
 

 

Communication  

 

Everyone talks but not everyone communicates. Are you simply talking to your 

customers or are you truly communicating with them?  

Communication means imparting or exchanging information. Most team members 

only talk, instead of communicating. I forced myself to shut up and listen to what 

the customer was saying. When you talk, you are only repeating what you already 

know. When you listen, you may learn something new, so shut up and listen. 

I listen because I am trying to find the customer’s problem. I listen to learn their 

ultimate goal. Undoubtedly, we have a product that can help them with that goal. 

Most team members listen with the intent to reply vs. the intent to understand. 

Once you understand, then you can provide the proper solution. 

 

“Communication must be H.O.T. That is Honest, Open, and Two-Way.”                  

– Dan Oswald 

 

Communication is a two-way street. Make sure that the customer understands 

clearly the message you are trying to convey. Stop using all the fancy insurance 

terminology that most team members use trying to make themselves seem so 

smart.  

If you confuse your customer, they will not buy anything. A confused mind does 

nothing. That is the main reason customers will say, “Let me think about it.” They 

are confused. Use everyday language that anyone can understand. Do not go into 

great detail trying to explain too much.  

 

 

 

Here are a few dirty words that I stopped using and replaced them with everyday 

simple words that were clearly understood and had better impact. 



 

 

 

 

Communication is about being effective, not always about being proper.              

– Bo Bennett 

 

 

DIRTY WORD CLEAN WORD HERE’S WHY 
Life Insurance Cash It is cash that pays the bills, mortgage, etc. Let’s be real. 

We all like cash and hate insurance.  

Umbrella Policy One Million 
Dollar Lawsuit 
Protection Policy 

We’ve all heard of lawsuits. No one wants to be on the 
wrong side of a lawsuit. This policy protects us from 
what we do not want.    

Liability Limits or 
Underinsured 

Gaps and Holes Gaps and Holes sound very negative. It makes the 
customer want to fill those gaps and holes.  

Disability Income, 
Paycheck, or 
Money 

Our income, paycheck or money is extremely important 
to us. We connect with it. If it is threatened, we take 
action. If it is not, we do not.   

Disabled Sick or Hurt or 
Sick or Injured 

Everyone has been sick or hurt/injured in their lifetime 
so we all can identify with it. Very few have been 
disabled so the customer thinks that it will never 
happen to them.  

Financial 
Devastation 

Foreclosure, 
Eviction, 
Struggling to pay 
bills, etc. 

Say whatever the situation calls for. If a person does not 
have the cash (not life insurance) to pay the mortgage 
or rent, their house will go into foreclosure/eviction. 
This is real. 

Same Lifestyle Can pay bills 
Little League 
Dance, etc. 

Lifestyle is too broad. Talk about things that people do 
on a daily basis. Things that cost money that we take 
for granted. 

Referrals Introductions Introduction is more personal  

Whole Life/Term 
Life 

Permanent and 
Temporary or 
Option A or B 

Most have heard of Whole Life and Term. They have 
also heard other’s opinions of these products. Use 
permanent and temporary so they get the true 
meanings of these products. Do not say “term” say 
option A and explain a term policy. Do not say “whole” 
say option B and explain a whole life policy. Let the 
customer choose which “option” is best for them and 
their family. 

Cash Value It is ok to say 
cash value but 
not about itself 

Explain the things that you can do with the cash. Make 
it real. Down payment on a house, buy a car, pay off 
debt, go on vacation, college, retirement, etc. 



 

 

Facts or Stories 

 

On an old television series called Dragnet, Detective Joe Friday would always say, 

“Just the facts ma’am.” Detective Friday would have been terrible in the insurance 

industry.  

Unfortunately, a lot of team members are like Joe Friday. They try to sell policies 

based simply on facts. Facts are needed when the customer has decided to buy the 

policy. Facts are needed when the customer has questions about the policy.  

Stories are needed if you want to sell the policy. Customers are not buying policies, 

they are buying solutions to their problems. Stories reveal the problem. Insurance 

provides the solution.   

 

“Facts tell. Stories sell.” – Ali Brown 

 

Remember, facts tell the customer about the policy and stories sell the policy. If 

your customer is not buying, perhaps you are spending too much time on the facts 

when you should be story selling.    

You should have several stories for every product you are trying to sell. Your agency 

should be a story telling agency. 

If you cannot tell a story (80% positive/20% negative) about the top five or six 

products you offer, you are not winning.  

Your agent should be able to walk into your office and say, “Disability story” and 

you should be able to paint a picture that gives him a detailed story of how you 

helped someone protect their paycheck. The same goes for everything else. If you 

cannot, you are not winning.  

 

  



 

 

Become a Great Storyteller 

 

Your stories should be 80% positive and 20% negative. STOP telling stories about 

customers who did not take your advice and consequently experienced negative 

results.  

