


                       

OUR PROCESS 

We are different because we take the planning process beyond the numbers to focus on our clients' 

unique mission, values and goals. There are myriad things that keep them up at night; things like a 

desire for lifetime economic security, asset protection, transferring their core values to the next 

generation and more. 

Our customized approach is comprised of six steps designed  

to collect information relevant to your financial situation,  

crystallizes your important goals and objectives,  

uncovers any gaps affecting these objectives and  

provides strategies that can be taken to help you  

reach your financial goals and help ensure you  

have created the legacy you envisioned. 



Why employer-provided life insurance 
may fall short.

Life Insurance Planning

By Eva Stark, JD, LL.M.

M
any people, especially 
younger individuals or those 
with convenient access to 

employer-provided group term life 
insurance, may rely solely on such 
insurance for their protection needs.

  Reliance exclusively on employer-
provided life insurance to meet one’s 
speciic needs and circumstances, 
however, can be risky for a variety of 
reasons:

• The beneit amount may be too 
low;

• Coverage is typically lost with an 
employment change; and

• The cost of coverage may be 
higher than could be obtained on 
an individual basis.

COVERAGE AMOUNTS MAY BE TOO 

LOW.  Many employers provide group 
term insurance to their employees as 
an employee beneit, but the amount 
of coverage provided varies greatly 
by employer and may be insuicient 
for individual needs.  Employers may 
provide policies with a ixed death 
beneit amount to each employee, 
such as $50,000, or they may provide 
coverage based on a multiple of 
the employee’s salary, such as a 
death beneit equal to one, three 
or ive times an employee’s annual 
compensation.  

Depending on individual 
circumstances, such one-size-its-all 
group term insurance may or may not 
be enough.  While a group policy may 

be suicient for a single person with 
no dependents, it may be woefully 
insuicient for a primary income 
earner with a stay-at-home spouse, 
parents with dependent children, 
and/or individuals with disabled 
family members or elderly parents to 
support.

COVERAGE MAY BE EASILY LOST.  

Employer-provided term coverage 
may be easily lost if employment 
stops, which can happen involuntarily 
(e.g., a reduction in work force 
or termination by the employer), 
voluntarily (the employee changing 
jobs), or upon retirement.  A job loss 
or job change may therefore leave a 
family with no protection in the event 
of a premature death.  
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Even if new employment is found 
quickly, the new employer may 
provide substantially less coverage 
than the previous employer (or no 
coverage at all).  This could leave 
an employee scrambling to obtain 
additional insurance that he or she 
previously assumed could be relied 
upon.  The additional insurance need 
also may arise after a change in the 
employee’s health, which could make 
obtaining additional coverage more 
diicult, more costly, or simply not 
possible, depending on the speciic 
health issue.

COSTS MAY BE TOO HIGH. Some 
people also may be overpaying for 
employer-provided life insurance.  
While employer-provided life 
insurance can be convenient and 
often does not require a medical 
exam (and some coverage may 
even be provided at no cost to the 
employee), the convenience of 
employer-provided life insurance can 
also come at a cost in some cases.  
After all, group term insurance must 
cover every employee, regardless of 
age or health status.  This could mean 
that some employees, especially 

those who are younger, healthier, or 
non-smokers, could pay less for the 
same or more coverage by obtaining 
individual life insurance.

Coverage Amount 
Considerations
To determine the amount of 
coverage that should be considered, 
it will be important to analyze an 
individual’s inancial circumstances 
and goals.  For example, consider:

• How much cash would the family 
need if a death occurred to pay 
medical costs, funeral expenses, 
or estate administration costs?

• What outstanding debts does the 
individual have (e.g., mortgages, 
auto loans, credit card balances)?

• Does the individual intend to 
provide for his or her children’s 
educations?  How large of an 
education fund would be needed?

• How much will be needed to 
support the surviving spouse in 
his or her accustomed manner 
of living?  Will the survivor seek 
employment, and if so, how much 

will he or she earn?  For how long 
will he or she continue to work?  
When is he or she hoping to 
retire?

