
 

 
 
 

Wi‐Fi Designed and Deployed by Cellular Specialties at Gillette Stadium Used by 
Thousands of Fans During New England Patriots’ First Two Home Games 

 

 

MANCHESTER, NH – OCTOBER 11, 2012 — Cellular Specialties, Inc. (CSI), a recognized leader in the 
design and implementation of wireless networks and a proven wireless infrastructure partner of the 
New England Patriots and Gillette Stadium, today announced that thousands of  fans have accessed the 
recently unveiled Wi‐Fi system during the Patriots’ first two home games.  More than 15,000 fans 
accessed the system during the team’s home opener on September 16. 
 
Fans used the network to enjoy seamless content including Patriots and Gillette Stadium apps and real 
time stats. Fans were also able to connect to social networking sites via their iPhones, iPads, Androids, 
and other wireless devices.   
 
“With an ever changing menu of apps and mobile technologies to choose from, the in‐game experience 
is constantly evolving. Fans no longer want to connect only with other fans in the stands, they want to 
connect with friends, family, and even with fans at other games,” said Kelley Carr, president of Cellular 
Specialties’ Custom Solutions Group. “Cellular Specialties is well positioned to help reshape the way 
people immerse themselves in the game and enhance the fan experience.” 
 
The sophisticated Wi‐Fi network that Cellular Specialties designed and deployed in partnership with 
Enterasys Networks, a Siemens Enterprise Communications company, incorporates hundreds of non‐
intrusive access points and antennas strategically positioned on all levels of the stadium to ensure every 
fan in the stadium is able to send text messages and e‐mails, make telephone calls, and send and receive 
video. 
 
“Although the system has only been up and running for two games, the demand for connectivity is 
evident. As the season continues, more and more fans will utilize the network to enrich their in‐game 
experience,” said Fred Kirsch, the Patriots’ vice president of content. “We needed a system that not only 
meets our fans’ needs, but will allow us to take advantage of new content offerings going forward.  
 
Cellular Specialties has provided Wi‐Fi and cellular coverage for a large number of stadiums and arenas 
for all of the major sports leagues across the country including professional services for the wireless 
infrastructure deployment at Lucas Oil Stadium in Indianapolis, Ind., for the 2012 “Big Game” and has 
been selected to support the 2013 “Big Game”.  
 
“When it comes to delivering a network that ensures ubiquitous coverage, stadiums like Gillette bring 
unique challenges, particularly in terms of capacity planning and system design. Cellular Specialties’ 
system ensures the facility has consistent, reliable Wi‐Fi coverage throughout. Whether fans are in the 



concourse, the Club level seats or the 300 level sections, they will be connected,” said Shawn Tsetsilas, 
Director of Cellular Specialties Wireless Group. 
 
 
www.cellularspecialties.com/fanexperience 
 
About Cellular Specialties 

Cellular Specialties, Inc. (CSI) delivers products and services enabling anytime, anywhere wireless connectivity. To ensure that optimal services 

are provided, CSI formed the Custom Solutions Group (CSG). Since its establishment, CSG has implemented over 9,000 turnkey solutions 

throughout the country. CSG also holds the distinction of being the only in‐building wireless service organization approved by all major wireless 

service providers in the United States with Wireless Specialization Certification. The CSI Product Division specializes in the development of in‐

building amplifiers, repeaters, system components, and co‐pilot beacons for indoor and outdoor DAS networks. CSI is the first company to 

introduce a digitally filtered repeater capable of passing WSP spectrum requirements, thus becoming the preferred repeater vendor for the 

nation’s largest wireless carriers.  For more information, please visit www.cellularspecialties.com.  
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Close The Case With Cash Flow Analysis   
   

 
 

 
Given today’s economic climate, clients are more careful than ever about planning for the future. Even 
the most well-designed estate or charitable planning strategy runs the risk of being rejected by skeptical 
individuals who have seen the markets, and their financial lives, turned upside down. A common reason 
for such rejections: Clients, even those with significant wealth, are concerned that they (or their spouse) 
will run out money.   

Many of the best estate or charitable plans involve giving away or giving up control of assets.  Even 
those vehicles that allow clients to retain some control or benefit, such as a charitable remainder trust, 
cause many clients to ask, “Am I okay if I implement the plan?” Too few financial services professionals 
are able to assure their clients on this point because they fail to include a cash flow analysis as part of 
their process. The analysis is a remarkably effective tool in calming the client. 

Presenting a cash flow analysis 

Some of the planning techniques shown to clients are so 
complex that many advisors spend most of their time 
explaining the concepts.  Unfortunately, the concepts are 
frequently presented on a stand-alone basis without 
helping clients understand the effect on their financial 
situation.  From a marketing standpoint, a cash flow 
analysis should be included in any presentation when the 
advisor makes a recommendation to transfer assets.   

