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Other Loss Ratios.
There is noth1 g unusual about the above illustra­

tions One of the smaller casualty insurance com- 
nanies had a loss ratio at the end of 1899 ot 11.3- 
per'cent. on its ,899 premiums for liability insurance; 
its loss ratio on those 1899 premiums had climbed 
to 77.34 per cent, at the end of the fifth year, and 
it is still paying losses on those same premiums. Its 
11100 premiums began with a loss ratio of 13.50 per 
cent, the first year, reached 73.08 at the end of the 
fifth vear, and not all the claims against those 1900 
premiums have yet been settled. A large foreign 
casualty insurance company (doing business in this 
country) began the year 1901 with a loss ratio of 
7 38 per cent, on that year's premiums, had paid out 
for losses at the end of the fifth year 7003 per cent, 
of its 1901 premium income, and it is still paying 
losses on that year’s premiums. ,

One of the oldest and largest American casualty 
insurance companies paid out for claims during 1901, 
on account of the liability policies it issued that year, 
6.83 per cent, of its total premiums for those policies. 
It kept on paying claims under those same policies 
until, at the end of the fifth year, it had paid out for 
claims 61.02 per cent., and it is still paying claims 
arising under those same policies. Here is one coin 
puny's record at the end of such five-year period for 
five such periods ;

1897- 1902............................................................................ **”pc'
1898- 1903............................................................................ B5J7P.C.
1899- 1904............................................................................
1900- 1906............................................................................
1901- 1906 ............................................................................ 59.60P.C.
And it is still paying claims for acidents happening 

during those years.
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Machine-Like Procedure Undesirable.
It would be little short of folly to prepare a dis­

course on life insurance and expect to do much busi­
ness by declaiming it verbatim 111 the presence of 
prospects. Once in a while one would find a person 
whose case it would just fit amt it would produce 
the desired result, but these occasions would be rare 
ir fact too rare to be profitable. Such a plan would 
Lc machine-like procedure, and machines do not 
think and they are not supposed to; men do think 
and it is necessary that they should. It is not only 
necessary that they think, but that they reason, also, 
and work as their best judgment indicates. In pre­
paring a canvass, then, it must be such that the details 
are subject to interchange to suit the many sides of 
human nature. This can be done by adopting a plan 
comprising three sections. The first may include a 
half dozen or more different opening "stock sen­
tences and arguments which have been tried and
found helpful. , , ,

Special introductions can lie added for certain 
cases, and in each instance that which the salesman s 
reason or intuition tells him will create the desired 
impression should be used. '1 lie next step should 
be to arouse enthusiasm and create desire. I his 
may be accomplished by demonstrating the need for 
more insurance, by explaining the provisions of a 
certain policy and how it will meet those needs. In- 
showing the special features of the company and 
the excellence of its record—these or a combination 
of them, and more, if necessary, according t.> the 
way the case “sizes up." The third and last step 
should comprise various unique or forceful methods 
that have already proven to be effective in getting 
the signature when used at the right moment, the one 
or more deemed proper to use being selected for 
to cause decision and prompt action. By having .1 
schedule of arguments of this kind and adding ideas 
from time to time as they are acquired by personal 
experience or in other ways, it will prove a valuable

POINTERS FOK LIFE AGENTS.
J. F. Usher, of New York, representing the New 

York Insurance School, certainly struck the nail on 
the head, when he told the Louisville Association of 
Life Underwriters that very few life insurance sales- 

take the time or trouble to figure out care­
fully a logical canvass. They approach pros|>ects 
without knowing scarcely what they are going to 
say, and depend upon circumstances to sha[ie their help.—slryus.
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