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WILLPOWER THE SUPERPOWER

By
 

R.GOPINATH
gopinathr@go-past.com

Willpower compensates for other deficiencies. 
Willpower breaks through limitations. In fact 
willpower does not even acknowledge limits. A 
person powered with willpower is not able to 
see those barriers, is not able to hear discourag-
ing words.

“At 10.55 a.m. Tuesday, Arunima Sinha, 26, became India’s 
first woman to conquer Mt. Everest on a prosthetic leg. A for-
mer national volleyball player, Arunima lost her left leg, hav-
ing been thrown off a moving train for resisting a chain-
snatching attempt by some criminals on April 12, 2011.

She sustained serious leg and pelvic injuries, and to save her 
life, doctors had to amputate her left leg below the knee. 
Arunima, a resident of Ambedkar Nagar in Uttar Pradesh, 
was airlifted to Delhi’s All-India Institute of Medical Sci-
ences Trauma Centre.

Arunima completed her expedition from Kathmandu to the 
top of the peak in 52 days. As per information released on 

Tuesday by the Tata Steel Adventure Foundation (TSAF), 
which supported her climb, Arunima followed Susen Ma-
hato, another climber of the Foundation, who scaled Mt. Ev-
erest on May 19, 2013. Before leaving for her expedition, 
Arunima had said she “had decided to get her life back right 
in the hospital when she was recovering.”

“When I was in the hospital, everyone was worried for me, 
and I realised that I had to do something in my life so that 
people would stop looking at me with pity. I spoke to my 
elder brother and my coach about climbing the Everest, and 
they encouraged me,” she said.

Thrilled at his patient having conquered Mt. Everest, AIIMS 
Trauma Centre head M.C. Misra said: “I knew that she 
wanted to climb the Everest but I am absolutely speechless 
and happy to hear that she has managed to do it so soon.”

The above lines in italics are extracted from “The Hindu” 
news paper of 21st May 2013.

Tell me then what could be an impossible goal for a human 
being? Look at the excuses people offer for not becoming 
great, for not becoming rich, for not achieving targets set. “I 
don’t have enough resources”, “I am all alone, nobody sup-
ports me”, “I have this set-back”, “I come from a poor back-
ground”, “This society does not care”, My God millions and 
millions of self invented excuses.
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What did Arunima have? Money? Experience in mountain 
climbing? The backing of Governments?

None of the above. But she had something which is much 
more valuable than all of those: “WILLPOWER”. 

To get an idea of the strength of this willpower, let us con-
sider an analogy: Imagine a Rhino racing towards its target. 
Can it be stopped by any obstacles on the way. When this 5 
ton animal moves at 50 KMPH any obstacle that comes in 
its way will get pulverized. 

That is a small indication of the strength  of willpower. How 
do we generate this willpower? Willpower is Super power. 

How does anyone attain this willpower? What is the source 
of this willpower? Thoughts. Thoughts, thoughts and more 

thoughts. Our willpower is as strong as the intensity of our 
thoughts. 

When we repeatedly think about a specific goal, we gener-
ate that willpower. When we focus on the thoughts about 
our goal, it intensifies and becomes a strong beam. Just like 
strands of thread when twined together become an un-
breakable cable, the repeated thoughts of the same kind 
twine together and become an unbreakable willpower. 

Normally water is easily negotiable, unlike a rock through 
which you just can not pierce through. But when the same 
water is pumped through a jet as it is done in water can-
nons it becomes a formidable force, can not be stood 
against. When water gushes through the sluices of a reser-
voir it washes off all obstacles on the way and makes a way 
for itself.

This is the power of focus, tons of water contained in the 
reservoir is focussed through the small gates of the sluices, 
the resultant power is tremendous. But if the reservoir 
bund is having gaps in various places then the water does 
not gush out through the sluice gates with that power. The 
water flowing out can be easily held even by walls with mini-
mum strength in its path.

If there were to be holes in the pipe of the water cannon, 
then the water released through the nozzle does not have 
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the strength to pushback the crowd in the rally, because of 
the outflow through the other holes in the pipeline. 

Similar to the above examples is power of focus on our 
goals. Meaning, thinking about the goal and the path to the 
goal. While doing so, defocussing on other matters of  life. 
When the defocussing does not happen then, focussing will 
be compromised, just like the water cannon example, the 
will power can never be attained.

When we keep thinking about that one aspect, repeatedly 
we intensify that thought. 

Arunima had said she “had decided to get her life back right 
in the hospital when she was recovering.”

“When I was in the hospital, everyone was worried for me, 
and I realized that I had to do something in my life so that 
people would stop looking at me with pity”. 

