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arketing advocate Yvette Moyo
indeed is charming, articulate and
entertaining herself, but when it
comes to the subject of building
brands and entrepreneurship, she
talks a tough game. As an entrepre-
neur in her own right, she knows the
single-minded focus and sacrifices
involved to make a brand live.

For 11 years her company has
produced the country’s leading mar-
keting conference for African
Americans, Marketing Opportunities
in Business and Entertainment
(MOBE). Sponsors this year included
Earthlink and Sprint. Around it she
has developed a powerful viral sup-
port network among her MOBE
“family” that provides connections
and answers at lightning speed, accel-
erating businesses, brands and
careers.

“Some people say how it was a
miracle that someone made that deal
happen, and yet all we had to do was
to put an e-mail out to the communi-
ty,” says Moyo.“You just say this is the
problem, I need to solve it, and within
hours you probably get 20 e-mails
back with some contacts or ideas.”

Moyo began the business with
her husband and partner Kofi Moyo,
who focuses on their successful Real
Men Cook – which itself is one of
the largest national annual Father’s
Day celebration events in America.

ic newsletters, e-mail and marketing
clinics held around the country.

She notes that surveys of African
Americans indicate a propensity to
own and run their own businesses.

“We tell our members they have
to build for longevity – for the sec-
ond generation down the road, not
just a mom and pop organization
that has no future – that is not the
way to build a brand,” Moyo said.

“We will often tell people to keep
your day job, because the time and the
commitment required. There are ups
and downs and there are definitely sac-
rifices required – we say there is going
to be attrition and in whatever you do
there is going to be austerity programs.

“I have come to know that as a
business owner you give up a lot –
when the economy is tough you will
infuse it with your own money, you
will do whatever it takes - and you
can’t do that if you are looking for a
steady paycheck.You could probably
teach school and do better than a lot
of entrepreneurs.”

Moyo says the old adage about
paying yourself first as a key business
practice, is very difficult and rarely
followed.

“In most business, everybody
else gets paid first – your money and
success comes later, after you have
built the foundation.” ■

M She says they added the word
“Entertainment” to the business
name not just because it is integral
to the sales process, but also because
the entertainment industry has been
a focal point of success for African
Americans. Artists such as Brandy,
Usher and Bernie Mac have partici-
pated and benefited from MOBE.
For many African American artists
like Sean Combs and Jay-Z their
name is their brand.

“Urban culture is so tied into
entertainment in this country,
through jazz and blues and all kinds
of music forms, and we wanted peo-
ple to understand that you cannot
market anything without entertain-
ment,” says Moyo.

The purpose of MOBE was to get
more African Americans to participate
in the higher levels of business, not just
as artists, performers or workers.

“We started MOBE so we could
really position African Americans to
take part more in where the big dol-
lars are being spent in this country –
basically those come from marketing
dollars,” says Moyo.

“We wanted people to come
together, both marketers from big
companies or entrepreneurs, to
share best practices and principles.”
Moyo says it is now extended into a
virtual community through electron-

Moyo began MOBE with her husband
and partner Kofi Moyo, who focuses
on ‘Real Men Cook,’ one of the largest
annual Father’s Day celebration events
in America.

“Marketing is 
entertainment 
and if you 
can’t entertain, 
you can’t sell.”
- Yvette Moyo

Stock and mutual fund prices have
become so ubiquitously available
now that whether by TV, PC, cell
phone, pocket-watch or street corner
billboard, you are going to know the
numbers (whether you want to be
reminded or not.) 

You can find any amount of
comparative data or historical analy-
sis that you might require to make
investment decisions.

But when it comes to life insur-
ance investments, it has remained the
most widely consumed financial prod-
uct with no such comparative pricing,
thus keeping most consumers and
even their advisors in the dark.

TheInsuranceAdvisor, Inc. (TIA)
plans to change that. It intends to
become the Morningstar of the insur-
ance business, making its uniform
pricing data and evaluation reports
widely available online and in print to
subscribing financial advisors.

While this service will be of use
to life insurance experts, it is initially
targeting many of the 325,000 finan-
cial advisors who are called upon to
advise clients in this area. This
includes CPAs, tax attorneys, trust
companies and banks, which recent
legislation requires them to satisfy and
document fiduciary responsibilities
when serving as trustee.

“Can a 120 billion dollar seg-
ment of the financial services industry
go without published pricing informa-
tion forever?” asks TIA’s President
Barry D. Flagg. “My answer is no.”

TIA provides a solution that
produces customized reports based
on the great number of variables for
the client (age, health etc.)

TIA’s Confidential Policy
Evaluator system evaluates perma-
nent life insurance products and
compares them with  industry
benchmarks for the following five
criteria:

• Financial strength and claims-pay-
ing ability

• Price competitiveness and style
• Pricing adequacy and reasonable-

ness
• Relative policy value and liquidity
• Performance of underlying cash

value allocation options
“It provides an analytical or

benchmarking tool that evaluates the
relative appropriateness of a given pol-
icy to a given situation,” says Flagg.

“Our mission is to clarify insur-
ance pricing and bring a common-
sense understanding to policy evalu-
ation and value.”

He says with this tool, account-
ants and stockbrokers can more easily
extend their practice by adding life
insurance to their services. A survey
showed CPAs are asked a question
about life insurance almost every week.

TIA obtains the data from the
insurance companies and then per-
forms the hundreds of calculations
required, thus producing an easily
understood standardized report
that one of the largest banks in
North America says saves them
time and money.

“The system forces an apples-
to-apples comparison and it applies
artificial intelligence to not only sim-
plify the cryptic data, but to apply
meaning to it,” says Flagg.

Because of the uniformity and
depth of the research data, it has pro-
duced some results that have surprised
even some insurance experts, he says.

“We empower the non-experts
to answer clients’ questions related
to insurance the same way they have
been able to answer financial ques-
tions for some time.”

The system now has 50 sub-
scribing companies and has been pro-
moted to a limited group of 2,800
financial advisors. It is currently in a
test license with a major bank.

A CALCULATION 
FOR LIFE

INSURANCE

“We have just scratched the sur-
face of the market,” says Flagg.
“Now we must increase awareness
and help people integrate it into
their practice.”

Late last year the company was
awarded a patent for its system.

TIA’s products also include:
• The Pricing Calculator, an online

tool that illustrates benchmark
pricing and demonstrates how
pricing assumptions impact policy
pricing.

• The Premium Search Engine, an
online search tool that identifies
the lowest available premiums for
term life insurance.

Insurance BankingTM Services,
a portfolio of insurance services that
help advisors select the best avail-
able insurance products for their
clients.
www.TheInsuranceAdvisor.com  ■

“The system forces an apples-to-
apples comparison and it applies
artificial intelligence to not only
simplify the cryptic data, but to
apply meaning to it.”

- Barry D. Flagg

Barry D. Flagg
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