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In today’s competitive insurance 
marketplace, professionals need 
to identify and pursue strategic 

revenue opportunities. Agents are 
under constant pressure to generate 
new leads and expand their books of 
business. One way to accomplish this 
is to focus on underserved emerging 
markets. For example, current esti-
mates from the U.S. census show that 
Hispanics make up 16.3% of the total 
U.s. population and, according to the 
bureau’s projections, the Hispanic 
population will constitute 30% of the 
total population by 2050.

Additionally,  the U.S. census 
reports Hispanics in the United 
states have a combined purchasing 
power of more than $1 trillion, while 
Hispanic-owned businesses are 
growing at double the rate of other 
businesses in the nation. these num-
bers tell a compelling story of an 
untapped market with high poten-
tial sales opportunities for the well-
equipped, proactive agent.

In addition, the Hispanic popula-
tion is growing in areas all over the 
country, including those outside of 
traditional population centers, such 
as california and texas. For instance, 
there are more than a half million His-
panic residents in the states of colora-
do, Massachusetts, new Jersey, penn-
sylvania, virginia and Washington. this 
nationwide growth provides a lot of 
opportunity for agents to work with 
this untapped audience.

What’s more, even though the 
Hispanic population represents 

a significant percentage of the 
workforce, studies show that a 
smaller percentage of Hispanics 
have insurance in comparison to 
other ethnic categories. 

with 20.6 million Hispanics 
employed in the United states, includ-
ing 50% between the ages of 18–34, 
these statistics demonstrate a unique 
sales opportunity for agents to tar-
get this lucrative consumer market, 
according to an experian study.

Multicultural Agents in Demand
A first step in reaching this audi-

ence is to understand and embrace 
cultural sensitivities. Being bilin-
gual can also be a big plus for many 
agents. with 44.7% of the Spanish-
speaking population having limited 
english language skills, the federal 
government reports, agents who 
place a priority on spanish language 
proficiency may be better prepared 

when reaching out to Hispanic busi-
nesses and consumers. 

Bilingual agents may find it easier 
to explain to some clients how volun-
tary insurance works and how it adds 
additional financial protection in the 
event of an unexpected accident or 
illness.

the high cultural value Hispanics 
place on family and the growth of 
Hispanic-owned small businesses are 
key reasons why this segment is ideal-
ly suited for increased targeting with 
information about the advantages of 
voluntary benefits plans. However, in 
order to tap into this market, agents 
should first focus on gaining accep-
tance and trust.

Because family ties are extreme-
ly important to Hispanics and many 
Hispanic families are large and close-
knit, individuals typically take greater 
responsibility for financial assistance 
to both immediate and extended fam-
ilies, especially when experiencing 
health or financial issues. 

therefore, agents need to tailor 
their communications to prospects 
with such awareness. Agents need to 
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Agents should consider capturing business in the Hispanic market.

Rich With Promise

THE TRUST FACTOR: Marta Sastre, 
a Hispanic-American Aflac insurance 
agent in Miami, suggests becoming 
involved with the Hispanic community 
to develop relationships with potential 
policyholders and business owners.

Key Points 

▼  The Background: Studies show that 
a smaller percentage of Hispanics have 
insurance in comparison to other ethnic 
categories.

▼  One Solution: With 44.7% of the 
Spanish-speaking population having 
limited English language skills, bilingual 
agents may be better prepared when 
reaching out to Hispanic businesses 
and consumers.

▼  Watch For: Insurers to train agents 
how to successfully build their sales 
business and effectively market products 
to the Hispanic audience by understanding 
the nuances of the culture.
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build a trusted relationship with cli-
ents by getting to know them as indi-
viduals and learning more about their 
unique family makeup and needs. 
Agents should discuss how an unfore-
seen accident or illness would affect 
their family, including their extended 
family. It’s important to keep in mind 
that the key to success in reaching 
this audience is a personalized rela-
tionship built on trust.

Build Trust in the Community
As a Hispanic-American, Marta 

sastre, a Miami-based Aflac insurance 
agent for 34 years, understands that 
trust is an important factor when tar-
geting the Hispanic market. 

