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Making up 24% of the U.S. population, Millennials are 
the most underinsured group of adult consumers. Why? 
What makes this generation different from any previous 
generation thus far when it comes to purchasing insurance? 
And what can you, as an agent, do about it? In this eBook, 
you’ll get an inside look into Millennials’ buying behaviors, 
the reasons they’re less likely to have insurance, and the 
strategies to use to sell to them.
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SECTION 1:



WHO ARE THE MILLENNIALS?
According to Nielsen Research, Millennials are people who 
were born between the years 1977 and 1995, making them 
ages 21-38 today, though some sources vary on when the 
Millennial generation actually began.

Millennials currently make up 24% of the U.S. population 
with 77 million members, surpassing the Baby Boomer 
population in 2015. Below are projected populations for each 
generation (not listed: Generation Z) from today to 2050. 
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Source: Pew Research Center, 2015

http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
http://www.nytimes.com/2015/09/20/fashion/move-over-millennials-here-comes-generation-z.html?_r=0
http://www.pewresearch.org/fact-tank/2016/04/25/millennials-overtake-baby-boomers/


Millennial Demographics
There are endless sources of data points to look at when it 
comes to Millennials, but we pulled out what we believe to 
be the most important areas to look at for insurance agents.

EDUCATION
Millennials are the most educated generation yet (based on 
completion of bachelor’s degree), with Millennial women 
being 27% more likely than their Silent counterparts to have 
completed their bachelor’s degree. And Millennial men have 
a 21% to Silent 12% comparison. Overall, 30% of Millennials 
have graduated college and 11% have completed post-grad 
work.

HOUSEHOLD INCOME
Millennials often describe themselves as going through 
financial instability or experiencing hardships. However, they 
tend to be optimistic about their future earnings. Looking at 
numbers, the median household income for Millennials is 
$48,797. 
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They’re just people, who grew up in markedly 
different economic, political, and technological 
times than previous generations. To pretend 
that that Millennial generation is not different 
and thus inclined to its own unique buying 
philosophy would be naive.
—Ryan Hanley, Agency Nation

https://www.agencynation.com/how-to-sell-insurance-to-millennials/
http://www.pewresearch.org/fact-tank/2015/03/19/how-millennials-compare-with-their-grandparents/
http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf


HOMEOWNERSHIP
47% of Millennials are homeowners. This percentage is made 
up of single-family homeowners (57%), apartments (23%), 
townhomes (9%), and condos (3%). This means that the 
majority of Millennials still rent, and only 40% of them say 
that purchasing a home is extremely important to them.

MARRIAGE AND CHILDREN
According to Gallup in 2014, 59% of Millennials were not 
married and had never been married and 27% were 
currently married. For comparison, U.S. Census Bureau 
data shows that 36% of Generation Xers and 48% of baby 
boomers were married at the age that Millennials are now. 

The average age of a Millennial man who gets married is 29 
and woman is 27. This contributes to the idea, or maybe

7

Section 1: Who are the Millennials?

Source: Nielsen Pop-Facts, 2015

http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
http://www.gallup.com/poll/191462/gallup-analysis-millennials-marriage-family.aspx
http://finance.yahoo.com/news/everything-know-millennial-spending-change-132700484.html


generalization often made, that Millennials are in no rush to 
get married. There are always exceptions to the rule, but this 
seems to be a noticeable trend overall for Millennials.

Though research suggests that Millennials aren’t rushing 
towards marriage, the same cannot be said for having 
children. Nielsen reports that 57% of Millennials have 
children, and the average age of a Millennial who has their 
first child is 26. Generally, Millennials don’t necessarily tie 
marriage and having children together. In fact, half of the 
oldest Millennials who have never been married have children 
compared to only 30% of GenXers aged 30-34. The main 
point here is that the majority of Millennials want children 
someday: 87% of people aged 18-40 who don’t have children 
said they wanted them someday. 

Millennial Buying Behaviors
Now that we’ve covered general Millennial demographics, 
let’s take a look at some overall buying behaviors. In the next 
section of this eBook, we’ll get into insurace-specific buying 
behaviors and how to approach selling to Millennials.

