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Marketing mavericks: 4 ways Trustmark
can be the ace up your sleeve
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Why did Indy win? Why Is this scene iconic?
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Fortunately, you've got marketing mavericks of your own
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Kevan "Coolhand" Robbins Stephanie "Fast Draw" Filak
Employer marketing solutions Employee marketing solutions
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Agenda

4 ways to leverage Trustmark
marketing as the ace up your sleeve

= Personalization — Deliver the next best
experience that drives business outcomes

= Segmentation — Speaking to your key
markets

= Accessibility — Putting tools and resources
at your fingertips

= Thought leadership — Stand out to clients
by sharing eye-opening information
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The impact of personalization' -
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What is personalization?

= A strategy that uses information
to create tailored content for
individual consumers

= The goal is to make consumers
feel like the message was made
specifically for them
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What do personalized messages do for your business?
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Above-average
revenue
growth

t 40%

| More Revenue from
| Personalized Marketing
| Actions or Tactics

L

McKenzie & Company, The value of getting personalization
right — or wrong — is multiplying, November 2021

Companies divided into two groups based off past-year revenue
growth
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Consumer communication collateral is customized to the
case underwriting offer

[Insert logo here]
Trustmark ¥

Trustmark Universal [Life][/][LifeEvents®]
Insurance with Long-Term Care Benefit

[Two choices for combined coverage and lifelong protection. ]
[Two important coverages in one to help protect you for life.]
[Two important coverages for when you need them the most.]

Financial security even after a loss

Protecting your loved ones is one of life's greatest
responsibilities. When & family lossz somsone., in
sddition to grief, survivars may suddenly be faced with
costly sxpenses and debts, and even & loss of income.
Universal [Life][/][LifeEvents] can help.

[Whether you are married., & parent or single and
starting out, Universal Life helps take care of the
people impertant to you if tragedy happens.]
[Universal LifsEvents provides = higher death benefit
during your working years, when your needs and
respenaibilities are the greatest. (Saa revarse for more
on how Universal LifeEvents works.)| [Universal Life
provides a consistant lifslong benefit, whils, for the
ame rate, the Universal LifeEvents option offsrs a
higher death benefit during your working ysars, when
your needs and responsibilities are the greatest. (See
reverse for mere on how Universs| LifsEvents works.)]
You can chaoss & plan and benefit amount that provides
the right protection for you.

Univarsal [Lifs][/][LifeEvents] insurance can mean thess
Isft behind are still abls to pursue their own drsames, and
help ensure that the ending of one story won't stop the
beginning of anather.

Uni | [Life][/][LifeE ] zample rates

Sample ranges of weelly rates for employes-anly, non-smaker coverage
with long-term cave benefit. Your exact rate may depend on additional
fastyres salectsd by you and/ar by your smplayer.

30 from [§5.06 - §6.27]  from [$3.49 - $4.59]

Solving the long-term cars izzus

At any peint in your life. you may need long-term care
services, which could cost hundreds of dollars per day.
Univerzal [Life][/[LifeEvents] includes a long-term care
(LTC) bensfit that can halp pay for thess sarvices at any
age. [[With sither option, this] [Thiz] benefit remains at
the same leval throughaut your life, 5o the full smount
is always evailable when you most need it.]

Here's how it works:
Yol cen collect 4% of your Universal [Life]l/]

A%  [LifeEvents] death benefit per month for up
25 montha to help pay for long-term care sarvicas.

Flaxible features available:

PLUS: i you collect a benefit for LTG, your full death
[12X | benefit ic ctill svailsble for your beneficiaries,
a5 milch 22 doubling your bensfit |

[ 3], Lus: you can collect your LTC benefitfor an extra
[2x] 25 months, as much ax [wriplinglidoubling]

a0 from [§7.42 - 59.44]  from [§5.05 - $6.71]

50 from [$11.92-515.44]] from [$7.84 - $10.71]]

Sampla rstas ass shown for ilusirative purposes only. Rater may vary by
age, i state, smplayer by you and/
or by your emplayer. An spplicstion forinsiissnce muist be completed fo
obtzin coverage.

Nate: your rate is “locked in” ot your age at purchase!
Gnee you heve & policy. your rate wil
never increace due to age.