• For how long is coverage needed?  
Ten years?  Twenty years?  
Permanently?

• Are there other assets or income 
sources that could continue to 
provide support for survivors 
after the main breadwinner’s 
death (e.g., rental income, 
dividends, pensions, etc.)?

The Solution
The loss of a loved one is extremely 
diicult even without the inancial 
problems that tend to follow.  Having 
enough coverage can ensure that 
debt levels remain manageable 
and that lifestyles or children’s 
educations are not compromised if 
the unthinkable happens.  

An insurance or inancial professional 
can help evaluate whether employer-
provided life insurance is suicient 
and whether individual life insurance 
might make sense in addition to or in 
lieu of employer-provided insurance.

Eva Stark, JD, LL.M., joined The Nautilus Group 
in 2014 to assist with the development of estate and 
business plans.  She also performs advanced tax 
research. Eva graduated summa cum laude with a 
BS in economics and finance from The University 
of Texas at Dallas. She earned her JD, with honors, 
from Southern Methodist University, where she 
served as a student attorney and chief counsel at 
the SMU Federal Taxpayers Clinic. She received her 
LL.M. in taxation from Georgetown University Law 
Center. Prior to joining Nautilus, Eva worked in 
private practice in tax controversy, business law, and 
litigation.



I
f you’re running a business these 
days, you know how critical 
your online brand can be – both 

professionally and personally.  People 
are only one click away from choosing 
you or moving on, and many times 
you will never know about these 
missed opportunities.  People can 
gain or lose millions of dollars of 
business over their digital footprint. 

This article covers some of the 
fundamentals that can help make 
that shift from getting passed over 
to getting found and ideally, being 
chosen.  These core principles apply 
to everyone, whether you are a 
business owner, a sales professional, 
a CEO, or the parent of a digitally 
savvy child.  For any type of online 
presence, these simple steps 
described below can help you build a 
solid digital presence to stand out in 
this noisy virtual world. 

There are two kinds of digital 
footprints: passive and active.  

A passive digital footprint is any trace 
you leave about where you’ve been 
online, e.g., shopping, chatting with 
other people, being tagged in photos 
you may not be aware of, or even 
being part of a news article without 
realizing it.  We all tend to forget 
we’ve set up various online accounts 
and proiles; this causes your 
footprint to become fragmented and 
not intentional about who you are as 
a thought leader.  

An active digital footprint can be 
created by taking ownership of and 
controlling what’s out there on the 
internet, e.g., things you post or 
publish.  You can control this content, 
and by following the steps below, you 
can make sure it is consistent with 
your purpose and your brand. 

Deine your objectives 
KNOW YOUR GOAL.  The irst step 
in the process of building a personal 
brand is to know the goal, i.e., deine 
your desired outcome – what are 
you working towards and why is 
it important?  For career minded 
individuals such as consultants or 
corporate employees, that goal 
is typically getting hired, being 
promoted, or simply becoming 
more valued in your professional 
role – building an executive presence.  
Sales professionals may want to 
build a reputation as a trusted ally 
within their network by establishing 
themselves as a thought leader 
in their industry.  Greater brand 
awareness is a common goal for 
both corporate professionals 
and individual business owners.  
Everything you do online should drive 
toward a destination or outcome. 

Digital thought leadership:  Steps to 
make your mark in a noisy, virtual world.

Personal Development

By Dean R. DeLisle
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DEFINE YOUR AUTHENTIC SELF 

(YOUR STORY).  Knowing your story 
is also critical, and it is perfectly 
okay to start with a draft and adjust 
it along the way.  Don’t wait years 
to get it perfect; the key is to pick 
a point and simply begin.  I tell the 
professionals I work with to ind 
some trusted allies who will provide 
feedback and even some subject 
matter experts to help you as well.  
People are very willing to help.  You 
might also have some colleagues 
you work with that might have gone 
before you.  

As you deine your story or brand, 
ask yourself this question: “What do I 
want to be known for?”  Craft a short 
narrative, typically 300-500 words; 
this will help you stay on point.  It's 
common to want to tack things on 
as you go, so make sure everything 
about you is relevant, purposeful, and 
strategic.  Stay targeted.  

