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Long-Term Care
Awareness
Month 2026

While November is Long-Term Care Awareness Month, conversations about long-term care should
happen year-round, as it is an important part of protecting a family's financial security. Neglecting long-
term care could create financial, emotional and physical hardship for clients and family members. These
awareness resources can be used throughout the year for proactive conversations.

<
O Click on images or links to access these tools.
& &

The Long-Term Care Numbers That Really Matter

Extended Care by the Numbers vk
It's not just the risks - it's the consequences. It's not the risks—it’s

the consequences
People insure against risks from natural disasters,

disasters. home fires and car accidants.

People Insure against risks fro car accl
hat can impact families financially. physically

home fires and car accidents. Yet they often overlook oot
the consequences of not planning for one of the O tmeo | EE me
largest risks that can impact families —extended care. = : e

This updated consumer-approved flyer doesn't focus
on the odds of needing care, as much as it showcases =
the consequences of a care event. These stats back up () By J i | ol
statements about the physical, emotional and financial . 2y vxo
impact on caregivers, and the reasons why someone e a1 W
should plan today for longevity.

Extended Care by the Numbers (31747) has been
updated to reframe "long-term care" as extended care.
State specific versions are no longer required. This
piece replaces the previous versions (#31425 series). S

Extended Care by the Numbers (31747)
Client use
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https://files.constantcontact.com/3ad303bb001/05fbb7c8-9cde-4c80-8ec8-dd5ed0110918.pdf?rdr=true
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Extended Care Consumer Video Q

At Thrivent, we believe every financial plan
should include a written extended care
strategy and a way to fund it.

ICC Version

That funding may come from a mix of client
assets, income, family support, and-when
appropriate-long-term care insurance.

Now, you can share Thrivent's consumer-
approved video that clearly explains our
point of view on extended care planning in
under three minutes. This video makes it \ o
simple to start the extended care But have you thought about extended care?
conversation-and strengthen every financial : '
plan you deliver.

Ways to use this video:

* Play it at the start of client workshops-especially The 4 Truths About Extended Care
presentation.

+ Add your state-specific link to email signatures during Long-Term Care Awareness Month in
November.

+ Send it before extended care planning meetings to set the stage for your discussion.

+ Pair it with the Written Strategy for Extended Care form to engage clients proactively.

+ Show it during in-person meetings to introduce the conversation.

* Add it to your website's long-term care page.

* Play it in your office or lobby for clients waiting to meet with you.

* Mail clients a handwritten note with the video link-and maybe some popcorn-inviting them to
watch it and start thinking about their wishes.

Click a link below to open the video, then copy and paste the URL into an

O & email to send it to a client.

ICC States: AK, AL, AR, CO, GA, IA, ID, IL, KS, KY, LA, MA, MD, ME, MI, MN, MO, MS, NC, NE, NH, NM,
NV, OH, OK, OR, PA, RI, SC, TN, TX, UT, VA, VT, WA, WI, WV, WY

Non-ICC States: AZ, CT, DC, DE, FL, HI, IN, MT, ND, NJ, and SD.
California

There is no New York version as Thrivent does not offer a solution in New York.
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https://video.thrivent.com/view/WHZh8EkaeEuGwESEhawnSB
https://files.constantcontact.com/3ad303bb001/4d7d7391-b9a3-46a1-9010-d4b4b4526d8a.pdf?rdr=true
https://video.thrivent.com/view/WHZh8EkaeEuGwESEhawnSB
https://video.thrivent.com/view/DJGaUrSrDcaeYsuA1rWuUM
https://video.thrivent.com/view/DJGaUrSrDcaeYsuA1rWuUM
https://video.thrivent.com/view/DJGaUrSrDcaeYsuA1rWuUM
https://video.thrivent.com/view/DvX9TFIuAlRf2fhQG1Z28R

thrivent

The Foundational Plan approach

Our Foundational Plan approach is designed to
help start proactive planning discussions. It
provides a high-level overview of Extended Care
planning, the need for a Written Strategy and
offers sample premiums for a co-funding
approach. It's meant to generate interest from a
prospect to set up a meeting for a deeper
discussion and customized plan design.

