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Digital Experience Expectations Study Objectives

• Advance understanding of the resource landscape consumers access in the 

individual life insurance purchase funnel (shop, apply, buy) and post-sale 

service, and the allocation of time to each resource.

• Assess consumer preferences for resources to use as they shop, apply, by 

and service their life insurance policy.

• Deliver satisfaction ratings and other feedback for insurers and financial 

professionals to consider in balancing in-person and digital solutions. 

Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Experience Satisfaction Points to Opportunity
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



In-person With Financial Pro Earns Highest Satisfaction Ratings
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Consumer Views: Experience Wish List
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Digital Resources Valued Most for Speed, Convenience and Research
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



In-Person Meetings Dominate Consumer/Financial Professional Communications
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.

*Over the course of 2022-2023



Social Media: Helpful in Life Insurance Shopping/Buying
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Life Buyers’ Most Used Social Media (Personal)
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Life Buyers’ Most Used Social Media (Personal)
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Please Provide Your Feedback on the Conference App
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