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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 16-Year Partnership
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“Life Insurance” reimagined

“health insurancelife cover fomily insurance™ -
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Change is in the air

* Aging population
* Delayed families
* Declining population/immigration
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Change is in the air

Technology

 Aluse in underwriting and Al agents
* |T Iinfrastructure

* “Phygital” connections

* Cross-platform synergies
 Ubiquity of social media
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Change is in the air

* |Independent distribution consolidation
* Rise in network marketing
* Shiftin focus towards wealth management
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Change is in the air

Volatility

* Economic and geopolitical volatility
* |nterest rates
* Consumer spending and confidence
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Change is in the air

‘“Change has never been this fast.
It will never be this slow again.”

— Calum Chace
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Financial Concerns

Gen X MW Millennials mGen/Z

48%

43%

38%

41%

40%

Supporting self through disability _7%?%
0

39%

Long-term Care services _35%
30%
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Financial Impact

41-46%

would feel financial impact with
NO primary wage earner
within 6 months

LAMRA B @) sesevst. JACLI Hz!\'ggens.



In case of a disability

My personal savings | >
ey | -~
My retirement accounts, with
penalty
Credit cards/loans _23%

Crowdfunding platform - 9%

LMRA B @ JACLI H:!n'ggens.



Educate on the fundamentals . 4 o

. If you can’t work due
Crowdfundi Nng to an illness or injury,

IS ROt your {262 stops
life

but the

?
R epeses fion t. Get
iInNsurance. disability insurance.

o - " LH,
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Life insurance ownership

Male

Female

GenZ
Millennials
Gen X

Asian
Black American
Hispanic

White/Non-Hispanic

55%
49% Total life
Insurance
a4’ ownership:
50% 52%
58%
53%
56%
45%
53%

LARA B @l JACLI papoens.



Life iInsurance market

surge in Q
annualized $
premium in 2025 1 7‘55
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Life insurance need gap

Uninsured and under-insured need gap:

need life Q 9 /o
insurance heed more life
insurance

LMRA B @xevd /JACLI H:!n'ggens.



Life insurance need gap

Uninsured and under-insured need gap:

million Americans Q 24

million Americans
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Life iInsurance need gap over time

42%
41% 41% 41%
40% 40%
38%
36%
35% 35% 35%
34% 34%
33% 33%

31%

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026
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Reasons not to own (more)

GenZ m Millennials m Gen X

50%
38% 40% 39%, 379
33% 33%
990 8% 31%
22% 22%
° 21% | 19%
I I I ]
ltis too expensive | have otherfinancial  I'm not sure how | just haven't gotten | don't like thinking
priorities right now much | need or what around to it about death

type to buy
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Life insurance ownership

Reasons Gen Z and Millennials don’t own it:

GenZ Millennials
Not sure how much | need 33% 28%
or what type to buy
Haven’t gotten aroundtoit 33% 31%
LIARA Ve JACLI g
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The true cost of life Insurance

about

©

7

of Americans overestimate the
actual cost of life Insurance.
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Life insurance ownership

4%

of consumers 30 and younger
correctly priced a basic
life insurance policy

LARA B @, JACLI pansens.



Young and healthy and true cost

Median Estimation W Actual Cost

$1,200

$900

$500

$192 $204 $252

31-35 36-40
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Educate on the fundamentals

ME IN MY 30s

[ don't need
life insurance.
'm youn

and healt y.

ME N MY 505

[ should've
often it when

[ was 30! [t
wovld’'ve been a

lot cheaper.

Cost per month ...

Life Music
insurance streaming
premium service

Life insurance can
be more affordable
than you think!
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‘““Every successful organization has to
make the transition from a world
defined primarily by repetition to one

primarily defined by change.”

— Bill Drayton

LA B @ 5svel. /ACLI papgens.



Financial Professionals

f@@

of consumers prefer
in-person conversations’

*those who have or want an advisor
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Financial Professionals

9%

Gen Z and Millennials prefer
in-person conversation”

*those who have or want an advisor LIVRRA @ iggjfg;’ig;@ ///ACLI Héggens.



Understanding life insurance

7%

overall say they are only somewhat
or not at all knowledgeable
about life Insurance.
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Social media

Be where they are

9%

use social media when seeking information
on financial or insurance products

LARA B @, JACLI pansens.



Social media

0%

$200K+ households use social media
when seeking information on
financial or insurance products

LRA B e, JACLI papsens.



Social media

Be where they are

Male: 69% YouTube: 66%

Instagram: 48%

LARA B @t JACLI yiifeens.



Social media

47%

leverage ... trust ... use ... view
influencers

LARA B @l JACLI papoens.



Spoken-word poet + influencer Josie Balka

how,do I'ensure the person'Ilove
always feels protected

josiebalka and lifehappens
Original audio

josiebalka # Love means looking at the hard things, too.

