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I .  THE WHY

My why happens to hit close to home. On 
May 18, 2017, a little after 5 a.m., my cell 
phone started ringing. If you’re like me, 
any time your phone starts ringing in the 
middle of the night or early morning, my 
heart starts racing. Most times, though, it’s 
nothing serious. This time was different.
When I grabbed my phone and looked at who was calling, 
I saw “Mom.” It was at that moment, before I even 
answered, I knew something happened to my dad. When 
I answered, my mom was crying hysterically, telling me 
she thought he had a heart attack and the paramedics 
were working on him in the room as we spoke. I asked 
what hospital he was going to, got dressed, and raced 
out of the house to a hospital that was only 30 minutes 
away. That drive still haunts me to this day for a couple 
of reasons. First, because I can remember the exact 
street and restaurants around me, seven blocks from the 
hospital, when I got the call from my sister saying, “Dad 
didn’t make it.” The second is that my greatest fear of the 
previous 20 years was about to come true.
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“You don’t buy life insurance because 
you’re going to die, but because 
those you love are going to live.”

ANONYMOUS
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My dad used every objection in the book and at 
some point, I realized my “skill” at overcoming 
objections was not going to prevail. Like many 
of you, I was trying to overcome years of 
stubbornness and belief that life insurance was 
pointless. It was then I saw the responsibility I 
had — the responsibility every agent has — to 
emphasize the true power and comfort owning 
life insurance offers.

And the fact that I could never 
convice my dad to make the 
purchase haunted me.

As a newly minted life insurance agent and registered representative at the 
age of 24, I began my financial services career like most rookies — with 
friends and family. Commonly referred to as your “warm market,” my top 100 
list was filled with people who were willing to give me a shot at helping them 
with their life insurance needs — all except one. 

After my first couple of months in the business, I became adept at overcoming 
some of the objections every insurance agent will hear at some point:

I I .  THE BEGINNING

It’s too expensive

I don’t need 
life insurance

I already have life 
insurance at my job

I don’t believe in 
life insurance
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I I I .  THE REALIZATION

After five minutes of sobbing, I gathered myself and drove as fast as I could 
to the hospital. On the way, I could not help but hark back to the beginning 
of my career and the arguments with my dad over the importance of life 
insurance and how he needed to do it for his family. I began to stress 
over the logistics — where is he going to be buried, at what church will 
the services be held, and — more importantly — who is going to pay for 
everything? My own dad did not have life insurance. 

IV.  THE REGRETS

It’s often said that those who have been diagnosed with 
a terminal illness and have life insurance have one 
regret — they didn’t buy more. 
My dad started to experience a similar emotion when he realized after his 
first heart attack, stroke, and diabetes diagnosis that qualifying for a policy 
was next to impossible. I remember those conversations vividly. We both 
had regret, but for different reasons. He regretted not heeding the advice 
of his son the young insurance agent, and I regretted not trying harder.  

For most agents, the initial sting of not closing the sale and generating a 
much-needed commission pales in comparison to the pain they feel when 
they hear of the individual who said “no” passes away prematurely. On the 
flip side, when delivering a death claim, the furthest thing from the agent’s 
mind is the commission they made all those years ago on the sale of that 
life insurance policy. It is at that moment the agent realizes our purpose is 
much more important than the premium. 

I began to stress over the logistics… 
who is going to pay for everything?
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This is one of the most common phrases used in our industry. Looking back, maybe 
this was one of the reasons my dad refused to buy life insurance — he didn’t want 
to be “sold.” But is it true? Let’s change our perspective and think of it in a different 
way. I would argue “life insurance is bought when awareness is high and the 
opportunity to do so presents itself.” Not as catchy, but perhaps a more realistic 
description of the role you play in the buying experience. 

Seasoned life insurance professionals generally don’t have a problem closing a 
sale once they are at the kitchen table or meeting in their office with a prospect. 
The ongoing challenge for most life insurance professionals, and financial services 
in general, is ultimately having enough prospects to meet with. The approaches 
thus far have been referrals from existing clients, seminars or lunch & learns, 
buying leads, direct mail, and of course, the dreaded cold call. For decades these 
approaches have produced long-lasting careers, billions of premium dollars for 
carriers, and most importantly, millions of families have been protected. 