The analysis itself can be basic or complex. In either case, 
cash flow planning enables clients to determine if they will 
accomplish their goals and live the lives they desire by comparing income sources with income uses and 
by determining the effect of income flows on assets.  

Typical estate, charitable, and life insurance planning presentations start by analyzing clients’ current 
situation.  These presentations then focus on how much future generations or charitable beneficiaries 
will benefit (or how much tax will be saved).  While they understand why the strategy is desirable for the 
family or charity, many clients are uncomfortable paying premiums or giving up control because they are 
unsure where this leaves them and their spouse.   

By Rob Studin 

Published 10/19/2009  Subscribe to Life & Health 
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The marketing value of a cash flow analysis is the ability to look at a host of “what if?” situations.  
Projecting the effect a proposed strategy will have on the client’s cash flow over their life expectancy will 
help them to make informed decisions regarding their objectives.  Knowing they will not run out of 
money, even when implementing the proposed strategy, is the key to assuring the needed peace of mind 
to move forward.  

Many financial professionals believe there are 5 basic challenges in retirement income security planning. 
Most clients, even highly affluent clients, are concerned about these risks.  In our analysis we educate 
our clients about them and assure our cash flow analysis takes them into account.  They are:  

(1) Timing and withdrawal rate risk— What do you do when you’re taking income from investments while 
the market is dropping? Is your withdrawal rate sustainable during your lifetime? 

(2) Asset allocation risk—What do you do if you find that your investment portfolio is too risky or that it 
can’t generate an acceptable rate of return to support your income needs over the long run? 

(3) Inflation risk—What do you do to offset the continuous increase in the cost of living? 

(4) Longevity risk—With people living longer, are you sure your strategy will allow you to maintain your 
standard of living for an extended period without running out of money? 

(5) Health care risk—Are you sure your assets are sufficient to support unexpected major medical 
expenses or a long term care situation, particularly if the proposed strategy is implemented? 

A case study  

By ensuring your clients look at these challenges and by showing them projections for the future based 
on different scenarios, you will have proactively answered their unspoken objections to your proposed 
plan or strategy. Consider this example: 

Your clients, a husband and wife, both 65 years old, have a net worth of $16 million. Of this, homes and 
personal property are valued at $2 million with the remaining $14 million of assets being primarily income 
producing. Their potential estate taxes are $5 million.  Your clients have a modest lifestyle requiring 
$250,000 annually. The estate is also growing rapidly. 

Your proposed solution is a $5 million survivor life insurance contract owned by an irrevocable trust.  The 
contract is structured with an annual premium of $100,000. You have also suggested they gift $2 million 
of assets to the trust.  This will use your clients’ lifetime exclusions and remove future growth on those 
assets from the estate.  This will leave them with $12 million of income-producing property.   

On the surface, this solution should not present a problem, as $12 million should easily support the 
clients’ $250,000 in lifestyle expenses, including inflation. Therefore, you are disappointed when the 
clients don’t move forward.  What you didn’t know was the couple is worried about potential medical and 
long-term care expenses; and whether they would still be okay if the market takes another downturn.  

This is where the “what if” cash flow analysis can calm the clients.  Most cash flow software today will let 
you model events such as:  

--$200,000 of LTC expense for 4 years; and/or 

--Three consecutive years of a down market; and/or 

--Unusually high inflation. 

You can then let the clients see the numbers (or a colorful chart) showing that despite all of those 
possibilities, there is a very high likelihood that they will never run out of money, even when 
implementing the strategy.  With that objection out of the way, implementation is more likely.    
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Rob Studin is executive director of advisory financial services at Lincoln Financial Advisors, Philadelphia, 
Pa. He can be reached at Rob.Studin@lfg.com 
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Every client needs to plan and set financial goals. Those goals usually 
evolve as time goes on, however, and plans may have to change to 
accommodate them. No one can predict the future, and life events can 
occur without our anticipating them. That’s why, as a producer, you 
should perform a professional analysis and review to ensure your 
clients periodically evaluate their life insurance situation — to make 
sure their coverage still fits their needs. 

 
Life events like disability, retirement, marriage, purchasing a home, starting a family, or 
caring for a special needs child or elderly parent can all reshape financial needs. When 
your clients purchased life insurance, they did so with good reason — they were 
looking ahead and preparing for the future. But what they saw in the future then, may 
be a very different reality today. Without reviewing their insurance coverage and other 
financial assets, wealth managers are not truly able to match their clients’ policies to 
their changing lives. 
 
As a general rule, you should make sure your clients review their life insurance 
coverage at least every three to five years — sooner if there are significant changes in 
their financial responsibilities. After all, it’s part of your due diligence responsibility to 
ensure your clients’ coverage continues to meet their needs. One of the prerequisites 
to doing periodic reviews, of course, is to stay in touch with your clients, with some kind 
of interactive communication — even a simple, occasional phone call — so that you 
know when they experience a significant change in their circumstances or 
responsibilities. 
 

