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Tom McLeary, CLU® is the president 
of Endow, Incorporated, a multiline 
insurance company he co-founded in 
1978 that specializes in insurance planning 
and benefit management for a client 
base of public entities, small and large 
private corporations, and high net worth 
individuals.  In 1994, Endow co-founded 
the Premier Network Service Group, the 
first minority insurance firm to serve a 
client base of Fortune 500 companies 
and entrepreneurial firms.  Tom was the 
first African American elected president 
of the Chicago Association and the Illinois 
Association of Life Underwriters.  

let’s talk a little bit about the 
industry and about attracting 
African Americans to financial 
services. Are we being more 
successful, do you think, Tom? 
The industry has not been very success-
ful at recruiting, and less so in retention.  

What do you think it is that we need 
to be doing as an industry to help 
make a difference here? 
I think the industry needs to look at the 
training and how they do it. Particular-

ly the companies that do most of their 
early training inside the company and 
don’t use LUTC.

Do you think there are cases where 
companies aren’t using a product 
like lUTC that would be really 
meaningful to help get these folks 
off the ground?
What really helped me the most was the 
relationships I developed outside of the 
company in the industry and that’s the 
piece that LUTC brought. 

Another thing that the industry 
doesn’t do well with African Americans 
is career paths. When you bring some-
one in to the organization and they 
start as an agent, a lot of people didn’t 
leave because they were failing as a sales 
person; they left because they had no 
vision of a career path. What if you 
don’t want to be in the field? What if 
you want to move into the home office, 
how does that happen? That’s a very 
difficult process to move from the field 
into the home office, particularly with 
the young people today. There’ll be a 
few that just love sales and that’s what 
they want to do for the rest of their life. 

Do you think the African-American 
conference held by The College 
helps people with role models?

Yes, I think it does a number of things. 
One of the reasons I fight for us to have 
really high-caliber people address the 
conference in the main platform presen-
tation is to show people who have been 
very successful in their life. Because 
there may not be that many role models 
in some communities around the coun-
try, they get to see an outstanding role 
model here. The other thing they get is 
some terrific education from someone 
who’s not inside their company. That’s 
a very, very positive thing. They get 
to meet people from other companies; 
they meet people from other parts of 
the country. 

What about study groups that are 
outside of your company?  
It’s a great idea. I’m in three study 
groups. I’m in two local study groups; 
one is a Million Dollar Round Table 
study group—that study group is go-
ing on 20 years now. I’m in another 
one that’s kind of an employee benefits 
study group that came out of the Chi-
cago Association, people in the benefits 
business. We got to know each other 
through activity with the local associa-
tion. I’m also in an African-American 
study group. We’ve been together for 20 
years, and formed a business together. 
What the study group gives you is sup-
port.

What are three or four things in a 
nutshell that you think really make 
a difference when encouraging 
and helping African Americans be 
involved in this wonderful business? 
I think they need to make a real effort 
at getting them to the Million Dollar 
Round Table and involved in the local 
association. Some Round Table people 
would say it changes your life. But I 
think it basically changes your perspec-
tive and you begin to open your mind, 
you begin to think bigger, you begin 
to have bigger dreams and you become 
more successful. Suggestion number 
two would be to do things to expose Af-
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rican-American agents to African-American role models. And 
they don’t have to be industry role models; they just have to 
be people who have been very successful in a sales capacity be-
cause good sales ideas are transferable from industry to indus-
try. They have to do a better job of recruiting, developing and 
training in the home office so there are role models inside the 
company. They have to meet and talk and have a relationship 
with the African Americans’ field. And number four would be 
to encourage the study group activity.

What can one person do to help make a difference 
in creating a better environment, a more open 
environment, an opportunity for African Americans to be 
successful in this business? 
One person can have a major impact. You can go to a meeting 
as a producer and someone will do something or say some-
thing that could change your whole life. It could change your 
whole selling style; that can give you a quantum leap in your 
activity, your production.

As second vice president of Human 
Resources and Diversity Officer for Aflac 
Incorporated, Brenda oversees the 
Aflac Diversity Council and developed 
the framework for expanding Aflac’s 
diversity effort. During Brenda’s tenure, 
Aflac has received numerous awards and 
recognition for diversity including LATINA 
Style magazine’s annual list of “The 50 
Best Companies for Latinas to Work for 
in the United States,” Black Enterprise 
magazine’s list of the “40 Best Companies 
for Diversity,” and The Atlanta Tribune: 
The Magazine’s list of “Georgia’s Best 
Employers for Minorities”.

