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Digital Experience Expectations Study Objectives

° Advance understanding of the resource landscape consumers access in the
iIndividual 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.
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Experience Satisfaction Points to Opportunity

Gender & Household Income Race/Ethnicity
86% 80% 82% 89% 88% 87%

61% 81%
I 6%

Male Female <$50K HHI $50-149K  $150K+ White HISpanIC Black Asian

Generation & Use of Financial Professional

86% 86% 86%
83%
82%
= .
Generation Z Millennials Generation X Baby Boomers Worked With Fin Pro Did not work with
Fin Pro

iEAFR

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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



In-person With Financial Pro Earns Highest Satisfaction Ratings

In person Email Video Website ofa Financial Television, Social media US Mail Text Telephone Talking with  Medical
meetings meeting with single websites radio with Friends and Examination;
with a a Financial insurance Financial Family samples

Financial Professional provider Professional

Professional

mShop ®mApply mPurchase

LIMA
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Consumer Views: Experience Wish List
Keep me apprised of digital and other resources that will

43%
streamline the status of my policy (i.e., application status, _ 50%

online statements, claim filing) 49%

Review my life insurance with me to ensure | have the ” 61%

best policy and coverage for my need 37%

Provide a timeline with process steps, including the _47%
various people with whom | will interact during the 45%

purchase process 36%

Provide education or other assistance with financial 44%
. 40%
planning 2004
- | giblc |, &7
Propose new riders (add-on options) when | am eligible 37%

27%

m<$50K HHI m$50-149K $150K+
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Digital Resources Valued Most for Speed, Convenience and Research

Itis faster and easier [ o

The ability to research e 5o
. . . 0)
itis convenient - my time/pace [N L,
itis less expensive FEEIIIIN 2270, 60,

Access to products not available in
retail store

| already have a good idea of what |
want

| generally prefer online shopping
Versus in-person

The ability to comparison shop

| feel less pressure to buy 30%

® Female m Male

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



In-Person Meetings Dominate Consumer/Financial Professional Communications

In-person

On the telephone
39%

Email
41%
Text 28%
27%
l 6%

Direct Message 29%
31%
Virtual meeting (e.g., Zoom, g%gj"
Webex, etc.) 270/ °

m<$50K HHI m$50-149.9K $150K

*Over the course of 2022-2023
Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.

46%
35%

5

54%

76%
66%

In-person
67%

6% On the telephone

67%
Email

Text

Preferred

Direct Message

Virtual meeting (e.g., Zoom,
Webex)

B <$50K HHI

69%
95%
713%

60%

55%

25%

27%
3%
18%

25%
32%

22%
29%
24%

B $50-149K = $150K+
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Social Media: Helpful in Life Insurance Shopping/Buying

Very/Extremely Helpful

69% 1% 63%

580, 99% 59%
mBaby Boomers mGeneration X Whi o .
®White  mHispanic = <$50K HHI m$50 -149K m $150K+
m Black Asian

® Millennials m Generation Z

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



Life Buyers’ Most Used Social Media (Personal)

Facebook YouTube
64%
5304 09% 5504 530/ 58% =100 a0 58% 56%
33% 0 32% 35% 320/ 34%
27% 32% 2704, 0 30%
I 19% I I I I
Male Female <$50K HHI $50-149K $150K+ Male Female <$50K HHI $50-149K $150K+ @mSeveral imes a day
Instagram TikTok p1-2 imes a day
0 0
03t 0 5995 03 62%
55% 530 . 0
A4%, 49%
304 42%43%
34% 28% [>8% 537 Sa%
5% 2504 0
I I I 16%

>] 1§ LOMA
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Life Buyers’ Most Used Social Media (Personal)

X (Twitter) Discord 56%
519 50%
0 43% 43%
41%43% a0 0 420445% ° °
0 0 31%
70 B2ov W27 280 SO 279 N 26%
I I I I I | I I
Male  Female <$50K HHI $50-149K $150K+ Male Female <$50K HHI $50-149K  $150K+ MmSeveral imes a day
: m1-2 imes a day
Twitch LinkedIn .
41% 39% 38% 30 340/41/0
0
N, ;7% 37% 210 379% 369, 39%  38% 3104 6 oo 31% pgo 3%
0 0
28% 21% 21%
Male  Female <$50K HHI $50-149K  $150K+ Male ~ Female <$50K HHI $50-149K ~S150K+N I M 423 -
I-IM:A
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Source: Digital Experience Expectations Study (unpublished data), LIMRA, 2024.



Please Provide Your Feedback on the Conference App

OPTION 1 OPTION 2

9)

[\ 2024 Distribution Conference 3:23 al
< Detail

Event Feed

1. The Al Revolution Is Taking the
Industry by Storm and Shaping the
Next Generation of Consumers

Feb-26-2024 04:00 PM-05:00 PN

Agenda

Speakers

Navigating the intersection of artificial

intelligence and the life insurance industry will
set the foundation for the next eeneration of

Cine et D

Grace Apea, John Keddy, Kartik
Sakthivel, Ph.D.

Attendees

Exhibitors

PRON

W

Ratings & Reviews

(no ratings yet)

Sponsors
Session Chat

Ratings & Reviews Add To Calendar

Networking

Chat

Community Engagement

. . ’ Vo o= 7 /- LN SN Y

LIMA 7N
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