Is Your Clients' Coverage Up To Par?  

MAUREEN BAXTER 

Published 1/9/2009  Magazine Subscription  | Article Reprints 
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There are many different indicators that it may be time for a policy review. Here are 
some key ones to look out for: 
 
• The policy has not been reviewed in three years (especially if it is owned by a 
business or a trust); 
• The policy has no secondary guarantees; 
• The policy was issued standard or rated (may be an opportunity for an underwriting 
reconsideration to a more favorable risk class); 
• The policy was issued more than seven years ago and probably does not reflect 
recent improved mortality costs and load structure; 
• The policy is in danger of lapsing due to multiple loans, excessive withdrawals, or 
non-payment of premium; 
• The policy does not have a zero spread loan interest rate feature; 
• The policy is lacking beneficial riders, such as an accelerated death benefit rider; 
• The policy is term and the end of the conversion period is approaching; 
• The client appears to need survivorship coverage rather than an individual policy; or 
• The policy simply is no longer appropriate for your client’s needs. 
 
A life insurance needs analysis may also be appropriate for policyowners whose term 
policies have become increasingly expensive, and they need permanent insurance.  
 
Performing a professional analysis and review can help increase client satisfaction and 
retention, and lead to more referrals. By always putting your client first, gathering all of 
the facts, and abiding by the Golden Rule, you will also enhance your professionalism. 
 
There are three main steps in any analysis and review process. 
 
First, you should review with your client his or her current needs and purpose for life 
insurance. For example, some questions you might ask are: Does the existing amount 
and type of insurance meet current requirements? Why did you buy this amount of 
insurance? Why did you buy this type of insurance? How much insurance will be in 
force when needed? 
 
Second, you should help your client analyze and compare his or her existing policies, 
premiums, features and death benefits. And finally, based on the data compiled, you 
should evaluate existing insurance policies. 
 
After going through this process, chances are you will uncover one of several possible 
outcomes: 
 
• The policy is performing. If the existing policy is performing as expected or better, 
and if the client’s needs have not changed, no further analysis is needed. You should 
continue to review the client’s needs periodically, however, to ensure the policy is on 
course. 
 
• The policy is not performing. Perhaps the client’s family situation has changed or 
there have been significant changes in lifestyle. If the existing policy is not performing 
as expected, or if the client’s needs have changed, you should determine what action is 
required within the policy to reach the new goal or accommodate recent change. If 
funding needs to be increased to achieve the client's goal, or if the goal has changed, 
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you should work with him or her to correct the situation within the existing policy. 
 
• Look at alternatives. For example, the policy may simply be underfunded. In those 
cases, possible solutions include increasing future premiums to make up for the 
shortfall, acquiring an improved underwriting class (if eligible), dropping unnecessary 
riders, or decreasing the policy’s face amount if the client’s needs have also decreased. 
Just be cautious — it is your responsibility to ensure every client has the best possible 
life insurance solution based on his or her objectives. 
 
There are several solutions available, including Lincoln Financial Group’s turnkey 
Professional Analysis Review (PAR) program, that can help you take a closer look at 
your clients’ needs and coverage. Regardless of which program you choose, remember 
that as a financial services professional, it is your responsibility to ensure your clients 
have the protection they need to achieve their goals and that their coverage is — 
excuse the pun — up to par. 
 
Maureen Baxter, CLU, ChFC, is assistant vice president of life marketing programs at 
Lincoln Financial Distributors. She oversees the review and implementation of new 
marketing programs as well as ongoing enhancements to and promotion of existing 
marketing programs. Ms. Baxter, a past president of the New Hampshire chapter of the 
Society of Financial Service Professionals, has more than 20 years’ experience in life 
insurance marketing, software development, and advanced sales. 
 
This article contains post-publication revisions at the request of the author; i.e. 
the text is slightly different from what appeared in the magazine. 
 
Insurance company products are issued by Lincoln Financial Group affiliates. Lincoln 
Financial Group is the marketing name for Lincoln National Corporation and its 
affiliates. 
 

Every client needs to plan and set financial goals. Those goals usually evolve as time goes on, 
however, and plans may have to change to accommodate them. No one can predict the future, 
and life events can occur without our anticipating them. That’s why, as a producer, you should 
perform a professional analysis and review to ensure your clients periodically evaluate their life 
insurance situation — to make sure their coverage still fits their needs. 
 
Life events like disability, retirement, marriage, purchasing a home, starting a family, or caring 
for a special needs child or elderly parent can all reshape financial needs. When your clients 
purchased life insurance, they did so with good reason — they were looking ahead and 

preparing for the future. But what they saw in the future then, may be a very different reality today. Without reviewing 
their insurance coverage and other financial assets, wealth managers are not truly able to match their clients’ 
policies to their changing lives. 
 
