your state 
representative race. You 
can find out more about 
your incumbent at 
http://www.capitol.state.tx.
us/, then click on 
“Members” on the left side. 
You will find their website, 
personal info, etc. It’s a 
good starting point. If you 
choose the opponent, that’s 
OK. You might have to 
Google them to get some 
background info. Whatever 
the method, find out what 
you can about them, 
professionally, personally, 
family wise, etc. All of this 
info will be helpful in your 
decision to support, AND 
your first interaction with 
them (oh yes, you WILL be 
interacting).  
Homework #2: Time to 
begin crafting your 
message. Before you 
interact you need to have 
something to say. Let’s 
work on that. Take ten 
minutes somewhere with 
no distractions (ie. cell 
phone texts, etc.) and 
scribble some notes about 
your career in this industry. 
What do you like about it? 
What do you not like about 
it? What scares you the 

most about it and WHY? 
Come on, no one can do 
this for you. If you can’t 
articulate your own 
concerns, you can’t make 
an impact. It doesn’t have 
to be long. In fact, the more 
succinct, the better.  
What you are shooting for 
is to be able to, at any 
moment’s notice, quickly 
summarize one or two key 
concerns, and ask one 
question. Obviously we 
have more than two 
concerns, but for now let’s 
keep it simple. Elected 
Officials appreciate that. So 
what’s the one question??  
By the time you articulate 
your two concerns, you’ll 
have a question or two. But 
at this point of the 
relationship a question 
designed to elicit the 
official’s thoughts – “What 
do YOU think about that 
Mr. Representative?” It’s 
that simple. 
Coming next month: The 
Interaction, and the Path to 
Action.  
 
Article by: Kasey Buckner 
Legislative Chair 
kasey@graniteteam.com 
 

If you didn’t attend the FWAHU luncheon on Thursday, August 12th you 
missed two great speakers – Camille Ramirez, TX RX Consultant and Carol 
Bailey with Action RX. Carol’s presentation “The Rising Cost of Pharmacy – 
Why?” (course: 80490) was approved for one hour of CE credit.  

Please visit our website www.fwahu.com or page 6 to find out about 
upcoming FWAHU luncheons.  

  

 

In case you missed it: Recap of August Luncheon 

“A leader, once 
convinced a particular 
course of action is the 
right one, must have 
the determination to 
stick with it and be 
undaunted when the 
going gets rough.”  

– Ronald Reagan 
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  Jennifer Godwin has her 

mom to thank for her start in 
insurance 7 years ago.  
During a meeting with her 
insurance agent, her mom 
said, “My daughter needs a 
job!” and the rest is history.  
Jennifer is currently 
employed by Innovative 
Insurance Solutions as an 
Account Manager.  Their 
organization offers multiple 
lines, including group 
benefits, individual health 
and many ancillary products. 
Jennifer works with clients 
on their renewals, explains to 
new prospects how group 
benefits work, and handles 
quotes.   

Jennifer decided to join 
FWAHU in order to become 
more involved within the 
industry.  Her goal is to 
network with, get to know, 
and learn from her fellow 
agents.  To help achieve this 
goal, she volunteered to act 
as Sponsorship Chair on 
FWAHU’s Board, where she 
is responsible for  creating 
sponsorship pricing and 
soliciting sponsorships for 
FWAHU functions, among 
other things. 
Jennifer currently lives in 
Granbury, but will soon be 
moving to Benbrook. 
 (Hopefully not in this heat!)  
When she is not managing 

accounts or working hard for 
FWAHU, she spends her 
time on the lake with friends, 
wakeboarding and 
participating in other water 
sports.  Lucky for her 
friends, Jennifer sells 
accident plans and can take 
care of them should they 
take a tumble off of a 
wakeboard!  Please look for 
Jennifer at the next meeting 
and give her a FWAHU 
welcome.  We are glad to 
have her as part of our 
organization! 
By: Cristal Millican,  
Consumer Benefit Group,  
FWAHU Membership Chair 

November will be here before you know it, so let’s have a Blitz!  
 

