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“Life insurance is not a product people like to buy and
ownership rates continue to fall. Continued low interest
rates aren’t helping, and neither is the fact that many
people feel it is better to save money than it is to pay
insurance premiums. Changing demographics offer both
challenge and opportunity as companies struggle to find a
way to bolster sales.”

— Robyn Kaiserman, Financial Services Analyst

This report looks at the following areas:

BUY THIS

= Life insurance is increasingly important for women REPORT NOW
= The changing definition of "family" offers other emerging markets
= How can life insurance companies attract Millennials?
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purchase policies purchasing less coverage. All is not bleak, however, as certain segments of the
population that are growing the fastest — including female breadwinners, single people, and Hispanics —
are among those who need life insurance the most and among those who have the least. The challenge CALL
for the industry is to get these people to understand all the benefits of life insurance and how it can EMEA
help them throughout different lifestages and not just protect their families in the event of their death. +44 (O) 20 7606 4533
Trust in insurance companies remains a slight issue. Educating people on the value of life insurance,
working with them to find the right product for them, and making it easier to purchase it will go a long Brazil
way toward rebuilding trust and help life insurance companies overcome the reluctance of people to 0800 095 9094

purchase a product they readily admit that they need.
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Figure 37: MetLife “Be a hero” term life insurance email ad, 2014
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Figure 58: State Farm “Experience” video, 2014
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Figure 61: Interaction with life insurance brands, June 2013
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What we think
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Figure 62: Online mentions, selected life insurance brands, Aug. 25, 2013-Aug. 24, 2014
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Figure 63: Mentions, by page type, selected life insurance brands, Aug. 25, 2013-Aug. 24, 2014

What are people talking about online?
Figure 64: Mentions, by topic of conversation, selected life insurance brands, Aug. 25, 2013-Aug. 24, 2014

Type of Life Insurance Owned

Key points
Men more likely to have insurance than women
Figure 65: Type of life insurance owned, by gender, June 2014

Ownership of whole life increases with age
Figure 66: Type of life insurance owned, by age, June 2014

Income also is a driver
Figure 67: Type of life insurance owned, by household income, June 2014

More Hispanics have no life insurance
Figure 68: Type of life insurance owned, by race/Hispanic origin, June 2014

Singles don’t — But should — Have life insurance
Figure 69: Type of life insurance owned, by marital/relationship status, June 2014

Marriage more important than kids in life insurance decision
Figure 70: Type of life insurance owned, by marital status and presence of children in household, June 2014

How Life Insurance is Purchased

Key points

Most purchase directly from insurer
Figure 71: How policy(ies) were purchased, June 2014

Purchased through own/partner’s employer
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Figure 72: How policy(ies) were purchased, by gender, June 2014

Purchased directly from insurer
Figure 73: How policy(ies) were purchased, by gender, June 2014

Amount of Insurance Owned

Key points
Many people likely underinsured

Figure 74: Amount of life insurance owned, June 2014

Women need more insurance
Figure 75: Amount of life insurance owned, by gender, June 2014

Ownership changes at age 55
Figure 76: Amount of life insurance owned, by age, June 2014

Household income drives insurance ownership
Figure 77: Amount of life insurance owned, by household income, June 2014

Household income of $75K is sweet spot
Figure 78: Amount of life insurance owned, by age and household income, June 2014

Age of children has no effect on amount of life insurance owned
Figure 79: Amount of life insurance owned, by parents with children in household, June 2014

Life Insurance Providers

Key points
MetLife is the leader
Figure 80: Life insurance provider, June 2014
Provided by own or partner’s employer
State Farm leads among young Millennials

Figure 81: Life Insurance provider, provided by employer, by age, June 2014

Many women not sure who provides their insurance
Figure 82: Life insurance provider, provided by employer, by gender and age, June 2014

MetLife is most popular among those with highest amounts of employer-provided insurance

Figure 83: Life insurance provider, provided by employer, by amount of insurance owned, June 2014
Purchased directly from insurer
More competition when insurance is purchased directly

Figure 84: Life insurance provider, purchased independently. by gender, June 2014

State Farm most popular among younger consumers
Figure 85: Life insurance provider, purchased independently, by age, June 2014

MetLife is the leader among those with the most life insurance
Figure 86: Life insurance provider, purchased independently, by amount of life insurance owned, June 2014

Attitudes Toward Life Insurance and Insurance Companies

Key points

Most believe life insurance is necessary
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Figure 87: Attitudes toward life insurance, by gender, June 2014

Young people offer opportunity — And challenge
Figure 88: Attitudes toward life insurance, by age, June 2014

Male Millennials are a challenge
Figure 89: Attitudes toward life insurance, by gender and age, June 2014

Hispanics may be cross-sell opportunity
Figure 90: Attitudes toward life insurance, by race/Hispanic origin, June 2014

Trust is an issue for married parents
Figure 91: Attitudes toward life insurance, by marital status and presence of children in household, June 2014

Reasons for Purchasing Life Insurance

Key points
Men have different reasons to purchase life insurance than do women

Figure 92: Reasons for purchasing life insurance, by gender, June 2014

Reasons for buying life insurance change with age
Figure 93: Reasons for purchasing life insurance, by age, June 2014