As a general rule, you should make sure your clients review their life insurance coverage at least every three to five 
years — sooner if there are significant changes in their financial responsibilities. After all, it’s part of your due 
diligence responsibility to ensure your clients’ coverage continues to meet their needs. One of the prerequisites to 
doing periodic reviews, of course, is to stay in touch with your clients, with some kind of interactive communication — 
even a simple, occasional phone call — so that you know when they experience a significant change in their 
circumstances or responsibilities. 
 
There are many different indicators that it may be time for a policy review. Here are some key ones to look out for: 
 
• The policy has not been reviewed in three years (especially if it is owned by a business or a trust); 
• The policy has no secondary guarantees; 
• The policy was issued standard or rated (may be an opportunity for an underwriting reconsideration to a more 
favorable risk class); 
• The policy was issued more than seven years ago and probably does not reflect recent improved mortality costs 
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and load structure; 
• The policy is in danger of lapsing due to multiple loans, excessive withdrawals, or non-payment of premium; 
• The policy does not have a zero spread loan interest rate feature; 
• The policy is lacking beneficial riders, such as an accelerated death benefit rider; 
• The policy is term and the end of the conversion period is approaching; 
• The client appears to need survivorship coverage rather than an individual policy; or 
• The policy simply is no longer appropriate for your client’s needs. 
 
A life insurance needs analysis may also be appropriate for policyowners whose term policies have become 
increasingly expensive, and they need permanent insurance.  
 
Performing a professional analysis and review can help increase client satisfaction and retention, and lead to more 
referrals. By always putting your client first, gathering all of the facts, and abiding by the Golden Rule, you will also 
enhance your professionalism. 
 
There are three main steps in any analysis and review process. 
 
First, you should review with your client his or her current needs and purpose for life insurance. For example, some 
questions you might ask are: Does the existing amount and type of insurance meet current requirements? Why did 
you buy this amount of insurance? Why did you buy this type of insurance? How much insurance will be in force 
when needed? 
 
Second, you should help your client analyze and compare his or her existing policies, premiums, features and death 
benefits. And finally, based on the data compiled, you should evaluate existing insurance policies. 
 
After going through this process, chances are you will uncover one of several possible outcomes: 
 
• The policy is performing. If the existing policy is performing as expected or better, and if the client’s needs have 
not changed, no further analysis is needed. You should continue to review the client’s needs periodically, however, 
to ensure the policy is on course. 
 
• The policy is not performing. Perhaps the client’s family situation has changed or there have been significant 
changes in lifestyle. If the existing policy is not performing as expected, or if the client’s needs have changed, you 
should determine what action is required within the policy to reach the new goal or accommodate recent change. If 
funding needs to be increased to achieve the client's goal, or if the goal has changed, you should work with him or 
her to correct the situation within the existing policy. 
 
• Look at alternatives. For example, the policy may simply be underfunded. In those cases, possible solutions 
include increasing future premiums to make up for the shortfall, acquiring an improved underwriting class (if eligible), 
dropping unnecessary riders, or decreasing the policy’s face amount if the client’s needs have also decreased. Just 
be cautious — it is your responsibility to ensure every client has the best possible life insurance solution based on 
his or her objectives. 
 
There are several solutions available, including Lincoln Financial Group’s turnkey Professional Analysis Review 
(PAR) program, that can help you take a closer look at your clients’ needs and coverage. Regardless of which 
program you choose, remember that as a financial services professional, it is your responsibility to ensure your 
clients have the protection they need to achieve their goals and that their coverage is — excuse the pun — up to par. 
 
Maureen Baxter, CLU, ChFC, is assistant vice president of life marketing programs at Lincoln Financial Distributors. 
She oversees the review and implementation of new marketing programs as well as ongoing enhancements to and 
promotion of existing marketing programs. Ms. Baxter, a past president of the New Hampshire chapter of the Society 
of Financial Service Professionals, has more than 20 years’ experience in life insurance marketing, software 
development, and advanced sales. 
 
This article contains post-publication revisions at the request of the author; i.e. the text is slightly different 
from what appeared in the magazine. 
 
Insurance company products are issued by Lincoln Financial Group affiliates. Lincoln Financial Group is the 
marketing name for Lincoln National Corporation and its affiliates. 
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Douglas Karpf  

Great article  

Do you know where i could get data on how many times a client buys life insurance and or financial services 
in his life time . averages will help please e mail data or articles . Please advise  

Subject:   
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Retirement
Planning

One Step at a Time

Most Americans spend their twenty- and 

thirty–something years trying to establish 

strong foundations on which to build 

their futures. Between starting a family, 

establishing a career, and paying the bills, 

saving for retirement is the last thing many 

feel they can do. And while more and more 

post-Boomers are tackling tomorrow today, 

thanks to an increasing number of savvy 

financial advisors, helping younger clients 

plan for their retirement remains one of the 

biggest opportunities in the industry

“
BY MARK A. CHANDIK

I
n the past, planning for retirement was on the periphery.

It was something you thought about later on in life. 