ICC States: AK, AL, AR, CO, GA IA, ID, IL, KS, KY,
LA, MA, MD, ME, MI, MN, MO, MS, NC, NE, NH, NM,
NV, OH, OK, OR, PA, RI, SC, TN, TX, UT, VA, VT,
WA, WI, WV,

WY

Non-ICC States: AZ, CT, DC, DE, FL, HI, IN, MT,
ND, NJ, and SD.

California
Hawaii

thrivent:

Simple ways to discuss extended care planning

rhrivent .
rstogy. maybe done ough sigle comiations
: ating YOU* 9*13336
e
iate Proactive Conversation % cc;e written S

accrossed n witig.and thar's axtended care

hoat, raity.or mamory Issues ove come ntopiay.

Simple ways to discuss Extended Care

Producer use Client use

Written Strategy for Extended Care

Creating a foundational plan for extended care

a7y e s i o
Extended core s asistanco to v s independenty and sfey aspossbe | WHO e You ey e n exence

with one's day-to-day activities.

This care could be due to health, frailty or cognitive issues. t can be.
provided by informal and/or professional caregivers.

people wouid like to stay, but f care becomes.
assisted living facilty or nursing home/

Where ¢

ire funding, even if you want o stay home
of you.

2025 Thvert. Anrigts reserved thrivent

Page 0f 2-Only vaid with all pages.

Traditional LTC Prescreen Form

a2 Pagetort Re2s

Health Prescreen Form
Producer use
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https://files.constantcontact.com/3ad303bb001/beaebbaa-00cb-4b02-9958-fe028323a620.pdf
https://files.constantcontact.com/3ad303bb001/beaebbaa-00cb-4b02-9958-fe028323a620.pdf
https://files.constantcontact.com/3ad303bb001/b9ad1e77-4b1f-40be-8a70-580d66fa7117.pdf
https://files.constantcontact.com/3ad303bb001/b9ad1e77-4b1f-40be-8a70-580d66fa7117.pdf
https://files.constantcontact.com/3ad303bb001/b9ad1e77-4b1f-40be-8a70-580d66fa7117.pdf
https://files.constantcontact.com/3ad303bb001/8357e98e-af69-4be2-a38b-87e7177c253b.pdf
https://files.constantcontact.com/3ad303bb001/1bbb64bd-437f-4ec2-bc61-b464f8053028.pdf
https://files.constantcontact.com/3ad303bb001/4d7d7391-b9a3-46a1-9010-d4b4b4526d8a.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/88b11622-2bdc-4254-ab80-d8b2dbe0a71d.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/f2c3e0f4-301e-43a4-8eba-11ae4b9afad7.pdf?rdr=true
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Conversation Resources — Tax Efficiency $

thrivent

Long-term care insurance

State Tax-Incentives
Reference Guide

T
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State Tax Incentives
Client use
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Using an HSA to Fund LTCi: A Smart, Tax-Friendly
Strategy

are Insurance Premiums

Deducting Long-
Yo

Contrbuton Limits

. sa00
- samor

Using HSAs to Fund LTCi
Producer Use

thrivent

Lo ng- term care insurance

Premium deductibdity reference guide for lederal income lax pUrposes

Tax Deductibility Guide
Client use

[PP—

Partial 1035 Exchanges from Non-Qualified
Annuities to Fund Traditional LTCi

2075

Sales Approach

- Grester control o

thrivent

Using Partial 1035 Exchanges to Fund LTCi
Producer Use
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https://files.constantcontact.com/3ad303bb001/e9d99261-b86c-4d31-9661-8e7a7cd07aed.pdf
https://files.constantcontact.com/3ad303bb001/11d11678-5517-4f26-b592-288c49f74e89.pdf
https://files.constantcontact.com/3ad303bb001/934349a5-c799-42a8-820e-d4965403de66.pdf
https://files.constantcontact.com/3ad303bb001/92901757-c268-4edb-a74b-d5bef60c2a29.pdf
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Conversation Resources — Consumer Workshops

This workshop shows attendees how developing an
extended care strategy may help them:

* Preserve independence
* Protect income and assets
* Reassure family about the future

Audience AT b | o
* Pre-Retired (51-64) " thrivenu
* Retired (65+)

State-Specific Materials

* Presenters must be licensed in the states they are
presenting in/to. 4 Truths of

* Ensure that you are using only the appropriate materials Extended Care
for your state as these materials are state filed.