Build a solid digital 
presence 

IDENTIFY RELEVANT KEYWORDS 

THAT WILL REPRESENT YOU.  When 
writing and building your proiles and 
bios, look at your story, analyze your 
target audience, then determine 
which words people would use to ind 
you on the internet.  Think about how 
you want to be found.  Sometimes 
the words are not always what you 
would choose; however, they are 
what people would use to ind you.  
Keywords and phrases are typically 
made up of one to three words.  The 
ideal digital proile has ten keyword 
phrases, but it is okay to start with 
ive, if needed, to get out of the gate.  
Once you have them, weave them 
into your story.  You should do this 
after you draft your story so you can 
low with your ideas before worrying 
about keywords.

KNOW YOUR IDEAL TARGET.  Think 
about your ideal audience, the people 
you want to attract and who you 

ideally want to do business with.  This 
should be at the level of knowing your 
industry, titles, types of companies, 
geographic locations, size of 
organizations, years in business — 
whatever matters most to you as part 
of your goal.  This can be tough for 
many of us as we sometime want to 
keep adding to our story.  However, 
the tighter you can make this, the 
better your story will be, and in turn, 
the less efort it will take to generate 
new business or advance your career. 

Questions to consider when deining 
your target client / partner: 

• What do they look like? 

• What industry are they in?

• What size company do they work 
for?

• Who do they know? 

• If they are consumers, what are 
their interests?

• Who will you be talking to? 

UPDATE YOUR ONLINE PROFILES 

AND WEBSITES.  Even if your 
goal is not social selling or career 
advancement, you should do this 
next step at least once a month for 
your own protection.  

Google yourself.  First, search for 
your name and any variations on 
Google.  This could look like your 
name + your company name, etc.  
When you Google your name, you are 
looking for things that you are NOT 
aware of and making sure that all 
social proiles, websites and content 
are in alignment with your new brand 
(story).  

Review at least the irst two pages 
of your search results.  The irst 
things that should appear are any 
social network accounts, websites 
and high-traction videos.  Once you 
have these, you can simply replace 
your old proiles with your new, more 
mindful proile.  You might want to 
delete any old or invalid proiles as 
well.  When my clients do this for the 
irst time, I tell them to look at the 
irst ten pages of results — do they 
relect who you want to be today?  
You may be surprised at what you 
ind.  

Next, set up Google alerts with your 
name, brand names, company names, 
etc.  This free tool will alert you when 
your name shows up on the internet.  
Have Google alert you at the 
frequency you desire; I recommend 
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daily.  You can do this for your entire 
family.  You will need a Gmail account 
to set this up, which is also free.  

Social support network.  I also 
encourage my clients to look at their 
connections on LinkedIn.  Odds 
are you set up your LinkedIn proile 
years ago, perhaps when you were 
new in your career, and haven’t done 
much to it since.  People tended to 
connect with everyone they could 
at that time, but in order to create a 
more thoughtful and strategic online 
presence, ask yourself if that network 
serves your current destination, or do 
you have to swim through 1000s of 
people to ind the few that will really 
help you achieve your strategic goals?  

I like to use a sports metaphor to 
illustrate the importance of having 
a small group of people whom you 
support and who support you:  
Think of your top ive connections 
in LinkedIn as your starters.  These 
should be the most important 
contacts for your professional 

goals.  The next 10 people are your 
bench players, a social network that 
supports your objectives. 

ENGAGE IN RELEVANT ONLINE 

CONVERSATIONS.  Once you’ve 
updated your proiles and taken 
ownership of your digital presence, 
you can start to become a digital 
thought leader.  Anywhere online — 
blogs, video, podcasts, social media 
sites, online news articles — make 
sure you get your name and your 
brand attached to the content that 
is most relevant to your story and 
that its the keywords you want to 
be known for.  This will take some 
practice.  