But in this day and age, you don’t have to go looking 

for information. You log onto the Internet and you get 

overrun with information about saving for retirement, 

mortgages, investments, and so on,” says Silver-level Premier Partner 

Steve Sexton, LUTCF, from Pilot Financial Advisors in Greensboro, 

N.C. A good portion of Sexton’s client base falls into the 25-55 

year-old range. Many are small-business owners or senior managers, 

married with school-age children, well-educated and motivated.

“They understand that being ready for retirement falls on their 

shoulders. As business professionals, they are responsible for 

their employees and the longevity of their businesses and they 

understand that they are the ones running the ship,” Sexton says. 

But while they recognize that planning for the future is up to 

them, they don’t always know the best ways to do it. In those 

cases, the right information from a trusted adviser can make all the 

difference in the world.

“It’s a process of helping them understand what they have, what 

they spend, what they can do and can’t do, and the pros and cons 

BY MARK A. CHANDIK
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It is, perhaps, the most definitive declaration of finality that can be

uttered. It is absolute and filled with defeat. There is no promise, no 

cause for hope. 

No—he could not enjoy the same basic luxuries as white men and 

women. No—he could not have the hand of his soul mate in marriage. 

No—he would not be successful in this, or any, industry. Yet for all of 

the times those two particular letters passed through his ears, he never 

once listened to them. 

veteran. “You can never lose that, even when you hit tough times. It’s 

too easy to think about failure. And if you think about failure, you 

will fail.”

has enabled him to become an unequivocal success, both financially 

and spiritually.

retirement not once but twice—is one of the ABGA’s most successful 

producers for Lincoln Financial and a mentor to more than 150 

younger producers throughout the world.

something—not because of his limitations, but because he was black. 

certain things that were unavailable to him simply because of his skin 

color. And, as is the case with so many things in life, the things one 

can’t have are the very things one wants most of all.

money. One such position was as a floor sweeper at a local eatery. Like 

many establishments, the restaurant had two water fountains: one for 

walk past the white water fountain, wondering what made the water 

in it so special. One day, he decided he would do the unthinkable and 

find out exactly what mysteries came from those pipes.

“I was just so intrigued by the white water and the colored water. 

really changed my life. When no one was looking, I took a slurp of this 

water, and I was so disappointed because it tasted just like water.”

Looking back, he says, the experience had a profound effect on the 

way he viewed other people’s perceptions.

“I think of that the same way I think about success. Everyone has a 

‘white water’ story somewhere in their life—someone telling you they 

are better than you, that you are not good enough,” he says. “Because 

of that small boy’s courage, I realized that what you see and what you 

choose to believe are two different things. It was then I thought, ‘Why 

not me?’”

the woman who would eventually become his wife.

invited to a birthday party hosted by an old friend from his hometown. 

in which holding a losing hand requires one to drink, usually alcohol. 

more than he won, and he eventually had to excuse himself to make 

a trip to the bathroom. As he was walking down the hall, he spied a 

young woman in one of the adjacent rooms who was babysitting the 

children of other partygoers.

“I saw this beautiful woman in this room, rocking the children. I said 

address and, the following night, showed up on her doorstep with a 

bag of groceries with which he cooked her dinner. 

“That night I said, ‘Marry me and this can be yours for a lifetime,’” 

he says. 

No. BY JEFF VANPELT

Sol Hicks on Success:

“For me, success is realizing your dreams and making a difference in the lives of others. For myself, that happened 

through the miracle of life insurance. Success is not the money. Money is simply the reward for succeeding. Look at 

Mother Teresa. She didn’t have any money, but she was one of the most successful people on Earth. Obviously, I enjoy 

the trophies. But people win trophies but fail at life every day. All of the accolades can come and go. I want to be able 

to define my contribution. I want to be able to say I took my talents and my gifts and abilities and used them to serve 

others. Then I know I am making a difference in the world.”

{
Family man 
Hicks with granddaughter Tiana, wife Carol, 

grandsons Emmitt and Miciah, and daughters Cynthia 

and Catina. Not pictured is granddaughter Kristin.
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A
gain, she said no. Undeterred,

with groceries the following 

night and proceeded to cook 

her dinner. And the following night, and 

the young woman already had a boyfriend 

named Ben, who often joined them for 

the advice of one of his older friends, who 

imparted pearls of financial wisdom: Give 

God 10 percent of what you earn, save 10 

percent and live off the remaining 80 percent. 

In addition, follow the rule of 72, which 

enables you to determine how quickly you can 

double your investments. That was enough 

future, which he could share with Carol. 

The following night, he showed up on 

Carol’s doorstep, bag of groceries in his 

hands and a plan for the future in his head. 

Ben, and convince Carol to marry him. That 

toward the future: What were the plans of 

accomplish what they wanted to do? 