Any TAHU member who sponsors a new member between  
 

September 1st and October 31st  
 

will be entered into a drawing for  
 

two $100 prizes  
 

The more new members you bring in, the better chance of having your name drawn.  
TAHU is 1866 members strong today, but 1900 has such a nice ring to it.  

What do you say Texas?   
 

Let’s let them hear from 1900 TAHU members in November and have a little fun doing 
it!!  

 
Susan F. Burdette, CEBS 

Texas Small Group Certified Agent 
7500 San Felipe, #600 
Houston, TX  77063 

Ph 713-914-8036 
Cell 713-301-8053  

   
 

Texas Statewide Blitz!! 
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Gentrie Pool featured in Benefits Selling and HIU Magazine  

Our president, Gentrie Pool, has published articles/photo in Benefits Selling 
Magazine in July and August. Look for her new articles and photo in Agent Sales 
Journal September and October. AND... Look for her article/photo in HIU in 
October. 

New Member Spotlight: Jennifer Godwin, Innovative Insurance Solutions 



  



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
  

My little brother started his first day of college on 
August 18th. His milestone made me think about 
the world that his class of 2014 experienced as 
they have grown up. I read an article that said this 
class, most of whom were born in 1992, has 
actually evolved past a point where email is a 
rapid enough form of communication.  It appears 
that the new health care reform changes won’t be 
the only thing new and different in 2014. The 
market will also be flooded with a new crop of 
talent that has always known a digital way of life. 
Luckily, we have a few more years before we will 
be forced to meet these challenges face-to-face. In 
the meantime, email is an excellent way to 
interact with both clients and prospects alike. 
An endless list of email marketing services exists, 
and it can be difficult to understand exactly what 
option is best for you. If you think that email 
marketing is something you want to tackle, start 
by asking yourself a few questions.  

1. Where will my contacts come from? 
Different email marketing programs allow 
the user to uploaded recipients’ emails in 
various formats. Double check that the 
program you choose is compatible with 
how your data is already saved.  
 

Class Is In Session: Email Marketing 101  
2. How many messages will I be sending 

and how many recipients will be in my 
contact list? 
The pricing structures for the email 
marketing programs can be based on the 
number of emails sent or the number of 
recipients uploaded to the system. 
Knowing how many messages you plan 
on sending and how many people will 
receive the messages will be very 
important in choosing a plan that best 
meets your needs. 
 

3. How can I edit my message? 
You probably will want a WYSIWYG 
(What You See Is What You Get) editor. 
This type of editing system allows you to 
make changes to templates using the 
normal editing tools you would find in 
standard word processing programs. You 
won’t have to deal with messy HTML 
coding. 
 

4. What types of reports will I want? 
Think about what type of information 

you want the system to report back to 
you. You want to be able to prove the 
ROI. The system you choose should at 
least give you the basics like bounce 
rates, open rates, and click-through 
rates. 
 

5. What type of integration do I want? 
As more and more digital tools become 
available, many email marketing 
systems have started to include 
integration into other programs. You 
might want your email marketing 
service to have the ability to link with 
other analytics based programs, opt-in 
data collectors, or data management 
systems.  
 

Knowing the answers to these questions will 
help you pick the best email marketing service 
and set you on the right path toward 
communication success. 
 
By: Addi Hall, Gus Bates Company 
addi@gusbates.com  
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Long Term Care: Your Clients Silent Concern 

 

