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In 2023, over half of Gen Z has reached adulthood with the oldest members of 
this generation now 26. This group accounts for 38.6 million adults — 16% 
of the U.S. adult population, and growing — as they continue to reach adulthood.  

CONNECTING WITH GEN Z:

A Digital Approach 
to Life Insurance

The Digital Mindset

2023 is the �rst year consumers have said they prefer to 
shop and purchase life insurance online rather than by 
attending in-person meetings. Although Gen Z prefers to 
research options online, they prefer the human connection 
to ultimately purchase coverage. 

Balancing the Human Connection

I would research online but buy 
from an insurance agent or other 
�nancial professional in person

Gen Z
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Gen X
42%
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28% of Gen Z shared they would 
research online and purchase from 
a company using phone, mail, or 
online chat. 

Only 17% said they would 
research and complete the purchase 
entirely online.

Gen Zers in the market for insurance products are spending as much 
time as they can online before having a conversation in person. 

Improving the Online Experience: 
What Information Are They Looking For? 

Sought information 
about life 

insurance online

of Gen Z say they 
own life insurance.40%

of Gen Z say they need or 
need more life insurance.

48%

Interacted with my life 
insurance carrier, 
agent, or �nancial 

advisor online

42%

Purchased/
attempted to purchase 
life insurance online

36%

Participated in 
an online video chat 
or seminar regarding 

life insurance

33%

Gen Z is the �rst generation of true digital 
natives — social media is their go-to for 
information, research, and guidance when 
making purchasing decisions. The platforms 
they prefer vary from other generations, 
even Millennials. 

49%

Gen Z relies on the power of social media and digital platforms as their primary source of �nancial 
education. The industry can capture these buyers by empowering them with informative and captivating 
resources at the click of a button.
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Source: 2023 Insurance Barometer Study — Report 2: 
The Future of Life Insurance, LIMRA and Life Happens.

The source should be hot linked to: https://www.limra.com/siteassets/research/research-abstracts/2023/2023-insurance-barometer/2023-insurance-barometer-study-report-2-rev.pdf