Pcz Trustmark

your benefit]
The LTC i fsratian of the death bensfit and is nat Long-Term
Care Insurance {sacspt in L& andl VA, where the LTC bensfit i Long-Term

Cave ).t begins fo pay after 90 days of confinement or sarvices,

and to qualify jou must mest conditions of eligibilty far bensfits. The [TC
~bemefits provided by this policy may nt cover allof the palicyholders
LTC expensas. Pro-gxisting condition limitstion may appiy. Your policy
will contain complets details. You should consuft a financial advisor to
determine if the long-term cere benefits and the refirement bansfits
provided by this policy are right for jou.

Producer Conference

Help Solve the Long-Term Care Issue with
Trustmark [Universal Life][/][LifeEvents®] Insurance

The need for long-term care (LTC) services is one of the
greatas sople can face. Yet it can be 3 challengs
to find protection against the rizing costs of those
services, in the event of an accident. illness or aging.

Not being prepared for the high costs of LTC may
deplets retirement savings and may create financial
hardships for surviving families.

For some, LTC insurance i an option, but may be
expensive. In addition, most people don't think about
buying it until they get older. By then, it may be more
than they can afford. Would it help to have the added

ion of combining lifs inx: . cash value and
LTC all in one policy that you may use as a financial tool?

Introducing an attractive alternative for obtaining
long-term care

Trustmark [Universal Lifs]/JLifsEvents] insurance is an eazy way to buy LTC
coverage that you may find affordable. It provides a long-term care benefit'
thats funded by life insurance.

[Univerzal Life][/][LifoEvents] Insurance with LTC
Fund your future LTC needs through a life insurance policy’ and help to:
* Maintain independencs and freedom of choice over how and whers cars

services ars provided (oncs an insured has met conditions of eligibility and
has  plan of care)

Protect your retirement assets

* Ensurs that LTC needs may not creats a financial burden on your family

"The LIC Banefit is an accaleration of the death benefit, which proportionated joas i, and is not
Long-Term Care Insurance. It bagins to pay after 90 days of confinement or sanvices, and to qualify
‘you must meet conditions of eligibility for benefits. Pra-existing condition lmitation and exclusions
'may apply. Living Benafits may not be avagable in all states or may be named differently. Please
consult your policy for complete details.

“Universal Life death benafit reducas to one-third at age 70 or the beginning of the 15th policy yaar,
whichever occurs last. Issue age is 18-64. Living benefits for LTC remain at their original level.
Bhdditional charges may apply, not avaable in all states]

Voluntary Benefits

1t works like this:

Say the life insurance benefit
amount is $100,000.

[Universal Lifs][/fLifeEvents]
accelerates 4 percent of that - or
34,000 8 month - to help pay

for care?. [Plus, [Universal Life][/]
[LifsEvents] featurss 3 bensfit rider’
that makes the full life insurance
benefit amount available at its
original value, thus DOUBLING the
policy value.]

Monthly cash benefit

Some LTC policies limit bensfits to
& type of care or daily benefit. The
[Universal Life][/JLifeEvents] benefit

for LTC pays benefits directly to you,
and zllows a choice of care facilities:

* Home Care

+ Adult Day Care
+ Assisted Living
* Nursing Home

Trustmork"

benefits beyond benefits

nt Name] employe
efits are funded by perr

Trustmark Life + Care

The onty enrofment questions you'll be asked are

You Deserve the Best Care Benefit
Possible. Enroll Now!

care on your terms, with more ¢

dship for your family

Enroliment for these benefits Is [Enroliment Dates).

©

sh paymen

It &lsc des a death

Schedule an appointment now to learn more.

Here's What You Need to Know. Life + Care® offers:

eed ssue (limstations apply)
th benefit

Care efits

S you get older

directly to you when you rec
efit to your benefs

whether you are ac

surance Is permanent life insurance that includes care

e qualifying

ciaries that can help

vely at work
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Drive more business
with Trustmark’s
personalized solutions!

= Our personalized communication
materials can help lead to higher

engagement and understanding of
case offers

= We offer brokers the opportunity to
be better positioned to attract and
retain clients during enroliments
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Segmentation — Make your |
messaging mean more to cllents
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Segmentation:

What do we mean?

