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by William Atkinson

To some observers, legal plans have

become a key product in the new

voluntary market resurgence. Some

suggest offering legal plans helps

brokers differentiate themselves; Some

claim they almost sell themselves. But

because commissions aren't as high as

other plans, and because a lot of

brokers worry about" overloading"

clients with too many plans to the

detriment of more important ones, legal

plans are often pushed to the side.fa,
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GROWING POPULARITY
Marcia Bowers, group sales directo~~r
Hyatt Legal Plans, says her company's
product has been on the market since
1981. "We have a national network of
about 11,000 plan attorneys in a1150
states, plus territories."

Bowers believes now is the best time
for legal plans. "Business is robust,"
she says. "Over the last seven years, our
voluntary enrollment business has been
growing in excess of 15 percent a year."
And she believes 2010 will be one of the
company's best sales years ever. Despite
last year's economy, the company added
150 new accounts, including six or seven
Fortune 500.

Hyatt Legal Plans has more than
1,200 legal plan sponsors - employers that

offer the company's legal plan to their
employees. More than 100 of these are
For,tune 500 companies, and most of them
represent voluntary enrollment. About
half of these employers have a broker, and,
as a result, Bowers says legal plans offer a
way for brokers to get more involved with
their clients.

David Campbell, senior vice presi-
dent with Marsh Global Consumer
(which sells Hyatt Legal Plans) agrees
with Bowers' assessment.

"We have seen an increase in popular-
ity in the plans," Campbell says. "One
reason is that more employers are looking
for benefits they can offer that don't im-
pact them from a cost perspective. They
can add a benefit like this, which has
appeal to their employees, without any
hard-dollar costs to themselves."

Legal plans are also considered a
"mature" product, and that makes them
easier to sell. "More and more employers
are offering it," he notes. "As such, when
we explain to employers that their com-
petitors are offering it, they become more
interested in offering it."

Donald Rowe, vice president, employee
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benefits, for Legal Club of America, also sees growing popularity for his company's plan.
"One reason demand is growing is because we live in a complicated society," he states.
"Family law, such as divorce, has always been an issue and continues to be, as have been
tax issues. In addition, these days, more people are having issues with things such as
mortgages, bankruptcies, and ID theft."

EMPLOYER CONCERNS
Selling legal plans is not a cakewalk in all cases. Employers have concerns, questions, and
even misunderstandings. However, once these are addressed, the sales process usually goes
smoothly. Here are four common concerns and misunderstandings.

1) "Are my employees going to sue me?" One of the first and most common objec-
tions employers raise is a concern that, if they offer legal plans, employees will sign
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up and use their new-found "legal
power" to turn around and sue their

employers.
Plans don't allow this option.

"Our basic plan covers things such
as estate planning, civil litigation,
adoption, traffic issues, consumer
matters, debt issues, and unlimited
telephone advic~ and office consul-
tation," explains Bowers. There are
two things the plan flat out doesn't
cover - one is criminal matters.

"However, if an employer wants
this coverage for employees, we can
tailor a plan for that," she adds.

The other situation is one in
which the employee wants to sue
the employer. "In fact, this is a con-
cern that employers mention fre-
quently when they are approached
about offering the plan," she states.
"With our plan, the attorneys are
prohibited from even offering any
advice to employees on this at all."
"I'm confused." According to
Campbell, there is also some
employer confusion about what the
plan covers. "We offer group legal
plans that are insurance products,
not legal discount plans," he ex-
plains. "Some employers have nega-
tive feedback about the discount
plans, so we clear up that confusion
for them."
"How difficult is this going to
be to implement?" Campbell has
found that employers sometimes
balk at offering the plan, because
they don't want to take the time
and effort they think it will take to
implement it and communicate it
properly to employees, especially if
there have been cutbacks in their
HR departments.

Many plans eliminate this
employer concern. "Our plan is easy
to implement and doesn't cost the
employer much at all," Bowers says.

2)

3)
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"For example, there are no admin-
istrative fees. We provide employ-
ers with materials to provide to
employees. The only thing employ-
ers need to do 'is allocate a payroll
deduction, collect the enrollment
data, and send that data to us on a
regular basis."

Hyatt's plan also takes care of
all the customer service, in addition
to managing the attorney network.
It offers a client service center
(call center) that is staffed for peak
volume with trained representatives
to help employees understand their
coverages. "Many of these represen-
tatives have been with us since the
beginning," she adds.
"I'm just not interested." When

Rowe meets with potential clients,
the most common response is no
response at all. In other words,
when employers are approached
with the opportunity to offer a legal
plan to their employees, most of the
time they don't bother. "They tend
to want to focus their attention on
the drama related to the medical
plan, or other issues," he explains.

SELLING POINTS
When employers express no interest, there
are several things a broker can explain to
make the plan "top of mind."

1) Legal plans provide absence
management. According to Bowers,
a legal plan offers a real benefit to4)





In fact, according to Bowers, the
recession proved to be good news
in that a lot of employees really
needed their legal plan during that
year, for things such as credit and
debt collection issues, refinancing,
bankruptcy, and so on. "This let
us promote the plan to the broker
community and to their clients,»
she states.
Employees appreciate the plans.
Because of the value of the plans
to employees, there is tremendous
ROI to employers, according to
Bowers. "Employees appreciate
the fact that they now have their
own attorney on retainer.»

4)

METRICS
Just how popular are these plans with em-

ployees? According to Bowers, typical enroll-

ment for Hyatt's plan is between 8 percent

and 10 percent, which she notes is strong for

a voluntary plan. "TIlls tends to grow each
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year, too," she states. "Some plans that have been in place for 10 or more years may be as high as
20 percent." In addition, year-to-year retention for the plan averages 82 percent.

Campbell says the most success has occured when the company offers the legal plan
at the same time that it has open enrollment for other core insurance products. "When
it is bundled and communicated with core products, we see double-digit participation,
between 8 percent and 20 percent," he states. "However, if we offer it off-cycle or in other
ways that are not involved with core, enrollment might only be in the 2 percent to 4

percent range."

BROKER EXPERIENCE
One brokerage that has had success by adding legal plans to its product line is Wingate Insur-
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