Millennials have just stepped into their prime “spending 
years” for larger purchases like homes, cars, investments 
and expenses for children. And they’re a large spending 
group, spending about $170 billion a year. Let’s take a look 
at Millennial’s general buying behaviors and how they make 
purchase decisions.
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http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
http://www.bloomberg.com/news/articles/2016-05-03/millennials-still-want-kids-just-not-right-now
http://www.gallup.com/poll/191462/gallup-analysis-millennials-marriage-family.aspx
http://www.gallup.com/poll/191462/gallup-analysis-millennials-marriage-family.aspx
http://www.gallup.com/poll/191462/gallup-analysis-millennials-marriage-family.aspx
https://www.affirm.com/content/how-millennial-shoppers-make-purchasing-decisions/
https://www.affirm.com/content/how-millennial-shoppers-make-purchasing-decisions/


REVIEW CULTURE
Millennials are influenced a lot by reviews, online or in-
person. This is great news for any insurance agency that 
maintains a website that accepts reviews or generates 
business off of referrals. Also realize that reviews can be 
published about your agency almost anywhere online, 
including sites like Google (the reviews look like this), Yelp, and 
Angie’s List. With online reviews easily accessible, Millennials 
research most large purchases before buying, and insurance 
is no different. 

Tip: If you don’t have your agency set up as a business on 
Google, you should do that ASAP. When Millennials search 
you, you have a short amount of time to make a good 
impression. If you claim your business on Google, you’ll have 
control over the information that appears on the right-hand 
side of their search results, and you can quickly provide 
them with contact information.
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Source: “Sams/Hockaday Insurance” Google Search Result

https://www.google.com/search?q=google+reviews&oq=google+reviews&aqs=chrome..69i57j0j69i60l2j0j69i60.1375j0j7&sourceid=chrome&ie=UTF-8#q=sams+hockaday+insurance&lrd=0x8874b039fba7c9cf:0x2e14e203e4aa862b,1,
https://www.yelp.com/search?find_desc=life+insurance+agent&find_loc=iowa
https://www.angieslist.com/
https://support.google.com/business/answer/2911778?hl=en
https://support.google.com/business/answer/2911778?hl=en
https://www.google.com/webhp?sourceid=chrome-instant&ion=1&espv=2&ie=UTF-8#q=sams%20hockaday%20insurance


FINANCIALLY RESPONSIBLE
Millennials tend to pay for things in cash or debit, putting 
less money on credit cards. They are already burdened with 
student loan debts (the average being around $25,000), so 
they are rather choosy on where they spend. They don’t 
want to add to their debt or monthly expenses. So, you 
shouldn’t deduce that Millennials are cheap, but rather that 
they are somewhat forced to be fiscally conservative until 
they earn more and pay down some of their debts. 

COMPANY VALUES
Millennials care about the values of the companies they 
purchase from. Take PuraVida Bracelets for example. These 
simple string bracelets sold out immediately upon creation 
and distribution because of what they stand for: friendship 
and living life to the fullest. The bracelets gave buyers a 
reason to purchase. There are millions of jewelry stores out 
there, but this one sets itself apart by stating their values 
and why they make the jewelry they do. 

Another great example of this is TOMS. “Through its 
ubiquitous ‘one for one’ campaign – TOMS donates a pair 
of shoes for every pair purchased – the company has given 
away more than 35 million pairs of shoes since 2006.” In 
2015, a private equity company valued Toms at $625 million. 

Millennials flock to companies who don’t just exist to make 
a profit. They place importance on whether companies 
give back to society; 75% of them said that they expect 
companies to give back instead of simply making a profit.
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https://studentloanhero.com/student-loan-debt-statistics/
http://www.puravidabracelets.com/pages/story
http://www.telegraph.co.uk/finance/enterprise/11580387/How-Toms-made-hundreds-of-millions-of-dollars-by-giving-shoes-away.html
http://www.forbes.com/sites/danschawbel/2015/01/20/10-new-findings-about-the-millennial-consumer/2/#14a9577142b8


BRAND LOYALTY
There is a lot of research out there on this subject. Some 
studies say that Millennials are definitely brand loyal and 
some say they aren’t hesitant to switch. We looked at what 
this means for insurance agencies and found a couple 
interesting points.

If Millennials are loyal to insurance agencies or companies, it 
usually stems from family ties. They are likely to choose the 
same agency or company their family has. However, 67% of 
insured Millennials have shopped around for insurance from 
another company compared to 55% of older generations. 
So, if they aren’t satisfied, they won’t hesitate to begin the 
search online or by asking peers for recommendations.

