
P
rotecting families is Pacific Life’s 
business. And according to Brian 
Bulakites, national sales manag-
er for their broad market chan-
nel, Pacific Life was missing out 

on one of the industry’s most underserved 
markets. That’s why they recently expand-
ed their distribution to reach this key seg-
ment in groundbreaking ways. This means 
offering financial professionals* affordable 
products and a cost-effective way to access this $3.7 trillion 
market1 and the steady revenue it can provide. It also means 
being an ally — not just a carrier — to its financial profes-
sionals. But most important, Bulakites explains, Pacific Life 
offers the opportunity to represent not only a product but also 
something more meaningful for them and their clients — trust 
and confidence in their insurance company to deliver on their 
promises at those moments of truth.

Pacific Life acquired the new business plat-
form from a long-standing leader in the broad 
market. Discuss what this acquisition means 
to Pacific Life and the diversification of the 
business.  

Historically, Pacific Life has been an industry leader in the 
affluent market, with accumulation-focused life insurance 
products as well as quality asset-based, long-term care solu-
tions. With the acquisition of the Lynchburg platform, we are 
expanding into the broad market channel, offering solutions 
focused on meeting the specific needs of the broad market 
consumer — affordable death benefit protection-based prod-
ucts. The Lynchburg acquisition diversifies our overall dis-
tribution footprint, sales mix, and business and operational 
results. And, most important, it allows us to expand into 
the vastly underinsured broad market, which is in desperate 
need of quality protection products.

Why has Pacific Life elected to make this mar-
ket a priority?  

This is a market segment that’s in crisis. More than one third 
(35 percent) of U.S. households would feel adverse financial 
impacts within one month if a primary income earner died.2 
This is especially true at younger ages (married couples age 
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45 or younger with children) who are settling for “sever-
al months” of life insurance protection instead of “several 
years.” Approximately 37.5 million U.S. households current-
ly have no life insurance coverage.3 Of those who do own life 
insurance, 48 percent recognize that they need more — with 
an average gap in coverage need of $200,000 per U.S. house-
hold — representing a $12 trillion market opportunity.3 We 
feel this lack of adequate coverage presents a significant fi-
nancial risk to the consumer broad market, characterized by 
U.S. households with incomes of $50,000 to $250,000.

What is Pacific Life doing differently to meet 
the needs of the broad market?

We have developed solutions specifically for this market that 
offer simple products with lower minimum coverage amounts 
and competitive pricing, especially when paying monthly. 
Our products are primarily protection-focused products with 
underlying guarantees to ensure predictability of premiums. 
In addition, our consistent, predictable underwriting means 
no surprises, even with fluidless underwriting that offers 
clear qualification criteria and no surprise knock outs. 

Pacific Life’s leading-edge digital capabilities can help 
financial professionals deliver the best possible service to 
their clients. For example, our ePolicy platform enables 
clients to electronically complete and submit outstanding 
forms, eliminating the work from the distributor while keep-
ing them updated through status feeds. Our application up-
load feature bypasses labor-intensive data entry and delivers 
faster cycle times. In addition, we’ve built in flags for our 
underwriters to use when assessing the potential opportuni-
ty for an upsell, for distributors who continually look to offer 
upsell opportunities to their clients. 

Our technology team is eager to explore opportunities to 
work closely with distributors, allowing us to be a true ex-
tension of the broker general agent (BGA) office and further 
streamline the process to issue a life insurance policy.

Being a mutual company puts Pacific Life in a 
unique position in this middle market space. 
Talk about how that position has shaped your 
core philosophy. 

There are two kinds of insurance companies: mutual and 
stock life insurance companies. There are a lot of great stock 

Brian Bulakites

companies out there. But stock companies tend to exist for 
the benefit of their shareholders. A mutual life insurance 
company like Pacific Life exists for the benefit of our poli-
cyowners, and that can be a meaningful difference for the 
financial professional and consumer. 

We’re proud that Pacific Life is celebrating its 150th anni-
versary this year as a mutual life insurance company. And, 
above all else, our goal is to do good business. We’re always 
thinking about the decisions we make; the products we put 
on the street; how we price them; and how our insureds, 
policyowners, producers and distributors are impacted by 
our decisions.

Why is this market space — and your philos-
ophy about how to approach it — exciting for 
the independent financial professional and 
the BGA? 

Most carriers try to serve both the affluent and broad 
markets through a single sales team, product portfolio 

and service model. Pacific Life has taken a 
focused approach and created different busi-
ness segments that focus solely on either the 
affluent or the broad market. This helps en-
sure the products, solutions and service mod-
els meet the needs of distributors and con-
sumers in each market. It also lets our sales 
teams focus on positioning the offerings for 
their unique markets.

What advantages do the independent 
financial professional and the BGA 
enjoy by being part of Pacific Life? 

We have a highly recognizable and well-respected 
brand within our industry. We’ve made a signif-
icant commitment to expanding our distribution 
via the independent BGA life brokerage channel 
through the acquisition of the Lynchburg life plat-
form. We’re building a comprehensive product 
portfolio as well as bringing leading-edge tech-
nology platforms to the marketplace, allowing the 
financial professional to acquire broad market cli-
ents in an efficient and cost-effective manner. 

Financial professionals and distributors can be 
proud to represent our company because we have a unique 
value proposition that will resonate within the marketplace 
and with the consumer. We’re a quality company that, for 
the past 150 years, has always acted in the best interest of 
our policyowners, our insureds and our distributors. 

Want to learn how Pacific Life’s 
broad market channel can work 
for you and your BGA? 

Call 855.538.6445, option 3.

*In order to sell life insurance, a financial professional must be a properly licensed and appointed life insurance producer.
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This article is intended for Financial Professional Use Only. If you are not a Financial Professional, please visit our public website @www.pacifi-
clife.com.

Pacific Life refers to Pacific Life Insurance Company and its affiliates, including Pacific Life & Annuity Company. Insurance products are issued 
by Pacific Life Insurance Company in all states except New York and in New York by Pacific Life & Annuity Company. Product availability and 
features may vary by state. Each insurance company is solely responsible for the financial obligations accruing under the products it issues. Insur-
ance products and their guarantees, including optional benefits and any crediting rates, are backed by the financial strength and claims-paying 
ability of the issuing insurance company. Look to the strength of the life insurance company with regard to such guarantees as these guarantees 
are not backed by the broker-dealer, insurance agency, or their affiliates from which products are purchased. Neither these entities nor their 
representatives make any representation or assurance regarding the claims-paying ability of the life insurance company.

Life insurance is subject to underwriting and approval of the application and will incur monthly policy charges.

InsuranceNewsNet is not affiliated with Pacific Life.

This article is distributed through Pacific Life, Lynchburg, VA (844) 276-5759.

Pacific Life’s home office is located in Newport Beach, CA. 
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