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Rough Notes serves the industry’s leading independent insurance agents and brokers.  
An overwhelming number of our subschibers are owners of their firms and the key decision 
makers when it comes to the products and services they market and the systems they employ.

We provide the tools agents need to run their business and service their clients. Our approach 
has always been to be the number one information source for the industry through Rough Notes 
magazine, our newly designed web site, and targeted emails and blogs. We work hard to keep 
agents and brokers informed and current on industry trends and best practices.

A Higher Level Marketing Partner
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By Len Strazewski 
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uilding an employee census, shopping health 
plans and trouble-shooting enrollment—that 
used to be the heart of an employee benefits 
broker’s activities.

But since the implementation of the Affordable Care 
Act, employee benefits service has become just as much 
about regulatory compliance as premium calculations, says 
Tom Sharkey Jr., president of Meeker Sharkey & Hurley 
Insurance in Cranford and Bedminster, New Jersey.

Consolidation among health plans has reduced agents’ 
and brokers’ ability to shop for lower prices among a wide 
range of providers, he explains. Rates vary little among 
the shrinking markets, but plan design and the way plans 
fit corporate strategies are still important challenges. And 
compliance is critical.

“At some point, we’re going to be down to the big three 
health insurance carriers, so the broker’s value proposition 
has changed from getting the lowest quote to really helping 
employers strategize about their benefits. The compliance 
aspect of it is taking an incredibly important role and we 
are almost more like compliance advisers now,” he says.

The federal healthcare law and its myriad regulations 
also keep changing. For months, employers were concerned 
about the much-anticipated Cadillac tax—a penalty for 
employers who provide benefits beyond a standard level. 
But at the last minute, the tax implementation was delayed, 
Sharkey says. 

“So it changes. It’s changing constantly and employers 
and their human resource professionals need to have some-
one who’s watching the stuff all the time and watching their 
backs for them.”

Meeker Sharkey & Hurley has also been changing and 
evolving: the firm started as a family-owned independent 
agency, eventually merging with the insurance division of 
Summit Bancorp in 2000. But in 2007, the firm relaunched 
again as an independent agency. In late 2014, Meeker 
Sharkey merged with James F. Hurley Insurance Agency, 
adding to its expertise.

The agency now has about 30 employees, including 
seven specializing in employee benefits. Employee benefits 
services accounts for about 25% of revenues. 

Clients range in size from about 100 to 2000 employees, 
including construction, higher education, and non-profit 
organizations. Key health plans in the region include Cigna 
Health, Horizon Blue Cross Blue Shield of New Jersey, 
Aetna and Amerihealth and United Healthcare/Oxford.

CAPITALIZING ON BENEFITS

NJ agency focuses on cost mitigation for its employee benefits clients

COMPLIANCE 
AND CREATIVE 
SOLUTIONS
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Meeker Sharkey & Hurley’s 
Chief Operating Officer Craig 
Sutherland (left) and President 
Thomas J. Sharkey Jr., CIC.

The firm provides a wide range of 
traditional employee benefits products, 
including group health insurance, 
dental and vision care benefits, group 
life and long- and short-term disability 
insurance, long-term care insurance 
and employee-paid voluntary benefits. 

Craig Sutherland, chief operating 
officer, came to the firm in the merger 
with the Hurley agency. He says the 
merger has expanded the firm’s ability 
to serve a wide range of clients. The 
Hurley agency specialized in benefits 
for smaller employers but wanted 
the additional resources to service its 
larger property/casualty insurance 
customers and prospective clients that 
wanted more diverse services.

“It opened up an avenue for us to try 
and expand certain relationships where 
otherwise we might not have had that 
opportunity,” he explains.

Cross-selling is a strong part of the 
firm’s culture and the strong employee 
benefits revenue base is due in part to 
its history of reaching out to property/
casualty insurance customers and win-
ning their employee benefits business, 
says Senior Vice President Richard 
Skorupski, CIC, CPCU, CRM, a lead 
producer in property/casualty insur-
ance and a practice leader in the firm’s 
nonprofit business niche.