I first became aware of what it means for a family to 
struggle with caring for a chronically ill loved one 
from my clients about ten years ago. Since that 
time, I’ve witnessed many more families’ struggles 
with family caregiving, including my own. The 
details change but the facts do not. No other life 
event can be as devastating to an elder’s 
independence, security or finances as needing long-
term care. And their families are often unprepared 
for the time consuming, stressful, and expensive 
care their chronically ill loved one requires. 
Today approximately 80% of all long-term care is 
provided in the home by unpaid “informal 
caregivers”, mainly family and friends. According 
to a 2008 AARP study, “Valuing the Invaluable, the 
Economic Value of Family Caregiving,” the 
equivalent value of the unpaid care provided by 
family members to their chronically ill loved ones 
totaled $375 billion dollars in 2007. This surpassed 
the $311 billion in total Medicaid spending the same 
year (both federal and state spending for all 
Medicaid programs.) The study profiled the “typical 
caregiver”- a 46-year-old woman who provided 20+ 
hours per week in unpaid care to her mother while 
also working outside of the home. It examined the 
costs associated with caregiving to the caregiver 
which is often devastating: lost time from work, 
lower wages, loss of job security and benefits, out 
of pocket expenses, stress and depression. And 
these losses frequently occur at a time when income 
and benefits are critical for the caregiver and their 
family. The inescapable conclusion is that a chronic 
illness is not just expensive, stressful and disruptive 
for the elder; the chronic illness is expensive, 
stressful and disruptive for  
 
theirToday we know that 70% of people age 65 and 
above will require assistance with activities of daily 
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the elder; the chronic illness is expensive, 
stressful and disruptive for their family. 
Today we know that 70% of people age 65 and 
above will require assistance with activities of 
daily living, (e.g. bathing, dressing, toileting) 
sometime during their lifetime. We are also 
beginning to understand why people do not plan 
for their future long-term care. According to a 
2010 AgeWave/Harris survey, “America Talks: 
Protecting Our Families’ Financial Futures,” 65% 
of respondents stated they had not discussed long-
term care with family members (spouses, parents, 
children) citing fear of “upsetting family 
members” as being the biggest barrier to doing 
this. Yet, “being a burden on the family” was 
their top long-term care anxiety. Another finding 
was that most respondents (86%) stated it was 
important that their financial representatives 
discuss long-term care with them, yet most (91%) 
reported their financial professionals had not done 
so. And on the question of long-term care 
insurance, the biggest reason for not purchasing 
long-term care insurance (65%) was “confusion”: 
not understanding the costs associated with long-
term care, not sure what Medicare or Medicaid 
pay for, and don’t know what long-term care 
insurance pays for. 
I know that long-term care planning can be a 
difficult subject for people to discuss. But it 
doesn’t have to be. We know your clients are 
looking to their advisors for information about 
long-term care and this presents a tremendous 
opportunity for you. A good starting point is for 
you to understand the critical role you play in 
educating your clients and begin talking with 
them about the risks and consequences of  
needing long-term care- consequences not just for 
them but also for their family. You can educate 
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needing long-term care- consequences not just 
for them but also for their family. You can 
educate your clients about the different types of 
care options available and their costs. You can 
encourage your clients to talk with family 
members about their preferences and the role 
family members will play in advance of needing 
care (care managers versus caregivers.) Finally, 
you can educate your clients about funding 
options including long-term care insurance. 
Your clients are waiting for you to help them 
and you can by educating them on one of the 
most important issues they may have to face. 
You can help them make the informed decisions 
that can protect their family, future and finances. 

Kathy Dorsey, CLTC 

About the author: Kathy Dorsey specializes as a provider 
in long-term care planning and insurance to financial, 
legal and insurance professionals and their clients. She 
holds the CLTC designation  (Certified in Long-Term 
Care), is Series 6 and 63 licensed, and is a multiple 
recipient of the insurance industry’s National Quality 
Award. She began her practice in 1989 and is a frequent 
featured speaker and certified instructor in long-term 
care. For more information, you can visit her website at 
www.kathydorseyltc.com.  
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Recently I read a small blurb in an article on 
Long Term Care, which discussed the 
growing trend happening to seniors: 
completely depleting their retirement savings 
and having only Medicaid to rely on for long 
term care when a major medical problem 
strikes. The blurb caused me to take a deeper 
look into the growing percentage of public 
money being spent to cover long term care 
needs of the elderly. 
With the increase in awareness that many US 
citizens, especially seniors, have had in 
regard to the growing US public debt, there is 
a different approach we can take towards the 
sale of Long Term Care insurance.  
All of us who have been in the LTC market 

