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ACKNOWLEDGEMENT FORM

I have received and read How We Do Business: A Guide for Producers Not Registered with a MetLife 
Affi liated Broker/Dealer © 1/2005. I fully understand the rules and requirements described and agree to 
abide by these rules and requirements.

  

___________________________________________________________________________________________________
Producer’s Name (print)    

__________________________________________________________________           ___________________________
Producer’s Signature        Date

__________________________________________________________________           ___________________________
Managing Director’s Signature       Date
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Introduction

Purpose

Keeping our clients’ trust is crucial. Ethical behavior protects our hard-earned long-term relationships with 
clients, the MetLife Enterprise’s reputation for high standards of market conduct, and the integrity each of us 
strives to maintain. Whether we are in the fi eld or the Home Offi ce, we all share the responsibility for adhering 
to the highest standards of business practice.

This guide is designed to help producers not registered with a MetLife affi liated broker/dealer understand the 
MetLife Enterprise’s position concerning ethical conduct expectations in today’s marketplace. If you come across 
a situation not clearly addressed in this guide, consult your Manager or the MetLife Enterprise’s Corporate Ethics 
and Compliance Department for guidance.

How We Do Business

This guide contains the policies and procedures established by the MetLife Enterprise that are designed 
to ensure compliance with required rules and regulations. These rules apply to all products offered by the 
MetLife Enterprise and to all conduct associated with the MetLife Enterprise, your clients, and the public. The 
penalties for failure to comply with the rules and regulations may include MetLife Enterprise or regulatory 
sanctions such as censure, fi ne, suspension, civil or criminal liability, and/or termination of association with the 
MetLife Enterprise.

Principles of Ethical Market Conduct

The MetLife Enterprise is a member of the American Council of Life Insurance’s Insurance Marketplace Standards 
Association (IMSA). As a member, the MetLife Enterprise has adopted the six principles of ethical market conduct 
endorsed by IMSA. The principles are:

•  To conduct business according to high standards of honesty and fairness and to render that service to its
    client which, in the same circumstances, it would apply to or demand for itself;

•  To provide competent and client-focused sales and service;

•  To engage in active and fair competition;

•  To provide training, advertising, and sales materials that are clear as to purpose and honest and fair  
    as to content;

•  To provide for fair and expeditious handling of client complaints and disputes; and

•  To maintain a system of supervision and review that is reasonably designed to achieve compliance with 
    these Principles of Ethical Market Conduct.

Who Must Comply

The rules outlined in this guide apply to all producers not registered with a MetLife affi liated broker/dealer. 

The term “client” is used interchangeably for client, customer, prospect, or any other member of the public who 
wishes to do business with the MetLife Enterprise.

The term “producer” is used interchangeably for producer, broker, or any other individual soliciting Enterprise 
products. It does not apply to registered representatives and/or full-time/career agents.

The term “manager” is used interchangeably for manager, General Agent, Managing General Agent, Managing 
Director, Managing Partner, Brokerage General Agent or Associate Partner. 
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Ethical Responsibilities to the MetLife Enterprise
As a result of your affi liation with the MetLife Enterprise, you are authorized to perform certain functions 
that will be legally binding on the MetLife Enterprise. It is important for you to know the parameters of your 
association thoroughly and to know what you can and cannot do. When you are acting within the scope of your 
authority, the law considers that you and the MetLife Enterprise are one and the same. The following policies, 
rules, and regulations provide guidance in establishing and maintaining a mutually benefi cial relationship with 
the MetLife Enterprise.

Compliance and Fraud Hotline and Website

The MetLife Enterprise is committed to providing the highest quality products and services through the integrity 
and ethical practices of its employees and business partners. Acts of fraud and other unethical behaviors, 
whether originating outside or within the Company, can threaten our growth, profi tability and leadership in 
the marketplace. Any producer, employee, client, shareholder or other interested party aware of or with reason 
to believe a violation of practices exists should notify the MetLife Enterprise immediately.

The MetLife Enterprise established the Compliance and Fraud Hotline to offer interested parties the opportunity to 
make an anonymous report about known or suspected fraud, inappropriate sales practices, fi nancial accounting 
issues, internal accounting control issues, auditing concerns, or other potential violations of business practices, 
such as the unauthorized signing of a client’s or another associate’s name and misappropriation or mishandling 
of client funds. Hotline calls are confi dential, but you may be asked to provide specifi c information regarding 
the allegation. 

The MetLife Enterprise Compliance and Fraud Hotline is 1-800-462-6565. 

In addition to the hotline, another easy and effective way to obtain more information and report such 
matters is by accessing the Corporate Conduct page residing on the MetLife Enterprise’s public website 
(www.metlife.com). This resource can be found by clicking on the “About Us” tab located on the home page 
and accessing the section on “Corporate Governance.” All correspondence, whether submitted in writing, by 
telephone, or by e-mail receives prompt attention and is treated confi dentially. Interested parties can remain 
anonymous when communicating their concerns, if desired.

Licensing 

You must be properly licensed and appointed where applicable prior to soliciting business. You must not be 
compensated for a sale that occurred when you were not properly licensed, even if you fulfi ll the licensing 
requirement after the sale. While non-securities insurance commissions under certain conditions (collateral 
and absolute assignments) are assignable, it is in violation of both federal and state insurance laws for any 
commissions to be paid, assigned, split, or otherwise directed to individuals, fi rms, or other entities that are not 
properly licensed at the time of sale.

Failure by a producer to obtain all necessary licenses and appointments, where required, prior to solicitation 
can result in rescission of the sale and “charge-back” of earned commissions. Aside from potential 
MetLife Enterprise sanctions, state and federal regulators may impose disciplinary actions such as license 
suspensions and fi nes.
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Ethical Responsibilities to the MetLife Enterprise (Continued)

Insurance Licensing

You must comply with a state’s licensing requirements and secure a MetLife Enterprise appointment where 
required prior to soliciting the sale of any insurance products in that state or with residents of that state. You 
must be appropriately licensed to solicit and sell the product in the state where the application is signed and in 
the state where the proposed insured resides, if in a risk resident state.

State Insurance Continuing Education

Continuing education for life and health licenses is governed by the individual states within which producers are 
licensed. It is the responsibility of the individual producer to satisfy his/her life insurance continuing education 
requirements. Information on continuing education courses for license renewal is available online by several 
industry organizations, state Departments of Insurance (DOI) and Life/Health continuing education vendors.

Sharing Commissions

It is unlawful for a producer, including the Manager, to pay compensation of any kind to, or split commissions 
with, anyone who is not appropriately licensed and appointed by the MetLife Enterprise. All commission splits 
between producers must be indicated on the product application. 

State Product Approval

No product may be solicited, illustrated, or sold in a state prior to the product being approved for sale in 
that state. 

Non-Licensed Support Staff

Administrative or secretarial personnel who are not insurance licensed may not act upon client requests 
without specifi c instruction from the producer. An unlicensed administrative assistant may respond to a client’s 
procedural questions. 

An administrative assistant who does not have an insurance license and appointment with the MetLife Enterprise 
must never sign his/her own name or sign a producer’s name to solicitations regarding insurance; or counsel or 
advise clients or otherwise act as an agent of the producer (or client). However, an unlicensed administrative 
assistant is permitted to sign his/her own name to strictly administrative servicing-type letters (e.g., “Enclosed 
are the benefi ciary change forms that you requested”).

Internal Communications

In the fi nancial services industry, communications with the public are highly regulated to ensure that consumers 
are presented with fair and balanced information with which to make informed fi nancial decisions. For this 
reason, producers must not distribute internal memoranda, training literature, or material from outside 
sources unless it is clearly intended for public use and has been approved by the MetLife Enterprise for use 
with the public.

In many cases, these types of material will contain language limiting their use to producers for product knowledge 
and training purposes only. This material must not be given, shown, or read to clients. It must not be copied or 
retyped in any form and then given to clients.
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Ethical Responsibilities to the MetLife Enterprise (Continued)

Prohibited Business Practices

Viatical or Life Settlements

The Company does not allow dealing with viatical (which includes senior and life settlements) companies on our 
policyholders. A viatical is the sale of life insurance by a policy owner, who typically is terminally ill or elderly, to 
a buyer who has no insurable interest in the life of the insured. The owner usually is seeking income for medical 
bills, while the buyer profi ts by receiving the full death benefi t at the insured’s demise. The Company has made 
the decision not to support viatical settlements because of issues such as confl ict of interest, negative publicity 
and the fact that many states consider viatical settlements a securities product, making the transaction “selling 
away.” In addition, several viatical settlement companies have come under increased scrutiny and criticism by 
industry groups, regulatory agencies, and consumer groups. Thus, it is inappropriate for a MetLife Enterprise 
producer to be in the viatical settlement business.

There are product alternatives like Accelerated Death Benefi t riders that can be used to address clients’ needs in 
many cases. If a client insists on dealing with a viatical company, the producer may refer the client to his or her 
state insurance department. Some insurance departments maintain “hotlines” or post information concerning 
viatical settlements on their websites. Producers may supply clients with any contractual information about the 
accelerated death benefi t rider, if it is applicable.

A MetLife Enterprise producer should not on any MetLife Enterprise policies:

• Act as a viatical settlement company or as a producer for a viatical settlement company;

• Assist the client in completing an assignment of their Company contractual death benefi ts to a 
 viatical settlement company (other than to provide those wishing to make such an assignment with any 
 contractual information they may be entitled to receive or to refer them to the appropriate information 
 resource within the Company);

• Identify prospects, insureds, or contractholders of the Company or its subsidiaries to any viatical settlement 
 company for the purpose of having that prospect, insured, or contractholder enter into an agreement or 
 arrangement with the viatical settlement company or anyone else; or

• Identify, fi nd, or suggest to a viatical settlement company any individual (including the producer) or group 
 interested in investing in a viatical settlement company or in any way provide funding for the risks assumed 
 by a viatical settlement company.

Insider Trading

Federal securities laws and Company policies strictly prohibit producers from engaging in insider trading. 
Insider trading involves the use of “inside information” as a basis for buying, holding or selling a security; 
making recommendations to others on the basis of inside information; or communicating inside information 
to another person. 

Generally, “inside information” is information that is “material” and “non-public.” Information would 
be considered “material” if a reasonable investor would consider it to be important in making investment 
decisions; information would be considered “non-public” if it had not yet been publicly disclosed or was not yet 
in general circulation. 
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Ethical Responsibilities to the MetLife Enterprise (Continued)

The following policies and procedures have been designed to detect and prevent the misuse of material, non-
public information in furtherance of the objectives of the Insider Trading and Securities Fraud Enforcement Act 
of 1988. The potential liability for a violation of the insider trading rules could be up to a million dollars for an 
individual and a prison term of up to ten years so it is critical that all home offi ce and fi eld associates thoroughly 
familiarize themselves with what may be considered insider trading and how to avoid it.

A series of court cases based on SEC Rule 10b-5 have established that it is unlawful for any person to misuse, 
either directly or indirectly, any material, non-public information about a Company. Any person who is in 
possession of any information of this sort is prohibited from:

• Purchasing or selling securities of such companies for their own accounts, for accounts in which 
they have a benefi cial interest or over which they have the power, directly or indirectly, to make 
investment decisions;

• Soliciting client’s orders to purchase or sell the securities of such companies;

• Issuing research reports, recommendations, or comments which could be construed as recommendations 
concerning such companies; or

• Disclosing material, non-public information or any conclusions based thereon to any other person in or 
outside the MetLife Enterprise.

“Material, non-public information” is any information that has not been publicly disseminated and which a 
reasonable investor might consider important in making an investment decision. Examples of the types of 
information that are likely to be deemed “material” include, but are not limited to, the following:

• Dividend increases or decreases;

• Earnings estimates or material changes in previously released earnings estimates;

• Signifi cant expansion or curtailment of operations;

• Signifi cant increases or declines in revenues;

• Signifi cant merger or acquisition proposals or agreements, including tender offers;

• Signifi cant new products or discoveries;

• Extraordinary borrowing or liquidity problems;

• Major litigation, initiation, settlement or court decision;

• Extraordinary management developments; and

• Purchase and sale of substantial assets.