Skorupski worked for the agency 
for about 15 years before its sale to 
Summit Bancorp and then returned 

after it relaunched as an independent 
agency.

He describes agency Chairman 
Tom Sharkey Sr., CLU, ChFC, as “very 
much a visionary back in the day when 
we were 90% property and casualty.

“Tom was a life agent who had the 
ability to cross-sell insurance to our 
clients, and that’s how he started to 
build the agency. He had the foresight 
to see that employee benefits were nec-
essary to offer a rounded approach to 
secure accounts.”

After the relaunch of the firm as 
an independent, the agency promoted 
itself as a boutique with one-stop shop-
ping for commercial insurance services.

“So, the culture here has always 
been cross-sell and offer a multitude 
of insurance services to our clients,” 
Skorupski continues. “Employee ben-
efits is just a natural business to be in 
when you’re servicing your clients and 
trying to come up with solutions.”

Over time, the agency has become 
more consultative, integrating analysis 
of business strategy, human resource 
objectives and financial objectives into 
the risk management and employee 
benefits strategy.

Strategic planning is foremost, 
Sharkey Jr. adds: “learning about your 
client’s business, their goals, and their 
initiatives. Then devising a strategy 
based upon what they’re trying to 
accomplish.”
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ecruitment and retention are important human resource targets for nearly all employers, but high-tech start-up companies—just beginning to build their roster of  committed and energetic employees for the future—have an especially pressing need to hire and keep the best workers they can find.

A carefully designed employee benefits program is critical to hitting those targets, says Chris Gory, prin-cipal of Insurance Portfolio Financial Services, Inc. (IPFS), a Toronto, Ontario-based employee benefits  brokerage that specializes in the needs of new entrepreneurial  companies and other small to medium-sized businesses.“Start-up companies are always searching for employees who not only meet their immediate needs but share their vision and provide skills for the future,” he says. “Employee benefits are important resources in attracting those employees, and as the business grows and competes with others, benefits  are an important way of retaining  those employees.” 
Gory founded IPFS with his  father-in-law in 2000 as a life and health generalist and began specializing in start-up companies in 2010 after  realizing that these entrepreneurial firms presented unique employee  benefit needs and required the touch of someone who understood the distinct challenges and opportunities created by the latest technology.A former employee at Applied Systems, a provider of technology to insurance agents and brokers, Gory 

As the company grows, it may sweeten the benefits to include a broader range of services such as orthodonture and richer benefit values. “As the funding improves and the human resource needs increase, it pays to offer employees a little more in benefits to make the company distinctive in the marketplace,” Gory says. “As you achieve your goals, you can ramp up the value of the employee benefits in recogni-tion of those achievements.” Healthcare spending accounts also are increasing in popularity, Gory says, and provide a way to fill in coverage gaps and provide employees greater choice in spending benefit dollars—at a reasonable cost to the employer. “Healthcare spending accounts are  often used as a way to top up the  benefits package and give employees a way to fund out-of-pocket health needs and additional coverage,” he says.Wellness benefits are also becoming popular with young, health-conscious employees. Massage is very popular, and as employers look for visible ways to encourage employees, they may bring massage therapists to the workplace.Gym memberships and participatory wellness programs also are increasing in popularity, Gory says, and Employee Assistance Programs (EAPs) that can provide short-term counseling on per-sonal and behavioral health issues are gaining attention as employers seek new benefits to talk about.“EAPs are very affordable, as little as $4 per employee, per month,” Gory says. IPFS represents five EAP providers including two owned by insurers.IPFS often works in tandem with a related property/casualty brokerage, Insurance Portfolio, Inc., a third-gen-eration independent broker in Toronto. Chris Gory’s wife, Jennifer Tyrwhitt-Gory, is president and her brother Andrew is vice president of the firm.