No one wants to do business with you if others are not taking your advice. Always 

position yourself as the expert. Customers want to take advice from an expert and 

that is you. Start acting like an expert.  

Start telling stories about customers who took your advice and received positive 

results. When you share these positive stories, you must also tell the customer 

what would have happened had they not listened to you.  

 

How to Develop a Story  
“Have you ever been to a grocery store?” This is a buy-in question designed to get 

the customer to say yes. It lets them know that the story you are about to tell could 

happen to them as well.  

“We have a customer who is a nice guy and a smart guy.” He is a customer; not a 

policy holder; not an insured. People want to do what smart people do.  

“He works for the state.” Tell me a little about your customer so that I can picture 

him in my mind. 

“He was at the grocery store backing out of a spot. There was a lady next to him 

putting away her grocery cart, who had a three-year-old daughter who wandered 

off. Our customer backed up and hit the little girl.” Give details so that we can 

picture what is happening. Also, your story should be something that could happen 

to anyone.   

“$600,000 later, the last medical bill was finally paid.” Give a specific amount that 

the customer was sued for. It should be a large amount.  

“Fortunately for our customer, one year prior, we recommended an umbrella 

policy. That is a one-million-dollar lawsuit protection policy. So, we paid the 



 

 

entire claim.” We did not sell him a policy. We did not talk to him about a policy. 

He did not buy a policy. We recommended a policy. Then we explain what the policy 

is and what it does. It protects us from lawsuits. 

“But had he not had that policy in place, he would have exhausted his savings, his 

401k, gone into debt or even filed bankruptcy. But that one policy saved him.” 

You must show the customer what happens when people do not take your advice.  

“So, my question for you is this: What if that were you backing out of that spot 

that day, and you hit that little girl, and you were sued for $600,000, how much 

of that $600,000 would you want me to pay?” You must insert the customer into 

your story and make him feel some discomfort. When you ask this question, the 

customer will respond, “All of it.”  

 

Another Umbrella Story 
“Have you ever been driving in the evening around 6pm, the sun is setting, and it 

blinds you for a quick second before you can put your sun visor down? We have a 

customer; he is a nice guy and a really smart guy. He actually works in law 

enforcement. He was driving home one evening and the sun blinded him for a quick 

second before he could put his sun visor down. He did not see the young woman 

who stepped off the curb and he hit her. $750,000 later, the last medical bill was 

finally paid. Fortunately for our customer, one-year prior, we recommended an 

umbrella policy. That is a one-million-dollar lawsuit protection policy, so we paid 

the entire claim. But had he not had that policy in place, he would have exhausted 

his savings, his 401k, and gone into debt or even filed bankruptcy. But that one 

policy saved him. So, my question for you is this: What if that were you driving that 

day, and you hit that woman, and you were sued for $750,000, how much of that 

$750,000 would you want me to pay?”  

 

Life Insurance Story 
“We have a customer, she’s a nice lady and a really smart lady. She actually works 

at the hospital. This wife and mother of four had been healthy her entire life and 

then she was diagnosed with breast cancer. But fortunately for her, two years prior, 

we recommended that she have life insurance, also known as a family protection 



 

 

policy. When she passed away, her family did not have any money problems. But 

had she not had that policy in place, the mortgage would not have been paid, the 

kids would not have been able to go to college and they would have struggled to 

pay the bills from month to month, but that one policy saved her family. So, my 

question for you is this: What if, worst case scenario, something were to happen to 

you and you passed away, would you want your family to be protected as well?”     

    

Disability Insurance Story 
“Do you have bills to pay each moth? We have a customer; he is a nice guy and a 

really smart guy. He is actually the manager of a local restaurant. He was helping 

his friend move some furniture and he badly twisted his back. He was out of work 

for four months, but he still had bills to pay. Fortunately for him, one year prior to 

hurting his back, we recommended that he have a disability policy, which is also 

known as a paycheck protection policy. So, we sent him a check every month to pay 

his bills. But had he not had that policy in place, the mortgage would not have been 

paid, he would have fallen behind on his car note and his utilities would have been 

shut off. But that one policy saved him. So, my question for you is this: What if you 

became sick or hurt and could not work, would it be important for you to still be 

able to pay your bills?”     

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Know, Like and Trust 

 

Customers do business with people they know, like, and trust. Get to know your 

customer and let your customer get to know you. If your customer tells you they 

have kids, ask questions about the kids, and tell them about your kids. If you do not 

have kids, tell them about your siblings, nieces or nephews, or kids you spend time 

with.  

Let your customers into your life just a bit so they see you as a person with the 

same joys, issues, struggles, and concerns they have, rather than an insurance 

agent trying to sell them something.  

