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Abstract – This paper analyses insurance companies’ 
online communication to potential occupational 
changers into sales by a qualitative content analysis of 
corresponding online job advertisements. Since the 
addressees do not know this job in detail, a realistic job 
preview was expected. In the structuring part of the 
content analysis, the main categories of the online job 
advertisements were determined first, after which the 
summarizing part shows the contents in a first and 
second reduction. It turns out that neither the tasks 
nor the requirements or compensations are described 
sufficiently to enable potential candidates to assess 
their interest or suitability.  
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1. Introduction

When people outside the insurance sales think of 
the profession of insurance agent, they often envision 
a type like Gil Gundersun from The Simpsons. [1] 
explored common stereotypes and prejudices about 
salespersons by using an association technique and 
qualitative analysis to create an inventory of most 
associated characteristics of salespeople.  
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18 out of 29 identified characteristics were 
negatively connoted. The typical salesperson is found 
in consistently average characteristics, while 
customer-focused, well-educated, trustworthy and a 
not expensive but stylish suit turn out to be atypical 
attributes. Noteworthy here is the fact that knowledge 
about product and customer-orientation are the only 
ones of the 29 attributes that are related to the job. 
Words such as structured, hard-working, or 
performance-related income do not appear here. This 
illustrates how little is known about the sales job 
outside the industry. However, if occupational 
changers are to be addressed in order to fill vacant 
sales jobs, these negative connotations should be 
eliminated. Realistic Job Previews (RJP) offers a 
possibility for this. 

In a labor market, employers and employees face 
each other with incomplete information. In order to 
overcome this asymmetry, they send out appropriate 
signals of suitability according to Signaling Theory 
[2]. Since employers want to gain a competitive 
advantage through the best employees, they send 
persuasive signals under the term "recruitment" to 
attract applicants and influence job choice [3]. RJP is 
one of the three most intensively studied areas in 
recruitment research [4]. RJP are based on the met 
expectations hypothesis, according to which positive 
outcomes of an occupational choice are more likely 
to occur if the expectations of an occupation or job 
are fulfilled to a sufficient degree. An older but not 
outdated meta-analysis on this is offered by [5]. 
Clear positive correlations are found here between 
met expectations and job satisfactions as well as 
organizational commitment. The reason for this is 
seen in the lowering of unrealistically high 
expectations when all relevant information, both 
positive and negative, is available to the candidate in 
a balanced manner. [6] found the primary 
mechanisms of the frequently shown negative RJP-
turnover correlation also in met expectations, but 
further in role clarity, self-selection, and perceptions 
of fit and the organizations’ honesty.   

[7] analyzed the issue of self-selection. While the 
amount and type of information had a significant 
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positive influence on the attractiveness of a job, they 
showed that the amount of negative information 
could lead to the problem of adverse self-selection 
with a significant negative and superior coefficient. 
This problem, that basically desirable contractors 
refrain from cooperation due to sufficient 
information asymmetries, arises in several contexts, 
such as the famous market for lemons [8]. Since no 
relevance for the attractiveness of the job was found 
in the source of negative information, they conclude 
that indeed only the pure quantity seems to be 
decisive. [9], in distinguishing between quality and 
quantity of information at the hiring stage, do not 
focus on the attractiveness before starting the job but 
on the propensity to leave after at least one year of 
experience being a salesperson. In their study, it is in 
particular the items relevance and depth of 
information that are rated significantly lower by 
those with an intention to leave, while quantity is 
also rated lower but to a lesser extent. [10] emphasize 
as a result of their meta-analysis that RJP primarily 
positively influence the perceptions of honesty of the 
company providing information and thus the 
attractiveness of the company. Furthermore, they 
demonstrate a positive effect of this honesty on 
retention. Of course, this may also be due to the fact 
that there are indeed differences in the credibility of 
recruiters and companies. The medium of the 
information offered also has a high value. For 
example, verbal RJP offer scope for individual 
inquiries and an assessment of the credibility of the 
source due to the high degree of interaction. With 
written RJP, on the other hand, the advantage lies in 
the effectiveness and degree of standardization of the 
information [10]. It is also easy to comprehend that a 
pre-hire RJP has a stronger effect than a post-hire 
one.  

The initial source of information for a candidate is 
the job advertisement. Accordingly, it makes sense to 
analyze the content of the information offered 
therein. 

