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LIMRA Life Happens

For more than a century, we’ve served Life Happens’ mission as a nonprofit is
as the largest trade association to educate consumers about the
supporting the insurance and related Importance of life insurance, disability
financial services industry. Insurance, long-term care insurance and

Our purpose is to advance the financial annuities in a sound financial plan.

services industry by empowering our We don’t sell anything, and we don’t
members with knowledge, insights, endorse any particular insurance
connections and solutions. products or companies.
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The Insurance
Barometer Study

A 15-Year Partnership
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Understanding life insurance

|
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overall say they are only somewhat
or not at all knowledgeable
about life iInsurance.
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Understanding life insurance

“| feel there should be more
education on life insurance. | found
that most people are not aware of
how important [life] insurance is
and at what price it can be bought

by young people.”

“l would expect life insurance to be /

around the same price or a little 202 5
more that my other insurances like

car/medical insurance.”
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“We are drowning in information
but starved for knowledge.”

— John Naisbitt, 1982
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Life insurance ownership

{ 37% say they have an
iIndividual policy
& &Y
of Adults say
23% say they have a

some type of Lifi |
group/workplace policy
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The cost of life Insurance

Historically, about
three-quarters

of Americans overestimate the
actual cost of life Insurance.
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The cost of life Insurance

Adults 35 and under who say they
are healthiest are overestimating
the price of life Insurance

7=10X
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The cost of life Insurance

Of those who say it’s too expensive ...
the majority overestimate the cost

Gen/Z
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Financial concerns

GenZ ™ Millennials Gen X

48%
45%
43% 499 44%
409, 41% .
38% 39% o 0
35% 35% 36% 36%
32%
25%
Having enough money fora Being able to save money for Being able to support myselfif  Paying for long-term care Job security/maintaining a
comfortable retirement an emergency fund | am unable to work due to a services if | become unable to steady income
disabling injury or illness take care of myself
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Life insurance ownership

Male 54%
Female 48% Total life
Insurance
GenZ 42% ownership:
Millennials 49% 51%
Gen X 51%
Asian 58%
Black American 57%
Hispanic 40%
White/Non-Hispanic 52%
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Life Insurance need gap

Uninsured and under-insured need gap:

30%
D 10%
need life insurance

need more life insurance
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Life Insurance need gap

Uninsured and under-insured need gap:

million Americans Q 25

million Americans
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Life insurance need gap over time

42%
41% 41% 41%
40% 40%

36%
35% 35% 35%
34% 34%
33% 33%

31%

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
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Life insurance perceptions

% who agree with these statements

| oz e omx

30%

Life insurance is only for final expenses

| can’t personally benefit from life
Insurance

Certain types of life insurance provide the
benefit of some income in retirement

Life iInsurance companies prefer | live a
long and healthy life

iRAFR
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34%

51%

52%
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32%

39%

95%

61%
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Financial security of families

How long would it be
before your household
would feel the financial
iImpact if the primary
wage earner were to
pass away?

27%

26%
20%
15%
12%
1 month or 6 months 1 year 2+ years Don't
less know
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Reasons they don't own life insurance, or more of it

Other financial priorities

Not sure how much or what type to get

Procrastination
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What people seek when looking for advisors
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Reaching people where they are

“a

use social media when seeking
Information on financial or
Insurance products
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Education on soclal media works

@ lifehappens

You may not
have enough life
insurance if you.
+ Only have it through
your employer
+ Got a raise

+ Have a stay-at-home
spouse/partner without i

+ Had a child

+ Bought a new home

Qses Os V¥V

@ Liked by maggieleyes and others

lifehappens If getting your finances in shape is one of your

goals for this year, remember that having enough life

insurance is important. But how much is enough? Learn

@ lifehappens

WHAT LIFE
INSURANCE

CAN HELP DO:

+ Cover funeral
and burial

+ Pa\, morfgaqe.
or rent

+ Provide funds
for college

+ Protect future
dreams

+ Safequard
retirement

Qess Q3 V¥V

lifehappens Crowdfunding is NOT life insurance.
#GetLifelnsurance

| 4

WHAT LIFE
INSURANCE

DOESN'T DO:

+ Leave your
fami Iy with
no other
choices than
to ecrowdfund

@ lifehappens
LIFE INSURANCE IS FOR:

Business owners Kids

Anyone who li

Qo Qs V¥

lifehappens Did you know that life insurance isn't just
people who are married or have kids? It's for everyone
#GetLifelnsurance.

#lifeinsurance #financialservices #insurancetips
#insuranceagent #couple #couples #relationship #par
#singlemom #singledad #singlepeople #businessownk
#businessowner #smallbusinessowner #kids

May 13, 2024
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myth

Life insurance

is too

expensive.

How will | ever
be able to
afford it?

Qrz Qo

Jact

Most people
overestimate
the cost of life
insurance by
3X or more.

It's probably
more

affordable
than you think!

W

lifehappens Please add life insurance to your budget.
We're here to tell you that life insurance is more affordable
than you probably think. #GetLifelnsurance
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Education on soclal media works

458k+

total supporters on
social media
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Influencers

Millennials and Gen Z, who use social
media for financial information, follow ...

A Life
‘\J soqenvee JACLI

,,,,,,,,,, appens.



Influencers

About
Half

of Millennials and Gen Z (49%)
think recommendations from
experts, influencers or spokespeople
are extremely or very important.
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v
Influencers — The Dumb Dads v I
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Advertising on social media

63

of Millennials and Gen Z
say they would pursue
life insurance advertising
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Financial professionals vs Al

51% would use Al

36%
tool to research
24%
0
18% 18%
9%
Very early Early - not sure which type After narrowing it downto After deciding on what type Atthe very end, towrap up
of life insurance is best product type but still of life insurance and how any lingering questions
question amount and price much
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What does it all mean — what can you do

 Lean into the stability of the industry during uncertainty
 Educate to overcome knowledge gap; misconceptions
 Believe them when they tell you why they are not buying
« Use social media and influencers to educate, convert

 Keep an eye on Al and how you company can leverage it
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Please Provide Your Feedback on the Conference App

[\ 2025 Life Insurance and Ann.

— : A World of Opportunities: The Future
= SAASLLER S of Life Insurance and Annuities

Apr-01-2025 08:40 AM-09:05 AM CDT

OOOOO
i '
09 Highlighting the various key trends that LIMRA
and LOMA, ACLI, and SOA will be monitoring
0O throughout 2025, Dave Levenson will explore

Dave Levenson

Session Chat
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Ratings & Reviews

Add To Calendar

Ratings & Review
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Thank You
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