BRAND AUTHENTICITY
Millennials prefer to work with companies they find to be 
“authentic.” They prefer open relationships with companies, 
even if they’re large brands (this is why Millennials love 
communicating with brands, no matter the size, on social 
media because it provides the human element). 

If you Google search “authenticity branding,” you’ll notice 
that it’s a major talking point right now for companies in all 
industries. Why? Because Millennials don’t particularly like 
being “advertised to.” They value person-to-person
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Millennials are likely to use the same insurance agency or 
company that their parents do. However, they’ll research 
others if they’re unhappy.

http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
http://adage.com/article/digitalnext/brand-authenticity-real/303191/


relationships no matter the size of your business, so 
companies are beginning to study how they can cultivate this 
kind of relationship through various marketing channels. 

PRICE SENSITIVITY
One thing to note about Millennials, that was somewhat 
already covered above, is that they aren’t necessarily 
price-sensitive. When it comes to value, 54% of Millennials 
are willing to pay more for better insurance coverage. So, 
don’t believe the myth that Millennials are cheap; they are 
spending more as they earn more, and they crave learning 
about and trying new products.
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Millennials aren’t cheap—they’re strategic. 
They respond very well to value, and like 
products that have long-term staying 
power.
— Mindy Pankoke, AdvertisingAge

http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
http://adage.com/article/digitalnext/stereotypes-avoid-marketing-millennials/305872/


13

SECTION 2:



MILLENNIALS AND INSUR ANCE
Even though Millennials are the “youngest group of adult 
consumers, they are the most underinsured generation” 
(Nielsen, 2015). Nielsen contributes this to their delaying a 
few of the items we discussed earlier like home ownership, 
getting married, and having children. However, some 
Millennials are still underinsured when it comes to health 
insurance, as well. Though the percentage of uninsured 
(health) Millennials declines each year, there is still much 
education to be given as they reach the age of purchasing. 
We’ll discuss both life and health insurance for Millennials in 
this section.

Home, Auto & Life
Nielsen’s research shows that Millennials are less likely to 
have homeowners/renters insurance and life insurance than 
older generations. Especially when it comes to life insurance, 
Millennials think they don’t need any coverage. They feel 
that if they aren’t married, don’t have kids, and don’t own a 
home, there’s no reason for it.
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Source: Nielsen, 2015

http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf


As you can see from the graph on the previous page, only 
33% of Millennials own life insurance compared to at least 
48% of other generations. Like we’ve mentioned, Millennials 
are getting married, having kids and owning homes later 
in their lives. However, these aren’t the only reasons one 
should have life insurance. We’ll talk about some selling tips 
later on for life insurance, but education is what’s important 
here. 

Upscale Millennials
You’ll notice another group, “Upscale Millennials” 
represented in the graph on the previous page. Upscale 
Millennials make up 27% of the total generation, and you’ll 
see they own more insurance overall than Millennials in 
general. This is in part because they earn more than $75,000 
per year compared to the $49,000 “average” Millennials 
make. They are also more likely to be married homeowners, 
so you can see why insurance would be part of that picture 
for them. They tend to have financial advisors who advise 
coverage. This segment of the Millennial generation is an 
advantageous one for an insurance agent because they 
tend to be more “ready” for insurance than the general 
population. 
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Upscale Millennials make about $25,000 more per year than 
Millennials in general, they are more likely to be married with 
kids, and they likely own a home.



Health Insurance
These types of insurance aren’t the only types Millennials 
are putting off; they’re also hesitant to buy health insurance 
even though they understand the importance. “One in 5 
adults ages 18 to 36 said they cannot afford routine health-
care expenses,” showed a Harris Poll. And those respondents 
don’t have health insurance either to help with the cost.

In fact, “16 percent of young adults do not plan on having 
insurance in 2017” citing that they cannot afford it. “When 
shopping for health insurance plans, about 66 percent of 
millennials said any premium at or about $200 a month is 
unaffordable.” 

Because of this, Millennials admit that they don’t seek 
treatment for health conditions because of the lack of 
insurance. They fear they’ll be put in financial hardship for 
the treatment. Sadly, the conditions they report they’d seek 
attention for if they had insurance included “depression (17 
percent), weight issues (15 percent overweight and 7 percent 
obesity), and anxiety disorders (14 percent).”