Mount Everest is not just another mountain. It is the tallest 
and also considered the toughest.  A towering 8,848m 
(29,029 ft) with temperatures reaching a freezing -200 C dur-
ing the months of May. 

At the higher regions of Mount Everest, climbers seeking the 
summit typically spend substantial time within the death 
zone (altitudes higher than 8,000 metres (26,000 ft)), and 
face significant challenges to survival. Temperatures can dip 

to very low levels, resulting in frostbite of any body part ex-
posed to the air. Since temperatures are so low, snow is well-
frozen in certain areas and death or injury by slipping and 
falling can occur. High winds at these altitudes on Everest 
are also a potential threat to climbers. Another significant 
threat to climbers is low atmospheric pressure. The atmos-
pheric pressure at the top of Everest is about a third of sea 
level pressure or 0.333 standard atmospheres (337 mbar), 
resulting in the availability of only about a third as much 
oxygen to breathe.

There have been 219 fatalities recorded on Mount Everest 
from the 1922 British Mount Everest Expedition through the 
end of 2010, a rate of 4.3 fatalities for every 100 summits 
(this is a general rate, and includes fatalities amongst sup-
port climbers, those who turned back before the peak, those 
who died en route to the peak and those who died while de-
scending from the peak). Of the 219 fatalities, 58 (26.5%) 
were climbers who had summited but did not complete their 
descent.[79] Though the rate of fatalities has decreased 
since the year 2000 (1.4 fatalities for every 100 summits, 
with 3938 summits since 2000). -Wikipedia

Then how can Ms Arunima scale the Mountain? When peo-
ple at the pink of health, backed with training top-in-class, 
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rich in millions are succumbing to the sheer size of this 
mountain, how did Ms Arunima capture this peak?

The answer is that she could do it because of her “Will-
power”. Willpower compensates for other deficiencies. Will-
power breaks through limitations. In fact willpower does 
not even acknowledge limits. A person powered with will-
power is not able to see those barriers, is not able to hear 
discouraging words.

You would have noticed the picture of a cameras’ zoom lens 
apparatus in the beginning of this article. This is to establish 
the fact that at our will we can create our willpower, just by 
focussing on that one single picture that we want to capture 
and the rest gets defocussed or like out-of-focus like the pic-
ture that appears below:

Whatever be your goal, however big it might be, when you 
focus on it by thinking about it again and again, think about 
the consequences of reaching it again and again, start visualis-
ing, feeling that moment of victory again and again, you will 
develop extraordinary power inside you, you will create a 
momentum that will  surprise everyone else. 

The goals can be achieving awards like MDRT, in the financial 
services industry or career goals, like becoming a Doctor or 
goals like contributing to a good cause, like establishing 
schools or even financial goals. All that you need to do is to 
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generate the “WILLPOWER” to move towards it and the 
rest all will fall in its places.
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SOLVENCY MARGIN
PART 1

Introduction

Solvency Margin (Part I)

This write up on Solvency Margin will be presented in two 
parts, Part-I and Part-II. In the first Part, the origin and con-
cept of Solvency Margin as well as the Solvency-1 directive 
issued by the European Economic Community (EEC) in 
1979 will be discussed. In the second Part, Solvency-II, which 
is yet to be made operational, will be dealt with. One need 
not be an actuary to go through this article. Anyone associ-
ated with life insurance industry will be able to,

1) The value of Assets of a commercial undertaking shall not 
be less than its Liabilities. An insurance company is no excep-
tion to this general rule. However, in the case of an insur-

ance company, there is an additional requirement. The value 
of Assets shall exceed the value of Liabilities by a specified 
margin. This margin is known as the Solvency Margin. Let us 
look into the reasons for this additional requirement by con-
sidering the case of a life insurance company.

2) The liability under a life insurance policy can be roughly 
defined as,  
(Value of Contractual Benefits payable under the policy + 
Value of Discretionary Benefits likely to be paid + Value of 
Expenses likely to be incurred in future, in respect of the 
policy) LESS (Value of Premiums likely to be received in fu-
ture under the policy)  
The first three items in the above definition, Contractual 
Benefits payable, Discretionary Benefits likely to be paid and 
Expenses to be incurred, are liabilities from the point of 
view of the company and the fourth item, premiums receiv-
able in future, is an asset.