“I started talking about the 10-10-80 rule 

and the rule of 72 and how it would carry 

me through my future. Then I leaned to Ben, 

very politely, and said ‘What kind of plan for 

the future do you have?’ And in my soul, I 

said ‘Bye bye, Ben. Bye bye.’”

The strategy worked, and Carol quickly 

than stubbornness. There was a plan. So, on 

the 86th consecutive night of dinner and 

proposals, Carol finally gave in. She would, 

“In the insurance business, people 

say ‘no’ all the time. It never meant 

anything to me, and I never let it 

bother me because (my wife) was 

later told me the thing she loved 

most about me, and which led her 

to finally marry me, was that I was 

willing to take a risk and that I had 

a plan.”

Soon, they were married. With 

his grand plans for the future, 

take two jobs to honor the promises 

he made to his wife—one working 

construction overnight and another 

working as a bank teller during the 

day. It was a grueling schedule, to 

be sure, but one that put him on 

the path to becoming the success 

he is today.

But there were plenty of obstacles 

and tests still ahead of him.

The first came in the form of 

one of his clients at the bank, a lawyer who 

lawyer’s failing deals, and less-than-savory 

than $18,000 in commissions while he was 

saw his bank account slowly shrink as he 

struggled to provide for his family. In the 

end, all he had left was was $6 in the bank 

on it. Things were so tight, they even had to 

turn off the phones in order to cut expenses.

“All I could see was my failure. I felt I 

had let my family down, and I felt broken 

because of it. It was my wife who told me not 

to focus on the things I had lost. She asked 

me what I learned from the experience. I 

said I learned I couldn’t trust anybody,” says 

Three rules to succeeding 

in life insurance

Have a plan. There are going to 

be ups and downs. But if you 

have a plan, you’ll be prepared.

Never stop learning. To be 

successful you need to know 

as much as you possibly can. 

Keep focused. People need 

what you have to offer, and 

you need to always believe that.

1

2
3

{Third times a charm
Hicks unretired twice. He now mentors more 

than 150 individuals around the world.
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response. “She asked me again,

and I said, ‘Well, I learned how 

to sell.’”

And just like that, the proverbial 

just had to shake off his previous 

defeats and get back to doing 

what he did so well—making 

things happen. 

Before long, he landed a job 

with a large insurance firm. After 

a couple of weeks of training, 

on clients who had orphan 

policies. But because he no longer had a 

car that worked, he walked several miles 

to the bus stop so he could catch the bus 

into work. A fellow agent soon found out 

alerted his manager. Citing a lack of two 

basic necessities required to be successful 

in the industry—a phone and reliable 

on the spot.

“I remember (the manager) said, ‘My 

perception of you is not a good one. You 

says. “I said, ‘Give me a chance. I have a 

desire inside of me. Take away the income, 

I’ll work for free.’”

and he was rehired—but this time, without 

a desk and without much hope of survival. 

business cards, on which he crossed out the 

other man’s name and title and wrote in 

page and call everyone on it.

That year he broke all the company’s 

first-year agent records and earned its 

“Rookie of the Year” award.

This early success would continue 

throughout his career, during much of 

which he has specialized in charitable-

giving planning and deferred compensation 

for officials in ministries throughout the 

country. After nearly 25 years in the 

original goal of retiring early. More than 

400 people attended his retirement gala, 

which turned into a celebration of his 

colorful and illustrious career.

B
ut retirement was not something

quickly found himself up in 

the wee hours of the morning 

working through different business ideas 

that popped into his head. Within four 

was back in business. After another couple 

had so many times before in his life, he had 

an epiphany that put him on a new path.

“I came to the realization that the money 

we had earned, the success, gave us a 

great deal of security. But that’s all it was. 

It wasn’t fulfilling. I had to ask myself, 

be remembered?’ The answer is I want 

half tank of gas.”

And so in 2006, for the second time in 

In addition to starting his own practice, 

Ga., suburb of Ackworth, and bringing 

his daughters Cynthia Dantzler and Catina 

was time to pass his knowledge on to others. 

Today he serves as a mentor to more than 150 

producers in places as far away as Singapore 

and Milan. It’s a job that is perhaps as fulfilling 

and uplifting as anything he’s done. 

“As a mentor, I have to be able to do one of 

four things. Sometimes I have to play the role 

of coach to help people perform; sometimes I 

have to play the role of teacher to help them 

learn; sometimes I have to play navigator to 

help them stay focused; and sometimes I 

have to be a visionary to help them believe,” 

four at once to reassure his mentees and make 

sure they don’t become overly discouraged. 

to be the one to tell them “yes.”

{Taking it easy 
Hicks and wife Carol 

enjoy some down time.

jevanpe
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Effective leadership is paramount 
to the success of any organization. At 
Lincoln Financial Group, leadership is 
provided by many different people in 
many different areas – from executive 
management to our Home Office 
employees in product, distribution and 
service to the financial professionals 
that have chosen to partner with us. The 
one thing that unites all of these groups 
is a desire to succeed.

