Interested in being more
successful marketing long-term care
insurance? Or are you considering
E adding this very important product

to your business portfolio?

If the answer is yes to either
guestion, then you need to join the
3in4Need More campaign with its
proven solutions and materials.

The 3in4 Need More campaign is
a national awareness campaign run
by the nonpro®t 3in4 Association.
The goal of association is to increase
awareness of the need for long-
term care planning. The message is
a8Health insurance is not enough;
three in four will need more.° Now is
the time to educate your clients and
prospects about the critical need for
LTC planning.

Health Care Isn't Enough
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by Margie Barrie
Vice President, 3in4 Need More Association
Margiebarrie@comcast.net

Since launching the campaign in March, the 3in4
Association has brought together various parts diie
LTC industryDbcarriers, producers, government and
private companies. The organization is exclusively
dedicated to promoting the importance of planningdr
long-term care needs. It is run by an advisory bdamd
executive committee who consist of the nation's mos
knowledgeable and committed professionals in the CT
industry. Initially, LTCI carriers and a handful omajor
LTCI agencies supported taking the 3in4 campaign
from an internal agency marketing campaign to a
national nonpro®t.

As the ®rst national association to join as a strategic
partner, NAHU is providing to the chapters a special
presentation explaining the 3in4 campaign. It's available
in two formatsba 60-minute program and a short,
15-minute program.

There are the key facts that support the 3in4 Need More statement:

s 77% of Americans age 30 to 65 think they should know more about LTCI than they currently do.
That's more than three in four of your prospects. (2010 Prudential Long-Term Care Consumer
Awareness & Attitudes Study)

s 74% of consumers age 55 to 65 said they are corestabout needing some kind of long-term
care. Again that's three in four of us. (2010 Prud&l Long-Term Care Consumer Awareness &
Attitudes Study)

Consumer concern has not yet been translated into action, in most cases. In the Prudential survey,
25% of all consumers admitted that they have no idea what a day in a nursing home costs. And only 22%
of the participants mentioned the idea of using private LTC insurance to pay for care. This creates an
unbelievable opportunity for agents to educate Americans about LTC planning and the insurance product.

The campaign focuses on four objectives:

1. Spread the word among the public that three in four need more than health insurance.

2. Support congressional efforts to provide additional incentives like tax deductions or credits to help
people better afford long-term care products.

3. Bring the LTC industry together to educate the public by joining the 3in4 Need More Campaign and
using the logo and visuals to spread the word.

Educate the public on private programs as well as federal program options.

»

Since its of®cial launch, the campaign has sponsored three major events to drive awareness. The ®rst
was a ash mob with the theme of 2@Dancing Grandmas® held in New York's Times Square in late May.
Spectators gathered to gawk as a group of dancers disguised as very old seniors meandered into the area
in front of the Marriot Marquis. As musicians played, the seniors slowly waltzed. When the music tempo
changed to a lively tune, the seniors tossed off their outer garb and were clad in 3in4 t-shirts. They and
participating bystanders danced under a Prudential-donated billboard showing the 3in4 logo. The event
was featured on Fox News and picked up by a number of media outlets.

The second event was a nine-week national bus tour featuring Dr. Marion, a nationally recognized
eldercare expert. This summer, she, her 3in4-decorated antique Greyhound bus and a camera crew traveled
from New York to San Francisco. They stopped at 20 cities to spread the word about the need for LTC
planning. The bus tour has been an overwhelming media success, with more than 122 million impressions
from the print, online and broadcast coverage. In terms of media value, the estimate is $2.8 million. To
view videos of the Dancing Grandmas and bus tour, visit www.3in4needmore.com.
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The third event is the National Caregiver Contest, where the public can submit their 2care® story through the 3in4 web
site. The winner will be announced at the end of the year and will be featured on the TV pilot called 2Dr. Marion to the
Rescue.® Dr. Marion will provide an in-home makeover (like using grab bars and ramps) for an elderly person and a 2take
care of the caregiver® makeover. The complete winner's package totals about $50,000 in value and includes a seven-day
cruise. The contest was announced at the launch of the tour through the Fox Network and has received further exposure
from both national and regional media outlets.

How can you as an agent bene®t from this campaign to raise awareness of the need to plan for long-term care? How can
it increase your marketing opportunities? The campaign website provides a number of ways for agents to be involved and
be listed as an LTC resources to coincide with the national campaign. These include trainings, private-labeled materials
and access to specialty branded lead campaigns.

One of the FREE items available to all who join (by providing their name and e-mail address) is the new Electronic
Producers Kit, created by Genworth. This includes the results of a new consumer study, a press release you can use, cost of
care information and consumer e-mails to send.

Other options available to producers include:

s being listed as a LTC resource in the 2ConsumerbFind an Agent® area of the 3in4 website. It includes a photograph
and contact information with a state/ZIP code locator

s access to the consumer booklet 27 Essentials for Long-Term Care Planning. It can be used to gain referrals, as an offer
in direct-mail pieces, to hand out at seminars, or to send as an attachment to an e-mail appointment con®rmation.
The booklet is available both as a PDF or hard copy and it can be customized on the back cover with your name,
contact information, bio or a brief message.

The website lists similar offerings for agencies and for vendors.

To join the campaign, visit www.3in4needmore.com. Enroll and review the information about the levels of membership,
how the campaign can support your business and drive national awareness about the need for LTCI. To request additional
information, e-mail contact@3in4needmore.com.

We realize the huge potential market in LTC planning and insurance. If you want to communicate a message that we
know works, visit the website today and join the campaign. This is an invaluable way to drive your LTCI business to the
next level of succest®
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