Contractual and Discretionary Benefits 
3) Suppose a life insurance contract states that, “In return 
for the payment of Rs.5,000 per year for 20 years or till ear-
lier death of the life assured, following benefits will be paid:

	
 •	
 Rs.100,000 + Bonuses (if any) that have vested, on 
the survival of the life assured upto the end of 20 years. 
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 •	
 Rs.100,000 + Bonuses (if any) that have vested, in 
case of death of the life assured before the end of 20 years.  
During the first three years, the company declares bonus 
@50 per thousand sum assured. Once a bonus is declared, 
it generally becomes a contractual benefit. The vested bonus 
at the end of three years will be Rs.15,000/= and is a con-
tractual benefit.  
The contractual benefits as at the end of three years will be, 

	
 •	
 Rs.115,000 payable on survival of the life assured 
upto the end of balance 17 years. 

	
 •	
 Rs.115,000 payable in case of death of the life as-
sured before the end of 17 years. The discretionary benefits 
as at the end of three years will be 

	
 •	
 On survival of the life assured upto the end of 
next 17 years, the total bonuses declared  
during these 17 years, is payable 

	
 •	
 On the death of the life assured before the end of 
17 years, the total bonuses declared  
till the time of death is payable. 

	
 •	
 This is called a discretionary benefit since the com-
pany will declare bonus only if there  
is sufficient profit and the quantum of bonus declared in a 
year will depend on the amount of profit emerging during 

that year.  
Valuation of Liability and the Asset share  
4) If age at entry of the policyholder is 35, the age, at the 
end of three years, will be 38. If it is required to find the li-
ability in respect of this policy as at the end of 3 years, we 
have to proceed as follows, on the assumption that, in case 
of death during a year, the benefit payable on death will be 
paid only at the end of that year.  
A) Value of Contractual Benefits 

i) The present value of the death benefit payable during the 
4th year will be,  
= (Probability of death occurring in 4th year) x 115,000 x 
(discounting factor for one year) ii) The present value of the 
death benefit payable during the 5th year will be,  
= (Probability of death occurring in 5th year) x 115,000 x 
(discounting factor for 2 years)

iii) The present value of the death benefit payable during the 
6th year will be,  
= (Probability of death occurring in 6th year) x 115,000 x 
(discounting factor for 3 years) ...... etc.  
xvii) The present value of the death benefit payable during 
the 17th year will be,  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= (Probability of death occurring in 17th year) x 115,000 x 
(discounting factor for 17 years) xviii) The present value of 
the maturity benefit payable at the end of 17th year will be,  
= (Probability of surviving upto the end of 17th year) x 
115,000 x (discounting factor for 17 years)  
The Sum of the 18 values listed above will give the Present 
Value of the Contractual Benefits payable under the policy.

B) Value of Discretionary Benefits 
Similarly, by making suitable assumptions regarding the rates 
of bonus to be declared during the next 17 years, the Pre-
sent Value of Discretionary Benefits can be found.

C) Value of Expenses 
There can be two types of Expenses, viz. agency commission 
and administrative expenses. The rate of commission pay-
able is a known quantity and so no assumption needs to be 
made in this regard. But, administrative expenses may go on 
increasing under the impact of inflation. So, making suitable 
assumptions regarding expense per policy and the rate of 
inflation, the Present Value of Expenses likely to be incurred 
in future can be determined.

D) Value of Premiums Receivable  
The amount of premium receivable each year, for the next 
17 years, is a known quantity. But, the premium will be re-
ceived only as long as the policyholder is alive and is receiv-

able at the beginning of each year. So, while estimating the 
present value of premiums receivable in future, assumptions 
have to be made regarding the probability of the policy-
holder surviving upto the beginning of each year,

 

5) The Liability under the policy at the end of three years 
will then be,  
(Present Value of contractual Benefits + Present Value of Dis-
cretionary Benefits + Present Value of Expenses likely to be 
incurred) − (Present Value of Premiums Receivable)  
The total assets can be notionally distributed among all the 
policies in such a way that, the value of assets allocated to 
each policy is equal to the liability under that policy. That is, 
a policy’s share of assets will be equal to the liability under 
that policy and hence, it is known as the Asset Share of the 
policy. The balance assets remaining, after notionally allocat-
ing to each policy its asset share, will be the Surplus.

Assumptions involved 
6) Let us now look at the assumptions involved while find-
ing the liability in respect of a policy.

	
 .	
 a)  Mortality: In order to determine the probabil-
ity of death claim occurring during a year,  
we have to make suitable assumptions regarding age-wise 
rates of mortality. If the assumed rates of mortality prove to 
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be lower than the actual rates, the liability will get underesti-
mated. 