was in the right position to make the switch to the insurance broker side of the business. “Technology has always been in my life,” he says.  “So why not marry my love for technology with employee benefits?”
The firm now provides traditional employee benefits, including supplemen-tal health, life insurance, accidental death and dismemberment, dental and vision care as well as other voluntary benefits. IPFS also can arrange Healthcare Spending Accounts and Administrative Services Only (ASOs) agreements for employers who want to self-fund a por-tion of their employee benefits package. Gory is also a prominent participant in the burgeoning Toronto start-up scene and a consultant to incubator groups including The Digital Media Zone (DMZ), which is sponsored by Ryerson University.Gory, a past chair of the Applied Client Network users group, says  most start-up companies start out  conservatively, offering a narrow range of employee benefits that can be expand ed as the company grows. “It often depends on the funding of the start-up company,” he explains. Most begin with some supplemental health benefits to add onto the Canadian national health insurance and some basic life and AD&D coverage with a range of employee-paid voluntary options.As the company develops and needs to compete more aggressively for top employees, the benefits program expands and the employer pays more of the costs. Health benefits can include coverage for semi-private or private hospital rooms, private duty nursing, unlimited prescription drug coverage, and limited dental insurance and alter-native treatments such as acupuncture and chiropractic services. Vision care  is often excluded at first but can be added later.

Toronto-based brokerage focuses on high-tech 
start-ups 

TOP-NOTCH BENEFITS ATTRACT GREAT EMPLOYEES 

On the facing page, Chris Gory (right), President and Em-ployee Benefits Consultant, Insurance Portfolio Financial Services, Inc. (IPFS), meets with Meghan Scott, CHRL, Human 
Resources Generalist, at Wattpad headquarters in Toronto, Canada. IPFS specializes in employee benefits program design 
for start-up organizations as well as other small to medium-sized businesses.
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Putting your marketing message 
	 in front of the highest level producers 
Audience Profile
• 75.86% pass along a copy of the magazine

• Industry’s largest readers per copy - 4.18 (160,930 total readers)

• �93% of Rough Notes subscribers either hold a life/health license or manage someone who holds a 
health license.

• 72.41% of Rough Notes subscribers sell or manage someone that sells life/health products

Life Insurance	 100%
Disability (STD/LTD)	 80%
Voluntary Benefits	 76%
Disability, Individual and/or 
   Specialty	 76%
Dental Benefits	 76%
Dental Benefits	 72%
Vision Products	 72%
Accidental Death and 
   Dismemberment	 72%
Accidental Insrance	 64%
Hospital Insurance	 60%
High Deductible Plans	 60% 
Employee Wellness	 44%

Source: 2016 Survey Monkey Study

Purchasing Power*

80%
of subscribers 
are owners of  

their firm

82.75%
are  

producers

68% 
of readers believe

Rough Notes has the 
 highest credibility of all 
insurance publications

Firm’s Production Levels*
Last 12 Months

Health Benefits	 $28,106,428.00
Voluntary Benefits	 $964,583.00

Average $ Amount

A Higher Level Reader

* 2014 Reader Profile Study
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138 years of excellence in Print--now ONLINE
After being the number one print magazine for the better part of our 138 years of publishing, 
Rough Notes has redesigned our online presence to reflect the same excellence that has made 
us the invaluable information tool for agency owners. While online media has affected the way 
agents and brokers find information, print continues to be the most important source of industry 
knowledge. While many believe that online advertising is the best bang for your marketing dollar, 
the data reflects a different reality.

A recent Nielsen Catalina study finds magazines have the highest return on advertising spending 
and are the most effective medium when compared to online, TV, mobile and cross media marketing. 