« This is crucial if offering a workshop or webinar across
multiple states.

+ Slides and content must not be modified.

Click the links below to download the appropriate state-approved materials.
ICC States AK, AL, AR, CO, GA, IA, ID, IL, KS, KY, LA, MA, MD, ME, MI, MN, MO, MS, NC, NE, NH, NM, NV, OH,
OK, OR, PA, RI, SC, TN, TX, UT, VA, VT, WA, WI, WV, WY

Non-ICC States
AZ, CT, DC, DE, FL, HI, IN, MT, NJ, ND and SD

California
Handouts:

+ Written Strategy for Extended Care
* Extended Care by the Numbers
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https://files.constantcontact.com/3ad303bb001/89b907f0-cb41-423d-95c7-20dc8a9b3a27.pptx
https://files.constantcontact.com/3ad303bb001/825e11f0-406f-4b6d-928f-75c6a14c87e4.pptx
https://files.constantcontact.com/3ad303bb001/825e11f0-406f-4b6d-928f-75c6a14c87e4.pptx
https://files.constantcontact.com/3ad303bb001/825e11f0-406f-4b6d-928f-75c6a14c87e4.pptx
https://files.constantcontact.com/3ad303bb001/7a151046-47d7-45cf-8c80-034db949cb54.pptx
https://files.constantcontact.com/3ad303bb001/4d7d7391-b9a3-46a1-9010-d4b4b4526d8a.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/4d7d7391-b9a3-46a1-9010-d4b4b4526d8a.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/05fbb7c8-9cde-4c80-8ec8-dd5ed0110918.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/05fbb7c8-9cde-4c80-8ec8-dd5ed0110918.pdf?rdr=true
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Tools to Tell Thrivent’s Story M)

thrivent thrivent

Therent 101 Make a difference, together Care in all seasol Membership

benefits
made for you

Thrivent 101 Membership Benefits Brochure
Producer Use Consumer Use

A
'

= a
g A different kind of

fimancial services company

Power of Membership Video A different kind of financial services company video

Consumer Use Consumer Use

Click a link to open the video, then copy and paste the URL into an

<
®) email to send it to a client.
& &
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https://files.constantcontact.com/3ad303bb001/a4a3cdb4-d93e-4756-8c1e-ff6eb7ad95cf.pdf
https://files.constantcontact.com/3ad303bb001/6337aa2e-50b7-4a84-95e7-d0d63bb9b3b2.pdf
https://www.youtube.com/watch?v=m4TZWKuDLK8
https://youtu.be/EFFlM7eYpyA?si=HY8AfupWZo2683JK
https://www.youtube.com/watch?v=m4TZWKuDLK8
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Strength and Stability

thrivent:

& Annual Report

2025

thrivent

[ r—

Annual Report
Consumer Use

thrivent

We'll be here for you

Th committed to prov
as we have for nearly 35 years.

Of the claims analyzed

Youngest Industry Average  Thient Average Oudest

a5 81 86 106

Longest claim

302 months
(25 yoors, 2 months) 35%

Largost claim

$1506577 e o

Strength and Commitment
Consumer Use

ICC States (Approved for use in: AK, AL, AR, CO, GA,
IA, ID, IL, KS, KY, LA, MA, MD, ME, MI, MN, MO, MS, NC,
NE, NH, NM, NV, OH, OK, OR, PA, RI, SC, TN, TX, UT, VA,

VT, WA, WI, WV, WY)

Non-ICC States (CT, DC, DE, HI, IN, MT, NJ, ND, SD)

Arizona
California
Florida

5
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Plan your finances for
the people, causes and
community that you loves