You also can engage (like, comment, 
share, retweet, etc.) with the content 
of others.  This will give you reach and 
visibility into their social networks.  
This can only be good for you.  As 
an example, on LinkedIn, even just a 
handful of “likes” and comments on a 
particular post can reach thousands 
of news feeds as people keep 

engaging.  Keep playing with this and 
have fun; it’s networking right from 
your smart phone!  

In Summary
As you take ownership of your digital 
presence and build a reputation as a 
thought leader within your industry, 
remember these key takeaways: 

• You can start now with these 
irst few steps; it only takes a few 
hours to get out of the gate.  

• You can make simple adjustments 
as you grow, just remember your 
other proiles.  

• Be mindful, thoughtful, and 
strategic. 

• Do this with others; you are not 
alone, nor should you be.  

Once you begin this journey you will 
be surprised at the people that will 
notice.  That next opportunity may 
only be a few clicks away!  

Dean DeLisle is the founder and CEO of Forward Progress, 
a Chicago-based digital marketing solutions irm, and 
the creator of a digital thought leadership development 
platform known as Social Jack™, which trains professionals 
on social selling and digital thought leadership, focusing 
on business owner and investor acquisition marketing.  His 
curriculum includes best practices on the efective use of 
social networks, digital marketing, streaming, and video.   
Dean also hosts his own podcast, Inluence Factory, where 
he conducts exclusive interviews with leading business 
inluencers.   His recent book, “FIRST, The Street Guide to 
Digital Business Inluence,” gives readers proven essential 
steps and tools to develop thought leadership and 
recognition in their industries.  

Any third party material in this newsletter represents the views of its respective author and the author is solely responsible for its content.  Such views 
may not necessarily represent the opinions of New York Life Insurance Company or its subsidiary companies.  Dean DeLisle and Forward Progress are not 
affiliated with New York Life Insurance Company or its affiliates.  The Nautilus Group® is a service of New York Life Insurance Company.  Nautilus, New York 
Life, its employees and its agents are not in the business of providing tax, legal or accounting advice. Individuals should consult with their own tax, legal or 
accounting advisors before implementing any planning strategies.  SMRU 1887365  Exp  2/10/2023 



Understanding the probate process.

Estate Planning

By David R. Toups, JD, MBA, CFA®, CFP®, CTFA

W
ith the COVID-19 virus 
sweeping throughout 
the world, many people 

will, unfortunately, experience 
the probate process in order to 
administer the estates of those who 
succumbed to the global pandemic.  

This article is provided to help 
demystify probate and explain the 
procedural steps that normally occur 
in the probate process; and perhaps 
also to inspire those who may have 
developed a greater respect for the 
frailty of human life as a result of the 
pandemic to undertake the estate 
planning process in earnest  — clarify 
your wishes and ease the legal 
obligations your death will impose on 
your loved ones.   

PROBATE.  The probate process is an 
established set of state procedures 
to oicially determine the successor 
ownership of property and rights held 
by a decedent.  

According to the law, property 
always has a rightful owner; what 
remains to be determined is who that 
successor owner is after the death 
of the existing owner, and to have 
the successor oicially declared for 
later transactions and third parties.  
If not identiied by the decedent with 
a will, the heirs to the decedent must 
also be determined and oicially 
established.  During the pendency 
of the estate, or the period of time 
awaiting the settlement, the probate 
court will: 

• Appoint a personal 
representative to marshal and 
protect the decedent’s property;

• Provide an inventory;

• Notify creditors and 
beneiciaries; and

• Administer and distribute the 
estate to its rightful owners upon 
successful completion of all the 
tasks to be accomplished. 

INTESTACY.  A decedent may leave a 
last will and testament that speciies 
who the successor owners to the 
property shall be; however, some 
decedents fail to do so.  When a 
person dies in intestacy — without a 
legal will —  distributing their assets 
becomes the responsibility of a 
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probate court.  As a result, each state 
will apply a default set of statutes 
called intestacy statutes, which 
determine where property passes 
for those not leaving a will.  These 
statutes vary in the percentages or 
priority in each state, but most leave 
the property to spouses, children, 
parents, and siblings.  