How do you feel the industry’s done 
and then how do you feel about the 
accomplishments and successes that 
Aflac has had?
Aflac has done, I think, an awesome 
job of embracing diversity and mak-
ing it part of the business model. When 
you think about how the workforce 
is changing, how the demographic is 
changing, it makes good business sense. 
His [Dan Amos, Chairman and CEO] 
philosophy has always been if you take 
care of the employees, they are going to 
take care of the business. Aflac has been 
recognized for our efforts by Black En-
terprise, Atlanta Tribune, Hispanic Mag-
azine, and Black Professional Magazine.

What are some of the things that 
you’re specifically doing that have 
others saying this organization 
deserves special recognition?
A lot is driven by our numbers. We 
just don’t have a number of minorities 
in our company, but we have them in 
very important positions and they look 
at the number of women and minori-
ties who are in strategic positions driv-
ing the business.

The council [at Aflac] is made up 
of employees from throughout the or-
ganization, different ethnicities, age, 
tenure with the company, different job 
levels—employees actually volunteer to 
be on the council and submit an appli-
cation telling us why they want to be 
on the council. We make sure we have a 
diverse slate that sits on the council and 
they are responsible for providing ideas 
to educate our workforce on diversity—
they provide learning opportunities, 
such as lunch-and-learn sessions, semi-
nars, different activities, and they are 
responsible for a big diversity day cele-
bration. Every year the employees come 
together and showcase their diversity. 

They also serve as a resource for 
supporting the community. So a lot of 
times you’ll have an organization that 
comes to us and says, “We need some 
help with this, can you give us volun-
teers?” 

How do you build on that? What 
are you doing as an organization to 
move that needle even more?
Our workforce is 40 percent minority 
and 67 percent female.

They’re going to make sure that you 
focus on things that are important to 
them. I think that’s how you move it—
by letting the employees be the drivers 
behind it. Then they’re the ones that 
will bring attention to, “Hey, we’re do-
ing this over here; now let me tell you 
what this is to me or what this does for 
me and people who look like me, or 
people who are from the same country 
that I am.” 

In addition to that, we have our 
five major initiatives that focus on di-
versity. I call them the five R’s. Reten-
tion. It’s important for us to retain a 
diverse workforce. Recruitment. How 
do we recruit a diverse workforce, and 
we are constantly looking at ways to 
be innovative and change our strategy 
according to our target. For example, 
now we’re on Facebook. Relationships.
Building relationships through our sup-
plier-vendor diversity program through 
our purchasing department—they are 
constantly focusing on how do we do 
business with women and minorities. 
Then we have Reinforcement through 
continuously educating our workforce. 
And the last one is Recognition. Rec-
ognition within the organization and 
recognition outside the organization on 
such lists as Black Enterprise.
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Luis G. Chiappy is executive vice president 
of the National Division of AXA Advisors, 
LLC and senior manager of AXA Advisors’ 
South Florida Branch. He has been 
awarded the title of retirement planning 
specialist by AXA Advisors. He is also a 
member of AXA Advisors’ highest level 
internal producer group—the Paramount 
Planning Group.

Tell me a little bit about the agency.  
It’s a well-diversified practice. We have 
five offices and each one is a microcosm 
of the community-based service. So 
while the organization as a whole is in-
credibly diverse, each individual office 
pretty much is a representation of the 
market we serve. 

explain a little bit more about that. 
In Miami, which is one of our biggest 
offices and the one that I’m housed in, 
over 50 percent of the population is 
Hispanic origin, either born here or first 
generation, or immigrants that have just 
immigrated to the United States. So ob-
viously then in Miami a higher percent-
age of the financial professionals would 
be of Hispanic origin. We also have in 
the Miami [area] a lot of African-Amer-
ican population as well, so we do have 
African-American associates.  

In our Broward office we have less 
Hispanics because there’s a lower level 
of Hispanic population. So we’re diverse 
in all of our offices, but the percentage 
of the different ethnic groups that is 
represented in each one of the offices is 
decided by the marketplace. 

How many women do you have in 
the organization that are producers? 
I would say probably somewhere in the 
12 to 15 percent range, yet a higher 
representation when we talk about our 
most successful advisors or representa-
tives. 

What are you doing in terms of 
connecting with the community to 
not only recruit new producers but 
also create a relationship in the 
community for the agency itself? 
I think that diversity is now. To win in 
the marketplace and to grow and be 
able to be successful from a business 
perspective, we’ve got to be able to real-
ly welcome diversity and make it part of 
our strategic business plan. In each one 
of our offices we do a market analysis as 
to what are the number of households 
in the market, how diverse they are and 
what are the key groups that would be 
represented within this target market. 