< pepes o

Strang and stable

J (o]

std saon 178 s 19 bimon s

Alegacy of generasity

149 mian

Proud to be racognized
ETHSTHER: O

2012- 2025

Thrivent Highlights
Consumer Use

Our incredible ability
to drive impact with [
and through our clients

CLIENT & COMMUNITY IMPACT

$33.5M*

Choice Dollars* grant funds
distibuied to churches,
schoals end nonprefits

16M
Live Generousty -shints
disriouted srce 2014

59K*

Clients and oihers wha
sttendd financal workshops.
webinars or participatod in
Woney Canvas™

thrivent

Client and Community Impact
Consumer Use
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https://files.constantcontact.com/3ad303bb001/19e397ef-a35c-4a1e-a8d5-0e83bdf4067f.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/0fb59a98-dc4c-410a-821e-d87aa2485e23.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/0fb59a98-dc4c-410a-821e-d87aa2485e23.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/0fb59a98-dc4c-410a-821e-d87aa2485e23.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/41772929-21ca-40fe-b918-f01659274b08.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/ed77f0ac-cc45-4d46-9c26-7e06b6cccbca.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/644f114e-2469-4b7a-87c3-4637fc2eaaee.pdf?rdr=true
https://files.constantcontact.com/3ad303bb001/07d7140d-7d21-4ebe-8042-6b4e21559d4f.pdf
https://files.constantcontact.com/3ad303bb001/0931d409-469d-40af-a651-64822ff0e02f.pdf
https://www.thrivent.com/2025-annual-report
https://files.constantcontact.com/3ad303bb001/07d7140d-7d21-4ebe-8042-6b4e21559d4f.pdf
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Competitive Positioning

th = t, Long-term Care Insurance Pricing Heat Map
riven Lifetime Premium Payments
$4500 monthly or $150 daily benefit, 3-year plan, 3% compound inflation.
90-day elimination period. Walver of Home Care EP Rider, Standard Health
Discounts: 5% one partner appiying (Mutual of Omaha (MoO) ' and Thivent] / 20% both applying (Thrivent), 16% (MoO), Joint Rete for National Guardian Life (NGL)?
Premiums rounded to nearest dolar.
Male, Married - 1 partner applying - 1partner applying Combined - Both applying
Mutual of Mutual of Mutual of
‘ Age | Thavent | MSMRST naL ‘ Age | Thrivent. | omane, | NGL Age Thiivent | ¥ed 0 NGL

50 $1738. $2672 $2296 50 $2927 $4.380 $3779 BOM/45F $3696 $5928 $4157

55 $2068 $2956 $2602 55 $3425 $4928 $4288 55M/S0F $4798 $6563 $4716

60 | sams | sean | szem 6 | s | sora | sasw GomM/osF| S4pds | Sz | seam

e | saom | saw | saso0 B ssm2 | won | se208 esM/ooF | $hm9 | sear7 | semss

Male Married - 1 partner applying Married -1 partner applying Combined - Both appiying

noe e R we [ o [ MR e e e MRS e |
g | 50 | sus | soom | soe7 S0 | $2027 | sagos | sadse SomM/45F| $3698 | $6630 | 85270
5 B $2088 | $3304 | $3038 5 $3425 | so510 | 5078 s5M/50F | $4198 $7337 5986

60 | 233 | sao | saaza s | ssem | seam | o7 Gom/osF| Sa | seas | serer

65 | $a0 | saow | saass o $o592 | sieas | w1047 GsM/GoF| 889 | ooz | seei0

“Mutua of Omah procuct quotc: MutaICareCustom Solton
NGL Ecenual T€ o Gl and Forda
©2026 Tt | Forinancil cfsson s . .
Page 3 of 4-Only valid with all pages. fasasat

