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The Industry Trap vs. The Professional Standard

DIAGHOGSTIC MATRIK A

PSYCHOLAGICAL GOLDEN RULE:
FRAME THE HUMAN CO5T FIRST,

|

COMPARISOM NODE V1.2

The Product Pitcher

The Need Builder

DIAGMOSTIC MAMRE A

Focus: Technical policy details and mechanics.

Focus: Human connection and real-world
financial realities.

Vocabulary: Elimination periods, Catastrophic

\'LLELTETS'H Income protection JOut-of-pocket,

- riders, Follow-up visit payouts. Cash in your pocket.
& || Customer Experience: Overwhelmed by data; Customer Experience: Relates directly to the
XN

HUKAN FACTOR IMTESSANON

scenario; visualizes the financial impact.

Outcome: Spills too much data; creates
confusion.

e e —

COMPARISOM MODE V1.2

SOLUTION CONCEPTS.

Ik

At AT A |k e T S — -l
ALIGMMENT PATHWAY: SECVRE TNE “wiy" ARCHITECT NOTE: THE RIGHT COLUMN

BEFORE PRESENTING THE "WHAT", USE THE
AMBER HIGHLIGHT TO EMPHASIZE CRITICAL

Outcome: Builds the need before discussing a
single product.

EMBOEGIES THE PROFESSIONAL STANDARD. BUVILD
THE STRVCTURE OF VNCERSTANDING BEFORE
INTRODPVEING PRODVET COMPONENTS, —
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Nooks &
Crannies

To the average person, they don't need ...they just need to know what time it is.
to know how the watch is made...

el

Keep it simple. We are here to put

>

cash in their pocket. That is the time.

B —

I
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The Anatomy of a Medical Event

CIOIE-S!

(Out of Pocket
Expenses: co-pays,
deductibles,
prescriptions)

Medical Event
(Injury or Sickness)

Daily Living
Expenses
(Mortgage, rent,
childcare, food,
inflation)

Potential Loss

of Income
(Missing work,
caretaking)

FINANCIAL CRISIS

The bills at home
haven’t taken a
break. The dynamic
changes from a
health i1ssue to an
earning power
issue.
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Deconstructlng the 2- Mlnute Blueprint
A presentation IS more than a script. It operates simultaneously on two cogmtwe Ievels.

THE SCRIPT THE PSYCHOLOGY -

(What to say) (Why it works)

The exact, bite-sized The underlying structural
chronological phrases of a triggers, emotional pivots,
perfectly optimized 1-minute, and strategic omissions that I
53-second presentation. drive persuasion.
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Step 1 & 2: Disarm and Center the Hero

THE SCRIPT THE PSYCHOLOGY

|
|
(What to say) , (Why it works)
|
|

Eliminate Assumptions. The crowd

"1 y I,m not here o Se” assumes you are a standard
you a bunch of stuff < .~ insurance salesperson. Blunt
y0U don!t need ” honesty shatters that defense

mechanism.

2. |f you Were without an Build the Character. The
protagonist of this story is

income/payCheCk for d them. By asking a direct
period of time. would é’J““ question about their reality,
v you force them to take internal

that be a financial | ownership of the premise.
hardShip for you?" : Let them answer mentally.




Step 3 & 4: Definition by Exclusion

THE SCRIPT (What to say) THE PSYCHOLOGY (Why it works)

T E— G E—— . E—— —

\

‘3. Let me explain what these

benefits are by explaining what B n! g Liurs
they are not. We are NOT majOr S nmtion, clearly separates
medical health insurance.”

standard health coverage.

I
I
I
]
I
| | | e
: . | Interactive Ownership. You know the
4. Who does major medical pay?” 1 << answer (doctors, hospitals,
I - clinics). But letting the audience
l answer out loud or in their head
' creates active engagement rather
: than passive listening.
|
|
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Step 5: The Pivot Question

The Silence is the Feature. ___W

You must let them answer this.