As we enter 2007, we pledge to 
continue to provide the kind of 
leadership that will enable you to 
continue to grow your business and 
exceed your clients’ needs. Lincoln 
Financial Group is now better positioned 
than ever before to help you do this, 
thanks to three important factors:

■   The increased scale of our 
organization - our ability to take 
our existing service platforms, our 
existing infrastructure and our 
technology and offer them to a wider 
group of advisors

■   The combined heritage of two 
powerhouse firms - the product 
platform in terms of the variety of 
products coming from the two legacy 
companies is just tremendous

■   A broader breadth of platforms - on 
a combined basis, there are more 
service platforms that we can provide 
to the combined entity

Looking back, we ended 2006 on a 
great note. Earnings for the 4th quarter 
were again robust and sales for the year 
were solid. I’m confident that trend will 
continue as we move closer to unveiling 
our combined product portfolio in the 
second quarter. 

One of the highlights of the combined 
product portfolio will be the introduction 

of a broad variety of retirement income 
products designed to serve the growing 
population of Baby Boomers. As you 
know, Lincoln Financial Group has 
positioned itself as a market leader in 
this burgeoning area and will continue 
to be a major focus area for us. I’m 
pleased to have Premier Partners Curt 
Wilkerson, Kerry Roberts and Mike 
Kaleel share some of their insights on 
this burgeoning market elsewhere in 
this issue of Partner.

Speaking of leaders, one very 
important and powerful group of them 
– the Premier Partner Advisory Council 
– is profiled in this edition. This group of 
13 of your peers from around the country 
has been working closely with senior 
management since the Premier Partner 
program was introduced several years 
ago. With an unwavering dedication to 
their fellow Premier Partners, this group 
has worked tirelessly to affect positive 
change throughout the organization. I’m 
sure you’ll join me in thanking them for 
their continued commitment.

I also want to congratulate everyone 
who qualified for Premier Partner 
status in 2007. This is a considerable 
achievement, and everyone at Lincoln 
greatly appreciates your ongoing 
dedication and hard work.

I’m sure you’ll agree with me that 
2007 will be exciting. The merger is 
complete and people throughout the 
organization are really working together 
to help make this your best year yet. 

Sincerely,

Bob Dineen
President
JPSC and LFA Corp.

A MessAge froM BoB Dineen

Leading the Way in 2007
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U.S. Wealth Management Affiliates with LFS 

 

PHILADELPHIA, September 1, 2009 – Lincoln Financial Securities, an affiliate of 

Lincoln Financial Group, today announced that Braintree, Mass.-based U.S. Wealth 

Management has become a branch office. U.S. Wealth Management is a one-stop 

financial services provider focused to support all of the needs of advisors through proven 

practice development, practice management and coaching programs. 

 

“Through a series of proven coaching programs, U.S. Wealth Management has 

consistently assisted advisors in defining their life and business goals,” said Bob Dineen, 

President and CEO of Lincoln Financial Network. “It is exactly the type of firm we look 

to affiliate with.” 

  

Previously, U.S. Wealth Management operated as a broker dealer, but recently changed 

its focus to serve a financial services branch. According to John Napolitano, president 

and CEO of U.S. Wealth Management, the ability to outsource many of its broker/dealer 

functions while maintaining its independent brand was one of the many reasons U.S. 

Wealth Management choose to affiliate with LFS. 

 

“Our affiliation also provides greater economies of scale for branch development and 

recruiting support and access to the latest technologies. More importantly, we share a 

philosophical alignment for best in class practice management and advisor education,” 

said Napolitano. 

 

Chris Flint, head of Advisor Recruiting for Lincoln Financial Network, said the affiliation 

is another example of Lincoln Financial’s continued commitment to growth through the 

addition of the highest quality financial services professionals. 

 

“Like Lincoln Financial, U.S. Wealth Management is committed to steady growth and 

has a culture that fosters strong belief in the role of responsibility and long-term, holistic 

financial planning,” said Flint 

 

 

About Lincoln Financial Securities Corporation 

An affiliate of Lincoln Financial Group, Lincoln Financial Securities Corporation (LFS) 

has served investors for more than 30 years. LFS professionals provide effective, long-

term financial solutions to individuals and small businesses, offering a wide array of 

securities, variable insurance products, and advisory services. Additional information 

about Lincoln Financial Securities Corporation, a member of FINRA and SIPC, can be 

found at www.lfsecurities.com. 

 



About Lincoln Financial Network 
Lincoln Financial Network is the marketing name for the retail sales and financial planning 

affiliates of Lincoln Financial Group and includes Lincoln Financial Advisors Corp. and Lincoln 

Financial Securities Corp., both members of FINRA and SIPC. Consisting of more than 7,000 

independent representatives, career agents, and full-service financial planners throughout the 

United States, Lincoln Financial Network professionals can offer planning and advisory services, 

retirement services, life products, annuities, investments, and trust services to affluent individuals, 

business owners, and families. 