Violations or suspected violations of insider trading laws involving MetLife stock must be reported to MetLife’s 
Corporate Secretary’s offi ce and Corporate Ethics and Compliance. Violations or suspected violations involving 
all other securities must be reported to Corporate Ethics and Compliance. 

Commingling of Client Funds

When producers collect client checks for initial premiums on MetLife Enterprise policies, the checks must always 
be payable to the insurance company and never the producer. Renewal premiums must be made payable to 
the insurer and sent directly to the MetLife Enterprise by the premium payers. Producers have no authority to 
receive renewal premiums on the MetLife Enterprise’s behalf. 
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Ethical Responsibilities to the MetLife Enterprise (Continued)

A producer must not deposit client funds into the producer’s business or personal account or deposit 
his/her personal funds in a client’s account. A client’s check inadvertently made payable to the producer must 
not be  negotiated, but must be returned immediately to the client, who should issue a new check to the 
appropriate payee. Additionally, producers cannot have the MetLife Enterprise’s name on any personal or 
business accounts.

Under no circumstances may a producer submit a check written on his/her own account or otherwise advance 
monies on behalf of a client.

Twisting

“Twisting” is inducing a client to cancel disadvantageously the contract of another insurer in order to sell a new 
contract. A producer must ensure that a replacement is always in the client’s best interest.

Misrepresentation of Sales Compensation

A producer must not lead a client to believe that the producer will not be receiving any sales compensation 
when that is not the fact.

Sharing a Policy or Account

A producer may not share directly or indirectly, or have any benefi cial interest in, the profi ts or losses of a client’s 
account, policy, or transactions.

Third-Party Transactions

A producer may not accept orders to make transactions in a client’s account from a third party. Producers may 
accept requests for information only from the owner(s) of an account. If a third party places a request, producers 
are expected to confi rm that the third party has appropriate authorization to act on behalf of the owner for the 
given situation (such as Power of Attorney), and that appropriate documentation is on fi le prior to accepting 
and facilitating any order or sharing any information with the third party.

Guarantees

A producer must not:

• Guarantee a client against loss;

• Guarantee profi ts or offer to reimburse a client for losses experienced in any product; and/or

• Guarantee that a participating policy will pay a dividend.

Premium Offset

A producer must never guarantee or promise that a policy premium payment will “vanish” at a given time 
or be paid by dividends or available cash values. Whenever describing “premium offset” of a traditional life 
policy, the producer must clearly disclose that these options are based upon dividend illustrations which are not 
guaranteed, and that additional premium payments may be required.

Lending and Borrowing

A producer must not lend money or securities to a client or borrow money from a client. This rule applies even 
if the client is also considered a “personal friend” of the producer.
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Ethical Responsibilities to the MetLife Enterprise (Continued)

Rebates

A producer must not give, directly or indirectly, to a client or any other person or fi rm anything of value outside 
of what is provided for in the policy. This includes any rebate or commission or any other compensation received 
by the producer.

Gifting

Generally, you may not give to or receive from your clients any large, extravagant gifts or cash. This can include 
merchandise, gifts and prizes, travel expenses, vacations, meals, and/or lodging. There are limited situations 
in which the MetLife Enterprise permits gifting arrangements. Check with your Manager for a description of 
these situations.

Tax or Legal Advice

A producer must not give tax or legal advice unless qualifi ed to do so. This does not preclude your responsibility 
to point out potential tax or legal implications related to any transactions or recommendations regarding the 
products or services you offer (e.g., the liquidation of mutual funds held in a non-qualifi ed account to purchase 
another fi nancial product). You should always direct a client to his/her attorney, accountant, or tax consultant 
for information specifi c to his/her circumstances.

Holding Client Checks

A producer may not under any circumstances be granted Power of Attorney or act as a personal custodian for 
money or property of a client, unless the client is a family member. A producer must immediately forward checks 
received from a client to the MetLife Enterprise. A producer must not hold or control any payments, funds, or 
property (such as insurance policies) for a client.

Changing Records

It is the responsibility of a producer to maintain all necessary business records. A producer must not effect a 
change in a client’s records without the client’s authorization. Under no circumstances may the client’s address of 
record be changed to that of the producer. All forms requesting changes must be completed prior to obtaining 
a client’s signature.

Confl ict of Interest

In order to avoid potential confl icts of interest, you may not be the owner or benefi ciary (except for family 
members) of a client’s insurance policy, investment account, or annuity. In addition, the MetLife Enterprise does 
not allow the subsequent transfer of ownership to you from the client.

A producer is also prohibited from acting in a fi duciary role, such as being a trustee or assignee for a client 
or serving as an executor of a client’s estate, attorney in-fact, or general partner, unless the client is a family 
member. This prohibition includes serving as a trustee for a qualifi ed plan.

Fraudulent Activity

As a producer, you are entrusted by your clients to act in their best interest. You are also required to comply with 
all laws and regulations, particularly as they relate to professional and business activities.

The MetLife Enterprise considers the following activities to be fraudulent; therefore, engaging in any of these 
activities may result in fi nes, suspensions, or termination of your contracts.
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Ethical Responsibilities to the MetLife Enterprise (Continued)

You must never sign any application for, or otherwise act on behalf of, any person not appropriately licensed 
for the product.

It is a violation of both federal and state insurance laws for any commissions to be paid, assigned, split, or 
otherwise directed to individuals, fi rms or other entities that are not properly licensed. You must not be 
compensated for a sale that occurred when you were not properly licensed, even if you complete the licensing 
requirement after the sale. Also, you must not compensate any individual who is not properly licensed, even if 
the individual becomes licensed after the sale.

A producer must not effect any transaction or induce the purchase or sale of any product by means of any 
manipulative, deceptive, or other fraudulent device or contrivance.

Other examples of fraudulent activities include, but are not limited to, the following:

• Forgery (this includes signing a client’s name with or without his/her permission);

• Signing as a witness to a signature that the producer did not actually witness;

• The establishment of fi ctitious client accounts in order to execute prohibited transactions (do not use 
fi ctitious names on accounts);

• The execution of a transaction for a client without the client’s express consent;

• Obtaining and keeping on fi le blank forms that have been signed by the client;

• Falsifi cation of records;

• Placing your address as the mailing address (address of record) on a client’s policy;

• Twisting;

• Commingling of funds;

• Money laundering;

• The authorized or unauthorized use or borrowing of client or MetLife Enterprise funds;

• Misappropriation of client funds;

• Nondisclosure or misstatement of material facts;

• Manipulations of client funds; and/or

• Any other type of deception.

The MetLife Enterprise has a hotline dedicated to the reporting of fraudulent activities. The MetLife Enterprise 
Compliance and Fraud Hotline is 1-800-462-6565.

Reporting Requirements

Client Complaints

The MetLife Enterprise defi nes a complaint as a communication that primarily expresses a grievance, allegation, 
or dissatisfaction with the quality of an insurance or investment product, service, or any action or representation 
by a MetLife Enterprise producer. Complaints can be either verbal or in writing. All written complaints and 
memoranda documenting verbal complaints must immediately be forwarded to your Manager and/or to 
Corporate Ethics and Compliance.  
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Ethical Responsibilities to the MetLife Enterprise (Continued)

A producer must not, under any circumstances, attempt to resolve a complaint on his/her own or offer to make 
any payments to a client from the producer’s personal funds to resolve a complaint without prior Corporate 
Ethics and Compliance approval.

Notifi cation

Every producer should inform his/her Manager and/or Corporate Ethics and Compliance if any of the 
following occur:

• Is contacted by any government agency or regulatory body with any inquiries (including simple questions 
regarding advertisements or letterhead);

• Is the subject of any investigation or inquiry by any government agency or self-regulatory body or is 
required to testify before any such agency or body;

• Is a defendant or respondent in any litigation, proceeding, or arbitration alleging violation of any rule or 
regulation of any governmental agency or self-regulatory body;

• Is the subject of any censure, injunction, suspension, fi ne, cease and desist order, or other disciplinary 
action by any governmental agency or self-regulatory body;

• Has any registration, license, permit, certifi cation, or membership denied, suspended, revoked, or restricted 
by any governmental agency or self-regulatory body or is barred from becoming associated with a broker 
or dealer or life insurance company or from engaging in any other securities activities by any governmental 
agency or self-regulatory body;

• Is the subject of any contempt proceeding or of any civil judgement;

• Is the subject of any verbal or written complaint by a client or any claim for damages fi led by a client;

• Is the subject of any bankruptcy; or

• Is the subject of any arrest, summons, arraignment, indictment, or conviction, or pleads guilty or no contest 
to any criminal offense other than a minor traffi c violation, such as a parking or speeding ticket.
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Ethical Responsibilities to the Client

In keeping with the MetLife Enterprise’s high standards of behavior and its commitment to the development of 
long-term client relationships, certain rules of conduct must be followed.

Field Underwriting 

Every producer must know his/her clients and the terms and conditions of the Company’s products and policy 
provisions in order to make appropriate product and service recommendations. Field underwriting is the process 
by which a producer gathers information from a potential client for the purpose of establishing the client’s 
needs and qualifi cations for a particular product. Field underwriting is the responsibility of every producer 
and is a process, not an event. The fi eld underwriting process includes gathering information about the client 
through a fact fi nding process, identifying the client’s needs, preparing a recommendation, and completing 
an application. 

All producers must make reasonable efforts to gather information from their clients to help determine what 
products, if any, should be recommended. Producers are required to have documentation in their client fi les 
that clearly shows the information gathered to determine which products to recommend to their clients based 
on the needs, objectives, and risk tolerance as indicated by their clients. 

While the fi nal decision on every application rests with the Underwriting Department of the home offi ce, 
underwriting begins in the fi eld and the Company cannot underwrite its risk successfully unless the preliminary 
steps are intelligently and honestly performed by producers. Insurance Departments look at the underwriting 
and rating practices of insurance companies with a twofold purpose of assuring solvency of the Company 
and the fair treatment of consumers. For this reason, laws dealing with unfair trade practice in this area 
stress the application of sound principles of risk assessment and selection and prohibit inequitable and 
discriminatory treatment.

Suitability

A producer is required to make reasonable efforts to gather information from his/her clients to help determine 
what products, if any, should be recommended. This information gathering includes the completion of a fact-
fi nder that contains information on the client used by the producer to determine why a particular product 
was recommended and is suitable to the client. The application itself does not serve as the fact-fi nding tool. 
A producer is required to have documentation in his/her client fi les that clearly shows the information gathered 
to determine which products to recommend to his/her clients based on the needs, objectives, and risk tolerance 
indicated by his/her clients. Although “suitability” is a term that originated in the securities industry, it is a 
requirement that must be followed in both securities and insurance sales. A producer must have reasonable 
grounds for believing the recommendation is suitable based on facts provided by the client as to his/her fi nancial 
situation and needs. 

Financial objectives must be discussed with the client, and the client should indicate the particular objectives 
he/she desires. This can be accomplished by carefully evaluating client information and needs. This information 
includes, but is not limited to:

• Financial need;

• Investment objectives;

• Risk tolerance;

• Investment history;
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Ethical Responsibilities to the Client (Continued)

• Liquidity needs;

• Tax bracket;

• Income level;

• Age;

• Net worth;

• Time horizon;

• Number of dependents;

• Special needs dependents;

• Ability to pay and/or source of funding for product purchases;

• Familiarity with the relative advantages and/or disadvantages of various products;

• Occupation and address of employer;

• Association or employment with any NASD member fi rm;

• Hobbies (such as mountain climbing or scuba diving);

• Driving history;

• Travel outside country; and

• Family history.