In scenarios where a person’s loved 
ones fall outside of these familial 
classiications, it is imperative to 
create a will prior to death or loved 
ones will receive none of the property 
which passes through the probate 
system.  

Another alternative in these 
scenarios is to structure the 
property’s title in a manner that it 
transfers directly to the intended 
beneiciary without using the probate 
process.  These assets are referred to 
as non-probate property. 

NON-PROBATE PROPERTY.  

Not all property passes through 
probate.  Assets that pass or transfer 
under a contractual agreement, 
or property owned with title that 
passes as a matter of law upon the 
death of a titleholder, are referred 
to as non-probate assets.  These 
assets generally do not require a 
will to direct their disposition, so 
they do not pass through probate.  
Assets such as right-of-survivorship 
property, retirement plans, pensions, 
annuities, life insurance policies, and 
pay-on-death accounts at inancial 
institutions are typical non-probate 
assets.  

However, non-probate does not mean 
that these assets never pass through 
probate.  If the decedent’s estate is 
speciically named as a beneiciary, or 
the original beneiciary designations 
or the successor titleholder fails due 
to death or the designation being 
voided by statute (such as former 
spouses in certain states), the non-
probate assets can pass through the 
probate process.  

When this occurs, the assets typically 
become subject to public disclosure 
and potential estate creditors.  In 
the case of retirement plans or tax-
deferred assets, detrimental income 
tax consequences may result.  For 
estate tax purposes, the IRS includes 
the value of non-probate assets in 
the decedent’s gross estate when 
assessing estate tax liability.  

Considering the types of assets 
comprising an estate is an important 
component when planning for their 
disposition.  Many beneiciaries have 
been surprised to learn that an estate 
divided equally among the decedent’s 
loved ones expressly provided for in a 
will, is in fact, overly lopsided due to a 
substantial insurance policy or a pay-
on-death account with a designated 
beneiciary.

TRUSTS.  Assets owned by a trust 
also do not pass through probate at 
the death of the decedent, unless 
the trust language provides for such 
a transfer or disposition.  A trust is 
the separation of legal and equitable 
or beneicial title.  A trust is not 
an entity but rather a bifurcated 
ownership interest in property.  Such 
a separation can create opportunities 

for asset protection and tax beneits 
in some cases; however, if the trust 
is improperly funded, the property 
will pass through probate, subjecting 
those assets to both disclosure and 
estate creditor claims.  

A decedent does not outright own 
property properly transferred to a 
trust, so his or her death would not 
subject those assets to his or her 
probate estate.  The decedent’s death 
may serve as a trigger for a transfer or 
distribution from the trust, but only as 
the language of the trust directs.

THIRD PARTIES.  When a person 
dies, active contracts for which 
the decedent was a party must be 
reconciled, transferred, or closed out.  
Also, the obligations and debts of 
the decedent must be addressed and 
settled. For example, a common third 
party in estates are secured lenders 
for vehicles and real estate.  Probate 
provides the procedure and forum for 
this to occur.   

If insuicient assets remain to pay 
all creditors, then a multi-tiered 
creditor classiication system exists 
to prioritize the creditors’ claims 
until the assets are exhausted.  State 
governments have been increasingly 
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looming large in decedent’s estates 
with Medicaid recovery claims.

PROTECTED ASSETS.  If creditor 
claims exceed the estate’s assets, 
the estate is considered insolvent, 
and the decedent’s beneiciaries 
would ordinarily receive nothing 
since the payment of creditor claims 
will exhaust all of the property.  
However, most states provide for 
family allowances and exemptions for 
certain assets passing to spouses or 
dependent children.  

Allowances and exemptions are 
protected set-asides which help 
prevent leaving surviving spouses 
and dependent children destitute 

upon the death of their spouse 
or parent.  These allowances and 
exemptions may not be automatically 
applied, depending upon the state, 
but if available should generally be 
requested.

Conclusion

Although much maligned, many 
states’ probate processes provide 
efective and eicient administration 
at minimal costs, provided the 
decedent had a competently drafted 
and executed will.  