When Millennials do have insurance, though, they use it. 
Nielsen reports that “roughly 34% of Millennials have had at 
least one claim in the past three years, compared with 27% 
of the general population.”
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http://www.cnbc.com/2016/06/27/millennials-cant-afford-health-insurance-adopt-risky-alternatives.html
http://www.cnbc.com/2016/06/27/millennials-cant-afford-health-insurance-adopt-risky-alternatives.html
http://www.benefitspro.com/2016/06/28/despite-availability-of-insurance-many-millennials
http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
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SELLING TO MILLENNIALS
Millennials are difficult to predict, to say the least. Because 
many of them aren’t settled into a home or job, it can be 
hard to know what kind of coverage to suggest for them. 
However, information is key here. As the relationship-driven, 
authenticity-appreciating generation you’ve learned that 
they are, Millennials are eager to learn about solutions you 
can provide (whether they’re right now or in the future—
build the relationship now and harvest it later).

Technology
Read any article about Millennials, and you’ll see the word 
“technology” at least a handful of times. That’s because 
everyone, not just Millennials, is incredibly connected these 
days. In fact, Millennials are 2.5 times more likely to be “early 
adopters” of technology than other generations. So, it’s 
important to consider how you’re going to use technology in 
your agency to communicate with Millennials and make their 
experience with you a positive one. 

Nielsen research points out that consumers in general, 
including Millennials, still “prefer direct connection to a 
person for certain actions, but prefer to use of technology 
for other actions.” They go on to explain: “...no matter 
their age, consumers are most likely to use a local agent 
when starting a new insurance policy or filing a claim. 
However, when reviewing statements or inquiring about 
billing, consumers are less likely to need person-to-person 
interaction.”
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http://www.millennialmarketing.com/who-are-millennials/
http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
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Source: Nielsen, 2015

http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf


WHAT YOU CAN DO
Think of actions you can allow your clients to do online or 
via a mobile app that they don’t necessarily need you for. 
Items that come to mind might be filing a claim, viewing 
their billing history, paying their bill, and even setting up 
appointments with you. 

Millennials pay for nearly every bill they owe online now, so 
be sure to mention that their payments can likely be made 
online or through automatic debit from their bank account. 
Don’t assume they know this and don’t assume it isn’t 
important. The convenience of online payment or automatic 
debit could be an important selling point.

Further, looking into an online appointment-setting 
technology will be appreciated by your clients but also 
beneficial for you. Appointment scheduling software like 
YouCanBookMe, SimplyBook.me, and Booker are a few you can 
check out. These softwares work with your calendar and 
allow your clients to book times to chat with you via phone 
or in your office without having to email or call you and 
compare schedules back and forth, providing convenience 
for them and saving you the time as well. 

Finding the right technology to use in your agency is all 
about finding tools that Millennials will appreciate while 
maintaining the human element every consumer desires.
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Check out appointment scheduling software to integrate 
on your website like YouCanBookMe, SimplyBook.me, 
and Booker.

https://youcanbook.me/
https://simplybook.me/
http://www.booker.com/


BONUS: GEN C
As if there isn’t already enough to learn about Millennials, a 
new term has been popping up: “Gen C.” Gen C is sometimes 
described as those between ages 18-34 (in 2012), but many 
sources say it’s more of a way to simply describe young 
Millennials who are always “connected.” Google has recently 
dubbed them “The YouTube Generation,” but Nielsen identified 
and was writing about them 6 years ago in 2010. 

Nielsen describes them as “digital natives” who never really 
knew life without social media. Nielsen describes a few 
behaviors of Gen C: 

“Tribal behavior.” Gen C members love to express 
themselves via social media and will build communities 
online where they can belong.
“Social status derived by what you share.” They value 
friends’ or peers’ opinions on the things they share 
online whether it be text or images. They often share 
thoughts, opinions or articles based on how much 
“approval” they’ll receive from others.
“Bee-like swarm behavior.” 85% rely on peer reviews 
or approvals when it comes to any kind of buying 
decision. For marketers, this means “talking to the 
community, not the individual” because of this 
approval from peers that Gen Cers will seek.
“Social oxygen.” Per its definition, Gen C is always 
connected, and their phone is their lifeline, “connecting 
not only with people they want to talk with, but also 
shielding them from those they do not.”
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http://www.nielsen.com/us/en/insights/news/2012/introducing-generation-c.html
https://ssl.gstatic.com/think/docs/introducing-gen-c-the-youtube-generation_research-studies.pdf
http://www.nielsen.com/us/en/insights/news/2010/introducing-gen-c-the-connected-collective-consumer.html


“Continuous partial attention.” Gen Cers “consume 
13 hours of content daily and have constant exposure 
to new ‘news’.” So, you can see why old ways of 
advertising to individuals won’t work here. If they aren’t 
intrigued, they’ll quickly shift their attention. 

