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360° market pulse with insights from across the globe

ﬁ Survey of

Q00 6,000+ individuals aged 18-39
across 18 markets

(Q\ Survey of 200 insurance
5 executives across 18 markets

ko) Premium and GDP projections
N\ by Oxford Economics
8v& across 11 markets

LIVRA [ i
Source: World Life Insurance Report 2026 llm
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From Life Insurance to Insurance for Living

Navigating the
challenges of long-term
demographic and
economic shifts

~

Re-engaging the under 40s to reverse life insurance market decline
across the U.S. and other mature markets — while unlocking strategic
growth opportunities in developing markets

J

Crafting a strategic
framework to drive
growth in the
under-40 segment

~

Reinventing products and reimagining distribution to retain relevance

4 a
Py Transforming vision
‘O‘ into reality: A bold new Prioritizing no-regret actions to future-proof long-term growth
= future starts here
~ J
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Demographic and economic shifts shaping life insurance’s future

Economy will slow significantly,
with insurers seeking value beyond
premium growth

Global real GDP CAGR (2025-50),
(vs. 2.8% 2000-24)’

Source: 1. Oxford Economics 2. UN, Capgemini Research Institute for Financial Services analysis, 2025

While the global population continues to age, in a historic
first, young cohorts will stagnate?
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Adults <40 are redefining
or skipping traditional
life insurance triggers

48% 63%
have no
immediate
marriage
plans

52%

Yes, not sure when = No plans

63%

37% 84%
have no
immediate

first child
plans
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Demographic and economic shifts shaping life insurance’s future

Brazil’s economy will slow
significantly, with insurers
seeking value beyond
premium growth

Brazil real GDP CAGR (2025-50),
(vs. 2.3% 2000-24)’

While the Latin American and Caribbean population
continues to age, its young cohort will decline?

Population by age brackets, %

Latin America and
Caribbean population
CAGR

Total Latin America and
Caribbean population

>60 years old

30-60 years old

1.9% 1% 0.4%
0.73B
0.67B
N +85M 25%
—)
0.52B
31% 39%
0.32B

1975 2000 2025

Source: 1. Oxford Economics 2. UN, Capgemini Research Institute for Financial Services analysis, 2025

24%
I -54M I 0-30 years old
—p

LIARA

Navigate With Confidence

2050

Adults <40 in Brazil are
redefining or skipping
traditional life
insurance triggers

38%
52%
have no
immediate
marriage
plans

62% \

Yes, not sure when = No plans

58%

81%
have no
immediate
first child
plans

42%
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Despite awareness, value perception gaps limit life insurance adoption

Adults <40 value life insurance for future planning...

Individuals consider the purchase of
life insurance to prepare for the future

68%

...but value misalighnment hinders adoption

Biggest barriers to life insurance purchase for <40s, %

32%

Not aligned with my life stage

Premiums are too expensive 28%

Lack of immediate benefit _ 25%

Source: 1. Capgemini World Wealth Report 2025; Capgemini Research Institute for Financial Services analysis, 2025

The largest wealth transfer in history puts
trillions in next-gen hands

USD 83.5T

Total wealth transfer!

|

<40 individuals
USD 48.4T, 58%

|

USD 106K

Expected average individual inheritance

|

Individuals consider life insurance as a top
destination for inheritance investment

40%

LIARA YR Capgominie
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https://www.capgemini.com/insights/research-library/world-wealth-report/

Tangible and easy to access living benefits emerge as a critical catalyst

What’s holding back living benefits from driving growth?
Offering living benefits at scale

requires reinventing products and

The promise: lifetime value when you need it
reimagining distribution

The reality: lack of awareness and disconnected add-ons with clunky experience

What living benefits do <40s actually want?

Financial flexibility Wellness support Critical illness aid
48% 41% 39%

Want cash withdrawals for life events Seek health and wellness benefits Prefer critical and terminal illness coverage

Why do 1in 4 <40s say “no” to life insurance despite living benefits availability?