Long Term Care: Public vs. Private Dollars  
know that LTC is an asset protection 
product; one that also allows a covered 
person to have a choice in the location and 
the types of care that they can receive. 
Those are very strong benefits of a LTC 
policy.  
Another compelling conversation, 
especially if you are talking to a citizen 
who is concerned about the mounting US 
debt, is that they would be helping to curb 
the growing cost of publicly funded long 
term care by choosing to purchase 
coverage that would pay for their care with 
private dollars, instead of Medicaid. This 
is important when you remind them that 
Medicaid funding takes money away from 
education and schools, as well as other 

important state and local programs. The 
Medicaid “black hole” steals money from the 
state budget that could be used for things that 
matter to all of us.  
It is just another little sales idea but as we 
watch, the government grows and spends 
more dollars than ever before in our history. 
This conversation point just might make a 
difference in both your sale and our future. 
 
By: Kelly Dills, FWAHU Golf Chair 
Carrier Relations Manager, Benefit Mall 
Kelly.dills@benefitsll.com 
 

6 

Dental Insurance for Dummies  
Do you think dental insurance is a minor ancillary benefit casually tossed in the back of a group’s benefit file? Do you murmur something about 
calling customer service every time an employee has a question about their dental benefits? Do your eyes glaze over every time a sales rep starts 
talking about their company’s dental PPO network? IF THIS IS YOU, LISTEN UP! People want dental insurance! If you aren’t offering dental plan 
options to your groups, someone else will! A comprehensive benefits package IS NOT comprehensive if it doesn’t include dental insurance. Don’t 
give up if the president of the company shrugs when you mention offering dental to employees; every self-respecting dental company has voluntary 
dental plans, even for small groups! Talk to the employees; many of them really want dental insurance for themselves and their families.  

Some things to keep in mind when offering dental insurance to your clients: 

1. You get what you pay for! A skinny plan has skinny benefits, which means the payout will probably be skimpy. Groups are generally happier 
with a richer benefit that covers most of their dental expenses.  

2. EXPLAIN, EXPLAIN, EXPLAIN! Be sure to cover every important detail of the dental plan so there are no angry phone calls six months later. 
Important details include waiting periods, late entrant penalties, and the importance of seeing a PPO dentist.  

3. Not all dental plans are created equal! Be sure to look at the smallest details when doing a dental spreadsheet. Cost savings could be hiding in the 
tiniest print of a proposal that could come back to haunt you later. A “plan match” could end up being very costly to your career. 

If you aren’t sure how to begin selling dental to your clients or if you are feeling a bit rusty on the dental lingo, your greatest resources are dental 
sales reps. They can educate you about the latest trends and what constitutes a quality dental plan. Talk to other brokers about who they use for 
dental products and make sure you don’t miss the boat on this important benefit. Happy selling! 

Tiffany Bullock, FWAHUTreaqsurer 
Ameritas Small Group Manager 
tbullock@ameritas.com  
 