 
2. Materials and Methods 

 
We examined the online job advertisements of the 

25 largest German non-life insurance companies by 
gross premiums earned according to BaFin's primary 
insurer statistics [11] with own sales force. These 
companies represent over 75% of the total gross 
premiums earned in Germany in 2019. Non-life 
insurance companies were preferred to life insurance 
companies as they are likely to be significantly more 
noticeable by customers and potential candidates due 
to more frequent contact (higher claims frequency, 
need for adjustment and change in preference). 
Corporations with multiple companies under the 
same brand were grouped into one company. First, it 

was investigated whether a company offers the 
possibility of a lateral entry into sales in the form of 
an online job advertisement on the company’s 
website. If this was the case, the job advertisement 
was exported as a PDF and loaded into the 
MAXQDA software. If this was not directly 
apparent, job ads were then searched for on indeed.de 
with the string "*NAME OF COMPANY* Vertrieb" 
without any location limitation. If the possibility of 
an occupational change into sales was found there in 
the form of an online job advertisement, the job 
advertisement was also integrated into the sample. 
This resulted in 18 job ads for occupational changers 
into insurance sales to be evaluated. 72% of the 
analyzed companies offered this possibility. While 
41.6% of the 12 mutual insurance companies in the 
data set did not accept occupational changers, only 
one of the 10 stock companies was not willing to do 
so. The analysis was carried out according to the 
qualitative content analysis method proposed by [12]. 
In the first step of a structuring content analysis, the 
main categories "Tasks/Responsibilities", 
"Requirements/Qualifications" and 
"Compensation/Benefits" were applied to the 
material and supplemented.  After this principally 
deductive categorization, a summary content analysis 
of inductive form took place for each main category 
according to the process model of paraphrasing, 
generalization, first reduction and second reduction. 
On this basis, the core statements for each main 
category were then identified.  

 
3. Results 

 
The structuring content analysis revealed the 

following basic structure in the online job 
advertisements examined (anchor examples in 
brackets):  

 

(1) Job Title (Heading, bold); 
(2) Tasks / Responsibilities 

(“Your responsibilities”, “Your challenges”); 
(3) Requirements / Qualifications  

(“Your Profile“, “What you can provide”);  
(4) Compensation / Benefits  

(“What we can offer you “, “What you can 
expect of us”); 

(5) Introduction / Frame  
(Presentation of the company: history, culture, 
size);  

 

In the following, the results of the summarizing 
content analysis are listed individually for each main 
category. Both the first and, except for the Job Title, 
the second reduction are shown. The number of job 
ads that contain a statement according to the 
respective code is also given. Since the aim is to 
make a generalizable statement about the 
communicated occupation of insurance agent, only 
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the 10 most frequently mentioned codes per main 
category are examined in more detail. For the same 
reason, the authors refrain from evaluating the 
Introduction/Frame, which does not contain any 
statements about the occupation as such. 

The first reduction of the Job Titles results in 
dominance of the categories "Sales Representative" 
and "Customer Advisor" are shown in Figure 1. 
Since some titles could be assigned to more than one 
code, this leads to a larger number of codes than job 
titles. 

 

 
 

Figure 1. First Reduction Job Titles 
 

The representation of the Job Tasks of the 
proposed job covers on average 10% of the online 
job advertisement with a range of 1% - 31%. Figure 
2 gives an overview of the 10 most frequently 
mentioned first reductions.   

 

 
 

Figure 2. First Reduction Job Tasks 
 

On average, 12% of the job ad is spent on 
describing the Job Requirements, with a range of 2% 
- 18%. An overview is given in Figure 3.   

 

 
 

Figure 3. First Reduction Job Requirements 

Employers also use an average of 12% of the 
available space for the benefits gained by choosing 
this job or occupation. Here the range is between 2% 
and 38%. Figure 4 shows the benefits offered in 
descending order of nomination. 

 

 
 

Figure 4. First Reduction Job Compensation 
 

Table 1 provides an overview of the number of 
codes grouped under Second Reduction in all online 
job advertisements. It also shows the average and 
median number of mentions in this category per job 
ad and the number of job ads without a mention in 
this category. 