Why the record lows in terms of life insurance ownership? One reason is the 
lack of recruitment of new agents into our industry (but that’s a whole different 
discussion). The other is lack of awareness of the true impact of death, which 
ultimately influences how life insurance is prioritized in the more dynamic makeup 
of the modern American family. The mortgage (or rent), car payment, car insurance, 
health insurance, electric bill, and so on, all take priority over a solution that is 
voluntary and one that many believe is covered through their place of employment. 

That’s why I believe our role really is about creating awareness about what life 
insurance can do and providing the opportunity for a customer to give his or her 
family what may be the most important gift they ever receive.

V. ‘LIFE INSURANCE IS SOLD, 
NOT BOUGHT’

VI.  PANDEMIC BOOSTS 
LIFE INSURANCE AWARENESS

While COVID-19 has impacted millions of lives, 
families, economies, and livelihoods around the 
world, there has been one silver lining in the 
life insurance industry — it has increased life 
insurance awareness to an all time high. 

That boost led to an 11% increase in policies 
sold year-over-year in the first quarter of 2021 
— the highest quarterly growth since 1983!2 
But COVID-19 and awareness were only part of 
the story when it comes to explaining why life 
insurance sales increased.

IN 2020,

of people shopped for 
life insurance because of 

COVID-19.
This is a higher percentage 

than a life event (23%) 
such as marriage or the 

birth of a child.1
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As I learned firsthand, when the worst of the worst happens, most families 
have three immediate issues to deal with: emotions, financial stability, and 
logistics (planning and executing the service). When losing a loved one, the 
family’s only responsibility should be to mourn the loss of someone that 
meant the world to them. We can help take care of the rest. 

Transamerica founder A.P. Giannini once said, “Serving the needs of others is the 
only legitimate business today.” That was more than a century ago, but today 
his credo rings true at Transamerica. We measure success by how well we 
help families save, invest, protect, and build a retirement income, and we are 
committed to providing solutions that go beyond a death benefit claim check. 

VIII .  Beyond 
the Claim Check

VII.  COVID-19:  THE DISRUPTOR

It’s common knowledge that the life insurance industry 
has not harnessed the power of technology and evolved 
at the rate of other industries. While there have been a 
few enhancements such as e-applications and even instant-
decisioning, the overall process consumers endure when applying 
for life insurance has not changed much over the past several decades. 
Invasive personal and medical questions, strangers coming to your home to draw 
blood and other fluids, and waiting 30 to 45 days, sometimes longer, to get a 
policy issued. And look out if an attending physician statement is ordered.  

However, up until the point the pandemic brought the world to a virtual halt, 
much of the industry didn’t feel the urgency to innovate and improve the buying 
experience. Many companies had started experimenting with accelerated and 
automated underwriting, mostly due to the fear that insurtech companies will 
disrupt the industry. 

It wasn’t until March of 2020, when paramedic services were not considered 
“essential” businesses and could not remain open, that life insurance carriers had 
a decision to make — pivot or suffer a significant impact on new sales. 

Thankfully, companies who were dipping their toe in the nonmed/automated/
accelerated underwriting process finally jumped in. In fact, about 77% of life 
insurance carriers surveyed by LIMRA said they accelerated their digital plans 
due to COVID-19’s impacts.3 With awareness at an all-time high and an improved 
customer experience, there has never been a better time to help families get the 
protection they deserve.
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“Serving the needs of others is the 
only legitimate business today.”
A.P. GIANNINI, TRANSAMERICA FOUNDER
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We all know the value life insurance 
provides. Saving a family from financial ruin, 
allowing children to realize their college 
dreams, and keeping a roof over their heads.
While I wasn’t able to get the protection my dad needed, 
I’m honoring his memory by doing everything I can to help 
protect families through all of you, the life insurance agent 
— or as I like to think of you, my partner in leaving no 
family behind. Winston Churchill summed it up perfectly 
when he said, “We make a living by what we get, but we 
make a life by what we give.”  

Thank you for all you do.

IX.  PURPOSE OVER PREMIUM

Victor Sanchez
Transamerica Vice President and Managing Director, 
Wholesale Distribution 

Dedicated to my dad — Joe F. Villanueva, Sr.
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When preparing for your clients’ futures,  
there’s no time like the present.

Let’s get started today.

 Visit: transamerica.com