All relevant information must be documented in the client fi le. If a proposed sale is not suitable for the client, 
the producer should not pursue it. All new business applications are subject to suitability review and approval 
by a supervisor. You may be asked for additional information and documents if suitability is questioned.

Product Knowledge 

It is the producer’s responsibility to know and understand any product recommended and to relay this 
information to the client. This includes making all relevant disclosures to a client including any required 
documents (e.g., state replacement forms, sales illustrations, account applications, required disclosure forms).

Producers should be familiar with the product specifi cs pertinent to each client, such as costs, fees, expense 
structures, restrictions, potential benefi ts and investment risks.

Application Completion and Transmittal

A producer must ask the owner of the product, and if applicable, the insured, all of the questions on the 
product application. A client must never sign a blank application or other blank forms to be completed later by 
the producer. No alterations to answers on product applications are permitted unless initialed by the proposed 
insured. The use of correction fl uid (e.g., White-Out®) is not permitted on any product application. The client 
must initial any cross-outs or changes. Additionally, it is the ethical responsibility of the producer to give the 
MetLife Enterprise any additional information affecting the underwriting of the case whether addressed on the 
application or not.
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Ethical Responsibilities to the Client (Continued)

By witnessing the proposed insured’s signature, the producer is verifying that the application questions have 
been asked. It is very important for underwriting and claim purposes that producers soliciting business see the 
proposed insured(s), ask the application questions, and have the proposed insured(s) sign the application in 
their presence. Under no circumstances should the producer sign on behalf of the proposed insured. Such acts 
can carry extremely stiff penalties.

Applications are legally binding documents that serve legal, regulatory, and MetLife Enterprise needs. 
Applications not completed correctly, or submitted without required supplemental forms, are “not of good 
order” (NOGO). NOGO applications cannot be processed. A NOGO submission will delay approvals and 
commission payments.

A producer may not hold client funds, checks, requests, or applications. Applications with checks representing 
premiums must be submitted within one business day to the marketing fi rm for transmittal to the 
MetLife Enterprise. 

The producer must be appropriately licensed, appointed and registered to sell the product in the state where 
the application is signed and in the state where the proposed insured resides, if in a risk resident state. 

Form Completion

A producer must never have a client sign a blank form to be completed later by the producer. All forms and 
applications must be completely fi lled out before a client signs and dates the forms.

Non-Medical Privilege

All producers of the Company are granted the non-medical privilege on life policies. It is the producer’s 
responsibility to use this privilege in a manner that protects the rights under the policy provisions of both the 
Company and the clients. The non-medical privilege may be revoked any time there is a question about its 
proper use. Producer underwriting pertaining to compliance and ethics deserves much attention. When any 
type of claim occurs, the insurance application becomes the basis for a claim dispute, denial or acceptance. A 
producer who compromises part of the underwriting process with false or misleading information, as it pertains 
to the prospective insured, is creating potential wealth for litigating attorneys.

The Company reserves the right to require an examination of a proposed insured. When the producer has 
reason to believe that the Company’s interests will be protected by an examination, it should be arranged for 
immediately to avoid delay. Under these circumstances, the home offi ce must be informed of the reason for 
the examination. Otherwise, use of the non-medical privilege is mandatory in the authorized age and amount 
brackets. Fees for unnecessary examinations will be charged to the producer’s account. If there is any reason to 
believe the proposed insured may not be an acceptable risk, a non-medical inquiry must be submitted.

Since the producer is in effect taking the place of the medical examiner on non-medical business, he/she must 
personally see the proposed insured. If for any reason the proposed insured cannot be seen, it must be so noted 
on the application. Exceptions to this requirement include children to be covered by dependent coverage.

Non-medical limits are based on the age as of the date of the application. Requests for backdating or postdating 
are disregarded for underwriting purposes in determining requirements.
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Fair Credit Reporting Act (FCRA)

Pre-Notifi cation. The Company application forms contain a notice to the proposed insured. This pre-notifi cation 
notice is given to the individual on whom an inspection report will be made. If there is a third party applicant-
owner, the notice is to be given to the proposed insured and not to the applicant-owner.

The notice is given to the proposed insured in all instances, even when the amount of the application is within 
the limits that would routinely be considered without an inspection. Information from other sources may make 
it necessary to request an inspection.

Medical Authorization. The provisions of the Fair Credit Reporting Act and HIPAA make it necessary to have 
a signed medical authorization. Our medical authorization is extensive and is meant to include sources other 
than just physicians, hospital and clinics, such as other insurance companies, our reinsurers and the Medical 
Information Bureau.

MIB Notice Form

In addition to the notice form described above, written notice must also be given to the applicant informing 
him that the Company may make a brief report to the Medical Information Bureau. The MIB Notice is printed 
on each application also.

Solicitation and Cost Disclosure

Some states have recently passed solicitation regulations requiring a Buyer’s Guide and a Policy Summary to be 
furnished to the life insurance applicant to prevent misrepresentations and make comparisons. Buyer’s Guide 
booklets and the individually prepared Policy Summaries are provided by the Company when required. It is the 
responsibility of each producer to know when Solicitation and Cost Disclosures regulations are applicable.

Policy Delivery

A producer must deliver life insurance policies and annuity contracts and obtain a policy receipt promptly upon 
the policy’s arrival at the marketing fi rm. If unable to make delivery in a timely manner or obtain a receipt, a 
producer must inform the Company of the fact and secure the receipt as soon as possible. After issuance, the 
prompt delivery of a policy or contract to the client is required because it starts the time period of the “free 
look” for all contracts. Policies must be delivered within the policy delivery requirements to the owner, who is to 
sign a receipt form, which is then sent to the MetLife Enterprise. A copy is then retained in the marketing fi rm’s 
fi les. Also, it is important to keep in mind that only the owner of the policy can sign the policy delivery receipt 
form. The policy receipt form must not be signed by the insured, spouse or any other family members.

If the policy cannot be delivered personally to the owner due to extenuating circumstances, a producer may 
send the policy to the owner via certifi ed mail. The signed certifi ed mail receipt will serve as confi rmation of 
policy delivery. A copy of this receipt and a letter explaining the extenuating circumstances must be mailed 
to the New Business Department and a copy placed in the client’s fi le. However, policies requiring additional 
money and/or the following post-issue requirements must be delivered personally:
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• Signed amendment;

• Signed sales illustration;

• Signed revised sales illustration;

• COD endorsement form;

• Signed Enterprise application for TeleUnderwritten policies;

• Health certifi cate;

• Exclusion rider;

• Enterprise Bank Draft Form and void check; or

• Absolute Assignment Form/Post Issue.

A producer has a clear fi duciary responsibility to the MetLife Enterprise to report any relevant changes in a client’s 
circumstances between the time a policy was underwritten and its delivery. Also, a producer must not retain a 
client’s policy or contract in his/her own client fi les unless the producer has received written authorization from 
the client acknowledging receipt and requesting that the producer keep the contract. In these circumstances, 
an attempt must be made to convince the client that he/she should retain the policy, and a signed policy receipt 
must still be obtained as evidence that the policy was received by the client. The producer must maintain proper 
documentation in his/her client fi le to show evidence of authorization.

Free Look  

It is important that clients fully understand the process of rescinding their insurance contract during the free 
look period. Proper procedures are explained in the policy. A producer must be thoroughly familiar with these 
procedures and must review them with the client.

Quality Assurance Programs

The MetLife Enterprise has two types of quality assurance programs in place, a pre-issue Personal History Interview 
(PHI) and a post-issue written Customer Feedback Questionnaire. These programs promote client understanding 
and help protect the producer and the MetLife Enterprise from potential client misunderstandings. 

The PHI telephone call is designed to confi rm client’s purchase expectations and understanding as well as identify 
and resolve any potential client concerns prior to the issue of the policy. The PHI telephone call helps the MetLife 
Enterprise ensure that clients receive a product that meets their fi nancial needs at a cost appropriate to their 
risk profi le. Each telephone call is recorded, with the permission of the client, as it occurs and can be retrieved 
if any questions arise. Any potential issues that arise during the interview are referred back to the manager for 
resolution. Those clients who receive a PHI call will not receive a written Customer Feedback Questionnaire.

The Customer Feedback Questionnaire is used to help determine the quality of sales made by producers and to 
confi rm clients’ understanding of the nature of their purchases. The MetLife Enterprise reviews and researches 
clients responses where there are questions regarding the sales and marketing activities of a producer. As part 
of this review, the manager may be asked to obtain a statement from the producer regarding the sale.
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Loans, Surrenders, and Transfers 

Policy loans, surrenders and transfers may be authorized by the client. Client requests must be forwarded within 
one business day by the producer to the MetLife Enterprise for processing.

Replacement Sales

The MetLife Enterprise requires that all replacements be suitable and in the client’s best interest. Essentially, 
whenever an existing life insurance or annuity contract is terminated or changed, or its values are used in 
connection with the purchase of another policy or contract, a replacement situation may exist. Producers must 
not pursue replacements as a marketing strategy. The MetLife Enterprise requires that all replacement sales have 
a strong, clearly documented basis for suitability. The MetLife Enterprise monitors both internal and external 
replacement activities and disallows all replacements that are not clearly in the best interest of the client. A 
client who surrenders an in-force policy to purchase a new one may incur signifi cant deferred sales charges 
and an income tax liability. The producer must make sure that the client understands any potential charges 
and tax liabilities. All applicable state regulations and MetLife Enterprise policies that apply to the particular 
replacement sale must be strictly followed, including the completion of any applicable state replacement forms. 
The producer and Manager are also responsible for completing and signing the appropriate MetLife Enterprise 
replacement or disclosure forms for all replacement sales, regardless of any state forms that may also be required. 
See Appendix A for additional replacement guidelines.

Handling of Funds

Checks 

A producer must immediately forward checks received from a client to the MetLife Enterprise. A producer may 
not under any circumstances be granted Power of Attorney or act as a personal custodian for money or property 
of a client, unless the client is a family member. A producer must not hold or control any payments, funds, or 
property (such as insurance policies) for a client.

Cash 

A producer is prohibited from accepting payment in cash (currency). All payments received from the client must 
be made by check or other acceptable monetary instrument. A producer must never exchange cash from a client 
for a money order or bank check for the payment of any product.

Monetary Instruments, Third-Party Payments, and Double-Endorsed Checks

Monetary instruments, including money orders, travelers checks, and bank checks written on the account of 
a U.S. bank (e.g., cashier’s checks, teller’s checks, offi cial checks, treasurer’s checks and bank drafts) are an 
acceptable form of payment for all fi xed life and annuity products. 

Checks written on the account of a U.S. bank (e.g., cashier’s checks, teller’s checks, offi cial checks, treasurer’s 
checks and bank drafts) are acceptable only in the limited circumstances described below in conditions 
(1), (2), and (3).  



Page 21 of 48

UBA 17 (01/05)  FF

Ethical Responsibilities to the Client (Continued)

Third-party checks are checks written on a checking account that is owned by someone other than the owner, 
annuitant, or insured of the MetLife Enterprise account or policy. Double-endorsed checks are checks made 
payable to a party other than the MetLife Enterprise (e.g., the client or cash) that have been endorsed by the 
client and subsequently made payable to the MetLife Enterprise. For life and annuity products, the MetLife 
Enterprise will accept a third-party check or a double-endorsed check in limited circumstances described below 
in conditions (1), (2), and (3).

For life and annuity products, the MetLife Enterprise will accept a third-party check or a double-endorsed 
check written on the account of a U.S. fi nancial institution (including instruments titled “cashier’s checks”), 
if the check: 

 (1) Is made payable to the MetLife Enterprise or to a client who endorses the check over to the 
MetLife Enterprise; 

 (2) Originates from a U.S. fi nancial institution; and 

 (3) Represents the transfer of assets from an existing account or policy, such as an IRA rollover; funds 
from an existing brokerage account; or another type of account transfer. 

