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Recent changes in the health-
care market have undoubtedly 
become a source of anxiety for 

brokers everywhere. The market, how-
ever, contains a solid, untapped and 
underutilized resource: travel medical 
insurance. With international travel 
(whether leisure, business or expat 
assignments) more popular than ever, 
there are profits to be made through 
the sale of short- and long-term travel 
medical policies. 

I recently spoke with two west 
coast brokers each with over a decade 
experience in the travel medical insur-
ance business: Naama O. Pozniak of 
Paz Holding, Inc. (d/b/a A+ Insurance), 
one of the 30 Most Influential Women 
in Benefit Advising as voted on by Em-
ployee Benefit News, and Erin Fish of 
Wanderwell, an agent with a focus on 
social impact who grew up in Southern 
California.  We discussed the benefits 
of selling these products and how to 
maximize your sales and profits if you 
have already taken the leap. Here’s 
some useful advice that all brokers can 
latch on to.

1  Making the switch over to 
selling international medical 
insurance, or adding it to your 

portfolio of products, is a logical 
step for seasoned professionals 
already in the healthcare market.
For Erin Fish selling international 
healthcare policies is the main focus of 
his business, which began through the 
encouragement of his father, a suc-

cessful agent in the insurance industry 
himself.

And after 30+ years of experience in 
healthcare overall, Naama Pozniak real-
ized that her skills in selling domestic 
products were easily transferable to 
the international side. When she be-
gan selling plans in this market in 2006 
she quickly recognized how attractive 
a medical plan with 100 percent cover-
age would be to her clients.

Brokers with experience in the do-
mestic market have a clear advantage 
when it comes to benefits advising 
and will find that they already possess 
the tools and knowledge needed to 
successfully inform their clients on the 
benefits available to them. And with an 
already existing base of customers and 
established relationships, the oppor-
tunity to upsell or for word-of-mouth 
marketing to friends and family is ex-
ponentially greater.

2 Even with some short-term 
supplemental policies selling 
for as little as under $100, the 

industry remains profitable when it 
comes to international healthcare 
coverage.
As Naama explains, though every 
sale won’t be a big-ticket item, there 
are plenty of leads to go around. It’s 
incumbent upon brokers to know their 
market well and take advantage of the 
gaps in domestic coverage that need 
to be filled. Let’s look at the state of 
California specifically. The Kaiser Fam-
ily Foundation cites it as the state 

with the most Medicare enrollees as 
of 2015; over 5.6 million and rising 
steadily as the population continues 
to age.  For an agency looking to pro-
actively market to designated target 
segments, this presents a clear strat-
egy: while Medicare offers domestic 
services for its beneficiaries, it lacks 
the necessary international benefits.  
So for Medicare beneficiaries from 
California traveling internationally (41 
percent of which reported having one 
or more chronic conditions in a 2015 
Center for Medicare & Medicaid Ser-
vices study) they will view travel medi-
cal insurance as a necessity. On the 
other end of the spectrum, millennials 
have an unquenchable thirst for travel 
and are taking longer trips outside the 
country, so the potential here should 
not be underestimated either. 

Another factor that keeps this indus-
try profitable, according to Erin, are 
the margins that brokers selling travel 
medical insurance can enjoy. Commis-
sions as high as 15 to 20 percent can be 
made from a relatively small amount of 
work and easily multiply through sales 
from accompanying family members. 
The opportunity cost from selling one 
policy is made all the more inconse-
quential when you consider that the 
actual servicing of the account there-
after falls squarely on the insurer.  Erin 
also points out that while you can and 
should strive to market proactively, 
many of your prospective clients will 
look for you. “Customers are enthusi-
astic about their trip and their excite-
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ment is contagious,” he says. “Nine 
out of 10 customers who approach 
you are already eager to buy so they 
will most likely buy regardless.”