Q Identifying key markets ' '

Delivering marketing
ﬁ?? experiences unique to ’
that demographic | ?

PC25 . TRAILBLAZING
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What does it mean
for your clients?

* They increasingly expect that you
know and understand who they are

* They want messaging that speaks
to them

* They want experiences tailored
to their unique needs

= They’'re probably going to be
reached in different ways too
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Segmentation: Why it's critical

* Improve employer engagement: Delivering
messaging that addresses specific needs and
pain points

= Higher conversion rates: Target the most
relevant customer segments

* Increased ROI: Efficient allocation of
marketing resources to the most promising

80%

80% of companies that
customer groups use market segmentation
report increased sales

— LinkedIn

Trustmark :
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That sounds great, but...

* How do you determine the right segments?
= The right message to those people?

= The right tools to deploy?

= How do you develop those tools?

Pczs Trustmark
Producer Conference
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Trustmark can help!

Public administration
= Healthcare & social assistance
= Manufacturing
m Retail & wholesale trade
m Professional, scientific, technical services
m Education
= Other

Trustmark
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Marketing solutions for key industries

Turnkey programs to champion voluntary benefits to high-value clients

Flyer Case study Webpage

Email campaign

A partner to the

Revitalizing an existing case

Trustmarl:"
public sector

Trustmark B
Voluntary Benefits

Solving your client challenges in
the public sector

Snblplaa Trustmark Voluntary Benefits:
o ot : A partner to the public sector

= = k

$387,639 n pramium

yoors post) . the previous yeor

: e i v Presentation
Voluntary Benefits Trustmark‘ P ‘ Trqstmork

Trustmark Voluntary Benefits
and the public sector

Veluntary Benefits Trustmark‘

pc 2 5 Trustmark
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Marketing solutions for key industries

Turnkey programs to champion voluntary benefits to high-value clients

T = & & G

Public sector Education Healthcare Manufacturing Unions Prof. Services
Marketing Under Dev Under Dev
package V V V V (Target Q1) (Target Q2 2025)

Pczs Trustmark
Producer Conference
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Customized programs with Trustmark marketing

= We can work with you to develop focused, clear, customizable messaging for
the markets you work in every day
« Simplify the conversation
* Refine the messaging
» Package the solution
« Save time and resources

Drive. More. Sales

(With a solution YOU own)

Trustmark N
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Take It a step further

= Target market: Education

= Solution: Retirement planning
tools + Trustmark benefits

= Solution:
* Program development
* Branding
» Microsite development
* Presentation materials
» Marketing materials
* Folders

pc z 5 Trustmark
Producer Conference
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Food for thought...

= Think about:

« An industry where you do a lot of business
 Arelationship with an organization
» Aturnkey way to package benefit solution

= We can help you bring that solution
to market more effectively!

o P

o

¥

e

| i

. '\m

Trust k
PC25 irima cteronce TRAILBLAZING




R
Trustmark

Unlock our team’s knowledge
propel your success
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Expert support at your
fingertips

= Seasoned enrollment staff

= Proven enrollment processes

= Captivating marketing collateral
* Project management team

Pczs ;::s&mlz:onference
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Resources available to you

Tapping into expertise to drive success

* Trustmark’s free repository, The Launchpad,
allows you to access product flyers,
educational whitepapers, case studies, and
more to help you sell!

= To login:
« Email: Your company email
« Password: trustmarkvip

Trustmark
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https://www.trustmarkins.com/launchpad/login.html

Proven impact:
How we helped brokers succeed

= Multiple collateral options meeting client preferences

= Content writing that helps consumers navigate product
complexity

= Enrollment journeys that drive results

= Current digital capabilities that facilitate conversions

PC25 it ontoronce TRAILBLAZING



Case study: East Coast
Municipal Client
Collaboration for enrollment success:

= A medium-sized municipality needed digital support to
communicate enrollment details

= Collaborated with the client, a carrier, and the enroller to
create a customized journey

Qutcome:

= Project management with on-time delivery for enroliment start
= Unified messaging across all products

PC25 /i ontorence TRAILBLAZING




The competitive
advantage of partnering 7
with us r

=Our expertise acts as an extension
of your business

*=Our marketing team provides a
seamless experience from start to
finish -

*Brokers can transform client
communications into powerful tools
for participation
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Thought leadership — Be your
clients' "go to" for benefits
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Thought leadership
What do we mean?
= Establishing your expertise In

your field

= Bringing new information and
Insights to customers

= Not always a marketing-first
message

Trust k
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Thought leadership is a great way to...