Preserve Affordability & Cost Saving Mechanisms in Medical Loss Ratios 
 This week we are asking all members to weigh in with their state insurance commissioners, urging them to exempt “pass-through” fees from Medical Loss 
Ratio (MLR) calculations, as well as to adhere to the statutory language of the health reform law in exempting most federal taxes from the MLR equation. 
 As you know, the new health reform law charges the National Association of Insurance Commissioners (NAIC) to establish uniform definitions and 
standardized methodologies for calculating sanctioned uses of premium dollars and activities of health insurance carriers in implementing the 85% MLR in 
large-group plans (101 employees or more), and 80% MLR in small group (one to 100 employees) and individual markets. These MLRs are effective 
January 1, 2011. 
 We need all of your help today to contact your state insurance commissioner and urge that they not include fully-disclosed pass-through fees collected by 
carriers in MLR calculations, and that they not yield to outside pressures to somehow include certain federal taxes (expenses beyond the control of 
insurance carriers) in the MLR calculations in contravention of the specific statutory language of the Patient Protection and Affordable Care Act (PPACA). 
 Carriers today routinely collect funds that are passed‐through to agents as an operational convenience to their members. Particularly in the small business 
and individual market, health plans include commissions in their premiums, but pass 100% of these funds along to agents. 
It would be counterproductive and harmful to broader health insurance reform efforts for the MLR provisions to eliminate this sort of cost‐saving 
administrative conveniences which carriers provide to their members. 
Additionally, as many NAHU members know, the PPACA specifically excludes federal and state tax payments made by insurance carriers (costs that are 
beyond their control) as part of the revenue calculation in determining sanctioned MLR levels. But now a group of Democratic Congressional leaders is 
saying the legislative intent of the bill was that insurers only subtract taxes on revenue that relates directly to providing health coverage. They contend that 
traditional income and payroll taxes shouldn’t be subtracted. Obviously, if this re-writing of the law were followed, it would mean that federal taxes would 
eat up and crowd out desired medical care and quality improvement spending by health plans. 
Thank you in advance for taking a few moments to contact your insurance commissioners TODAY. The NAIC is very close to finalizing its MLR 
definitions, so your timely participation in this Operation Shout is greatly appreciated!! 

mailto:Kelly.dills@benefitsll.com�
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 September 8, 2010 
10:00 – 4:00 Grapevine Convention Center 

Medicare CE Day  
5 Hours CE Pending 

Mike Smith, The Brokerage, Inc 
Danielle Kunkle, Consumer Benefits Group 
Kathy Dorsey, Long Term Care Insurance 

Solutions 

October 14, 2010  
10:00 – 1:00 Rolling Hills Country Club 

   
Vendor Day 
Pending “Creating Alternative 
Revenue Streams With 
Alternative Products” 
1 Hour CE Pending 
Kelly Dills, Benefitmall 

November 11, 2010  
11:30 – 1:00 Rolling Hills Country Club 

   
Privacy Compliance Under 
HITECH, HIPAA and GLB 
1 Hour CE 
Course # 80490  
Provider TAHU #32408 
Audra Sullivan, VP Granite 
Benefits, Inc 

December 9, 2010  
11:30 – 1:00 Rolling Hills Country Club 

   
“Politics, Religion, and Sex, Yes 
We Are Talking All 3”   
2 Hour CE Pending 
Eric Johnson, MSaver First 
Horizon 
Gentrie Pool, US Health and Life 
Company 

January 13, 2010  
8:30 – 3:30 Rolling Hills Country Club 

   
“COBRA, and HIPAA” 4 Hour 
CE Pending 
“Ethics the NAHU Way”  
2 Hour CE 
Course # 3101  
Provider TAHU #32408 
Ouida Peterson, Conexis 

February 10, 2010  
11:30 – 1:00 Rolling Hills Country Club 

   
“Computer Security/Flood 
Protection for Agencies”  
1 Hour CE Pending 
Bob Garner 

February 14 -16, 2010 Hyatt Regency, Washington, DC 
NAHU Capitol Conference 

 

March 3, 2020 
3:00 – 4:00 TBA 

Membership Call Blitz 
March 10, 2010  
11:30 – 1:00 Rolling Hills Country Club 

   
“Art of Rebuttals & Social 
Networking”  
1 Hour CE Pending 
Eric Johnson, MSaver First 
Horizon 
Gentrie Pool, US Health and Life 
Company 

April, 2010  
11:30 – 1:00 Rolling Hills Country Club 

   
Legislative Panel 
1 Hour CE Pending 
Kasey Buckner, Granite Financial 
Group  

April 14, 2010 
11:30 – 6:00 TBA 

FWAHU Annual Golf Tournament 
2 Hour CE Pending for non-golfers 
Danielle Kunkle, Consumer Benefits Group 