What can you do with this information? First, realize that 
your insurance agency should strongly consider maintaining 
social media profiles like Facebook, LinkedIn, and Twitter. 
Need help getting started with social media? Check out our 
eBook: Social Media for the Insurance Agent.

Second, understand that your conversations with Gen C 
members may be slightly different than conversations with 
older clients. They’ll likely want to take the information you 
give them and chat with peers before making a decision. For 
example, if their peers don’t have life insurance, it may be 
difficult to make them understand the importance.

Selling Health Insurance
As we’ve discussed, health insurance can be a hard sell for 
some Millennials, depending on their situation. Under the 
ACA guidelines, children can stay on their parents’ coverage 
until 26, and then, if they have a job that provides health 
insurance benefits, they’ll likely switch to that coverage 
where group or employee benefits advisors or agents come
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Check out our free eBook, Social Media for the Insurance 
Agent, to learn how you can get started and succeed on 
social media.

https://www.agencybloc.com/resources/grow-your-agency/online-marketing/free-ebook-social-media-for-the-insurance-agent/?utm_source=page-22&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/resources/grow-your-agency/online-marketing/free-ebook-social-media-for-the-insurance-agent/?utm_source=page-22&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.dol.gov/agencies/ebsa/about-ebsa/our-activities/resource-center/faqs/young-adult-and-aca


in. But, if you don’t sell group or employee benefits, how can 
you sell health insurance to Millennials?

Individuals who don’t have employee benefits and who 
aren’t under a parent’s coverage are those most likely to 
not have any health coverage at all due to the cost. What’s 
crucial here is education because you’ll likely cross paths 
with prospects who are only visiting you because they are 
required by law to have health insurance. You as an agent 
or advisor have the information they’re looking for to better 
understand the benefits and all of their options. 

WHAT YOU CAN DO
Create a handout or resource you can hand out to Millennial 
prospects looking for health insurance but hesitating due 
to price that lays out what an uninsured hospital visit might 
cost them. Many millennials feel invincible, so choose a 
situation that’s most likely to happen to them, like a car 
accident (car insurance industry estimates most people will file 
at least one auto insurance claim by the time they’re 34). Or, 
the table below lists some common ER visit diagnoses they 
might be seen for. 

Ask your prospect how much they think they’ll be able to 
afford out-of-pocket if they were hospitalized (“Nearly two-
thirds (65 percent) say if they had an unexpected out-of-
pocket expense, they could afford less than $1,000”). Then, 
compare and contrast the difference between payment with 
insurance (sometimes as low as $50-$150 copay for an ER 
visit) and an ER visit without insurance. The average charge
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http://www.foxbusiness.com/features/2011/06/17/heres-how-many-car-accidents-youll-have.html
http://www.lifehealthpro.com/2016/06/29/study-millennials-often-underestimate-health-care
http://www.lifehealthpro.com/2016/06/29/study-millennials-often-underestimate-health-care


for an ER visit without insurance is around $1,200, and that 
does not include any needed tests, procedures, or surgeries.
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Source: An Average ER Visit, The Washington Post

With this resource, you can educate the Millennial on why 
health insurance is important and what plans you can look at 
to reduce the cost for them. 

If they still are the type that leans towards paying the annual 
fee versus paying a monthly premium, introduce them to 
alternatives. NextGen Leads points out two: Catastrophic 
coverage and short term plans. Catastrophic coverage “can 
be purchased by so called “young invincibles” under 30, 
and people 30 and over with a hardship exemption.” And 
short term plans would cover your prospect during “times 
of transition” or to cover gaps in existing coverage. Offering 
options shows your expertise in the field and concern for 
your potential client.

https://www.washingtonpost.com/news/wonk/wp/2013/03/02/an-average-er-visit-costs-more-than-an-average-months-rent/
https://www.washingtonpost.com/news/wonk/wp/2013/03/02/an-average-er-visit-costs-more-than-an-average-months-rent/
https://www.nextgenleads.com/blog/resources/sell-health-insurance/
https://www.uhone.com/insurance/short-term
https://www.uhone.com/insurance/short-term


Selling Life Insurance
Many Millennials don’t see a reason to have insurance, so 
that can make it a very difficult sell. Some Millennials first 
obtain life insurance through a financial advisor which 
makes sense because life insurance is all about financially 
protecting and providing for your loved ones when you pass. 
However, people who aren’t married and don’t have kids 
might still need life insurance.