Many states have streamlined 
the probate process and permit 
independent administrations to 

limit court appearances and keep 
legal costs down.  Some states 
even permit abbreviated or minimal 
requirements for smaller estates 
where the typical administration 
expenses would consume the bulk of 
the modest estate.  

When a loved one’s death occurs, 
consultation with trusted advisors 
familiar with your state’s probate and 
estate planning opportunities is a 
solid irst step to avoid costly errors 
and chart an optimal course through 
the probate process.

As a result of the Tax Cuts and Jobs Act of 2017 (TCJA) the estate, gift and generation skipping transfer (GST) tax exemption amounts increased to 
approximately $11.7 million per person (approximately $23.4 million for a married couple). For asset transfers in excess of the applicable exemption amount 
and otherwise subject to such taxes, the highest applicable federal tax rate remains at 40 percent. While the exemption amounts are indexed for inflation, 
current law provides for an automatic sunset of these increased exemption amounts after 2025. As a result, the exemption amounts available in 2026 and 
beyond could be reduced to a level provided under prior law ($5.49 million/single and $10.98 million/couple in 2017, indexed for inflation) absent further action 
by Congress. In addition, under different rates, rules and exemption amounts (if any), there may be state and local estate, inheritance or gift taxes that apply 
in your circumstances. Please consult your own tax or legal advisor for advice pertaining to your specific situation. This material includes a discussion of one 
or more tax related topics. This tax related discussion was prepared to assist in the promotion or marketing of the transactions or matters addressed in this 
material. It is not intended (and cannot be used by any taxpayer) for the purposes of avoiding any IRS penalties that may be imposed upon the taxpayer. The 
Nautilus Group® is a service of New York Life Insurance Company. Nautilus, New York Life Insurance Company, and employees or agents thereof are not in 
the business of providing tax, legal or accounting advice. Individuals should consult with their own tax, legal or accounting advisors before implementing any 
planning strategies.  SMRU 1887360  Exp  2/9/2023 

David R. Toups, JD, MBA, CFA®, CFP®, CTFA, joined 
The Nautilus Group in 2016 after more than 14 years 
in the private practice of law focused in estate, trust, 
guardianship, and business planning and litigation.  Prior 
to practicing law, he managed money professionally as 
an investment portfolio manager for several national 
corporate iduciaries.  He earned his BBA in marketing 
from Texas A&M; his MBA, with a inance emphasis, from 
Sam Houston State; and his JD, with honors, from South 
Texas College of Law.  David is a former U.S. Marine 
Corps artillery and infantry oicer.



Step One:  Getting to know you 

This is where we visit and listen to your story. Through thoughtful questions and active listening, we gather all the 

hard and soft facts from your current personal, business and estate plans. We then take these facts and produce a 

clear, understandable picture of your current situation. 

Step Two:  Crystallizing your objectives 
People have three kinds of plans: the plan they think they have, want to have and the one they really have. Once 

we have analyzed your current situation, we review it with you exactly as it is in that moment. Nearly 100% of the 

time, our clients discover their current plans do not reflect their true intentions. To ensure your plan is the one 

you want, we continue to further discern your intentions as they relate to your wealth management and estate 

planning needs and wants. 

Step Three and Four:  Building your customized plan 
With your personal goals and objectives as our benchmark, we begin to design and recommend strategies built 

specifically to fulfill your desired objectives and ultimately help you achieve he legacy you want. 

Step Five:  Taking action 
In the previous steps, we have discovered what is needed to overcome the obstacles preventing you from 

achieving your goals and objectives. We are now ready to work together to implement your selected strategies. 

Additionally, we will coordinate the implementation of these strategies with your tax and legal advisors wants. 

Step Six:  Keeping on target 
We desire to not only provide you with value, but to be valuable to you. We are committed to providing you with 

ongoing service in an effort to make sure that the plan you want is always the plan you have. We will work with you 

to help keep your plan on track with your changing needs, goals and desires. In an ever changing tax and 

regulatory environment, this is an extremely important and valuable part of our process. 
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