	 ROAS:
	 $   All Studies — Across Media

 Source: Nielsen Catalina Solutions, Multi-Media Sales Effect Studies from 2004-Q42015, Copyright 2016 © Nielsen Catalina Solutions

	 ROAS
	 $4.50 —
	 $4.00 —
	 $3.50 —
	 $3.00 —
	 $2.50 —
	 $2.00 —
	 $1.50 —
	 $1.00 —
	 $0.50 —
		  _ __________________________________________________
			   Display	 Linear TV	 Mobile	 Digital Video	 Magazines	 Cross Media

$2.63 $2.55 $2.45

$1.53

$3.94

$2.62

BENEFITS: WORKSITE SALES CONTINUE TO GROW

TECHNOLOGY: THE INSURANCE DIGITAL REVOLUTION

YOUNG INSURANCE PRO OF THE YEAR HONORED

 AGENCY OF THE MONTH:
 

GOOD CITIZENSHIP HELPS 

DRIVE ILLINOIS AGENCY’S 

ORGANIC GROWTH

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS

SEPTEMBER 2016

SPECIAL  

SECTION  

SPONSORED BY

 0991.indd   1

8/26/16   1:05 PM

SPECIALTY LINES: PROFESSIONAL LIABILITIES

TECHNOLOGY: INVESTMENT IN TECHNOLOGY INCREASES AGENCY’S CURRENT, FUTURE VALUE

YOUNG PROFESSIONALS: EMPLOYEE RETENTION/ SHOULD I STAY OR SHOULD I GO?

 AGENCY OF THE MONTH:

FAMILY ENVIRONMENT REMAINS, MORE THAN 100 YEARS LATER

 AGENCY OF THE MONTH:

FAMILY ENVIRONMENT REMAINS, MORE THAN 100 YEARS LATER

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
OCTOBER 2016

ALSO: A GUIDE TO B CORPORATIONS
 0991.indd   2

9/19/16   11:55 AM

SPECIALTY LINES: SECURITY INDUSTRY

YOUNG PROFESSIONALS: FUN AT WORK WORKS

TECHNOLOGY: AGENCIES WEIGH IN ON CONNECTIVITY

ALSO: CYBER INSURANCE PRODUCTS AND 

MOBILE RANSOMWARE

 PROPERTY & CASUALTY AGENTS               AGENCY MARKETING • INSURANCE MARKETS • NEW PRODUCTS
  NOVEMBER 2016

 AGENCY OF THE MONTH: 
COVERAGES EXPERTISE DRIVES 

ROCHESTER, MICHIGAN,  
AGENCY SUCCESS

 0991.indd   1

10/19/16   11:29 AM
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january ad closing: 12.0516
materials: 12.09.16 julyad closing: 06.05.17

materials: 06.08.17
Workplace Benefits Special Report
Editorial Highlights:
• Disability
• Capitalizing on Benefits
• Benefits Products

Bonus Circulation:
• �Workplace Benefits  

Mania

Voluntary Benefits Special Report
Editorial Highlights:
• Critical Illness
• Capitalizing on Benefits
• Benefits Products

Bonus Circulation:
• Workplace Benefits 
   Renaissance

february ad closing: 01.5.17
materials: 01.09.17 augustad closing: 07.05.17

materials: 07.07. 17
Editorial Highlights:
• Hospital Insurance 
• Capitalizing on Benefits
• Benefits Products

Editorial Highlights:
• Identity Theft
• Capitalizing on Benefits
• Benefits Products

march ad closing: 02.03.17
materials: 02.09.17 septemberad closing: 08.04.17

materials: 08.09.17

Benefits Special Report 
Editorial Highlights:
• Cancer Insurance
• Capitalizing on Benefits
• Benefits Products

Benefits Special Report
Editorial Highlights:
• �Stop Loss High Deductible  

and Self Insurance
• Capitalizing on Benefits
• Benefits Products

april ad closing: 03.06.17
materials: 03.09.17 octoberad closing: 09.05.17

materials: 09.08.17
Editorial Highlights:
• Accident Insurance
• Capitalizing on Benefits
• Benefits Products

Editorial Highlights:
• Dental and Vision
• Capitalizing on Benefits
• Benefits Products

june ad closing: 05.05.17
materials: 05.09.17 decemberad closing: 11.03.17

materials: 11.08.17

2017
editorial calendar

Editorial Highlights:
• Accident Insurance
• Capitalizing on Benefits
• Benefits Products

november
Editorial Highlights:
• Disability, Individual and Specialty
• Capitalizing on Benefits
• Benefits Products

may ad closing: 04.04.17
materials: 04.07.17

ad closing: 10.04.17
materials: 10.09.17

Editorial Highlights:
• Life Insurance
• Capitalizing on Benefits
• Benefits Products