Long-Term Care Insurance
product comparison

National Guardian Life Mutual of Omaha

Northwestern Mutual

[2018 Long-Term Care Insurance | QuieiCare UU Honestl1C MutualCare Custom Solullon
2024
Coniract Provisions
s5ue Ages [E-78 18- 79 35 - 70 (age last birihday) [20-79
Underwiiiing Classes |+ Preferred *Standard Premier [~ Proferred (15% discount]
- Standard + Class t125% of standard » Scicct (standard)
= Class 1 126% of standard + Class 2 150% of standard + Class & 126% of Select
- Class 2 160% of standard » Class 2 150% of Select
|Gender-distinct pricing (in most
[states)
Fayment Options = Life (iovel pay] + Life (lvel pay) «Life (lovel pay) [ Life (ievel pay]
- 10-pay - 10-pay
Rate Guarantee. [6 yeors from date of lssue for | Not avaleble Byears from date of lssue for | Mot avallsble
both ife pay and 10-pay. bothife pay and 10-pay
Dividends [Yes. not guarantsed [Fes. not guaranteed Not available [Not avaiiabie
Discounts g .
|- 20% 2 apply/2 Issued - 30%:2 apply/2 lssued - Both applying: Joint pricing 5% 2 appiy/2 Issued
|- 5%: 2 appiy/1 issued - 10%:2 appiy/1 issued - 5% Partner discoint (1issued] |- 5% 1issued
|- 5%: 1 appiy/1 Issued - 10%:1 discount 5%
+ Multi-Life iscount 5% [+ Valued client: 6%
» Producer's discount: 5%

© 2026 Trivent | For mancil professionaluss ony
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Pricing Heatmap
Producer Use

Sales strategies using unique

Plan design using Thrivent's
Cash Benefit rider
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Plan Design Using Cash Benefit Rider
Producer Use

Benefit Competitive Comparison
Producer Use

riders ,

Hypothetical example
Mary.a Minnesota resident at age 50, purchased Thrivent Long-
== e Insurance, choosing the optional flexble increase
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Producer Use
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https://files.constantcontact.com/3ad303bb001/9a8873e2-3b21-45a0-a114-ece75b87177a.pdf
https://files.constantcontact.com/3ad303bb001/658903a9-ebaf-41d5-b4c2-693b8d5eb322.pdf
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Additional Resources

Please contact your Thrivent BGA’s sales desk to get their point of access to the following websites:

lllustrations Applications
*  WinFlex * eApp: iPipeline’s iGo
* iPipeline’s iGo * Printable: iPipeline’s FormsPipe

e Stratecision

Additional Marketing Support

Contact the Thrivent LTC sales team at:

BoxLTCBrokerage@Thrivent.com
612-454-4403

©2026 Thrivent | For financial professional use only.
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Extended-Care Planning and

Training Materials
At-a-glance

Client materials

Product brochure

Select State

Strength and Commitment flyer

Select State

The Four Truths of Long-Term Care Workshop

Select State

The Four Truths of Long-Term Care flyer Select State
Client underwriting experience flyer 34902
LTCi Premium Deductibility Guide 25089
LTC Foundational Plan Select State
Written Strategy for Care 31494
Advisor materials

Product guide 29023
At-a-glance 2016 LTC

State variations

State Chart

Competitive comparison 27020C
Underwriting guide 29827
lllustration guide 31289B
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https://storefront.thrivent.com/?prodId=3244
https://lp.constantcontactpages.com/cu/4ZYPDzd
https://storefront.thrivent.com/?prodId=2928
https://files.constantcontact.com/3ad303bb001/4d280bf3-7d09-4994-a2f6-95e046ce9ce1.pdf
https://files.constantcontact.com/3ad303bb001/11d11678-5517-4f26-b592-288c49f74e89.pdf
https://storefront.thrivent.com/?prodId=4260
https://files.constantcontact.com/3ad303bb001/3f3d9dc8-e49e-4916-9cb2-a8acc92913ef.pdf
https://files.constantcontact.com/3ad303bb001/a4e51f5f-9e3f-4197-be2e-0e98990c4028.pdf
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https://files.constantcontact.com/3ad303bb001/0ca1f82e-531b-44e4-bc07-be037f2da630.pdf
https://files.constantcontact.com/3ad303bb001/658903a9-ebaf-41d5-b4c2-693b8d5eb322.pdf
https://files.constantcontact.com/3ad303bb001/b542a69a-89a1-40c0-a8f5-ff52c3a4781c.pdf
https://files.constantcontact.com/3ad303bb001/bbc6b498-e0c2-4a5e-8ef2-85db57586b51.pdf
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