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Abstract: In the modern nowadays society the 
insurances play a very important role and the 
insurance companies develop their strategies and 
try to offer diverse products. In order to manage 
that, they base mainly on the native communicative 
ability and on the trained communicative 
competencies of the agents they use. In this paper 
we will not analyze the descriptive-informative 
discourse of the insurance agents, but the 
pragmatic values of the questions they use in their 
interaction with the clients. We have taken into 
consideration the standard question types, in the 
form they are taken over by the agents from the 
training specialists. 
 

Rezumat: În societatea modernă actuală 
asigurările joacă un rol important şi firmele de 
asigurări îşi desfăşoară activitatea încercând să 
ofere produse diverse pentru care se bazează în 
mod deosebit pe calităţile native de comunicare şi 
pe competenţele dobândite ale agenţilor pe care îi 
folosesc. În lucrarea de faţă analizăm nu discursul 
descriptive-informativ al agenţilor de asigurări, ci 
doar valorile pragmatice ale întrebărilor pe care 
aceştia le folosesc în interacţiunea cu clienţii. Am 
luat în calcul variantele “tip” de întrebări, în 
forma în care acestea sunt preluate de către agenţi 
de la specialiştii care le asigură trainingul  
. 
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INTRODUCTION 
The professional world is a micro-universe, a domain to which the human being is 

susceptible to join during his existence. In the present modern society the insurance companies 
develop their activity by trying to offer diverse products based on the native communication 
skills and on the acquired competence of the agents they use. In this work we will present an 
analysis of the discourse in the field of insurance, stressing mainly the importance of the 
interrogation for the success of this type of discourse.  

 
MATERIAL AND METHOD 
The materials used in for this analysis have been obtained from some insurance 

companies which reside in Romania, and gathered by hearing the oral discourse of some 
insurance agents and by interpreting their attitudes and reactions. In this paper we will not 
analyze the descriptive-informative discourse of the insurance agents, but the pragmatic values 
of the questions they use in their interaction with the clients. We have taken into consideration 
the standard question types, in the form they are taken over by the agents from the training 
specialists.  

 
RESULTS AND DISCUSSIONS 
The discourse of an insurance agent is a social activity subordinated to success 

criteria. The success of such discourses is conditioned by some elements which we consider to 
be defining: the finality of the discourse; the status of the partners; the place and time of the 
discourse presentation; the material support of the presentation; and the discourse text 
organization (the most important element). 
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a) The finality of the discourse. As any type of discourse, the discourses of the 
insurance agents aim to a certain type of communicative situation modification. There are two 
finality components: the persuasion and the conclusion of the transaction. The indirect finality 
is represented by obtaining the client’s signature. 

b) The status of the partners. Generally the professional communication situations 
oppose people having different or equal social status. The type of status determines the type of 
discourse, so that the agents cannot say anything to anyone and anyway. When selling 
insurance each member of the dialogue has an image about the other and even a representation 
of the other’s thoughts. We can identify an agent who has a dominator status and a client who 
assumes the dominated status / a typical role for the one who is being informed about 
something new and who could change his conviction as a result of the informative process. The 
dominating status of the agent is reflected in his discourse by at least two points of view: his 
attitude towards his own action (by underlining his personal merits – “I will help you”; I find 
solutions”; “I offer you the money for the future” – or in the form of a “false self-conviction” – 
he excuses for not being too explicit permitting in this way that the clients comes back to some 
aspects which he knows to represent a problem for the clients) and the attitude towards the 
client (he values the client making him consider himself as one of the “intelligent people” / at 
the very beginning of the discussion the agent always underlines that “Intelligent people never 
undergo unnecessary risks”; he uses very often the word together etc.).  

c) The time and place of discourse presentation. Time and place are factors to be 
good chosen in order to present a successful discourse. This is why the agent must decide upon 
the best place and time to discuss with his client.  

d) The material support. During his discussion with the client, the agent mainly refers 
to the imaginary universe, full of negative connotations, a universe different from that chosen 
by mass media which is a perfect, an ideal universe in which the client leads a safe life.  

e) The discourse text organization. The discourse of the insurance agents is an 
informative-argumentative one through which they aim to sell a product. This product is 
different from all other products because it does not produce sensitive effects, being only a 
product which prevents something. The seductive component, a characteristic of the publicity 
discourse, is thus eliminated.  The desire to have becomes the desire not to have. If the 
advertisement discourse hyperbolizes the qualities and advantages of the product becoming 
slight unrealistic without being a lie, the discourse from the insurance field amplifies to the 
maximum but realistically the incidence of the risk factor. Unlike the advertisement 
argumentation, in the field of insurances one does not manipulate wishes or passions of the 
clients, the success of the transaction being based on an accumulation of secondary effects (the 
fear of a certain event, the wish to eliminate the uncertainty etc.). The discussion between the 
insurance agent and the client has the form of a friendly discussion, which gives the impression 
of flexibility, which begins by mentioning some events which serve the agent to construct his 
pleading and continues by building the pressure which doubles his discourse. In the end the 
agent may ask his client what type of insurance he wants or, in some cases he may criticize him 
for his lack of reaction: “I cannot understand why you don’t snatch my pen and undersign the 
contract”. The verb “snatch” as compared to its neutral form “take” theoretically represents the 
key of success in this challenge. The agent will present his discourse with a low voice, the 
speed of speech being adapted by trying to eliminate the impression of hurrying, which does 
not serve to the wanted purpose.  