65% of buyers say thought
leadership has significantly
changed their perception of

= Establish your credibility:
Show expertise by sharing new insights

a company
» Influence decision-making: - Linkedin
Introduce more less-salesy information
to support desired action
= Solidify relationships: 63% of buyers say that though
Build trust with clients, you’re not only o o Proving
SeIIing, you’re educating 63% understands and can solve their

business challenges
—LinkedIn

Trustmark i
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That sounds great, but...

= \What topics should | cover?

= What format should | deliver the information?

= How do | develop that information?

= How do | tie in a sales angle without being too salesy?

Pcz Trustmark
Producer Conference
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Thought leadership Is foundational to our team

You’re at our biggest thought leadership event right now!

= But we're constantly developing: = Covering topics Including:
« White papers * Long-term care legislation
* Webinars « Enrollment strategies

Educational flyers
Infographics
Videos

New research

Long-term needs
Product trends
And more!

Trustmark N
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A closer look at LTC
legislation thought
leadership

= Quarterly webinars

= White papers

] = Flyers

* Regularly-maintained website
Ny s = Long-term care playbook

That’s great, but how can you

get involved?

Trust k
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Our tools, your SUCCESS o iog0here

Care Crisis

Trustmark Voluntary Benefits

LIFE INSURANCE

MYTH .- FAC

101 million Americans,
both those who have
insurance and those wi
don't own any coverag
say they need more lif}
insurance coverage®.

= \ |
Trustmark ' Voluntary Benefits Trustmark
SO WHY DON'T THEY HAVE COVERAGE? Bansis bcn saneis
The impending crisis: by the numbers There are many reasons, v
® English
VOLINTARY BeNERTS 00 S aa, Trustmark
Long-term care legislative updates ﬁﬁ Dﬂ:ﬁ @
ron rWhet Weo, i Long-teem cirewgivston apduies Changing demographics The cost of care Shrinking stand-alone i H H .
ko Sy e Long-term care legislation:
Stay informed about the latest in long-term care By 2030 there will be more The median annual cost for While there were more than too expensive
legisl people over age 65 than ahome health aid is $55,000 100 companies selling LTC h d f h ?
egisiation under 18 70% of those over with even higher costs for insurance ot the tum of the whnere ado we g O Trom here? Register for webinar
65 will need long-term care * nursing home care.’ 21t century, today fewer

than a dozen sella meaningful
number of polcies?

I you want o attend, register now.

Tuesday, December 10, 2024 1:00 PM - 1:30 PM bl conmbininasd

(UTC-06:00) Centrai Time (US & Canada) webinar.

——
Why are hybrid solutions so appealing?

Thanks l@‘

Voluntary Benefits Trustmark‘ Fred! prene s e

benefits beyond benefits e

The latest updates Co-brand-ready Grab and go
to stay in the know materials for you to educational content
use in market you can share

Trustmark -
pc 2 Producer Conference TRA“.BLAZING




Act quickly, be ahead of the curve

Turnkey programs to champion voluntary benefits to high-value clients

= Pre-built strategy for long-term
care legislation

= Steps you can take today and Get the LTC
tomorrow Legislqtion .Yl | ot tLu .
. L . legislation playbsock
= Pre-scripted communications in Playbook! °

place for you to use should
legislation pass

= Be prepared, have a plan,
look great to clients!!
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Key takeaways

= We win by being partners to our clients in
this room:

 Developing solutions to sell cases

« Executing effective communications to enroll
those cases

= Many of our most successful partners
leverage these tools to grow

= We don’t expect you to be experts,
but remember...

Pczs ;rromatut::%mfme
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You’ve got an ace up your sleeve!
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PC25 i nterence w TRAILBLAZING



Pczs ;:gsétur:g: kCc:nferem:a

Thank you!
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