Then our approach once we’ve done 
the market analysis per office, per mar-
ket is to identify how are we going to 
find the right people that come from 
those markets. The right person is criti-
cal. Many people make the mistake of 
thinking, “I’ll hire someone who comes 
from those markets and that’s going to 
be my ticket of entrance to the market.” 
But hiring diverse candidates is no dif-
ferent than hiring traditional candi-
dates. At the end of the day, it’s got to 
be the right person to begin with. Once 
we’re able to identify the right person, 
we need to make sure that we are able 
to assimilate them and to launch them 
in their new career the right way. That 
way they feel welcome—they feel like 
we have the resources to really support 
them in their target market, and that 
we’re really committed to this on a sus-
tainable basis.

How do you try to connect with that 
community to find that person?  
First and foremost, ideally an agent re-
ferral from someone that comes from 
those markets—so we definitely count 
on agent referrals. We also identify who 
are the key community leaders within 
those various ethnic groups; we ap-
proach them and we share our interest 
and our commitment to be an integral 
part of their communities, and the need 
that their community members would 
have for proper financial planning and 
financial literacy. We also go to key 
community organizations, and try to 
partner with those communities. We’re 
being sincere in our interest and our 
approach, but we also are getting some 
brand name recognition within their 
community. 

You’ve had great success. To what 
do you attribute that success? 
At the end of the day the most impor-
tant asset any organization can have is 
the quality of its people, and I think 
that all the success we’ve had is in our 
people. Personal integrity affects the 
way they conduct their business. I re-
ally believe with every fiber of my body 
that our job is a noble one. We are in 
the business of impacting people’s lives 
in a substantial manner. Finances are 
an integral part of someone’s life and 
home and communities, and being able 
to help them to properly manage and 
be the steward of their funds, to be able 
to properly plan for their children’s edu-
cation, to protect their family, to plan 
for a comfortable retirement, to protect 
their assets, to structure things properly 
to be able to accumulate, protect and 
distribute their wealth—all of that is 
incredibly important. I think that we 
play a vital role in really operating on 
mission.
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let’s talk about mentoring. How do you help candidates 
feel welcome?  
When you penetrate a market for the first time and that new 
candidate comes to your office they may sometimes feel un-
comfortable because the office doesn’t look like them. Many 
times they don’t see as much representation, whether it’s a fe-
male associate who doesn’t see as many female associates in 
the firm or someone that comes from an ethnic background 
that doesn’t feel like they have as much representation. It’s very 
important that you really get together with your staff and your 
leadership team to make sure you make this person feel wel-
come and that in the classes we’re setting the right expectation. 

Training and education are critical. I do feel that over the 
years the level of education that the advisor receives is going 
to go a long way to their level of confidence in being able to 
approach their clients and their level of effectiveness. So we 
dedicate a tremendous amount of time to educating and train-
ing our associates so they can perform their duties in a very 
effective manner and provide value to their clients. 

We also set realistic expectations as to what are the activity 
and performance requirements. What is it going to take for 
someone to be successful—what’s the level of activity, what’s 
the performance? Then we hold people accountable and assist 
them with one-on-one coaching sessions.

How do you feel that The American College has been 
helpful to you and your agency? 
Well, I think that The American College, through their curric-
ulum and through the CLU® and ChFC® designations, really 
speak to the level of professional commitment that a profes-
sional has toward their career and their industry, and the level 
of commitment that they have in better serving their clients.

What do you think the industry should be doing to 
encourage more diversity? 
While today’s numbers are not what we would like them to be, 
in my industry involvement I have seen that most companies 
are committed to diversity, which is a good thing. I think over 
the next few years we’re going to see a tremendous change in 
the makeup of our agencies and the agency force because most 
firms today understand how important diversity is. If you look 
at any demographic study and you fast-forward 10, 15, 20, 25 
years from now, even those pockets of communities around 
our country that may not be diverse today, will surely be di-
verse in the future. It’s almost like that train’s left the station. 

What advice would you have for a manager looking to 
create more diversity in his or her agency? 
Start with a commitment to diversity. This is something that is 
not going to happen overnight; it is not a short-term fix. This 
requires a long-term view of your market and your agency. 
There are going to be setbacks in the implementation of the 
strategy. Secondly, do a market analysis of the geographical 
areas you serve and really get an intimate knowledge of the 
various ethnic groups and our communities that are repre-
sented in the marketplace. Then, based upon that, develop 
a strategy. Not only are you recruiting talented people from 
those markets to go back into the marketplace and serve their 
constituents in a proper manner, but when you are able to 
promote quality individuals from those diverse markets into 
a leadership position, you really have had an incredible foot-
print into their respective community and you’re creating role 
models for others to follow.  

As chief diversity officer at AXA Equitable,  
Tracey’s goal is to foster a diverse and 
inclusive environment within all of the 
company’s business units.   Tracey joined 

AXA Equitable’s Financial Management 
Development Training Program in 
1989 and rapidly ascended within the 
organization to key positions in marketing, 
sales, business planning, operations, 
technology and finance.  In March 2006, 
Tracey was recognized among The 
Network Journal’s 2006 “Twenty-Five 
Influential Black Woman in Business” and 
in October 2007 was featured in Profiles 
in Diversity Journal as one of its Women 
Worth Watching in 2008.”

