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It continues to focus on developing enrolment 
tools, and is actively working on transforming 
the 44 U.S. sales offices, “each with its own way 
of doing things,” to a new, more unified model, in 
an effort to scale and grow that line of business. 

Sun Life’s high net worth business in Bermuda 
continues to be a focus for the company, as well, 
selling insurance and investment products to 
customers in Latin America, Asia, the Middle 
East, and parts of Europe – an area of develop-
ment, Connor says, where there is not a lot of 
competition. 

Finally, he says MFS Investment Manage-
ment continues to focus on client retention in 
the U.S., and “more feet on the street” in Europe. 

Domestic distribution 

MFS is part of Sun Life’s strategy in Canada, 
as well. 

In response to the regulatory need to better 
match and account for company liabilities, and 
as an answer to the challenge low interest rates 
present, several companies have opted to move 
away from traditional, long-liability insurance 
offerings, along with their more complex and 
costly derivatives, such as the guaranteed min-
imum withdrawal benefits (GMWB) products, 
to focus instead on their respective wealth man-
agement product lineups instead. 

“Importantly, this brings the MFS retail funds 
to Canada,” Connor says. “The only way you can 
buy MFS retail products in the Canadian market 
today, is through Sun Life Global Investments.”

Of the four companies, only Industrial Alli-
ance’s Charest discusses the availability of GM-
WBs, in passing, saying the company slowed 
sales of the product late last year. IA is another 
company focused on their mutual fund business, 
with the CEO telling shareholders the company 
has outperformed the industry in terms of asset 
growth, every year since IA entered the market 
in 2005. 

Going forward, he says he would like to ex-
pand the company’s retail insurance line to carry 
product other than those with long-term guaran-
tees. To that end, he says the company is watch-
ing closely, after launching its first adjustable 
premium products in June. “We don’t know how 
quickly the market will accept that. We don’t 
know what the reaction will be from the compe-
tition,” he says. “But it is certainly a measure we 
are taking on to better manage our risk.”

At Sun Life, the company has “deliberately 
deemphasized segregated funds, given their 
risk and capital characteristics, and emphasised 
mutual funds and fixed interest products,” says 
Connor. “We’re expecting a lot more from that 
segment going forward.” 

Group benefits

Group benefits is another area of domestic 
profitability, albeit one full of stiff competition, 
that companies are focused on. 

Sun Life plans to continue investing in the 
company’s mobile capabilities, in “wellness” 
(Connor didn’t elaborate), and in pharmacare 
management. 

More interesting, perhaps, he says in-force 
business is an area of priority for the company. 
It is also focused on retaining pension clients 

when they leave their plans. “It’s calling up plan 
members as they leave and retire, to make it easy 
for them to convert their company coverage to 
a personal policy, right over the phone. Really 
simple products, easily bought, presented at just 
the right moment,” he adds. 

“When you do that, you create good margins 
in the business. This is an important part of our 
future. “

As for Manulife, Guloien says the Canadian 
group benefits and group retirement markets 
are driving sales for the company, by way of the 
cross-selling opportunities these markets create. 
He says Manulife is now a top-10 mutual fund 
franchise in Canada. As well, he adds that 41 per 
cent of the company’s bank products are cross-
sold to its existing customers. 

In other areas, Manulife recently acquired 
Benesure Canada Inc. at the beginning of 
2013, an administrator and distributor of creditor 
insurance to mortgage brokers, and entered into 
an agreement to reinsure RBC’s travel insurance 
business in August. “It is, in fact, a lucrative and 
growing business for us.”

Guloien’s next comment about private wealth 
management might give some a reason to pause: 
“We’re basically competing with some of you 
who address the private wealth, high-net worth 
market. It’s one of the few remaining parts of the 
asset management business that Manulife does 
not currently operate in. We`re off to a very suc-
cessful start.”

Manulife aims to double earnings

While concerns about liquidity, and efficiency 
have reigned large in recent years, companies ap-
pear to have largely worked through these issues.

“For two years we had to do a material in-
crease of reserves,” Charest told the group.” 
That has not been the case in 2012. We are 
extremely confident (about) 2013, because we 
have learned how to manage in the new interest 
rate environment.” 

Thanks to actuarial standards reforms, as well, 
along with additional hedging of the company’s 
segregated fund business, he says there should 
be even less reserve change volatility in the 
future. 

Manulife’s CEO more openly discusses his 
company’s future prospects, saying it plans to 
nearly double core earnings to $4-billion, by 
2016. 

“I think a lot of people assume that expense 
savings are going to be the major components 
driving us to this target. That would not be true,” 
he says. “It’s a significant piece, but it is not the 
major piece of the puzzle.”

Finally, Sun Life is expecting growth in all 
lines of business, thanks largely to three “mega-
trends,” including the baby boomer popula-
tion’s coming retirement years, coupled with 
moves governments and business are taking to 
download the responsibility for retirement plan-
ning to individuals. And the third driver, which 
is “the really astonishing growth of the middle 
class in Asia.” 

“Those are megatrends,” he says, that “we see 
persisting for decades.”
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CAILBA Announces Dates for 2014 
Annual Conference and AGM

In follow up to the First Annual CAILBA 
Conference and AGM which took place 
May 14-16 earlier this year at the Meridien 
King Edward Hotel in downtown Toronto, 
CAILBA announces June 3-5 as the dates 
for their 2014 Conference and AGM. This 
coming years’ event will again be held in 
Toronto, with a change in venue to the 
newly renovated Westin Prince Hotel at 900 
York Mills Road. The now completed $15 
million renovation has included the Lobby, 
Seasons at the Prince Restaurant and their 
complete conference, workout and expanded 
site facilities, for a newer and thoroughly 
contemporary look. 

The CAILBA AGM will be held on the 
afternoon of Tuesday, June 3, 2014 and will 
again be open to both CAILBA member and 
non-member MGA’s. Along with print media, 
you will be able to follow regular conference 
updates at www.CAILBA.com , on Twitter, 
Facebook and LinkedIn.

Going back to 2005 the conference began 
as the Distributors Summit hosted by Rogers 
Advisor Group as a joint financial services 
annual event together with the Mutual Fund 
Industry Dealers as participants. As the size 
and scope of the MGA industry continued to 
grow and expand, an annual event dedicated 
to the MGA industry became a more effective 
industry format. 

Life Insurance carriers and MGA Vendors 
will again be present for the three day event. 
With the benefit of members and attendee 
feedback from the First Annual CAILBA 
Conference, the June 2014 conference under 
CAILBA President Michael Williams and the 
Board of Directors’ goal will look to take 
another positive step forward for our annual 
MGA industry conference. 

The 2014 Annual Conference and AGM will 
again feature main stage keynote speakers 
along with concurrent panel breakout 
sessions to cover industry specific topics. 
As we get closer to the event, CAILBA will be 
providing regular updates on actual keynote 
speakers, conference topics along with 
opportunities for early online registration. 
Be sure to set aside June 3-5, 2014 as the 
‘must attend’ dates for what has become a 
key event in the MGA industry calendar.
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Independent Life Brokerage Agencies

Bob Ferguson – Executive Director