Editorial Highlights:
• Stop Loss
• Capitalizing on Benefits
• Benefits Products

Bonus Circulation:
• Benefits Selling Expo

Bonus Circulation:
• �National Association of 

Health Underwriters

Bonus Circulation:
• �Workplace Benefits  

Summit
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All the news, at your fingertips
As an extension of the Rough Notes brand, our newsletters find the best practices and provide 
agents and brokers the tools they need to stay ahead of their competition and better service their 
clients. With targeted precision, we put your message in front of the decision makers that sell and 
use your products every day.

AD POSITION SIZE CPM

Spot Light 728 x 90 $70

Text Ad & Logo 88 x 31 $50

Half Page 300 x 600 $70

Rough Notes Benefit Lead

300 x 600
Pixels

728 x 90 Pixels
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Color
Each Matched (PMS) color...................................................... $645
Four-Color Process, extra per page.......................................$1,655
Metallic/Fluorescent..................................................................$835
No Additional Charge For Bleed

National Advertising Rates
Rates include advertiser’s national ads at Rough Notes’ 
Web site with a hyperlink to the advertiser’s home page.

Circulation
Audited by BPA.

Publication & Closing Date
Rough Notes is published on the first day of every month. 
Closing date for space orders and artwork is the first day  
of the preceding month.
Inserts
Inserts and postcards are available. Please contact your 
advertising representative for details.
Commission
15% of gross billing allowed to recognized advertising 
agencies on space, color and position if paid within  
30 days of invoice. No cash discounts.
Covers & Guaranteed Positions
(Earned Space Rate)
Second Cover..................................................+15%
Third Cover.....................................................+10%
Fourth Cover...................................................+15%
Other Guaranteeds.........................................+10%

rate card & mechanical requirements
Røugh Nøtes

Effective January 2017

Full Page  7x10 2/3 Page  4-5/8 x 10 1/2 Vertical  4-5/8 x 7-3/8

1/2 Horizontal  7 x 4-7/8 1/3 Square  4-5/8 x 4-7/8 1/3 Horizontal  7 x 3-1/4

1/3 Vertical  2-1/4 x 10 1/4 Vertical  2-1/4 x 7-3/8 1/4 Square  4-5/8 x 3-5/8

1/4 Horizontal  7 x 2-3/8 1/6 Horizontal  4-5/8 x 2-3/8 1/6 Vertical  2-1/4 x 4-7/8

Black/White 1x 6x 12x
Full Page 5,775 4,945 4,485

2/3 Page 4,605 3,945 3,590

1/2 Page 3,460 2,955 2,705

1/3 Page 2,435 2,155 1,955

1/4 Page 1,925 1,645 1,495

1/6 Page 1,310 1,195 1,045

2-Color 1x 6x 12x
Full Page 6,420 5,590 5,130

2/3 Page 5,250 4,590 4,235

1/2 Page 4,105 3,600 3,350

1/3 Page 3,080 2,800 2,600

1/4 Page 2,570 2,290 2,140

1/6 Page 1,955 1,840 1,690

4-Color 1x 6x 12x
Full Page 7,430 6,600 6,140

2/3 Page 6,260 5,600 5,245

1/2 Page 5,115 4,610 4,360

1/3 Page 4,090 3,810 3,610

1/4 Page 3,580 3,300 3,150

1/6 Page 2,965 2,850 2,700



Marc Basis
Vice President, National Sales Director -  
Benefits Advertising 
7886 Oak Grove Circle
Lake Worth, FL 33467 
Office (866) 461-3045; (561) 740-8110 
Mobile (561) 676-2086
Fax (561) 740-8101 
mbasis@roughnotes.com

11690 Technology Drive 
Carmel, IN 46032
800.428.4384 
www.roughnotes.com