However, if the check is from an unknown or foreign fi nancial institution or other entity, the MetLife Enterprise 
will not accept the payment, regardless of whether the check is made payable to the owner or to the MetLife 
Enterprise.

Starter Checks

Starter checks are generally not an acceptable form of payment for any type of product. Since the name of the 
accountholder is not printed on a starter check, we are unable to ascertain the owner of the underlying bank 
account and therefore, cannot verify the source of funds.

In limited circumstances, however, the MetLife Enterprise will grant an exception to this policy. We recognize 
that it is very common for trusts to purchase life insurance. These trusts do not always purchase pre-printed 
checks, as they do not regularly write checks. Consequently, the MetLife Enterprise will accept starter checks as 
premium payment(s) for policies owned by a life insurance trust.

In addition, a starter check will also be acceptable if the producer can verify that the owner of the account/
policy is the same person as the owner of the bank account on which the check is being written. This verifi cation 
can be accomplished by: 

 (1) Obtaining a letter from the bank detailing the accountholder, account number and all authorized 
signatories on the account;

 (2) Providing a copy of a bank statement from the bank account evidencing the accountholder’s name 
and address; or

 (3) Calling the bank and verifying the information with a bank employee. 

Please be sure to create a record evidencing the call, including the date of the call, name of the bank, name of 
the person with whom you spoke, and any other relevant information. If the bank is unwilling to confi rm the 
owner of the account in writing or over the phone, the client will have to submit another form of payment.
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Money Laundering Prevention 

Money laundering is generally defi ned as taking funds collected from an illegal activity and engaging in 
transactions to conceal and disguise the true source of the funds to make money appear clean or legal. Money 
laundering may also involve the structuring of or breaking down of payments into smaller multiple transactions 
(using cash, cashier’s checks, money orders, traveler’s checks, and other cash equivalents), to evade the $10,000 
federal cash reporting requirement. Structuring itself is a crime, even if the funds have been derived from legal 
activity.

Producers are on the front line of the battle against money laundering. Producers must verify the identity of 
their clients by reviewing and recording information contained on a government issued photo ID (e.g., a U.S. 
driver’s license or passport) on new business applications. Producers must not only verify a client’s identity, but 
must identify the source of funds used to purchase or make payments for product and must record the source 
of funds on the new business application.

If you suspect that a client or other party conducting a transaction with the MetLife Enterprise may be involved 
in possible money laundering activity, you must report the proposed transaction or activity immediately to your 
Manager or Corporate Ethics and Compliance. All inquiries into suspicious activities must be documented and 
retained in the producer’s client fi le. Producers are not to relay any information to a client if activities are being 
investigated. An individual who is “willfully blind,” that is, ignores a suspicion of money laundering activity, is 
considered to have knowledge of the illegal activity and may be subject to civil or criminal penalties, as well as 
disciplinary actions, up to and including termination. See Appendix B for a list of activities that may be indicative 
of money laundering.

Client Privacy

The recently adopted Gramm-Leach-Bliley Act and the Health Insurance Portability and Accountability Act 
(HIPAA) impose certain obligations on fi nancial institutions related to the treatment of its clients’ nonpublic 
personal information. Among these obligations is the fi nancial institution’s responsibility to notify clients of its 
policies and practices regarding the use, disclosure, and maintenance of such nonpublic personal information. 
The MetLife Enterprise has detailed privacy policies. As a producer, you are responsible for understanding and 
adhering to these privacy policies. To review our privacy policies, visit any of the MetLife Enterprise websites 
www.MetLife.com, www.NEF.com, or www.mygenamerica.com. 

The privacy policies adopted by the MetLife Enterprise require producers to protect the confi dentiality and 
security of information collected about individual clients. It is MetLife Enterprise policy to comply with all 
applicable federal and state privacy laws and regulations. The MetLife Enterprise provides each producer with 
a detailed description of their respective privacy policies and procedures, as well as a list of frequently asked 
questions and answers to clarify the policy’s applications. Each producer must review, understand, and comply 
with these privacy policies in connection with the sale of any and all insurance products to clients. Refer to your 
MetLife Enterprise contract as well as Appendix E & F for additional information on the privacy policies.
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As a producer of the MetLife Enterprise, you must present yourself to the public at all times in a manner 
consistent with the MetLife Enterprise’s high standards. Building trust with the client requires a full, fair, and 
honest explanation of the products and services that you offer.

Fair Competition

As a producer of the MetLife Enterprise, you have a duty to engage only in active and fair competition. This 
means that you may not make disparaging remarks or otherwise “bash” a competitor. Fair competition should 
be based on such things as price, quality, and service. The MetLife Enterprise believes that you should actively 
and vigorously compete for business. In doing so, however, you may provide only factual and relevant data 
about a competitor.

Untruthful, deceptive, or misleading comments regarding our competitors or their products should never be 
used. Comparison of the MetLife Enterprise products with those of our competitors must be fair and balanced. 
This means that material facts, both positive and negative, regarding the products of the MetLife Enterprise and 
the competitor must be disclosed to allow the client to make an informed decision.

Furnishing Information

A MetLife Enterprise client is entitled to information about his/her policy, contract, or account holdings upon 
request. You cannot charge a fee for any information you provide to the client regarding his/her policy, account 
holdings, or contract. We realize that the service you provide to your client is valuable; however, you cannot 
charge a fee to the client for servicing their policy, account holdings, or contracts.

Similarly, while the MetLife Enterprise offers some complimentary services for the benefi t of the client, you may 
not represent such a service as having a dollar value that is being provided for free.

Sales Material and Advertising

All sales material and advertising must be fair and balanced and must not contain any misleading or untrue 
statement or any statement that exaggerates the facts or makes an unwarranted statement or claim. All sales 
material and advertising that is used to solicit, sell, or service MetLife Enterprise products and services must be 
approved by the Sales Material Review Unit of Corporate Ethics and Compliance in writing prior to use with the 
public. Approved sales material, other than stationery items, must display the approval number and expiration 
date on it prior to distribution. Sales material refers to virtually all forms of communication delivered to a client 
or prospect in print or electronic media (e.g., the Internet, e-mail). Sales material refers to any material intending 
to raise an interest in a product or service, making a reference to a specifi c product (whether proposed or 
existing) or service, or making any type of recommendation to buy, sell, or hold a product or to take advantage 
of a product feature. This includes all client correspondence (via letter, e-mail, fax, etc.), newsletters, recruiting 
ads, training material, radio or TV spots, brochures, sales presentations, proposals, telephone scripts, telephone 
“hold” messages, third-party software, sales promotion materials, sales and supplemental illustrations, Internet 
websites or home pages, newspaper or magazine articles, business cards and letterhead. The only material that 
does not require pre-approval by the Sales Material Review Unit is the most basic type of servicing letter (e.g., a 
brief message such as “Attached are the forms you requested. Please sign and return to me.” or “It was nice to 
meet with you the other day. Please let me know if you have any questions.”). 
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All communications with the public in print or electronic form (e.g., e-mail), whether sales material, advertising, 
or servicing communications, must be maintained locally and forwarded to your Manager, if applicable. You 
must always keep a copy of all correspondence to clients in each client’s fi le.

Each state regulates the sale of insurance products. Some states have specifi c requirements relating to sales 
materials and advertising generated by producers and companies to sell these products. The Sales Material 
Review Unit will determine whether or not your sales material meets state requirements.

Failure to submit materials to the Sales Material Review Unit for review and approval prior to use with the 
public may result in disciplinary action. 

Fair and Balanced Sales Presentations

Presenting a fair and balanced sales presentation means that you clearly discuss the features, benefi ts, 
restrictions, and fees associated with any proposed fi nancial product or use of a fi nancial product in a qualifi ed or 
non-qualifi ed plan. You must not project the performance, the future cash value, or death benefi t of any 
contract in advertising, sales literature, letters, or verbal or written presentations. 

To avoid buyer’s remorse or future complaints, and to ensure a long-term client relationship, you should always 
point out all relevant charges, including charges for surrender and early or partial withdrawal sales charges. 

A fair and balanced sales presentation is, after all, one that gives the client all the facts necessary to make an 
informed fi nancial decision.

Deceptive Statements

You must never make false, misleading, or deceptive statements or exaggerated predictions with regard to 
any product, including, but not limited to, dividends, yields, and rates of return. You are ethically responsible 
for providing a full, fair, and accurate presentation of performance-related information and all required 
applicable disclosures. Please note that all public correspondence and sales presentations that discuss dividends, 
yields, or rates of return are considered solicitations and must be approved by the Sales Material Review Unit 
prior to use.

Seminars

Seminars are considered a form of advertising and are subject to all applicable regulations, including state 
fi ling requirements. A producer will often seek to use third-party seminars, such as those created by industry 
associations. All third-party seminars must be submitted in their entirety to the Sales Material Review Unit, 
along with proof of state fi ling where necessary. All seminars must be approved by the Sales Material Review 
Unit prior to use with the public.

 

Public Appearances

Live TV or radio shows are an advertisement for the services offered by the producers. When making public 
appearances and discussing MetLife Enterprise products, producers are responsible for being knowledgeable 
about the MetLife Enterprise’s sales material rules. 
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Life Insurance and Annuity Illustrations

A producer is required to use only illustrations produced by the MetLife Enterprise for life insurance and annuity 
sales. Insurance and annuity illustrations are used to illustrate hypothetical annual rates of return. You should 
be careful not to present illustrated values as past or future rates of return.

Certain information is required on illustrations. The MetLife Enterprise product specifi c illustrations must be 
presented in their entirety, without amendment, in a timely manner. 

In many cases an illustration is the foundation of a legal action, and sometimes it is the sole evidence in a 
legal action. Therefore, illustrations must contain accurate, verifi able information and all required disclosures. 
Outdated illustrations must never be used in sales situations. 

A current illustration that accurately refl ects the application for insurance and is signed by the applicant must 
be submitted with the application. In the event that a signed illustration has not been submitted with the 
application, you must produce a signed sales certifi cation (to be submitted with the application) and then 
present a current illustration no later than the time of policy delivery. Any illustration presented at the time 
of policy delivery must be signed by the policy owner and submitted to the Home Offi ce. Copies of signed 
illustrations and certifi cations must always be retained in the client’s fi le.

Stationery, Business Cards, and Brochures

Business cards, letterhead, and separate marketing identity names which reference the MetLife Enterprise are 
considered sales or advertising material and they must be approved by the MetLife Enterprise prior to use. Your 
manager and the Sales Material Review Unit will provide guidance in this area.

Electronic Communications

Instant Messaging and Chat Rooms

Producers are prohibited from participating in instant messaging or chat rooms with prospective clients.

Electronic Bulletin Boards

Producers are generally prohibited from posting information on electronic bulletin boards where the intent of 
such participation or posting is to prospect for business. Certain types of advertising may be posted on electronic 
bulletin boards provided that the Sales Material Review Unit approves the advertisement and the electronic 
bulletin board used for posting the advertisement. Additional restrictions may apply.

Unsolicited E-mail and Fax Advertisements

Producers are strictly prohibited from sending unsolicited e-mail or fax advertisements to prospective clients. 

E-mail Solicitations and Fax Solicitations

E-mail solicitations and fax solicitations are generally permitted to be made to the following types of individuals 
(subject to the e-mail solicitation guidelines outlined below):

• Persons with whom we have an existing business relationship. This includes persons such as current 
clients and persons who have requested that information or marketing material be sent to them via e-mail 
or fax; and 

• Persons who have given their express consent to receive advertising materials via e-mail or fax.
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Service Related E-mail

Service related e-mail to an existing client is permitted, but only if the message is considered a “transactional” 
or “relationship” e-mail message as defi ned by the federal “CAN-SPAM” Act, i.e., an e-mail, the primary purpose 
of which is:

• To facilitate, complete or confi rm a transaction; or

• To provide information concerning a change in the terms of a product or service or change in the recipient’s 
status or account balance status; or

• To provide information about employment status or a related benefi t plan in which the person 
participates; or

• To deliver product updates that the individual is entitled to under the terms of an existing contract 
or transaction.