	
 .	
 b)  Discounting Factor: If the rate of interest (i.e. 
rate of discount) is, say 6%, discounting factor for one year 
will be, (1 / 1.06) ; for 2 years (1 / 1.06)2 ; for 3 years (1 / 
1.06)3 ; ... etc. If the rate of interest during the first year is 
6% and, during second year it is 6.5%, the discounting factor 
for two years will be, [(1 / 1.06) x (1 / 1.065)]. If the as-
sumed rates of interest are higher than the actual rates of 
interest (i.e. the actual yields on investments), the liability 
will get under estimated. 

	
 .	
 c)  Expenses: The rate of commission under a pol-
icy is determined in advance and so, no assumption is 
needed in this regard. But, administrative expenses per pol-
icy will continuously increase under the impact of inflation 
and may, from time to time, suddenly spurt up. However, it 
never comes down. Making suitable assumptions regarding 
rate of inflation and predicting what the Expenses would be 
after a few years, is indeed a difficult task. Any error in this 
regard can lead to under or over estimation of liability. 

	
 .	
 d)  Discretionary Benefits: Assumptions have to be 
made regarding the rates of bonus likely to be declared in 
future. LIC of India, which was the first life insurance com-
pany 

  

to introduce “value of discretionary benefits” in the Statu-
tory Valuation, set up a healthy convention, right from the be-
ginning, that the rates of bonus likely to be declared in fu-
ture will be at current levels of bonus.

WILL BE CONTINUED IN THE NEXT ISSUE, PLEASE 
STAY CONNECTED.
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CREATING A VALUE 
PROPOSITION-
Prof. L. Karthigeyan

                 lkgmba@gmail.com  Mobile : 9710228788

CREATING A VALUE PROPOSITION

Communicating the Benefits of Your Product, Service or Idea, 
Simply and Clearly

                                                                                                                                                                                       

Messages must be consistent. Imagine a world where every-
one is in sales. Well, the fact is, everyone is in sales, in some 
fashion. It's not just the salesman at the car lot or computer 
reseller who qualifies: Maybe you are trying to sell to your 
spouse your ideas for the next holiday; Maybe you're pitching 
a new project to your boss; Maybe you are headhunting some-
one to join your firm. It's all selling, and, whatever your offer 
(product, idea, project or job) it's important to have a really 
strong value proposition.

A value proposition is a short statement that clearly communi-
cates the benefits that your potential client gets by using your 
product, service or idea. It "boils down" all the complexity of 
your sales pitch into something that your client can easily 
grasp and remember.

It needs to be very specific: Simply describing the features or 
capabilities of your offer is not enough. Your value proposi-
tion must focus closely on what your customer really wants 
and values. Your customer wants to solve problems, to im-
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prove on existing solutions, to have a better life, build a better 
business or do more, better, faster. and so on.

Creating a value proposition is a useful marketing technique 
that had wider application than product marketing. Whatever 
you are 'selling' and to whom, a value proposition is useful, if 
not essential, tool. Whether your 'customers' are external cus-
tomers, employees, co-workers or even your family, the idea is 
to help them see the specific value your offer brings to them. 
And by doing so, you will grab their attention in such a way 
that they know: "Yes, that's right for me".

Creating a Great Value Proposition "Why should I buy this spe-
cific product or idea?" asks your customer: And your value 
proposition must answer this, in a compelling way. In creating 
a good value proposition, the trick is to know your product or 
idea well, know how it compares with those of your competi-
tors and, very importantly, put yourself in your customer's 
shoes to find the answers.

http://www.mindtools.com/CommSkll/ValueProposition.ht
m
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S.V.PRABAKAR                         

prabakarsv@gmail.com 

The Value of Mentoring

At its most basic level, mentoring helps because it guarantees a young person that there is someone who cares about them. A 
child is not alone in dealing with day-to-day challenges. Think back. Did you know how to study for a test or make plans for col-
lege? Do you remember wanting your first car or looking for a part-time job? Simple things that seem easy or straightforward 
to you now may appear to be a complete mystery to a young person. Mentors provide their mentees with an experienced 
friend who is there to help in any number of situations.

 
Support for education

	
 Mentors help keep participants in a gathering.

	
 Students who meet regularly with their mentors are 52% less likely than their peers to skip a day of session and 37% less 
likely to skip a session (Public/Private Ventures study of Big Brothers Big Sisters).

	
 Mentors help with homework and can improve their mentees’ academic / career  skills.

 
Support with day-to-day living

	
 Mentors help improve a young person's self-esteem.

	
 About 40% of a teenager's waking hours are spent without companionship or supervision. Mentors provide teens with a 
valuable place to spend free time.
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 Mentors teach young people how to relate well to all kinds of people and help them strengthen communication skills.