May 5-7, 2010 Westin La Cantena, San Antonio Texas 

23rd Annual TAHU Convention 

May 12, 2010  
8:30 – 12:30 Rolling Hills Country Club 

   
“Self Insurance” 
4 Hour CE Pending 
Kevin Chambers 

June 3, 2010  
7:30 – 4:00 Rolling Hills Country Club 

   
“Small Employer Health Benefit 
Plan Specialty Certification” 
8 Hour CE  
Course Number: 30527 
Provider, TAHU 32408 
Misty Baker, Lonestar Benefit 
Solutions 

June 9, 2010  
11:30 – 1:00 Rolling Hills Country Club 

   
Donna Carnall Awards Luncheon  

June 26-29, 2010 Grand Hyatt, San Antonio Texas 
NAHU Annual Conference 

FWAHU Calendar of Events:  August 2010 – March 2011 
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2010 -2011 Sponsorship Rates 
 
Lunch Sponsorship: $200 

• 5 minute commercial at lunch 
• Signage at Lunch/Pass out marketing materials and 

business cards 
• Month long advertisement via website 
• Month long advertisement via newsletter 
• Month long advertisement via email blasts 

Monthly Newsletter Advertisement:  
• $200 full page 
• $125 half page 
• $75 quarter page 

Website Advertisement: 
Revolving Banner Ad:  

• $500 chapter year (July 1-June 30) 
• $300 half chapter year 
• $200 quarter year 

Stationary Ad: 
• $600 chapter year (July 1-June 30) 
• $400 half chapter year 
• $250 quarter year 

Individual Bio and Ad: Onetime fee 
• Free to membership 
• Enhancements: 
• $25 for logo 
• $50 logo and link to your company's website or 

your email 

  

Would you like to become a FWAHU Sponsor?  
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Understandably, there has been a lot of concern and many questions and a bunch of worry over the NAIC's recent decision to not make a pronouncement in its 
current recommendations about how NAIC thinks agents’ commissions should be treated for the purposes of a carrier complying with the new medical loss ratio 
requirement.   
  
As the new preacher told his elders, i can preach it flat or i can preach it round.  that's one of the cosmic niceties about legislation -- there can be different 
interpretations of one relatively simple statement.  on this commission and MLR issue, that agents commissions were not addressed in the NAIC recommendations 
may not necessarily be bad.  or good.    we all know there are lots more innings left in this game, quarters left to be played, cheap beer to be swilled, jokes to be told, 
analogies to be conjured up, so it's probably premature to speculate.    
  
Lots of times in legislation it's good when a bill or an administrative rule is silent on a matter -- that gives the world maximum wiggle room.  OR a huge gray area that 
is left up to debate.  which of those it is for someone depends on what side of the question he is on.   
 
I sometimes prefer silence, to a hardcore declaration, which, in this case, could have been bad for agents and brokers.  in the absence of some definitive statement or 
recommendation going back to the administration on this matter and if that's really how the tea leaves ultimately are read, CMS might end up making the call or it 
possibly could end up back in congress. 
  
Another possibility is also that the question could be left up to each state, at the regulatory and legislative levels.  i really don't mind that possibility, as TAHU has a 
good chance of being persuasive at those venues -- especially if all TAHU members are fully engaged. i always prefer for Austin to call the shots, versus Washington. 
  
Let me share a philosophical story about Sherlock Holmes and Dr. Watson that is just like the question on pass throughs. 
   
Holmes and Watson are on a camping trip.  In the middle of the night, Holmes wakes up and gives Dr. Watson a nudge.  “Watson,” he says, “look up in the sky and 
tell me what you see.”,“I see millions of stars, Holmes,” says Watson, “And what do you conclude from that, Watson?”Watson thinks for a moment.  “Well,” he says, 
“astronomically, it tells me that there are millions of galaxies and potentially billions of planets.  Astrologically, I observe that Saturn is in Leo.  Horologically, I 
deduce that the time is approximately a quarter past three.  Meteorologically, I suspect that we will have a beautiful day tomorrow.  Theologically, I see that God is 
all-powerful, and we are small and insignificant.  Uh, what it does it tell you, Holmes?”“Watson, you idiot!  Someone has stolen our tent!” 
 