If the primary purpose of the message is not one of those described above, the producer must follow the e-mail 
solicitation guidelines outlined below.

E-mail Solicitation Guidelines

• E-mail solicitations can be sent to current clients, unless the person has expressly asked not to be sent such 
materials and/or the person’s e-mail address is listed in a federal, state, or Company Do Not Solicit listing. 
For information on the Company’s Do Not Solicit listing, contact Corporate Ethics and Compliance.

• False or misleading transmission information, headers, or subject lines are prohibited. The sender must 
be clearly identifi ed, which means that the MetLife Enterprise or any other approved company identifi er 
should be shown in the sender’s e-mail address and/or in the subject line. In addition, the “in re” or 
“subject line” must also appropriately identify the purpose or subject of the e-mail.

• The functioning e-mail address and physical (i.e., postal) address of the sender must be included in 
the message.

• All e-mail solicitations must contain information telling the individual how he/she can request that no 
future e-mail solicitations be sent to him/her at that address (an “opt-out”),* either by sending such 
request to the sender’s e-mail address or through other electronic means (e.g., a list or menu from which 
the person can select specifi c types of messages he/she wishes to receive or not to receive in the future).

* For example, the following language has been approved for inclusion in e-mail solicitation materials. 
“You may ask not to receive future e-mail advertisements from the MetLife Enterprise by sending an 
e-mail message back to me at the address above. Please indicate in your message back to me that you 
do not wish to receive future e-mail solicitations and be sure to include any additional e-mail addresses 
to which your request applies. Upon receipt of your request, we will record your request. This may take 
up to ten (10) business days.”

• If the producer receives an “opt-out” request advising that the individual does not want to receive any 
further e-mail solicitations from the MetLife Enterprise, that information must be recorded in the MetLife 
Enterprise’s Do Not Solicit System within ten (10) business days of receiving the request. The producer must 
inform the Manager or Corporate Ethics and Compliance of the request so that the Do Not Solicit System 
can be updated.

• Sales material must be specifi cally approved for distribution via e-mail. An approved fl yer or letter cannot 
be used “as is” for an e-mail solicitation. The producer must resubmit the approved material, along with 
the e-mail he/she intends to send, to Corporate Ethics and Compliance to ensure that it complies with 
applicable laws and requirements.
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Telemarketing

The MetLife Enterprise requires all persons making telemarketing calls for MetLife Enterprise products and 
services to follow specifi c guidelines based on applicable federal and state laws, as well as rules adopted by the 
Federal Communications Commission (FCC). These guidelines apply to the sale of all products offered by the 
MetLife Enterprise and any affi liates. 

Telemarketing Guidelines

• Federal law dictates that telemarketers or producers may call residences only after 8:00 a.m. and before 
9:00 p.m. in the time zone of the resident. However, many states have more restrictive rules and producers 
must also adhere to state guidelines, see Appendix C;

• The telemarketer or producer must provide the client with his/her name and the name of the Company 
represented, including a phone number and address of the caller or company;

• Telemarketers or producers soliciting insurance products must be licensed to sell the insurance products 
offered. Unlicensed individuals may only schedule appointments for producers;

• Any person or entity that engages in telemarketing must transmit caller identifi cation information, which 
can be in the form of either the Calling Party Number or the Automatic Number Identifi cation and, when 
available, the name of the telemarketer. This means that telemarketers or producers cannot make telephone 
solicitation calls from any phone that has a caller ID block on it. Caller ID block can generally be unlocked 
using *82, although you may want to verify that process with your telecommunications provider;

• Any person or entity using a predictive dialer is prohibited from abandoning more than 3% of all 
telemarketing calls answered live by a person. A call is deemed “abandoned” if it is not connected to a 
live producer within 2 seconds of the called person’s completed greeting. If no producer is available within 
2 seconds, the called person must receive a prerecorded message that states the name and telephone 
number of the entity on whose behalf the call was made, and states that the call was for “telemarketing 
purposes.” If the individual makes a call to that number during normal business hours, he/she must be 
permitted to make a request to be added to the MetLife Enterprise’s Do Not Call list; 

• If an individual advises that he/she does not want to receive any further telemarketing calls from the 
MetLife Enterprise or any affi liates, that information must be recorded in the MetLife Enterprise’s Do Not 
Solicit System and the request honored. The producer must inform the Manager or Corporate Ethics and 
Compliance of the request so that the Do Not Solicit System can be updated

New Jersey’s Telephone Solicitation and Do Not Call Law

New Jersey’s Telephone Solicitation and Do Not Call law was enacted in January 2004. The law requires that 
covered telemarketers register before conducting business in New Jersey and re-register annually. This New 
Jersey law applies to all calls made to residential telephone numbers in New Jersey, regardless of where the 
caller is located. The law specifi cally requires that:

• Each telephone line used to make telephone solicitations under a registration be listed with the 
Division; and

• Telemarketers are required to maintain logs showing to whom calls were made and when.

If a producer makes telemarketing calls, or has calls made on his/her behalf, a “log” of the calls made must 
be maintained. The log must be retained for two years. This log must include:

• Each phone number called,

• The date of each telemarketing call; and

• Time of each call.
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Ethical Responsibilities in Communications with the Public (Continued)

The New Jersey law imposes stiff penalties against violators – up to $10,000 for the fi rst offense and up to 
$20,000 for each subsequent offense.

Summary

The policies outlined in this guide will serve you well as you build a successful relationship with the MetLife 
Enterprise. By incorporating them into your everyday business practices, you will help protect yourself, your 
clients, your fi rm, and the MetLife Enterprise. However, this guide is not a contract. In the event of any 
inconsistency between this guide and your contract with the MetLife Enterprise, the terms of the contract 
will govern.
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Appendix A: Replacement Guidelines

It is the MetLife Enterprise’s position, as well as that of most of the state insurance departments, that the 
replacement of existing coverage is generally not in the client’s best interest. The MetLife Enterprise prohibits 
the solicitation of inappropriate replacement sales.

The following replacement questions and answers identify a number of situations that are considered 
replacements and address the principal concerns about replacement activity.

Replacement Questions and Answers

1. What is “replacement”?

“Replacement” has different defi nitions under the laws and regulations of the various states. Broadly 
speaking, however, replacement can include any transaction in which a life insurance policy or an annuity 
contract is terminated, changed, or its values used in connection with the purchase of another policy or 
contract. Where one contract is cancelled and another purchased, a replacement is obvious. However, under 
applicable regulations and MetLife Enterprise rules, replacement forms must be completed whenever a new 
life insurance policy or annuity contract is to be funded, in whole or in part, using values (including dividends, 
loans, cash values, or surrender values) or by diverting premiums from another life insurance policy or annuity 
contract, or whenever there is a change in existing coverage coinciding with a new issue (reduction in face 
amount or canceling a rider), whether the policy is with the MetLife Enterprise or with another company. 
This requirement to complete replacement forms also applies when values from one policy or contract are 
transferred temporarily to another account (e.g., money market, savings, or checking), even though the 
ultimate destination is yet another policy or contract.

2. Are the defi nitions of replacement different under state rules than under the MetLife Enterprise’s rewritten 
    business rules (RWB)?

Yes. The defi nition of a replacement under the laws of most states is different (generally much broader) 
for the purpose of disclosure and suitability (replacement forms, etc.) than for the purpose of commissions 
under RWB commission rules. For example:

• Under RWB rules, the insured must be the same on the old and the new policies if commission 
adjustments are to be made, whereas replacement forms may be required by the state even if the insureds 
are different;

• Under RWB rules, the transactions must occur during a “replacement window.” For new life policies, the 
 period is from 6 months before to 12 months after the Home Offi ce Receipt Date of the new life policy. 
 For annuities, it is from 3 months before to 3 months after the issue date of the new annuity. Under the 
 state replacement defi nition, transactions are checked 13 months before and after the Home Offi ce 
 Receipt Date for both life and annuities. In addition, under RWB rules, certain types of transactions (e.g., 
 certain ownership changes in which the insured remains the same) are exempted, whereas many states 
 would consider such transactions to be replacements. This document is intended to address state 
 replacement rules; it is not intended to address the MetLife Enterprise’s replacement commission  
 (RWB) rules.
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Appendix A: Replacement Guidelines (Continued)

3. What is the MetLife Enterprise’s position with respect to replacement transactions?

The MetLife Enterprise believes that replacements must always be in the best interest of the client. It prohibits 
its producers from soliciting any replacement sale that is not in the best interest of the client. Where a 
replacement is appropriate, the transaction and its advantages and disadvantages must be explained to the 
client and this disclosure must be clearly documented in the client’s fi le. All state and MetLife Enterprise 
regulations and requirements must be followed and all required notices provided.

4. What are the principal concerns with replacements?

Replacing an existing life insurance or annuity contract raises a host of concerns that the producer must 
consider and that the client needs to understand fully. These concerns include a number of potential 
disadvantages with a replacement transaction. Some of the frequently cited potential disadvantages of 
replacement transactions are listed below:

Premium increases and coverage issues. The premium for the new policy may be higher than the premium 
for the same coverage under the old policy because of the increasing age and/or declining health 
of the insured.

Long-term affordability. When replacement sales are based on the values of an existing policy, either as a 
“dump-in” to the new policy or through loans or diversion of premiums or dividends, the client may fi nd 
that he/she cannot afford the new coverage (or the existing coverage if it remains in force) if those existing 
policy values become insuffi cient to cover premiums or cost of insurance charges associated with the policy or 
policies. This situation can result from a decrease in interest rates or dividend scales, poor market performance, 
or an increase in mortality charges.

New start-up costs and loss of return. The client incurs new start-up costs with a replacement policy, including 
commissions, which may deplete some or all of the values taken from an old policy and paid into a new one. 
Moreover, because start-up costs are incurred predominantly in the early policy years and because dividends 
tend to increase over time, cash values may accumulate faster in the policy’s later years. The client may lose 
this increased rate of return when he/she replaces an existing policy.

Incontestability clause. A policy in force for two years or more is deemed “incontestable” with respect to 
statements made in the original application for insurance. Replacement of life insurance could result in the 
start of a new contestability period.

5. What do you mean by diverting premiums from another life insurance policy to fund a new policy?

A replacement situation occurs when a client decides to take a payment intended to be used for an existing 
policy and instead uses the payment on a new policy. The payment amount does not have to be the same 
as on the old policy. An example of this is the use of the “Special Premium Option” on a variable universal 
life policy. If a client fails to make a cash premium payment on a variable universal life policy and uses the 
existing cash value to cover the cost of insurance, and purchases a new policy, whether or not the premium 
amount is the same, the transaction is considered a replacement, and appropriate MetLife Enterprise and state 
replacement forms must be completed. Another example is the situation that exists when premium dollars 
are redirected to a new policy as a result of the termination of a rider, or when there is a face reduction of an 
existing policy or another reduction in terms or benefi ts.
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6. What factors should a producer consider and review with a client to determine whether the transaction is 
 in the client’s best interest?

In general, the following considerations should be taken into account:

Replacement cost versus additional coverage. If the goal is increased coverage, compare the costs of a new 
policy for the full coverage with the costs of maintaining existing coverage and adding coverage within that 
policy or taking out a supplemental policy. Because of the increased age and perhaps declining health of the 
policyholder, a full replacement is frequently more expensive.

Underwriting concerns and contestability. Changes in health status may not only increase costs but also 
affect insurability. 

Long-term performance. Does the replacement proposal provide substantial evidence to document the 
likelihood of signifi cantly higher long-term values, or are the costs of issuing the new policy likely to adversely 
affect the long-term build-up of cash values? Compare current, guaranteed, and illustrative non-guaranteed 
results for the various possible options. Keep in mind that today’s replacement may be disadvantageous 
tomorrow because of fl uctuations in dividend scales, interest rates, or poor market performance. This should 
be of a particular concern when replacing a policy having guaranteed elements (traditional life) with a policy 
having no guaranteed elements (variable universal life).