The interrogation in the discourse of the insurance agents 
The interrogative acts which, besides the directive acts, characterize the publicity 

discourse, imply an answer. In the discourse of the insurance agents it gains new values 
determined by the communication situation, its structure suggesting and directing the answers. 



 551 

The interrogation plays one role for the agent and another for the client. In the case of the client 
it will permanently follow the informative side, and for the agent it will permit to get closer to 
his client. The agent will provoke answers and exploit them. By analyzing the materials we 
have identified the following types of questions used by the insurance agents during their 
meetings with their clients: positioning questions; questions for putting into situation; proofing 
questions; questions for supporting the solution; questions for determining the adhesion; and 
advisory questions. 

a) Positioning questions. The positioning questions act at the level of the knowledge 
the client has or not in the field of insurances. They allow a client evaluation and give the agent 
information about whether the client knows or not the field he refers to (that of insurances). 
This stage will help the agent develop a complex or a simple strategy. To this category of 
questions belong questions such as: “Do you want me to tell you about the product or do you 
already know it?”; “Did you already speak with one of our agents about these products?” 
Although apparently we expect the answer “yes” or “no” this kind of questions create the agent 
- client connection by anticipating if the client intend to buy an insurance product. The client 
feels that his option for a certain life standard is appreciated, which will create the perfect 
atmosphere for the discussions to follow.  

b) Putting into situation questions. The characteristic of the putting into situation 
questions is the creation of an imaginary universe which should underline and bring up-to-date 
the determinative elements for the client’s deliberation. In this category we will find the 
structure “if p then q”. The hypothetically presented events base on already confirmed life 
situations, with a repetitive character and unable to be predicted (fire, accidents sickness etc.). 
By using this kind of questions the agents exploit the affective implications of these events. 
The questions containing the “if p then q” structure have a well known argumentation value. 
The efficiency of “if” as syntactic instrument is evident when creating an argumentative text. It 
permits the interpenetration between the real and the hypothetic world. “If your child gets sick 
and needs an operation, do you agree that you will be forced to find money?” – Of the sentence 
begins with the If-clause and ends with a main-clause which contains a cognitive verb (to 
think, to admit etc.), we obtain a much powerful effect than the effect obtained by starting the 
sentence with “isn’t it”. In the second variant the verb looses its power considerably and it 
won’t be so easy for the agent to make the client agree with him. The “hypothetical if” is less 
used in order to create a safe universe. The agents will not use questions such as “What if you 
had insurance….?” 

c) Advisory questions. Through these questions the agent will give the client the 
impression that he seeks for his opinion regarding different aspects of the insurances, the 
offered advantages, the monthly insurances premiums etc. we will find here influencing and 
even manipulation elements. Such an element is the structure most clients: “Most clients 
consider that … which is your opinion?” By using this kind of questions the agent allows the 
client to express his own opinion and simultaneously places him among the existing clients. 
This way of speaking implies an invitation to join a group and an opinion which cannot be 
argued: the advantages are indisputable. Once recognized, this opinion will influence the 
concluding of the insurance contract. Not concluding the contract will mean a contradiction 
between convictions and actions. Or, by using advisory and putting into situation questions, the 
agent creates ad hoc a “face” the client likes, the client wants to preserve and which will oblige 
him to adopt the induced behaviour.  

d) Questions for determining the adhesion. These kinds of questions imply the 
answer “yes” no matter the personal opinion (e.g. “Isn’t it that you need a reserve fund?”; “do 
you agree that one needs a reserve fund?”). The adhesion request contains a client’s implicit 
invitation, since he cannot avoid the suggested answer. These questions represent a very 
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important stage of the agent’s discourse; since they permit him to build his pleading by using 
the answer of his interlocutor (“you said that you need a reserve fund”) and make the potential 
client adopt the wanted behaviour.  

e) Proofing questions. We include in this category questions such as: “What do you 
mean by: “It seems to cost too much”?... This means you do not have money?; Shall I 
understand that the problem is the money?” These questions base on reformulating the client’s 
affirmation having as purpose the verification the received information. At the same time it 
offers the client the proof that his affirmation is unacceptable.   

f) Questions for supporting the solution. In order to find a solution and conclude the 
insurance contract, the agent uses questions which aim at the experience the client already has. 
We find in this category questions such as: “How do you precede when you want to buy a good 
for your family (etc.)?” Introduced as product, the conclusion of an insurance contract will be 
regarded as an “acquisition of a domestic product”. The fact that the client has already done 
something similar makes the concluding of an insurance contract a repetitive action. The agents 
win in this way an ally in the client himself.  

 
CONCLUSIONS 
We consider that the interest for the study of the interrogation is a justified one, as the 

interrogation supports the argumentative strategy of the insurance agents. This also results 
from the training materials prepared for the insurance agents. Broadly analyzed, this discourse 
cannot do without the interrogation. It uses it in all discursive stages with all values it has.. 
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