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Hispanic Population reached 62.1 million in 2020
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No Need-Gap • US Hispanic population: 
62.1 million 

• An increase of 23% over 
the past decade, but 
growth is slowing. 



Market Potential
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43.4M Hispanic American 
Adults 

40% or 4.8M
Uninsured

(and say they need it)

11% or 17.4M 
Underinsured

(and say they need more)

2022 Insurance Barometer Study, LIMRA and Life Happens.
2020 US Census, adjusted for 2022. 

22.2M
Have a Life 
Insurance
Need Gap

• 41% of Hispanic 
Americans own life 
insurance, the lowest 
among all races and 
ethnicities

• Almost half have a 
need for life insurance 

• 36% of Hispanic 
Millennials own life 
insurance



48% say their family 
would face financial 
hardship within six 

months if the primary 
wage earner were to 
pass away; 28% say 

within one month

Financial Priorities

4 2022 Insurance Barometer Study, LIMRA and Life Happens.



Opportunities for Education and Communication Persist
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It is too expensive

I have other financial priorities right
now

I'm not sure how much I need or
what type to buy

I don't feel I need any

I just haven't gotten around to it

I don't like thinking about death

"Major" Reasons for Not Buying 
More or Any Life Insurance

Hispanics of All Races

• Education and communication around value
and affordability are important

• Misconceptions around cost, what type, and 
how much to buy are more common among 
Hispanic Americans
• Almost three-quarters say they don’t have 

more or any life insurance because it is 
too expensive

• Hispanics indicate COVID has increased their 
likelihood to obtain life insurance

• Hispanics are slightly more likely to say they 
have life insurance through work and believe it 
is enough 

• The reason for “other financial priorities” shows 
that life insurance is not high on the priority list 
– what can we do to move it up



Building Trust is Key
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• Hispanic Americans value financial professionals who 
share their cultural background

• Talking about the end of life is uncomfortable, having a 
foundation of trust will make this conversation easier 
and facilitate making plans for the future

• Like many Americans, Hispanics find talking about death 
difficult. Building trust can help make this conversation 
easier and facilitate making plans for the future. 
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• Hispanic Americans use social media for financial products/services 
information more than others (66% of Hispanics vs. 53% of other 
ethnicities)

• Platforms like Twitter, Instagram, and TikTok are more popular among 
the Hispanic community

No notable differences in buying preferences among Hispanics (relatively 
aligned with Total); 
• 30% complete an online form
• 30% in person (outside of workplace) through an agent or financial advisor
• 12% through my workplace
• 12% over the phone
• 8% complete an offline app and email it to an insurance 

company/professional
• 7% complete an app and mail it to an insurance company/professional 

When it comes to social media, Hispanics use it for financial 
products/services info gathering more than others (66% Hispanics vs 53% 
total; 64% Black, 61% Asian, 47% white)
Though Facebook and YouTube are most common among Hispanics (same 
as Total), they have a higher propensity for “newer” and “quicker” platforms 
like Twitter, Instagram, and TikTok than others.

Social Media Influence

9 2022 Insurance Barometer Study, LIMRA and Life Happens.


	Addressing the Life Insurance Coverage Gap �Among the Hispanic Community
	Hispanic Population reached 62.1 million in 2020
	Market Potential
	Financial Priorities
	Opportunities for Education and Communication Persist
	Building Trust is Key
	Slide Number 7
	Slide Number 8
	Social Media Influence