During #InsureYourLove month, | encourage you to look at life
iInsurance with the nonprofit @LifeHappens

#GetLifelnsurance #Ad

LARA B vl JACLI papsens.



Spoken-word poet + influencer Josie Balka

lifehappens We think life insurance is one of the best ways O
to show our loved ones how we really feel. You can worry
less and love more. We'd love a follow! @

7w 9 likes Reply

josiebalka & @lifehappens ¥ -
7w 4 likes Reply
officiallyjustc @lifehappens Agreed! Years ago, | ey

was the social media manager for a life insurance
company and it truly gave me perspective into it

[Ty ;;;*hm«m being the single most selfless gift you can give
. "“ i IR Y n“w “-"u' v
i ’lﬁt“’“““*v”u“f LR those you love.
BhaLd] ". ' ”“M.» i dis W \

R R e 7w 2 likes Reply

ithy »

when you really love someone - —— Hide replies

LARA B vl JACLI papsens.




Spoken-word poet + influencer Josie Balka

5 cupcakesandcamaros91 This made me cry. This sums itall o
@  up. The good and the bad. It's important to always carry the
love with each other. Thank you for sharing this one Josie @

7w 5 likes Reply

ewilgenbusch One of THE most important messages. O
Beautifully done, @josiebalka @

7w 3 likes Reply

kid.a.optimistic i believe in love ... because of the way i love.

7w 1like Reply

kradigan This is how ads should be! Well done @josiebalka O

7w 17 likes Reply

“MQA- Qiﬁ%{f&}(@’; //ACLI Héggens.



Spoken-word poet + influencer Josie Balka

annikaschedin "when you love someone you think ahead- O
you create maps to make sure neither of you feels lost" @ @

7w 42 likes Reply

alanaacolton Finding beauty in the hard parts of love! 1
Grateful for organizations like @lifehappens @

7w 6 likes Reply

katesdayoff Anddddd being recited at our wedding with O
your credit of course Y¥

7w 2 likes Reply

. JACLI H:!\'ggens.



Spoken-word poet + influencer Josie Balka

friendshipcoachzayne This one is my favorite of yours! I've W
listened 3x already

7w 13 likes Reply

bre_vine Emotional damage - @ | was not prepared for this O
at 3am in the morning but here we are. Absolutely beautiful

S e
\\\\ .@
.

7w 7 likes Reply

mrschampagne2010 Yes (| I'm so so passionate about this ¢
and why | do what | do

7w 2 likes Reply
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1OJ Instagram,

1,000,000+ views
13,000 likes
3,500 shares
2,500 shares

87 comments

LA B ©

dJ TikTok

456,000 views
20,000 likes
4,400 saves
69 comments

socerdt JACLI yiiSens.



Education on social media works

Top Performing Facebook

& Life Happens & - Follow __ )
W@ March 28, 2025 - @ s Life Happens @ - Follow
S April 7, 2025 - Q

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

everyone! #GetLifelnsurance When you promise your children you'll protect them, life insurance is key. #GetLifelnsurance

Why do all

parents need
life insurance?

Your children
dependonyou.

9,128 Engagements 4,582 Engagements

LARA B @, JACLI pansens.



Education on social media works

Top Performing Instagram

peace of mind

safety - ’ ;
Life Insurance is

one of the smartest

a legacy

5 decisions you can 1

irTe .

insurance make beca,use It B

ety IS .. means you're vonr farnily
already prepared timeto grieve

4 longevity

for whatever
comes next.

f
thoughtful @ @ o
2,243 Engagements 2,059 Engagements 2,023 Engagements

LARA B @l JACLI papsens.



|deal policy features

“health insurancelife cover fomily insurance™ -
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Ideal policy features

>40%

Consumers want:
final expense, retirement income,
self-directed policy changes and customization

LRA B e, JACLI papsens.



|deal policy features

<40%

Consumers want free planning/budgeting or
estate planning services, rehab, house
downpayment/improvements,
gym membership

LARA B @, JACLI pansens.




Education is key

People who say they are only “somewhat” or
“not at all knowledgeable” about ...

Life insurance: 37%

Long-term care insurance: 54%

LIMRA Vg JACLI pansens.



Where does your company stand?

How are you reaching consumers?
How are you educating consumers?
How “phygital” is your salesforce?
Are they empowered by social media?

Are you paying attention to the language used In your
collateral?

Are you meeting the challenges of the rapid change?

LRA B e, JACLI papsens.



We Value Your Feedback — Share It in the Conference App

Module Option

2026 Lf In

<70 Agend Reg
E_g Community Engagement * Gen

Ig Conference Resources

* GS1

o Q23
% Speakers

Bre

% Attendees

= * 1

— | Exhibitors o

Il

%\ Sponsors * 1.2

glg\g Ratings & Reviews

J)—f Leaderboard

Agenda Option

Date and Time
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Life
appens.



o0 - o e
k,-\“w4

Thank You
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