THE SCRIPT (What to say) THE PSYCHOLOGY (Why it works)
It is the most important pause
in the presentation. ::!J

5.And who
9 Exposing the Vulnerability. ﬂ
Major medical pays the clinic.
i But during recovery, the

employee receives nothing.
This five-word question
creates an immediate, visceral
realization of their financial

\L.uulne rability. J

‘T

T

’T
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Step 6: Projecting the Reality

THE SCRIPT (What to say) THE PSYCHOLOGY (Why it works)

6. There are three things that are
going to happen to you if you or
your family has a medical event:

I =

<«—— Mental Mapping. You are explaining
exactly how things play out during

a medical event. You are providing
the vocabulary for the anxiety they
already feel.

l 1. OOPS - Out of Pocket Expenses
- 2. Dally Living Expenses (have your
bills stopped?)

3. Potential loss of Income Relatability. Mentioning specific

relentless bills (mortgage, child
care, groceries, inflation) grounds
the hypothetical medical event in
their daily, unavoidable reality.

NS ey x == H = e SESS e
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Step 7: The Emotional Catalyst

THE SCRIPT (What to say) THE PSYCHOLOGY (Why it works)

The Trigger Word. “Crisis” is a
strong, highly intentional word
cholce. It moves the prospect out

/. Your medical _ | |
12 of logical processing and into an
CI"'S'S has now emotional response.
pbecome.
financial(crisis.

I

I

I

I

I

: The Transtormation. It perfectly
| summarizes the previous step. The
: pain is no longer just physical;

| the actual threat to their family
: 1s the resulting lack of capital.
I
|
I
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Step 8 & 9: The Reveal & The Check

THE SCRIPT (What to say) THE PSYCHOLOGY (Why it works)

‘| The Golden Rule. Notice that we still
have not mentioned a single specific
insurance product. We needed to build

8. That's where we come in.
We put cash in your pocket,
you have the freedom to use
it how you need to, and these
plans are AFFORDABLE (avg i 'ytility over Features. The selling point |

.| the story and the need FIRST.

——— B — —
|

$20/m0)." is "freedom to use it",

e ——

'| Micro-Commitment. “Does this make

sense?” is a soft check for understanding
that naturally prompts a “Yes”,
establishing agreement.

0. Does this make sense to
you?”
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The Universal Insurance Paradox

OVERWEIGHT:
Reflexive Action I:BJ

As Americans, we reflexively insure

r. / LJ .
I ///////

But we fail to protect the single engine
that makes all of those objects possible:

our objects and our liabilities.

The ability to earn income.

o o o s S

o i i el il il 2 i
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The Universal Pivot: Adapting the Core Message

The Employer / CEO

L)

oo

The Persona

Business owner on a budget who treats
their people like family.

/4T

Retention 4

The Pivot

v
Your employees are one medical event <

away from a financial disaster. These
benefits protect your team’s financial
stability without breaking your bottom
line.

——

The Core
Emotion

Retention, loyalty, and protection of
the work family.

B HEEE Y

The Employee / Frontline Worker

18

The Persona

Individual trying to manage inflation,
rent, and daily expenses.ﬁﬁﬂ

Survival
; //’_q

fEs
The Pivot —— If you miss work, the mortgage doesn’t
pause. This puts direct cash in your
pocket so your family survives the
(= o
The Core Survival, dignity, and mortgage
Emotion protection.

i

A I 7 fi,;’/
77 The psychology doesn t change, only the benef1C1ary of the cash does.jé4%
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The Final Schematic

- i —T%
//f FINAL SCHEMATIC: MASTER INSTRUCTIONAL BLUEPRINT f/ﬁ _ =
‘'You are not selling policies, elimination
periods, or riders. You are selling the
financial bridge between a medical
event and a full recovery.

The 3 Rules of the 2-Minute Pitch:

1. Build the need before you introduce the product.
2. Speak in terms of cash, freedom, and reality, not jargon.

imIE3.; Speak English. Act normal. Treat it [ike you're having
- nice cool glass of tea with them. .