Support in the workplace

	
 Mentors help young people set career goals and start taking steps to realize them.

	
 Mentors can use their personal contacts to help young people meet industry professionals, find internships and locate job 
possibilities & opportunities.

	
 Mentors introduce young people to professional resources and organizations they may not know.

	
 Mentors can help their mentees learn how to seek and keep jobs.

The number of ways mentoring can help a youth are as varied as the people involved in each program. While the lists and sta-
tistics can be impressive, personal stories can be even more impressive. Take a look at mentoring success stories to see how 
mentoring works from different perspectives.

http://www.mentoring.org/about_mentor/value_of_mentoring/

17

http://www.mentoring.org/about_mentor/value_of_mentoring/
http://www.mentoring.org/about_mentor/value_of_mentoring/


NEWS 
CHANNEL



A
FULL 
DAY

SEMINAR
16th FEB 

2014

FOR DEVELOPMENT OFFICERS, 
AGENCY MANAGERS, BRANCH MAN-

AGERS, AND SALES MANAGERS 
OF LIFE INSURANCE INDUSTRY

ON 16TH FEB 2014 
AT CHENNAI, INDIA



OUR INVALUABLE LIFE SEMINAR FOR AGENTS 

AT TIRUPATHY  ON 29TH NOV 2013



PARTICIPANTS OF THE ADVANCE MDRT COURSE AT KOLKATA



MR T.G. ANBARASAN ALONG WITH HIS FAMILY AT GOPAST ON 01.01.2014 
CELEBRATING HIS FIRST TOT



PARTICIPANTS OF THE MISSION COT AND TOT COURSE AT VADODARA



Mr Bharat Parekh, Mr Dinesh Gaggar, 
Ms Ruma Desai, Ms Leena Chheda, Mr 
Rohit Gala, Mr Tejas Shah, Mr Mahesh 
Wadekar and Mr Anil Manuja Group 3 
participants of Building a Business En-
terprise course in Mumbai busy with a 
case study of one of the greatest stars of 
Bollywood with reference to Risk man-
agement and Financial planning

Mr Mukesh Vora, Ms Dipti Doshi, Mr Mahipal 
Shah, Mr Chintan Shah, Mr Rajesh Bhatia, 
Mr Atal G Kishah Mr Arjun Sonagara and Mr 
Mahendra Kamath Group 1 participants of 
Building a Business Enterprise course in Mum-
bai busy with a case study of one of the great-
est stars of Bollywood with reference to Risk 
management and Financial planning

https://www.facebook.com/photo.php?fbid=587898554612587&set=a.115018535233927.17427.100001773444884&type=1&relevant_count=1
https://www.facebook.com/photo.php?fbid=587898554612587&set=a.115018535233927.17427.100001773444884&type=1&relevant_count=1


Ms Sushma Dialani, Mr Bhavesh Takkar, Mr 
Tushar Joshi, Mr Rakesh Rathi, Mr Kushal 
Kotian, Mr Sandeep Shah, Mr Prem Panjwani 
and Mr Biraj Desai of Group 4 participants of 
Building a Business Enterprise course in Mum-
bai busy with a case study of one of the great-
est stars of Bollywood with reference to Risk 
management and Financial planning

Mr Keyur Purohit, Mr Mahesh Pai, Mr Te-
jas Shah, Mr D M Shah, Mr Vinod Gupta, 
Mr Dhiren Raval and Mr Suhas Karjini 
Group 5 participants of Building a Business 
Enterprise course in Mumbai busy with a 
case study of one of the greatest stars of Bol-
lywood with reference to Risk management 
and Financial planning



Mr Sanjay Pithadia, Mr Jignesh Shah, Mr Ki-
ran Deodhar, Mr Vipul Doshi, Ms Kalpana 
Sawla, Mr Shashank Joshi and Mr Mitul 
Thakkar Group 6 participants of Building a 
Business Enterprise course in Mumbai busy 
with a case study of one of the greatest stars 
of Bollywood with reference to Risk manage-
ment and Financial planning

Mr Nikhil Anandpara, Mr Divyesh Shah, Mr 
Nran Bhanushali, Mr Shekar Shetty, Ms San-
geeta Jhaveri, Mr Bhushan Limaye, Mr Sudhir 
Naik and Mr Milind Sarwate of Group 2 par-
ticipants of Building a Business Enterprise 
course in Mumbai busy with a case study of 
one of the greatest stars of Bollywood with ref-
erence to Risk management and Financial plan-
ning