“they have to trust you before 
they buy from you, before they work 
for you, and before they come to 
your events,” said sastre. “Become part 
of the Hispanic community. Once 
you’ve done that, you can develop 
relationships with potential policy-
holders and business owners.”

After gaining this trust and demon-
strating an understanding of commu-
nity and culture, agents can discuss 
products and benefits to help their 
clients find the plans that best suit 
their individual needs.

One benefit of being an agent 
who insures Hispanic consumers and 
businesses is the ability to positively 
impact the community. Agents are 
able to make a difference in the lives 
of their clients, providing them with 
access to benefits plans that offer a 
financial safety net during a health cri-
sis. Many people aren’t aware of the 
financial risks, such as the inability to 
pay a mortgage, other living expenses 
or even the medical debt an unex-
pected illness or accident can bring.

As advisers, agents must educate 
employers and employees alike about 
the real cost of a medical emergen-
cy—helping to provide additional 
security and stability for individuals 
and families.

spanish-speaking agents have the 
ability to use their bilingual skills to 
help the underserved and underin-
sured Hispanic community understand 

how voluntary insurance products can 
help protect their families. 

In order to do so, agents must pro-
vide superior customer service by 
helping employees submit claims 
forms and by answering any ques-
tions. Agents also should educate busi-
ness owners about the importance of 
providing spanish-language materials 
that will enable employees to better 
understand the company’s benefits 
offerings. there are many types of 
spanish-language materials agents can 
use to reach this market and effective-
ly communicate available offerings, 
including product brochures, video 
testimonials and consumer websites.

not only does community engage-
ment provide agents with a sense 
of personal satisfaction, but becom-
ing active in the community can also 
help boost sales opportunities. 

the key to establishing these rela-
tionships is for agents to network 
with business owners by becoming 
involved in professional associations 
within the community, such as the 
Hispanic chambers of commerce or 
other associations and organizations 
serving industries with a strong need 
for voluntary insurance, such as retail 
and construction.

What Can Insurers Do? 
niche agents have an additional 

edge when it comes to educating 
employers and HR decision-makers 
as well. not only do these agents have 
the opportunity to secure accounts 
with both english and spanish-speak-
ing clients, but an additional advan-
tage can be helping to communicate 
these benefits to their workers, some 

of whom may not speak english as 
their first language. 

For instance, most might think 
that the biggest opportunities for 
bilingual agents are with Hispanic-
owned businesses; however, the 
majority of Hispanic employees 
work for non-Hispanic-owned com-
panies. these companies may or 
may not provide translation services 
for their workforces. the ability to 
break language and cultural barri-
ers to effectively communicate with 
workers can provide a significant 
competitive advantage.

the education these agents 
receive is vital for successful careers 
and to gain a competitive edge. 
Before agents can receive special-
ized instruction to successfully reach 
target markets, they need to receive 
traditional training from the insurer. 
After learning the basics, agents can 
be taught how to successfully build 
their sales businesses and effectively 
market products to the Hispanic audi-
ence by understanding the nuances 
of the culture.

In addition, bilingual agents need 
to be educated about the specific 
needs and expectations of Hispan-
ic sales targets. For instance, 20% of 
small-business owners are Hispanic. 
Because the majority of small busi-
nesses do not carry disability insur-
ance, Hispanic-owned small business-
es represent a potential opportunity 
for agents to introduce group short-
term disability and individual short-
term disability insurance plans.

Recognizing that Hispanics are an 
untapped market can help sales lead-
ers boost both their sales revenue 
and client base. Building a multicul-
tural sales force that understands 
the needs of Hispanic customers 
and offering ongoing, comprehen-
sive training are steps many insurers 
already have underway. Understand-
ing the importance of trust and fam-
ily can lead to rewarding and lasting 
business relationships. 

In turn, these relationships can 
help enrich the community and pro-
vide limitless sales opportunities.  BR

Hispanics in the United 
States have a combined 
purchasing power of 
more than $1 trillion, 
while Hispanic-owned 
businesses are growing 
at double the rate of other 
businesses in the nation. 
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