I call it interrogation vs. conversation. Most team members interrogate their 

customers, asking insurance question after insurance question without telling the 

customer anything about themselves in return, without sharing anything personal.  

 

“Do not wait for people to be friendly. Show them how.” – Unknown 

 

The customer must get to know you, like you, and trust you if you want their 

business. This will help when those rate increases start to happen. Sixty-seven 

percent of customers leave a company because they feel the company does not 

care about them.  

Be likeable. Be personable. Find out what the customer likes. Be interested in what 

they like. Ask questions. People love to talk about their interests.  

Take good notes and the next time you speak with them ask how their family is 

doing, or how is the new job, or whatever it is they shared with you.  

If you always do what is best for the customer and not what is best for your quota, 

you will earn their trust. Have empathy (“I understand”) when they tell you their 

situation. That does not mean you accept their excuses but let them know you are 

listening.  



 

 

Customers Lie 
One of my favorite television shows was House. It was about a very smart doctor 

who had terrible bed side manner, but he always found a cure for his patients.  

One of the reasons he was successful was because he never took his patients word 

for anything when he was diagnosing them. He would always say, “Patients lie.”  

You must think like Dr. House. You must know that your customers are lying when 

they say things like, “I cannot afford it” or, “I will get it later” or, “Call me next 

week,” or whatever ridiculous excuse they give you. You must ask questions and 

make your own diagnosis.  

 

“The worst part about being lied to, is feeling stupid because you believed it” - 

Unknown 

 

Stop letting customers off the hook when you hear these excuses. When a 

customer says, “I will get it later”, are they actually coming back to get it later? Of 

course not. You know they are lying to you, so they can get out of your office.  

If you know they are lying, why are you still accepting those lies? Why are you still 

letting them off the hook? If you continue to do the same thing you have always 

done, you will continue to receive the same results… not selling policies. 

When a customer says, “I cannot afford it” you must immediately know that it is a 

lie. If they have an income (job), you know they can afford it. It is simply not a 

priority to them.  

Ask your customer, “Are you saying that you cannot afford it, or are you saying that 

it is not a priority?” Ask them to read the sign on your desk.  

 

 

 

 

 



 

 

Mirroring 

 

Mirroring is a powerful sales tool I read about years ago. It can lead your customer 

to saying, “Yes” because you are saying, “Ye”. They subconsciously agree with you. 

I call it, the Jedi mind trick.  

When I am asking a customer a question that I want them to say, “Yes” to 

(agreement) I shake my head yes as I ask the question. If I want them to say, “No”, 

I shake my head no as I ask the question.  

It has been proven by people who are a lot smarter than I am, that proper body 

language increases your sales. You must learn to read your customer’s body 

language. You can use mirroring to quickly gain trust with your customers. 

This one is a bit difficult, but if you act like your customer it is been proven that 

they are more likely to do business with you. If your customer feels at home with 

you, they will do business with you. 

 

“Mirroring generally works best during one-on-one, two-way conversations 

rather than in meetings.” – The Balance Careers 

 

“Mirroring and matching are based on the powerful concept that people like 

people who are like themselves. Conversely, when people are not similar, it is 

more difficult to have a relationship with that person. You can quickly develop 

rapport with a customer by mirroring and matching.” – Sales Readiness Group 

I have been using this technique for years and it absolutely works. I am not saying 

do not be yourself. I am telling you that if you want to close more sales, you 

better get your customer to like you and identify with you. 

 

 

 



 

 

 

Do Not Sell From Your Own Pocket 

 

This basically means that just because you may not be able or willing to spend a lot 

of money on insurance does not mean your customer cannot or will not.  

Everyone has a different mental spending limit. Do not shy away from price. Tell 

them the price with confidence. Ask them to pay the full annual premium.  

Let them give you their mental spending limit, rather than you giving them yours. 

Most people have a very low mental spending limit because they have a problem 

with money. 

If you do not change your mind set about money, you will continuously miss large 

sales. It is time to raise your mental spending limit.  

 

“Money isn’t the most important thing in life, but it is reasonably close to 

oxygen on the gotta have it scale.” – Zig Ziglar 

 

Here are a few questions to ask yourself to see if you have a problem with money? 

Find out if you have a high or low mental spending limit.  

• $1,000 is a lot of money to me. 

• Everything is so expensive these days. 

• I better hold on to what I have because I do not have much. 

• We currently do not talk about money in my family. 

• I often use the words, “I cannot afford it.” 

• Talking about money makes me uncomfortable. 

• Making lots of money isn’t that important to me. 

• Money is hard to come by. 

• Before I buy anything significant, I shop for the lowest price.                                       
New School Selling - Steve Clark           



 

 

How do you determine your score? It is simple…If you answered yes to any of the 

above questions, you have a problem with money. 

 