Most importantly, it’s your job as an agent or advisor 
to educate them on all of the benefits of life insurance. 
Millennials need to understand all the reasons for having 
life insurance, and they need to be informed on how much it 
really costs to have.
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80% of consumers misjudge the price for term 
life insurance, with Millennials overestimating 
the cost by 213%, and Gen Xers overestimating 
the cost by 119%.
—Insurance Forums

WHAT YOU CAN DO
As you’ve learned, Millennials are receptive to products or 
services that provide value to them, regardless of price. Life 
insurance is a great product to introduce as an extreme 
value for a relatively low price, like term life insurance for 
younger Millennials. 

http://ifn.insurance-forums.net/life-insurance/term-life/eight-in-ten-consumers-still-overestimate-cost-of-term-life/


Show your Millennial prospect the value or even “deal” they 
can get now by getting life insurance while they’re young and 
healthy. Compare the premium they would pay now versus 
the one they would pay 5, 10, or 15 years down the road. 
This might look like the comparison handout or resource 
we talked about for selling health insurance. On this sheet, 
clearly lay out the steps needed to obtain the life insurance, 
like in this article from ProducersWeb:

Apply for life insurance on application submitted by 
you, the agent
Set a time on their schedule to do a mini-physical exam
Insurance company reviews the request and applicant’s 
medical records
You receive the “offer” from the insurance company 
and review with your prospect

Laying out these steps helps the prospect see that the 
process isn’t a very involved one and that it’s likely easier 
than they’re thinking. 

Get these resources together and start getting your name 
out there now because about 80% of Millennials will become 
parents in the next decade, so they’ll likely be ready to look 
for coverage to take care of their children in the event of 
their death. 

Trying to educate Millennial prospects who aren’t married 
or who don’t have kids? Some Millennials aren’t aware that 
many private student loans aren’t forgiven in the event of 
death. So, if your prospect has loans like these, explain that
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http://www.producersweb.com/r/pwebmc/d/contentFocus/?pcID=8684fda9194ea9a82e7fb154a954b101
http://finance.yahoo.com/news/everything-know-millennial-spending-change-132700484.html


life insurance could protect the co-signer or his/her parents 
from inheriting this debt. This could be the kind of coverage 
they’d find to be of extreme value.

General Selling Tips
Let’s wrap this up with an overview of the general selling 
tips we’ve talked about that you can apply now to Millennial 
sales. Nielsen describes three main tips in the summary 
section of their report.

FOCUS ON UPSCALE MILLENNIALS
If you’re looking for Millennials that are more likely to 
buy from you with less hesitation, focus on the Upscale 
Millennials we discussed earlier. They make more money, are 
more likely to be married and have children, and likely own a 
home. Though they probably receive health insurance from 
their employer, this segment of Millennials is a great target 
for life insurance and voluntary benefits.

Seek out this group via your website (make sure you have a 
lead form and that search engines can find you!), social media 
and referrals. With each Upscale Millennial you meet, be 
sure to ask a few months into your relationship with them 
if they know of any friends or family looking for coverage. 
Rocket Referrals are experts on helping insurance agents gain 
referrals, so check them out.
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Rocket Referrals automatically helps improve your company’s 
referrals, retention, reviews and relationships.  Companies using 
Rocket Referrals have increased referrals from 3-9X.

http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf
https://www.agencybloc.com/resources/grow-your-agency/lead-generation/how-to-optimize-your-insurance-website-lead-form-for-conversion/?utm_source=page-27&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.spinutech.com/digital-marketing/search-engine-optimization/
https://www.rocketreferrals.com/
https://www.rocketreferrals.com/


TAP INTO TECHNOLOGY
Millennials are digital natives and expect technology to be a 
part of any business transaction. They still want that person-
to-person relationship when it comes to insurance, but 
they prefer to use technology for actions like paying a bill, 
reviewing their account/coverage, and scheduling a time to 
meet with you. 