It just depends on how you look at it.  At least for now.   By: Lee Manross, TAHU Lobbyist, Divorced Only Once 
 

From Lee Manross, TAHU Lobbyist  



 



 
 
 
 
 

hour looking for something in 
the Texas insurance code by 
joining Health Underwriters and 
utilize your resources to quickly 
get the specific answer you 
need. Cheat your employer 
groups out of the experience of 
scrubbing apps and do it 
yourself. (You know what the 
carriers are looking for and can 
cheat the UW out of sitting on 
your messy group another day. 
You are more likely to do a 
better job than the HR lady at 
your client's office so use this as 
a chance to educate your 
employer groups and your own 
internal staff anytime you catch 
something from which they 
could learn.)  
Cheat your reps out of calling 
their billing department to get 
that bill audited and do it 
yourself. Cheat your in-house 
account managers out of the 
opportunity to talk to the irate 
wife of an employee who is 
waiting her ID card (and show 
your staff you are willing to take 
some of the tougher calls.) 
Cheat your competition out of 
the chance to build better 
relationships with your reps and 
employees by being the type of 
agent that gets in the trenches 
and therefore builds stronger 
relationships with your clients 

After nearly 10 years on the 
agent side and now being a 
carrier rep, I can attest this is the 
way to hit your production and 
commission goals. Here is a 
strategy I encourage you 
institute at your shop:  
Lie to yourself and tell yourself 
that working for your high 
maintenance client is a 
pleasurable experience. (What 
you are forced to learn increases 
your value as an agent.) Lie to 
yourself and tell your brain that 
your inaccessible, 
unknowledgeable sales rep is an 
asset to your agency. (What you 
are forced to do yourself makes 
you less dependent on someone 
else for your success.)  
Lie to yourself and say that 
waiting on hold for the 
customer service department of 
a carrier is good time 
management. (Use this time to 
check your e-mails that are 
piling up.) Lie to your 
competition and tell them it 
doesn't pay to go after the high 
maintenance clients (that forces 
you to learn more about your 
craft and thus sharpens your 
skills for the next challenging 
case that you are now better 
equipped than your competition 
to handle.) 
Cheat yourself out of that extra 

and employees, ensuring higher 
persistency and employee 
retention. 
Steal an extra moment with 
yourself to pump motivation up 
by thinking positively before 
talking to a client about their rate 
increase. Steal an extra moment of 
your reps time to thank her for 
going the extra mile and putting 
out a fire that wasn't even in her 
jurisdiction. Steal an extra 30 
minutes from the work day and let 
your employees go home early 
every once in a while when the 
work load is stressful or they took 
the initiative to learn something 
helpful for your agency. Steal that 
client away from your 
competition due to your stellar 
knowledge, in-house support, 
hard working, money saving 
attitude. 
Bottom Line? Lie, cheat, and steal 
your way to more business by 
reframing how you look at 
situations and people. Remember, 
every interaction with your client, 
carriers, and own employees is a 
chance for you to add value and 
gain loyalty. 

Gentrie Reisinger Pool is Texas sales 
representative for US Health and Life 
and president of the Fort Worth 
Association of Health Underwriters.  
 

Lie, cheat and steal your way to more sales 

Ideas, questions or 
comments? Please submit to 
newsletter chair, Lorraine 
Tune at: 
  
Ltune@fosterbenefits.com 
 

www.fwahu.com   

 

We will be accepting food/money donations to support 
the efforts of the Tarrant Area Food Bank at every 
meeting. 
Help us by donating non-perishable food items. Please 
bring your items EACH MONTH.  
 
Together we can help- make a big difference in many 
lives so please help!  
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