Relevance gap Experience gap Delivery Gap

Positioned as riders not lifestyle enablers ‘ CX not at par with ecosystem competitors ‘ Too complex to use and disconnected add-ons

. 2 = o m N [ ]
Note: 1. Customers that say the lack of living benefits is a key challenge for not purchasing life insurance today ENA ’m ]_OMA :
Source Capgemini Research Institute for Financial Services analysis, 2025 le
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Outpacing market projections: A strategic framework for the <40s segment

@ N

Value multipliers

Flexibility, living benefits, and customer education to drive relevance and
reclaim financial mindshare

31% 7 in equities’ wallet share
33% 7 in global health and wellness spending

23% V in life insurance’s wallet share

Navigate

New
/ L. . \ Competitive / \
Living benefits Realities Hybrid digital-human advisory
78% vs 73% . i 67% vs 16%
o , Retail Retail . . . :
Embed living benefits as core value Adopt hybrid platforms with revised compensation models
proposition based on your pricing strategy Capture and engagement bonuses
differential ’
Portability growth Direct engagement
44% vs 19% : % vs 31%
i i Group Reinvent Reimagine Group 59% vs 31%
Partner with employers to automate conversion Product as Distribution as Co-create targeted engagement campaigns to showcase living
communication & reinsurers for pre-approved portability paths Solutions Engagement benefits' immediate value

N / N /

B <40 customers demand M |nsurers offer

§NAPR .
Source Capgemini Research Institute for Financial Services analysis, 2025 lem &Pguv\w ‘
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Understanding the role of life insurance

41% overall say they are only
somewhat or not at all
knowledgeable

about life iInsurance.

Source : 2025 Insurance Barome ter Study, LIMRA and Life Happens. . ’
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The Role of Social Media

62% of Americans say they use social media when
seeking information on financial or insurance products

Use of Social Media for Financial
Purposes by Generation “| listen to my educational podcasts ... and

78% hear[d] an episode on the benefits of life

insurance and the different types of life
insurance. Up until that point, | didn’t really
25 understand that there were different types

370, and that | had options. That day [I] went to do
: more at-home research and ended up buying

84%

my policy later that week.”
—NMichelle, owner, age 32

GenZ Millennials Gen X Boomers

Source: 2025 Insurance Barometer Study, LIMRA and Life Happens.

LIARA YR Capgominie
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Influencers

About half of Millennials and
Gen Z (49%) think
recommendations from
experts, influencers, or

spokespeople are extremely or
very important.

LIVRA [ i@
Source: 2025 Insurance Barome ter Study, LIMRA and Life Happens. le
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Understanding Life Insurance

\‘ “l 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.”

“Il would expect life insurance to be around /
the same price or a little more that my other
insurances like car/medical insurance.”

Source : 2025 Insurance Barome ter Study, LIMRA and Life Happens.

FEAP\A FAEOR .
: e
LIMRA Capgemini
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Understanding Life Insurance

1966

\ “l 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.”

2025

“Il would expect life insurance to be around /
the same price or a little more that my other

insurances like car/medical insurance.”

Source : 2025 Insurance Barome ter Study, LIMRA and Life Happens.

FEAP\A FAEOR .
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The role perceptions play

Source: 2025 Insurance Barome ter Study, LIMRA and Life Happens.

Self-reported healthy young adults
overestimate term life premiums by
10-12x

70% don’t understand underwriting

29% feel “extremely/very
knowledgeable” about life insurance

LIARA YR Capgominie
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Paving the path to a bold new vision

Now

Start based on your
organizational readiness

Launch flexible, modular solutions
with living benefits as core features

Enhance agent advisory capabilities
with intelligent tools and
seamless experiences

Devise and execute ecosystem strategies
through partnerships and embedded
distribution

Prioritize no-regret actions

Soon

Deliver measurable impact

Unlock growth in the <40s market
with needs anticipation and living benefits

™ Growth ¥ Acquisition costs

Enhance distribution efficiency and reach
through increased agent productivity

™ Conversion rates ¥ Distribution costs

Defend ecosystem market share with
flexible investments and benefit platforms

T Lifetime value 1 Persistency

Harvest benefits

Later

Sequence your long-term
transformation timeline

Redesign protection across life’s journey
Beginning + During + End of life

Enable ecosystem orchestration
Data > Al » Co-created solutions »>
Channel-less delivery

Reclaim relevance through
comprehensive solution innovation
Protection coverage + Living benefits

Unlock a bold new vision




What should your next move be?

@ Prioritize
@ investments

Focus on what drives impact

If you could only fund one transformation pillar, which one would deliver the fastest path
to revenue growth given your strategic posture, risk appetite and distribution model?

Define market
position

Which single ‘no-regret action’ best signals to your next-gen customers that you understand
their protection needs?

ke Drive
|, organizational
©  change

What must change in your culture and capabilities to help agents proactively recommend
living benefits to customers?

Seize
% competitive
advantage

When <40 prospects compare you to ecosystem competitors, what will you point to as your
competitive advantage?




Use the meeting App to complete the evaluation
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Thank You
Capgomini@s

Navigate With Confidence

Follow us on LinkedIn at
Linkedln.com/LIMRA
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