 

About Lincoln Financial Group 
Lincoln Financial Group is the marketing name for Lincoln National Corporation (NYSE:LNC) 

and its affiliates. With headquarters in the Philadelphia region, the companies of Lincoln 

Financial Group had assets under management of $181 billion as of June 30, 2009. Through its 

affiliated companies, Lincoln Financial Group offers: annuities; life, group life and disability 

insurance; 401(k) and 403(b) plans; savings plans; mutual funds; managed accounts; institutional 

investments; and comprehensive financial planning and advisory services. Affiliates also include: 

Delaware Investments, the marketing name for Delaware Management Holdings, Inc. and its 

subsidiaries; and Lincoln UK. For more information, including a copy of our most recent SEC 

reports containing our balance sheets, please visit www.LincolnFinancial.com. 

### 

For more information: 

 

Jeff VanPelt 

603 226-5216 

E-mail: MediaRelations@LFG.com 

 

 

 



 
 
 

Lincoln Financial Network Expands Data Collection Program 
 
PHILADELPHIA, June 11, 2007 - Lincoln Financial Network, the retail distribution 
division of Lincoln Financial Group, announced today that it has expanded its partnership 
with Albridge Solutions to extend use of OmniSource, a Web-based enterprise portfolio 
accounting and performance reporting solution, to its nationwide network of financial 
planner/advisors.  
 
Previously, the system was available only to registered representatives of one of the 
firm’s broker/dealers, Jefferson Pilot Securities Corporation (JPSC). It will now be 
available to registered representatives of Lincoln Financial Advisors Corp. Lincoln 
Financial Network is the marketing name for Jefferson Pilot Securities Corporation and 
Lincoln Financial Advisors Corp., members of Lincoln Financial Group. 
 
Leveraging Albridge’s enterprise wealth management and portfolio accounting 
technology, OmniSource enables financial representatives to access a consolidated view 
of key client data and generate a variety of performance, asset allocation, holdings, 
transactions, and benchmarking reports for clients, on demand. The system provides 
Lincoln representatives with a more complete view of their clients’ total net worth, 
enabling them to deliver more comprehensive financial planning advice, offer a higher 
level of client service and more efficiently work with their clients to monitor asset growth 
and portfolio performance.  
  
“Our relationship with Albridge Solutions has been extremely beneficial to JPSC’s 
advisors and their clients, and we’re very pleased to provide this solution to all Lincoln 
Financial Network advisors so they too can experience increased sales, streamlined 
administration and improved processes,” said Carol Hardiman, Vice President of 
Business Solutions for Lincoln Financial Network. 
 
Jake Rohn, Executive Vice President of Albridge Solutions, said that providing clients 
with increased information will be one of the most dramatic trends in the coming years. 
  
“Firms like Lincoln that continue to focus on equipping their financial advisors with the 
wealth management tools they need to access a comprehensive array of accurate, reliable 
client information are clearly well ahead of the curve in meeting the needs of their clients 
and establishing a relationship as their one trusted advisor.”  
 
  
About Lincoln Financial Group 
Lincoln Financial Group is the marketing name for Lincoln National Corporation 

(NYSE:LNC) and its affiliates. With headquarters in Philadelphia, the companies of 



Lincoln Financial Group had assets under management of $237 billion as of March 31, 

2007. Through its affiliated companies, Lincoln Financial Group offers: annuities; life, 

group life and disability insurance; 401(k) and 403(b) plans; savings plans; mutual funds; 

managed accounts; institutional investments; and comprehensive financial planning and 

advisory services.  Affiliates also include: Delaware Investments, the marketing name for 

Delaware Management Holdings, Inc. and its subsidiaries; Lincoln Financial Media, 

which owns and operates three television stations, 18 radio stations, and the Lincoln 

Financial Sports production and syndication business; and Lincoln UK. For more 

information please visit www.LFG.com.  

 

About Albridge Solutions 
Albridge Solutions provides enterprise wealth management services to 150 financial 

institutions, more than 90,000 financial advisors and millions of investors that enables 

advisors to deliver an accurate, single view of all of their clients’ assets. Using patent-

pending technology, Albridge’s enterprise wealth management technology provides 

unparalleled scalability in consolidating client account information from hundreds of data 

sources, including banking, brokerage, insurance, retirement and more. Combined with 

the firm’s open architecture approach to development and compatibility with a range of 

third-party applications, Albridge’s portfolio management system, Albridge Wealth 

Reporting, serves as the cornerstone of any wealth management platform. Additional 

information is available at www.albridge.com. 
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For more information: 
 
Jeff VanPelt   (Lincoln Financial Group) 
603 226-5216 
E-mail: MediaRelations@LFG.com 
 
Jason Beyersdorfer  (Albridge Solutions) 
609 806 0235 
E-mail:  JBeyersdorfer@Albridge.com 
 