Premium reductions. If existing cash values are being used to support reduced premiums, are these reductions 
sustainable? Could poor market performance, or increases in mortality charges, or future reductions in either 
interest rates or dividend scales lead to increased premium costs that would be beyond the client’s expectation 
or ability to pay? Does the client understand these risks?

7. Would the MetLife Enterprise consider the transaction to be a replacement if any of the changes described 
 above occurred on an existing policy, but the insured on the new policy was not the same insured as on the 
 old policy but rather the current insured’s spouse?

Yes. For disclosure purposes, neither state replacement rules nor the MetLife Enterprise’s replacement rules 
limit the defi nition of replacement to transactions involving the same insured. (For RWB rules, the insured 
must be the same.) Instead, the disclosure rules defi ne replacement as a change on an existing contract made 
in connection with purchase of a new contract. The contracts can be on different insureds or even different 
owners. For example, a husband may put an existing traditional life policy, for which he is both the owner and 
the insured, on premium offset to redirect premium dollars to a new policy that insures and is owned by his 
wife. Because the husband has diverted premium dollars from his policy in connection with the purchase of 
his wife’s contract, the transaction is considered a replacement. On the other hand, if the husband withdraws 
dividends from his policy to repay a loan on his policy at about the same time his wife buys a policy, it would 
not be a replacement, because the withdrawal of values from the husband’s contract was not in connection 
with, or related to, the purchase of the wife’s contract. The replacement of one MetLife Enterprise policy or 
contract with another MetLife Enterprise policy or contract may be completed only pursuant to a MetLife 
Enterprise-sponsored internal exchange program, unless a retail exemption is granted.

Because of the breadth of the replacement rules, the MetLife Enterprise electronically monitors policy changes 
and new purchases within the same household and may ask you about a household transaction that is not 
accompanied by the required replacement documentation.
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Additional Items to Consider When Replacing Existing Coverage

Replacing existing coverage involves additional suitability concerns and raises a host of issues that the producer 
must review with the client. These issues include premium increases and coverage issues, long-term affordability 
issues, new start-up costs, loss of cash value accumulation, the possibility of a new incontestability clause, and 
potential loss of advantageous terms in older policies.

Each producer must be able to ensure that the replacement sale is suitable and is in the client’s best interest. 
The following guidelines should be followed when determining the suitability and appropriateness of a 
replacement transaction:

• Can the existing policy or contract be altered in a way that meets the client’s needs or goals?

 Often there are many opportunities to provide added value to the client, while minimizing cost, within the 
existing policy or contract. For example, in the case of mutual funds or annuities, if investment objectives 
change or expectations are not being realized, the family of funds generally provides the client with the 
opportunity to make needed changes without incurring additional product costs.

• Did you perform a comparison of the illustrations for the policy or contract to be replaced and the proposed 
policy or contract?

 Illustrations should be used whenever possible to help the client visualize how the proposed product works 
compared to his or her existing policy or contract. In a replacement situation, this allows for an easier 
comparison of the guaranteed and non-guaranteed benefi ts. A clear explanation of the non-guaranteed 
benefi ts and the underlying assumptions used to determine them are particularly important to making an 
informed decision.

• What are the fees and costs associated with the transaction?

 Will a surrender charge be incurred on the replaced policy or contract? Will any taxes be incurred? Can 
any taxes be deferred through a 1035 Exchange? What are the charges associated with the new policy or 
contract, such as sales, administrative, or surrender charges? All of this information should be part of the 
overall assessment process.

• Is there an exchange program in effect?

 When there is a program available to exchange one of the MetLife Enterprise’s products for another, 
the client may be able to gain advantages that would not be available outside the exchange program. 
Therefore, the replacement of one MetLife Enterprise policy or contract with another MetLife Enterprise 
policy or contract may be completed only pursuant to a MetLife Enterprise-sponsored internal exchange 
program, unless a retail exemption is granted.

• Did you review all options with the client so that he/she can make an informed decision regarding whether 
or not the replacement transaction is in his/her best interest?

• Is the client aware of all the disadvantages and advantages of the transaction, including any decrease in 
benefi ts, new contestability period, or suicide clause?
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• Did you complete the applicable state and MetLife Enterprise replacement requirements? Were the 
requirements reviewed by your Manager or a designated registered principal at your offi ce? The MetLife 
Enterprise’s replacement form must be approved by a local manager or supervisor in order to be processed 
by the MetLife Enterprise. 

Responsibilities of the Producer

Essentially, whenever an existing insurance policy or annuity contract is changed and a new insurance policy 
or annuity contract is purchased, the producer should look further to determine whether the transaction 
constitutes a replacement under state law or Company policy. The producer is responsible for compliance with 
the replacement regulations in the states in which he/she is licensed to do business.

Each producer who initiates an application for life insurance or annuity shall submit to the Company with or as 
part of each application:

• A statement signed by the applicant as to whether replacement of existing life insurance or annuity is 
involved in the transaction; and

• A signed statement as to whether the producer knows replacement is or may be involved in 
the transaction.

Where a replacement is involved, the producer shall:

• Present to the applicant, not later than at the time of taking the application, the Company and/or State 
Replacement Disclosure Form, if required. The Form(s) shall be signed by both the applicant and the 
producer and left with the applicant. The producer shall retain a copy of the Form(s).

• Obtain with or as part of each application a list of all existing life insurance and/or annuity policies to 
be replaced and properly identifi ed by name of insurer, the insured and contract number, if known. If 
a contract number has not been assigned by the existing insurer, alternative identifi cation, such as an 
application or receipt number, shall be listed whenever possible.

• Leave with the applicant the original or a copy of written or printed communications that were presented 
to the applicant.

• Submit to the Company a copy of the Company and/or State Replacement Disclosure Form, if required. The 
producer should retain a copy of the Form(s) for his/her fi les.

Each producer who uses written or printed communications in an effort to conserve business shall leave with 
the applicant the original or a copy of such materials used. All such communications require approval by the 
Company. Please see the Sales Material and Advertising section of this Guide for further information.

Summary

The MetLife Enterprise’s goal is to ensure that every proposed replacement is suitable and that:

• Proper disclosure has been given to both the client and the MetLife Enterprise;

• The client has a full understanding of the impact of the replacement;

• Documentation can be produced to verify that proper disclosure was made to the client; and

• State regulations and MetLife Enterprise requirements have been strictly followed.

By following the above guidelines, you can help ensure that the replacement is in the client’s best interest.
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Appendix B: Money Laundering Prevention

The following list identifi es suspicious activities or “red fl ags” that may be indicative of potential 
money laundering.

Indicators at the Account Opening Stage

• Client exhibits an unusual concern regarding the marketing fi rm’s compliance with government 
reporting requirements, particularly with respect to his/her identity, type of business, and assets; or client 
is reluctant or refuses to reveal information concerning business activities, or furnishes suspect ID or 
business documents.

• Client wishes to engage in transactions that lack business sense, apparent investment strategy, or are 
inconsistent with the client’s stated business strategy or prior trading history.

• Client has a questionable background or is the subject of news reports indicating possible criminal, civil, or 
regulatory violations.

• Client appears to be acting on behalf of another person or entity, but declines or is reluctant to provide 
information in response to questions about that person or entity.

• Client has diffi culty describing the nature of his/her business or lacks general knowledge of his/her industry.

• Client exhibits a total lack of concern regarding risks, commissions, or other transaction costs.

• Client is very concerned about the withdrawal features of a product but displays little or no interest in 
discussing the benefi ts and features of the product.

Indicators Related to Account Activity

• Client makes deposits or premium payments with multiple money orders, traveler’s checks, or cashier checks 
purchased from the same or different fi nancial institutions.

• Client engages in transactions involving cash in amounts less than $10,000 or cash equivalents of other 
monetary instruments that appear to be structured to avoid government reporting requirements 
(e.g., monetary instruments are in an amount just below reporting or recording thresholds and/or are 
sequentially numbered).

• Client engages in multiple transfers of funds or wire transfers to and from countries that are considered 
bank secrecy or “tax havens.” The transfers have no apparent business purpose. 

• A client makes a deposit and then immediately withdraws all but nominal amounts through policy loans, 
withdrawal provisions, surrenders, or check requests.

• Client’s account has unexplained or sudden extensive wire activity, when previously there had been little 
or no wire activity.

• Client makes a fund deposit followed by an immediate request that the money be withdrawn or transferred 
to a third party, or to another business fi rm without any apparent business purpose.

• Client makes a fund deposit, ostensibly for the purpose of purchasing a long-term investment, 
followed shortly thereafter by a request to liquidate the position and a transfer of the proceeds out of 
the account.

• Client purchases insurance or annuity policies by cash equivalent, but cancels during the free-look period; 
or the client cancels the product shortly after purchase (beyond the free-look period) without regard to 
surrender charges or early withdrawal penalties.

• Client engages in excessive journal entries between unrelated accounts without any apparent 
business purpose.

• Client requests that a transaction be processed in such a manner so as to avoid the fi rm’s normal 
documentation requirements.
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Appendix C: Telephone Solicitation Time Restrictions

Federal law prohibits calling a residential telephone before 8 a.m. or after 9 p.m. (local time at the called party’s 
location). The following states have more restrictive rules on when a telephone solicitation may be made.  
Producers must follow the more restrictive state rules when calling in these states.

Alabama   No solicitation calls are allowed on Sundays or holidays. On the days that calls are allowed, none may 
be placed before 8 a.m. or after 8 p.m.

Connecticut prohibits calling a residential telephone before 9 a.m. or after 9 p.m.

Kentucky prohibits calling a residential telephone before 10 a.m. or after 9 p.m.

Louisiana prohibits calling a residential telephone before 8 a.m. or after 9 p.m., Monday through Saturday. No 
calls are allowed on Sundays, legal holidays and declared states of emergency.

Massachusetts prohibits calling a residential telephone before 8 a.m. or after 8 p.m.

Michigan prohibits calling a residential telephone before 8 a.m. or after 8 p.m.

Mississippi prohibits calling a residential telephone before 8 a.m. or after 8 p.m., Monday through Saturday.  
No calls are allowed on Sundays.

Nevada prohibits calling a residential telephone before 9 a.m. or after 8 p.m.,

New Mexico prohibits calling a residential telephone before 9 a.m. or after 9 p.m.

Rhode Island calls are only allowed between 9 a.m. to 6 p.m., Monday through Friday (except for state or 
federal holidays) and 10 a.m. to 5 p.m., Saturdays. No calls on Sundays or holidays.

South Dakota prohibits calling a residential telephone before 9 a.m. or after 9 p.m., Monday through Saturday.  
No calls are allowed on Sundays.

Texas prohibits calling a residential telephone before 9 a.m. or after 9 p.m., Monday through Saturday. Calls are 
allowed on Sundays between 12 p.m. and 9 p.m.

Utah prohibits all calls on Sunday or legal holidays.

Wyoming prohibits calling a residential telephone before 8 a.m. or after 8 p.m.
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Appendix D: Privacy Policies – Frequently Asked Questions and Answers 

Q 1: Can you briefl y describe the privacy policy of the MetLife Enterprise?

A: It is the privacy policy of the MetLife Enterprise to treat the information received, collected and 
 maintained about their consumers and clients as confi dential. Nonpublic personal information regarding 
 MetLife Enterprise consumers and clients may not be disclosed to nonaffi liated third parties, other than:

• for permitted purposes (please see Q&A 3); 

• with the individual’s consent; or 

• in connection with a joint marketing agreement between the MetLife Enterprise and another fi nancial 
 institution approved by the MetLife Enterprise. 

Furthermore, it is the MetLife Enterprise’s policy not to share personal health information with any third 
party, affi liated or not, for marketing purposes. 

Q 2: What is the difference between a “consumer” and a “client”?