Tell me a little about the financial 
service marketplace from your 
perspective. 
Well, first of all, let’s be clear. This is an 
industry that’s very old. If you look at 
the history, it was developed by middle-
aged white men and for middle-aged 
white men. That was the main focus of 
the industry itself. Then you start see-
ing women come into the equation. I 
think over the last couple of years, in 
light of the changing demographics and 
the projection of the country moving 
from the Caucasian population being 
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the majority to by 2040 some estimates 
say to being the minority, [there] is a 
huge focus on maximizing the business 
opportunity that exists in the commu-
nities of color across the country. 

Do you think we’re making any 
headway? seriously?
I have to tell you, that’s a question that 
I ponder quite often. Have we made 
the leap that we could make? Probably 
not. I would say we’re moving in the 
right direction as an industry. There’s a 
comparison that’s often made between 
financial services and consumer goods 
because in the consumer goods industry 
there’s always a focus on demographics 
and marketing. As the wealth continues 
to grow in your communities of color 
and your other marketplaces, you’ll see 
a continued effort across the industry 
in these markets. I think we’ll see more 
growth and advances in diversity and 
inclusion. There are two key things 
that the industry knows they need: they 
need the business, but they also need 
the talent.

One thing the industry can do is 
continue to educate about the career 
opportunity within financial services, 
particularly the life insurance industry. 
Education is key because when you’re 
growing up you don’t hear about fi-
nancial professionals or a life insurance 
agent. So I think getting a longer view 
on educating people about the career 
opportunities that exist, being more 
present in the communities, advertis-
ing, sponsoring events, but also lever-
aging high schools and universities to 
engage people is going to be where the 
success will come from if we do that 
right.

What do you think The American 
College should be doing and could 
be doing to help with this situation? 
I think The American College could 
partner with some of the universities. 
Especially with some of the all-women 

colleges and universities, but also some 
of the historically black colleges and 
universities. That would be a huge, 
huge help to the industry. 

What do you think is the most 
important focus for you and your 
team right now at AXA? 
Our main focus is around our people 
and engaging our people and our lead-
ers around diversity and inclusion, 
showing them and continuing to re-
inforce the value that diversity brings 
from a people perspective but, most im-
portantly, from a business perspective in 
light of the change of demographics. 

Do you think that diversity in 
the workforce provides a real 
competitive advantage? 
Absolutely.  I believe that from my core. 
If you don’t have different people with 
different perspectives bringing different 
points of view to a particular decision 
or problem, you lose out on what could 
be a very, very valuable solution. Bring-
ing people in with different perspec-
tives, different opinions, just different 
thoughts, is definitely going to bring 
you a much higher quality solution. 
But most importantly, it also brings you 
innovation. 

What do you think one person can 
do to make a difference? 
If I were looking at it from AXA’s per-
spective, and I’m the one person in 
AXA, I can continue to keep the issue 
at the forefront with those executives 
that I speak to on a regular [basis]. I can 
work with the branch managers to help 
[them] create local relationships that 
yield them a more inclusive slate of can-
didates as they’re doing their hiring for 
sales associates. I can look at organiza-

tions that I’m a member of or that I’m 
affiliated with, and I could try to tie in 
AXA Equitable to those organizations. 
And I could always share ideas with 
others about how we can become more 
diverse and inclusive. If nothing else, 
I can hold people accountable when 
they say they’re going to do something. 
I can actually reach out to them and 
remind them and partner with them. 
I think the most important thing is to 
let people know that they’re not alone, 
that there are others within the organi-
zation that are willing to support their 
efforts. And then if I meet great people 
I can refer them back to AXA Equitable. 
So one person can take any of those di-
mensions and help make a difference 
one hire at a time. 

Do you think you’ve had success at 
AXA with one group over another? 
Do you think you had greater 
success in the African-American 
marketplace vs. the latino group in 
terms of reaching out? 
We have had success at different lev-
els with different groups at different 
times. In the ‘80s we were really big in 
the African-American community. To-
wards the ‘90s our success increased in 
the Miami area, so we had huge success 
in the Hispanic and the Latin markets. 
In another part of time we’ve had huge 
success or good success, I should say, in 
the women’s market. So it’s been con-
sistently inconsistent. We haven’t had 
all cylinders running at the same time. 
And I think that’s consistent across the 
industry. The Asian community got 
a lot of play and success about seven, 
eight years ago. So, like most compa-
nies, consistently inconsistent in the 
success.

There is more to these interviews, so please “click in” at www.the-
wealthchannel.com to gain greater insight from our special guests 
in this fall issue of The Wealth channel Magazine. 