3 “Peace of mind” is a power-
ful value proposi-
tion when closing 

a sale and creating a 
return customer, but 
make sure you know 
what to look for when 
choosing an insurance 
carrier: a quality travel 
medical or expat pro-
gram. 
Naama and Erin are in 
agreement that “peace 
of mind” is the prevail-
ing mindset that closes 
the sale. In the majority 
of cases, there will be 
no utilization of the ser-
vices but embarking on 
a trip knowing you are 
covered is sufficient 
enough justification for 
making the purchase. 
It’s crucial for brokers 
and agents to drive 
home the point that this kind of assur-
ance will allow clients to enjoy their 
time abroad and mitigate the stress 
that comes with traveling and pre-trip 
planning in general. 

The repeat or return business hing-
es largely on a positive experience 
with a solid insurance carrier. The 
most positive feedback and reviews 
are typically garnered through excep-
tional customer service, quick and ef-
ficient turnaround of claims, access to 
an extensive provider network, 100 
percent coverage or limited out-of-
pocket costs, inpatient hospitalization 
coverage, and the inclusion of medical 
evacuation services.  

When choosing a short-term or ex-
pat program make sure you find the 
right carrier. Make sure you inform 
prospective customers on the benefits 
and services at their disposal and use 
anecdotal evidence to make the con-
nection of why these plans matter: the 
family traveling in Japan with a small 
child hospitalized due to an unforeseen 
injury who were able to break through 
a frustrating language barrier with doc-
tors and nurses by reaching out to their 

international medical insurer for assis-
tance, or the young and healthy traveler 
hiking in Central America who unex-
pectedly broke his leg and not only had 
access to the best medical care locally 
but was fully covered so he didn’t need 
to worry about crippling medical debt. 

4 Stay ahead of trends you see 
in the market, and look to 
what’s next.

Erin reports that more and more cus-
tomers are shifting from buying trip 
protection plans to supplement a med-
ical international plan to looking for a 
travel medical plan that includes the 
benefits of a conventional trip protec-
tion policy. To adapt, brokers should 
look toward selecting and selling plans 
that offer robust medical coverage in-
ternationally in addition to increased 
bedside visitation coverage, lost lug-
gage benefits and trip interruption pro-
tection when possible.

The expanding interest in travel 
aligns nicely with Naama’s vision, “I 
am looking into a very bright future 
for the travel healthcare industry as 
we slowly, slowly educate our clients 
to travel safely and to bring peace of 
mind while traveling. Further, I see 

the future of interna-
tional policies being 
sold mainly because 
people will be able to 
save and make a bet-
ter healthcare choice 
with a policy that al-
lows them the right 
access. We need to 
educate our clients and 
make sure that they 
stay healthy and make 
better choices for their 
healthcare. I think that 
transparency and educa-
tion will allow more peo-
ple to travel and access 
care everywhere.”

Erin’s agency focuses 
on making a positive so-
cial and environmental 
impact and he believes 
this carries favor with the 
younger generation- mil-

lennials with a “more for your buck” 
mentality.  But he also believes sinceri-
ty and an easy-to-navigate website are 
the way to go. “Our agents are honest. 
Just be sincere,” he says. “Don’t be 
afraid to tell the customers information 
they may not want to hear.”

Ultimately, every broker has the po-
tential to turn his or her experience 
into a profitable return with this prod-
uct line. Once you decide what aspect 
of it is most natural for you and appeal-
ing for your client, you’ll enjoy a whole 
new level of growth. H

Brendan Sharkey is the director of individual 
product sales for Geo-
Blue. GeoBlue is the trade 
name for the international 
health insurance programs 
of Worldwide Insurance 
Services, an independent 
licensee of the Blue Cross 
Blue Shield Association. 

GeoBlue combines mobile technology and 
worldwide healthcare expertise to deliver as-
sistance and health benefits for the health, 
safety and convenience of world travelers.

 “I am looking into a 
very bright future for 
the travel healthcare 
industry as we slowly, 
slowly educate our 
clients to travel safely 
and to bring peace of 
mind while traveling.”