A: A MetLife Enterprise consumer is any person who seeks to purchase or otherwise obtain a product or 
 service offered by the MetLife Enterprise for personal, family or household purposes. The term consumer 
 applies to an individual who provides nonpublic personal information in connection with obtaining or 
 seeking to obtain fi nancial services or products, regardless of whether an ongoing relationship is 
 established. For example, an applicant for an insurance policy is a consumer, even if the application is 
 subsequently declined. 

A MetLife Enterprise client is a consumer who has a continuing relationship with the MetLife Enterprise, 
such as a policyholder or brokerage account holder.

Nonpublic personal information regarding both MetLife Enterprise clients and consumers must be treated 
confi dentially under the MetLife Enterprise’s privacy policy. 

Q 3: For what “permitted purposes” may client or consumer information be shared with nonaffi liated 
 third parties?

A: Under the privacy laws, we are permitted to share client information for the following purposes:

• to help underwrite an application and administer the client’s account and his/her MetLife Enterprise 
 products and services;

• to help the MetLife Enterprise market its own products or to perform various other services for the 
 MetLife Enterprise;

• to prevent fraud;

• in connection with a merger or a sale of a portion of the MetLife Enterprise’s business;

• in response to requests from the client’s legal producers or fi nancial advisors; or  

• as otherwise required by law.
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Appendix D: Privacy Policies – Frequently Asked Questions and Answers 
(Continued)

Q 4: What are my responsibilities as a producer of the MetLife Enterprise to implement this policy?  

A: All MetLife Enterprise Producers must understand and comply with the privacy policy described above. In 
 particular, MetLife Enterprise Producers must:

• provide the applicable MetLife privacy notice to clients as described in Q&A 9, and 

• ensure that all referrals and other information sharing comply with the MetLife Enterprise policy as 
 detailed in this Q&A.

Q 5: What laws, if any, govern the MetLife Enterprise’s privacy policy? 

A: The privacy policy is governed by various laws and regulations, at both federal and state levels. Title V of 
 the Gramm-Leach-Bliley Act, enacted by Congress in 1999, is perhaps the most important general privacy 
 law and is described in more detail below.

Title V establishes consumer privacy standards for fi nancial institutions, including insurers, banks and 
securities fi rms, and requires that such institutions treat information regarding consumers and clients 
confi dentially and implement procedures to ensure the security and integrity of such information. Title 
V places limitations on the use of nonpublic personal information regarding consumers and clients. For 
example, it specifi cally prohibits the sharing of account numbers, access codes and similar information for 
marketing purposes. In addition, Title V requires that fi nancial institutions disclose their privacy policies 
to their consumers and clients. 

Implementation and enforcement of Title V was delegated to the fi nancial institutions’ “functional” 
regulators, such as the Federal Trade Commission, federal banking agencies,  the Securities and Exchange 
Commission and state insurance regulators. The SEC has its own set of privacy regulations. The NAIC, the 
National Association of Insurance Commissioners, adopted a Model Regulation for the states to adopt; as 
of September 30, 2001, more than 35 states adopted the NAIC Model Regulation, or substantively similar 
rules. As a result, you can see that there are numerous rules we have to comply with. We will give you 
guidance as to any laws, including laws in a particular state, that you must know about.

Q 6: What type of information is required to be treated confi dentially?

A: Personal information that identifi es or can be used to identify an individual who is a consumer or client 
 of the MetLife Enterprise must generally be treated as confi dential information.

Generally speaking, 6 categories of information are protected by the privacy laws:

1. Basic information – for example, name, address, phone number and age;

2. Identifi cation number(s) – for example, social security numbers and account or investor ID numbers;

3. Financial information - for example, income, assets, debts and credit history;

4. Health information;

5. Other personal information – for example, driving record, hobbies and information about the client’s 
   lifestyle and hobbies; and

6. The MetLife Enterprise relationship – for example, coverage and claims information, and even the fact 
    that the individual is our client (meaning that client lists are included in this category).
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(Continued)

Thus, you should assume that if the MetLife Enterprise has any of these types of information, it is protected 
by the privacy laws, regardless of whether it was obtained during the course of establishing a brokerage 
account or applying for insurance or effecting any other fi nancial transaction, or otherwise in connection 
with our dealings with this consumer or client.

Q 7: Can “publicly available information,” such as names from a telephone book, be shared with unaffi liated 
 third parties?

A: Information obtained from public sources such as telephone books is not protected by the privacy 
 laws and, therefore, it can be shared. Information is considered “publicly available” if the information 
 is also available to the general public from one of three sources:

• government records;

• popular media; or

• disclosures required by law.

Information may also be shared if there is reasonable belief that it is publicly available. You can have 
“reasonable belief” that the information is publicly available in the following situations:

• You affi rmatively confi rm that it is publicly available; or 

• The person who gave you the information represented to you that the information provided is  
 available to the general public.

It should be noted, however, that certain information may be publicly available but may not be shared 
if obtained solely in connection with your role as a Producer of the MetLife Enterprise. For example, 
a list of MetLife Enterprise client names and their telephone numbers – or even a single name and/or 
telephone number – may not be shared even if publicly available, if the information was obtained by you 
in connection with the sale of a MetLife Enterprise product.

Q 8: Are former clients covered by the MetLife Enterprise’s privacy policy?

A:  Former clients enjoy the same protections as current clients. Information about former clients is treated 
 in the same manner as information about current clients under the MetLife Enterprise’s privacy policy.

Q 9: When must privacy notices be furnished? Do I have to provide my own privacy notice?

A: The MetLife Enterprise is required to provide privacy notices both upon the initial application for a product 
 by a client and, if an ongoing relationship has been established, on an annual basis thereafter for as long 
 as the relationship lasts. The MetLife Enterprise, not its Producers, is responsible for sending annual 
 notices to its clients.

 The MetLife Enterprise has amended its forms, applications and prospectuses for all proprietary products 
 to include the initial privacy notice. However, it is your responsibility as a Producer to ensure that you 
 are using the most recent version of all MetLife Enterprise applications and forms in connection with  
 all new sales.

 The above information applies only in your capacity as a MetLife Enterprise Producer. We recommend 
 that you consult with other insurance companies you may represent about their privacy policies and your 
 responsibility in representing those companies.
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Q 10: Can the MetLife Enterprise share nonpublic personal information about its consumers and clients  
 with me?

A: Yes, but only in your capacity as a MetLife Enterprise Producer. You can receive and use nonpublic personal 
 information regarding consumers and clients of the MetLife Enterprise while working on behalf of the 
 MetLife Enterprise, for example to sell or provide services with respect to products and services offered by 
 the MetLife Enterprise, but not in any other capacity.

Q 11: I often refer my clients to CPAs or other unaffi liated third party professionals. Can I continue to  
 do that?  

A: Yes, you can refer your MetLife Enterprise client to a CPA or other unaffi liated third party professional.  
 For example, you can say to your MetLife Enterprise client, “I know a CPA who may be of assistance to 
 you. If you are interested, here is his/her name and telephone number. If you call him/her, you can 
 mention that I had given you his/her name.”

 However, unless you have prior written consent from the client, you are NOT permitted under MetLife 
 Enterprise privacy policy to:

• provide a listing of MetLIfe Enterprise clients to the CPA or other third party (or to their 
  employees); or

• give any of them the name and address or telephone number of a specifi c MetLife Enterprise client, 
  suggesting that the client be contacted directly regarding the purchase products or services offered  
  by the CPA or other third party.

 In addition, this approach is only appropriate for specifi c, one-time referrals. If you make it a practice 
 to make such referrals, you probably will be required by law to provide your own initial and annual  
 privacy notices to consumers and clients, and to give your MetLife Enterprise clients an opportunity 
 to opt out of such disclosures. If you have any questions about this distinction, please contact  
 Corporate Ethics and Compliance.

Q 12: If I offer fi xed insurance products or other non-securities products offered by unaffi liated companies, 
 must I provide a privacy notice? If so, when?

A: If you sell non-securities insurance products of unaffi liated insurers, you will usually be required to 
 provide their initial privacy notices to applicants. We suggest that you contact the particular third party 
 insurer directly to determine what its privacy policy is and what, if any, your obligations are with respect 
 to those insurance products and those clients.
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(Continued)

Q 13: How will my other business activities be affected?  What if I am a CPA or have my own registered 
 investment adviser?  Do I have additional or different privacy obligations as a result? 

A: You are permitted to use nonpublic personal information that you obtain or receive from an individual 
 while representing the MetLife Enterprise only for the purpose for which the information was disclosed 
 to you or as necessary to complete the MetLife Enterprise transaction or provide the MetLife Enterprise 
 service requested. You may NOT use information provided by MetLife Enterprise clients for any business 
 activities not related to MetLife Enterprise business.

If you are a CPA or have your own investment adviser or other business activities not related to the 
MetLife Enterprise, you are responsible for your own compliance with the privacy laws. We suggest 
that you contact your own attorney to discuss whether your non-MetLife Enterprise business activities 
are subject to any federal and/or state privacy regulations and what they require of you. For example, 
Regulation S-P applies to those investment advisers that are registered directly with the SEC. Also, various 
privacy regulations enacted by individual states or the Federal Trade Commission could apply to your 
activities.  In addition, you may want to consult with member organizations, trade associations or state 
regulatory agencies. 

Q 14: I have received referral lists, providing the names, addresses and telephone numbers of individuals, from 
 nonaffi liated third parties in the past. Can I continue to receive and use such lists?

A: We can only give you general guidance as to your responsibilities as a receiver of consumer or client 
 information from sources outside of the MetLife Enterprise. The answer depends in large part on the 
 information provided on the list, on the source of that information and what you know or have reason 
 to know about the information.

If you received the list from another company that you represent, you should assume that  you cannot use 
that list for MetLife Enterprise purposes without the individuals’ consent. Chances are high that the other 
company, and you, are subject to the same privacy laws as we have outlined in these Q&As.

Otherwise, if the list given to you is derived from publicly available information, it should not be 
problematic. The information is considered publicly available if you have a reasonable belief that the 
information provided is also available to the general public from government records or popular media, 
e.g., a telephone book. Generally, if the third party providing the list gives you assurances that the 
information was derived from publicly available information and your use of the list is not prohibited or 
limited by privacy laws, you may use the list unless you have reason to believe otherwise.

If the list appears to be a client list or contains information that is not usually available publicly, you 
should ask the person providing the list 1) whether he or she is permitted to provide such information 
to you, and 2) what limitations, if any, apply to your use of such information. If the list contains another 
company’s account numbers or access codes, we recommend that you not use the list (unless you have 
written assurances from that company).  

In addition, whenever you prospect individuals by telephone from a list that is not provided by the MetLife 
Enterprise, you must check to make sure that the individual is not on a federal, state, or Company list of 
individuals who have asked not to receive telemarketing calls. (These restrictions do not apply when you 
are telemarketing to a business.)
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Appendix D: Privacy Policies – Frequently Asked Questions and Answers 
(Continued)

Q 15: Are there any other requirements under the MetLife Enterprise’s privacy policy that I should be aware of? 

A: Applicable laws require that we take steps to ensure the confi dentiality and integrity of information 
 regarding our consumers and clients, including the implementation of electronic, physical and procedural 
 safeguards. As a MetLife Enterprise Producer, this means that materials containing nonpublic personal 
 information regarding MetLife Enterprise consumers and clients, such as completed applications and fact 
 fi nders, should: 

• not be left where other people may have access to them;

• be kept in your fi les when you are not using the materials; and

• be kept in locked fi les when you are out of your offi ce.

In addition, you are not permitted to share with or disclose to third parties access codes and passwords 
that permit you to use and obtain client information from MetLife Enterprise information systems.
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Appendix E: Health Insurance Portability and Accountability Act (HIPAA)

Your marketing practices are likely to be affected by a federal privacy regulation adopted under the Health 
Insurance Portability and Accountability Act (the “HIPAA Privacy Rule”). The HIPAA Privacy Rule gives individuals 
important controls over whether and how their protected health information is used and disclosed for marketing 
purposes. These rights, among others, are described in the HIPAA Privacy Notice being sent to certain clients.