Make sure you point out if the carrier has an area where 
they’ll be able to manage their account, or at least highlight 
if they’ll be able to pay online or set up automatic debit to 
pay the monthly premium. Also, check out the appointment-
scheduling softwares we discussed where your clients can 
schedule a time to chat with you via phone or in person 
based on your calendar. It provides convenience for them 
and saves you time.

BE AUTHENTIC AND MAKE IT PERSONAL
This may be the most important tip you take away from 
this. There are myths out there that Millennials want to do 
everything online, that they aren’t loyal, and that they don’t 
need personal attention. That’s very untrue. Every consumer 
wants to feel that they’re being treated as an individual 
with specific needs, and insurance is a great industry to do 
that in. Millennials want the ability to, more than any other 
generation, “customize their insurance policies to meet their 
specific, individual needs.” They’re looking to you to be the 
expert and provide this experience for them, so make sure 
you make it personal with all of the communication you have 
with them. If you can provide a positive experience for them
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http://adage.com/article/digitalnext/stereotypes-avoid-marketing-millennials/305872/
http://www.nielsen.com/content/dam/corporate/us/en/reports-downloads/2015-reports/millennial-insurance-deep-dive-nov-2015.pdf


and keep building your relationship as you go, you’re likely to 
keep them as a client. 

Automate touchpoints with your Millennial clients via email 
to keep the lines of communication open. After all, the 
#1 reason clients will leave your agency is due to lack of 
communication. Be sure to tell them happy birthday each 
year, proactively reach out to get the policy renewal process 
started, and just check in on them every once in awhile. The 
best part: This doesn’t have to take any extra time from you 
once you set up the automated email campaigns.

Consider an Agency Management System
One last point of consideration to leave you with: what do 
you use to manage your book-of-business? After the sale 
with a Millennial, they still expect excellent service and 
communication with you. An agency management system 
(AMS) like AgencyBloc helps you maintain meaningful 
communication with your clients, be proactive on policy 
renewals, respond quickly to client inquiries, and easily 
identify cross-selling opportunities to keep the relationship 
going strong.

AgencyBloc also allows you to be mobile and service clients 
from anywhere; you have access to your book-of-business 
on any device, like a tablet or phone. An AMS keeps you 
connected, just as Millennials expect you to be. 
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https://www.agencybloc.com/resources/client-prospect-relationships/client-retention/the-1-reason-clients-leave-your-insurance-agency/?utm_source=page-29&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/resources/manage-your-agency/productivity/ebook-automated-workflow-for-insurance-agencies/?utm_source=page-29&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/resources/grow-your-agency/email-marketing/use-agencyblocs-prebuilt-insurance-email-templates-to-automate-client--prospect-communication/?utm_source=page-29&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/resources/grow-your-agency/email-marketing/use-agencyblocs-prebuilt-insurance-email-templates-to-automate-client--prospect-communication/?utm_source=page-29&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/resources/client-prospect-relationships/automation/3-steps-to-never-miss-a-policy-renewal-again/?utm_source=page-29&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/resources/client-prospect-relationships/automation/3-steps-to-never-miss-a-policy-renewal-again/?utm_source=page-29&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/resources/grow-your-agency/selling/how-to-find-insurance-cross-selling-opportunities-and-act-on-them-immediately/?utm_source=page-29&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/resources/manage-your-agency/technology/why-your-insurance-agency-needs-to-go-mobile/?utm_source=page-29&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook


TAKE A LOOK AT AGENCYBLOC
AgencyBloc is an agency management system that helps 
life and health insurance agencies grow their business with 
an industry-specific CRM, commissions processing, and 
integrated business and marketing automation.
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AgencyBloc is exactly the tool I was looking for, 
and the support and guidance is absolutely 
what I need. This is an amazing group of people 
that know their business and understand and 
get my needs. 
—Susan, Health Insurance In Kansas City

Learn more in our overview video:

https://www.agencybloc.com/lp/try-now/?utm_source=page-30&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/lp/try-now/?utm_source=page-30&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook
https://www.agencybloc.com/testimonials/
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READY TO SEE IF 
AGENCYBLOC IS A GOOD 
FIT FOR YOUR AGENCY ?

SIGN UP FOR A LIVE, ONE-ON-ONE DEMO 
OF AGENCYBLOC.

You’ll be able to discuss your agency’s specific 
needs and see the application in action.

https://www.agencybloc.com/schedule-demo/?utm_source=page-31&utm_medium=ebook&utm_campaign=millennials-and-insurance-ebook