 
Table 1. Second Reduction of Main Categories 
 

 
 
As expected, the second reduction reveals a 

dominance of the acquisition components of the 
examined occupation in the area of Job Tasks. In the 
area of Job Requirements, there is a dominance of 
soft skills and descriptions of the high level of 
activity required. The reduction of the Job 
Compensation related codes resulted in a division 
into job specific, company specific and contract 
related contents. 

Insurance Merchant

Career Changer

Field Service Representative

Customer Advisor

Sales Representative

2 

2 

5 

7 

7 

Convince customers

Process insurance claims

Arrange appointments

Serve customers

Be a contact person

Give advice to customers

Acquire professional…

Sell insurances

Work with client base

Attract new customers

4 

4 

4 

5 

6 

6 

6 

7 

7 

11 

Teamwork skills

Being ambitious

Being persuasive

Sales experience

Driver's license

Any completed…

Being diligent

Being able to…

Personal initiative

Enjoy interacting…

5 

5 

5 

5 

6 

6 

6 

8 

9 

10 

Fixed salary component

Support by specialists

Flexible time management

Official education degree

Employement contract

Induction

Team support

Performance‐based pay

Development prospects

(Further) Training

4 

4 

5 

6 

6 

6 

6 

8 

9 

10 

2nd Reduction Count Average Median 0-Cases
Tasks

Acquisition 26 1,4 1,0 3

Social Interaction 21 1,2 1,0 6

Apply expert knowledge 18 1,0 1,0 5

Administration 6 0,3 0,0 12
Requirements
Soft Skills 36 2,0 2,0 2
Proactivity 25 1,4 1,0 2
Hard-Skills 21 1,2 1,0 3
Efficiency 14 0,8 1,0 8
Compensation
Occupation 32 1,8 2,0 4
Company 32 1,8 2,0 5
Contract 17 0,9 1,0 8
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4. Discussion and Conclusion 
 

 The fact that occupational changers are addressed 
is only apparent from the titles of 2 companies. As a 
rule, this fact only becomes clear in the requirements. 
It is doubtful whether the target group addressed will 
read this paragraph if they do not find themselves in 
the title. 

Similarly, in the case of the Job Tasks, although 
the description of the job as a whole is informative, 
the lack of information here is also rather 
remarkable. While there is general agreement on the 
task of acquiring new customers, only 7 of 18 
companies state that insurances have to be sold and 4 
that appointments have to be arranged with 
customers. Since these are the crucial components of 
the occupation in insurance sales, this considerable 
lack of information is likely to lead to a clear 
misconception of the candidates about the 
occupation. The second reduction emphasizes 
acquisition activities and social interaction. 2/3 of the 
companies do not communicate any administrative 
activities.  

In the area of Job Requirements, primarily social 
skills and practicableness are demanded. Although a 
cognitively challenging job can be assumed, only 
half of the companies explicitly require any 
completed vocational training. However, professional 
background in particular can have a significant 
influence on the probability of a successful 
occupational change into sales [13]. Also, according 
to [14], cognitive ability is one of the best predictors 
of occupational performance. The insurance 
companies examined in this study create the 
impression that a high level of motivation and social 
competence are sufficient for the job. Completely 
absent is the information about the legal 
requirements according to §48 (VAG), according to 
which insurance intermediaries have to meet their 
financial obligations reliably and live in orderly 
financial circumstances. This is in line with the 
results from [15] who found that frequently critical 
skills for workplace success are not demanded in 
online job advertisements. 

In the section on Compensation, the Second 
Reduction is of particular interest. In terms of the 
ratio of average to median, the amount of 
information provided is more balanced than in the 
other areas. Also balanced and in line with the 
occupational changers target group, job-specific 
benefits are highlighted just as often as company-
specific ones. While the training program is 
highlighted by most companies, 8 companies do not 
provide any information on the employment contract. 
Only one company mentioned at least one specific 
salary component.  

Overall, the content of information is low in all 
main categories. In particular, the tasks and 
compensations are not presented realistically, which 
can lead to a psychological contract breach and thus 
turnover [16]. Also [9] show a correlation between 
turnover and volume, relevance, depth and accuracy 
of the information received before starting the job. 
The question arises if communication, especially 
towards occupational changers, is sufficient in this 
form and if part of the traditionally high employee 
turnover in sales is also due to the fact that 
information is handled very sparingly even before the 
start of a career.  
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