How will the Rule’s restrictions affect me?

These restrictions apply to employees and business associates of a health care plan, including MetLife Enterprise 
Producers like you. With limited exceptions, the HIPAA Privacy Rule requires an individual’s written authorization 
before use or disclosure of his/her protected health information can be made for marketing purposes. Without 
a signed authorization, you cannot generally use or disclose protected health information for purposes other 
than treatment, payment or health care operations.

What does this really mean with respect to your activities?  You need to fi rst understand how the HIPAA Privacy 
Rule defi nes marketing. Under the Rule, “marketing” is defi ned broadly as making “a communication about a 
product or service that encourages recipients of the communication to purchase or use the product or service.” 
There are very limited exceptions to the defi nition of marketing, including an exception for communications 
made to describe a health-related product or service (or payment for such product or service) that is provided 
by, or included in a plan of benefi ts of, the covered entity making the communication. This includes, among 
other things, 

• replacement of, or enhancements to, a health plan, and

• health related products or services available only to a health plan enrollee that add value to, but are 
 not part of, a plan of benefi ts.

This exception to the marketing defi nition permits communications by a covered entity, such as the MetLife 
Enterprise’s long term care line of business or group health insurance products, about its own products 
or services. 

And then, you need to understand just what types of health information are protected. As explained in the 
Frequently Asked Questions about HIPAA Privacy, protected health information refers to individually identifi able 
information relating to:

• the past, current or future physical or mental health of an individual,

• the provision of health care to (e.g., medical treatment) an individual, or

• the payment for health care rendered to an individual received or created by or on behalf of a health 
 provider, a health plan and employer or a health care clearinghouse. An individual’s answers to health 
 related questions on a long term care or medical expense insurance application are protected health
 information, as is the issuance of such a policy or the fi ling of a claim for benefi ts under such a policy.  
 Protected health information includes information relating to an application for and issuance of the 
 LTC GPO rider in connection with a life insurance policy. Even demographic information, such as 
 names, addresses and telephone numbers, is deemed protected health information. 

None of these types of information can be used or disclosed to market other products or services to individuals, 
regardless of whether the products or services are offered by us or by other insurers, unless you have received 
the individual’s signed authorization permitting such use. The attached Frequently Asked Questions about 
HIPAA Marketing Restrictions, particularly Questions 3 and 4, provide more information regarding this issue 
and other examples.
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Appendix E: Health Insurance Portability and Accountability Act (HIPAA)
(Continued)

Is there anything else I should know?

You should also be aware that the HIPAA Privacy Rule prohibits the sale of protected health information to 
any third party for that other party’s own purposes, unless a signed authorization has been obtained from 
each person whose protected health information is disclosed. In addition, although health information related 
to insurance products that are not considered to be health plans (such as life insurance disability income 
and life insurance) is not subject to HIPAA and the restrictions described here, the use and disclosure of 
such information is still subject to consumer privacy laws and our privacy policies. Remember, OUR PRIVACY 
POLICY STRICTLY PROHIBITS THE SALE OR DISCLOSURE OF ANY HEALTH RELATED INFORMATION RELATING TO 
OUR CLIENTS TO ANY OTHER PARTY TO PERMIT THAT PARTY TO MARKET ITS PRODUCTS AND SERVICES TO 
THOSE INDIVIDUALS.

Are there any exceptions?

Perhaps the most important exception provided by the HIPAA Privacy Rule – at least for the sales producer -- is 
the one that provides that a communication does not require an authorization, even if it is marketing, if it is in 
the form of:

•  a face-to-face communication made by a covered entity to an individual; or

•  a promotional gift of nominal value provided by the covered entity.

Under this exception, the insurance agent who sells a health insurance policy to an individual in person can 
proceed to market a homeowner’s policy or life insurance policy to the individual as well. See the Frequently 
Asked Questions below for more information and examples.

Frequently Asked Questions About HIPAA Marketing Restrictions

Q 1: Does the HIPAA Privacy Rule expand the ability of health care plans and others to use protected health 
 information to market goods and services?

A: No, the Privacy Rule places new, more restrictive limitations on the use or disclosure of protected health 
 information for marketing purposes.

Q 2: Can I use protected health information related to MetLife’s long term care line of business, NEF’s group 
 health care products or other covered plans to market other products and services to individuals?  Does it 
 matter whether the other products are offered by the same company or other companies? 
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Appendix E: Health Insurance Portability and Accountability Act (HIPAA)
(Continued)

A: Generally no, not unless you have written authorizations from each of the individuals to whom the 
 information relates. The Privacy Rule expressly prohibits health plans and covered health care providers 
 from selling protected health information to third parties for the third party’s own marketing activities, 
 without the individual’s written authorization. Protected health information related to such a covered 
 plan that you obtained, received or created while performing services on behalf of the plan may only be 
 used or disclosed to perform or assist in the performance of certain operations undertaken on 
 behalf of the plan. You cannot use protected health information for other purposes, such as to market 
 unrelated products and services to the individual. 

This means that, without an authorization from the individual permitting you to use his or her protected 
health information for marketing purposes, you cannot use information related to the MetLife Enterprise 
long term care products, group health products or the LTC GPO rider available on certain of our life 
insurance products to market other products to that individual. Similar rules will apply to other health 
plans that you may offer from unaffi liated insurers, such as Medicare supplement insurance.

Q 3: Can I specifi cally direct letters to a group of clients who have purchased a health care product, such as  
 MetLife’s long term care insurance product, to offer them a new life insurance or annuity product?

A: No, protected health information, such as the fact that a client has or has applied for a covered health 
 plan from or through us or an affi liated company, may not be part of the selection criteria used to 
 offer other products. For example, you would not be allowed to send letters or brochures designed 
 to sell life insurance, disability income insurance or mutual funds that targets your MetLife Enterprise 
 long term care insurance clients. The same rules apply to clients of other covered health plans, such as 
 the MetLife Enterprise’s group dental coverage, group health plans, or Medicare supplement insurance 
 from other unaffi liated insurers, regardless of whether you are or are not the assigned producer. You 
 may not specifi cally target these types of clients to offer any other insurance or fi nancial products you 
 may be selling without a signed authorization from the client. It’s important to remember that 
 demographic information related to a health plan, including names, addresses and telephone numbers, 
 is also protected health information.

Q 4: Does that mean that I can’t market any other company products to someone if the person previously 
 applied for or purchased LTC Insurance or another covered health insurance plan from or through the 
 MetLife Enterprise?   

A: No, as long as you don’t use protected health information. In most cases, you would still be able to 
 sell other products to the individual just as you would have if the individual had not purchased the LTC 
 or other health insurance product from you. For example, you may contact the individual by telephone 
 or in writing subsequently as long as the contact is not based on the fact that the person has or is insured 
 under a LTC or other health insurance policy or on other similarly protected health information from or 
 through the MetLife Enterprise, or other criteria based on such protected health information. For example, 
 you may contact individuals whose names appear on lists compiled from publicly available information 
 or target clients who have also purchased life insurance, annuities or disability income products in a direct 
 mail campaign, subject to our Do Not Solicit/Do Not Call rules. In addition, during a face-to-face meeting 
 with a client who has purchased a long-term care policy or other covered plan, a discussion of the benefi ts 
 of life insurance, disability income insurance or deferred annuities is permissible as described in  
 Question 7 below.
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(Continued)

Q 5: If, as part of the fact fi nding process needed to prepare a needs analysis or fi nancial plan, a prospective 
 client tells me that he or she already has long term care insurance, Medicare supplement insurance or 
 some other health care plan, can I use that information in the preparation of the analysis/plan? 

A: Yes, you may use such information provided by the prospective client for these purposes. 

Q 6: Are the HIPAA marketing rules applicable to e-mail and phone campaigns as well?

A:   Yes. With the exception of face-to-face communications (see the Question directly below), the HIPAA 
 Privacy Rule does not distinguish between communications mediums in relation to marketing. Targeting 
 your covered health care clients to market other products through either e-mail or telemarketing campaigns 
 is not permissible unless you have a signed authorization from the individual.

Q 7: Must I obtain a prior authorization before talking to a client who has just purchased a covered 
 health insurance product from me in a face-to-face encounter about the insurance company’s other lines 
 of business?

A: No, the HIPAA Privacy Rule allows health plans and their business associates to market both health  
 and non-health insurance products to individuals in face-to-face meetings. In this instance, no prior 
 authorization is necessary.

Q 8: Can I offer upgrades and enhancements to existing long-term care and similar coverages without 
 violating HIPAA marketing restrictions?

A:  Yes. You will continue to be able to offer upgrades to your clients on behalf of the covered health  
 care plan.

Q 9:   If an insurer obtained medical records regarding an individual to determine eligibility for a covered health 
 care plan, e.g., MetLife’s individual long-term care insurance policy, can those records be sent to 
 underwriters in another product line or to another insurer?

A:  No, generally not without a signed authorization from the individual. HIPAA generally permits the use 
 and disclose of PHI only for the purpose of treatment, payment, or health care operations. With few 
 exceptions (e.g., disclosure of information relating to suspected insurance fraud to regulatory or law 
 enforcement agencies where required by law), any other type of use or disclosure of the information 
 would require signed prior authorization from the individual. If the company obtained medical records 
 for the purpose of underwriting a specifi c health care plan application or enrollment, those records 
 cannot generally not be shared with anyone else within or outside the company for other purposes, 
 unless the individual authorizes such sharing or disclosure. New authorization forms designed for use 
 with our life, disability income and long term care applications and claim forms take this into consideration 
 and permit underwriters and claims adjudicators to obtain information from other lines of business and 
 from other insurers and health care plans – but only for underwriting and claims processing purposes.  
 These new authorization forms have already been added to individual disability income and long term 
 care insurance application packages and will be introduced for individual life insurance applications 
 shortly, to ensure that we can continue to process new business effi ciently. However, these new 
 authorizations have nothing to do with marketing and will not permit you to use protected health 
 information for marketing purposes.
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Q 10: Is it marketing for a covered health plan to send materials describing products or services that are benefi ts 
 available to covered individuals under the health plan?

A: No. The HIPAA Privacy Rule excludes from the defi nition of “marketing” communications made to 
 describe a covered plan’s health related product or service (or payment for such product or service) that is 
 provided by, or included in a plan of benefi ts of, the covered entity making the communication. Thus, it 
 would not be marketing for a covered health plan to send insureds and policyholders a description of 
 covered benefi ts, payment schedules, and claims procedures.

Q 11: Is it marketing for a covered health plan to describe the entities participating in a health care provider 
 network or other health plan network?

A: No. The HIPAA Privacy Rule excludes from the defi nition of “marketing,” communications by a covered 
 plan to describe the entities participating in a health care provider network or other health plan network.  
 Thus, it would not be marketing for a covered health plan to mail insureds or policyholders a list of health 
 care providers in the health plan network.

Q 12: Is it marketing for an insurance plan or health plan to send enrollees notices about changes, replacements, 
 or improvements to existing plans?

A: No. The HIPAA Privacy Rule excludes from the defi nition of “marketing,” communications about 
 replacements of, or enhancements to, a health plan. Therefore, notices about changes in deductibles, co-
 pays and types of coverage, such as prescription drugs, are not marketing. Likewise, a notice to a family 
 warning that a student reaching the age of majority on a parental policy will lose coverage, then offering 
 continuation coverage, would not be considered marketing. Nor are special health care policies such as 
 guaranteed issue products and conversion policies considered marketing. Similarly, notices from a health 
 plan about its long-term care benefi ts would not be considered marketing.

It would be considered marketing, however, for a health plan to send to insureds and policyholders 
promotional material about other lines of insurance, such as life insurance policies. Generally, such 
communications would require prior authorizations from the individual.
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