Higher household income increases use of life insurance as investment
Figure 94: Reasons for purchasing life insurance, by household income, June 2014

Race makes a difference in why life insurance is purchased
Figure 95: Reasons for purchasing life insurance, by race/Hispanic origin, June 2014

Married parents are “sweet spot”
Figure 96: Reasons for purchasing life insurance, by marital status and presence of children in household, June 2014

Features of Interest

Key points
Mobile apps are not of much interest

Figure 97: Features of interest, by gender, June 2014

Personal contact with representatives is important
Figure 98: Features of interest, by age, June 2014

Interest in options is highest among married couples
Figure 99: Features of interest, by marital status and parents with children in household, June 2014

Young parents more interested in features
Figure 100: Features of interest, by parents with children in household, June 2014

Discounts may help increase incremental sales
Figure 101: Features of interest, by amount of life insurance owned, June 2014

Interest in Mobile Apps

Key points

Men have more interest in mobile apps
Figure 102: Interest in mobile app usage, by gender, June 2014

Figure 103: Interest in mobile app usage, by age, June 2014
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More interest among those with higher household incomes
Figure 104: Interest in mobile app usage, by household income, June 2014

Figure 105: Interest in mobile app usage, by race/Hispanic origin, June 2014

Income defines interest among Millennials
Figure 106: Interest in mobile app usage, by age and household income, June 2014

Amount of insurance drives mobile app interest
Figure 107: Interest in mobile app usage, by amount of life insurance owned, June 2014

Appendix — Other Useful Consumer Tables

Life insurance ownership
Figure 108: Type of life insurance owned, by gender and age, June 2014

Figure 109: Type of life insurance owned, by age and household income, June 2014

How life insurance is purchased
Figure 110: How policy(ies) were purchased, by generation, June 2014

Amount of life insurance owned
Figure 111: Amount of life insurance owned, by gender and age, June 2014
Figure 112: Amount of life insurance owned — Nets, by gender, June 2014
Figure 113: Amount of life insurance owned — Nets, by age, June 2014
Figure 114: Amount of life insurance owned — Nets, by gender and age, June 2014
Figure 115: Amount of life insurance owned — Nets, by household income, June 2014
Figure 116: Amount of life insurance owned — Nets, by race/Hispanic origin, June 2014
Figure 117: Amount of life insurance owned — Nets, by marital status and presence of children in household, June 2014

Figure 118: Amount of life insurance owned — Nets, by parents with children in household, June 2014

Life insurance providers

Purchased through employer/partner’s employer
Figure 119: Life insurance provider, provided by employer, by gender, June 2014

Figure 120: Life insurance provider, provided by employer, by household income, June 2014
Purchased directly from insurer

Figure 121: Life insurance provider, purchased independently, by gender and age, June 2014

Figure 122: Life insurance provider, purchased independently, by household income, June 2014
Attitudes toward life insurance and life insurance companies

Figure 123: Attitudes toward life insurance, by household income, June 2014

Figure 124: Attitudes toward life insurance, by age and household income, June 2014

Figure 125: Attitudes toward life insurance, by parents with children in household, June 2014

Figure 126: Attitudes toward life insurance, by amount of life insurance owned, June 2014

Figure 127: Attitudes toward life insurance, by amount of life insurance owned, June 2014
Reasons to purchase life insurance

Figure 128: Reasons for purchasing life insurance, by age and household income, June 2014

Figure 129: Reasons for purchasing life insurance, by parents with children in household, June 2014

Features of interest
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Figure 130: Features of interest, by household income, June 2014

Figure 131: Features of interest, by age and household income, June 2014
Interest in mobile apps

Figure 132: Interest in mobile app usage, by gender and age, June 2014

Figure 133: Interest in mobile app usage, by amount of life insurance owned, June 2014

Appendix — Social Media

Figure 134: Key social media indicators of selected life insurance brands, August 2014
Figure 135: Online mentions, selected car brands, Aug. 18, 2013-Aug. 17, 2014
Brand usage or awareness
Figure 136: Brand usage or awareness, June 2014
Figure 137: Northwestern Mutual usage or awareness, by demographics, June 2014
Figure 138: State Farm usage or awareness, by demographics, June 2014
Figure 139: Prudential usage or awareness, by demographics, June 2014
Figure 140: MetLife usage or awareness, by demographics, June 2014
Figure 141: AIG usage or awareness, by demographics, June 2014
Figure 142: New York Life usage or awareness, by demographics, June 2014
Activities done
Figure 143: Activities done, June 2014
Figure 144: Northwestern Mutual — Activities done — | have looked up/talked about this brand online on social media, by
demoaraphics, June 2014
Figure 145: State Farm — Activities done — | have looked up/talked about this brand online on social media, by demographics, June
gicg);lu4re 146: State Farm — Activities done — | have contacted/interacted with the brand online on social media to..., by demographics,
é?;frg()li‘; State Farm — Activities done — | have researched the brand on social media to..., by demographics, June 2014
Figure 148: Prudential — Activities done — | have looked up/talked about this brand online on social media, by demographics, June
Ei%lu4re 149: Prudential — Activities done — | have researched the brand on social media to..., by demographics, June 2014
Figure 150: MetLife — Activities done — | have looked up/talked about this brand online on social media, by demographics, June 2014

Figure 151: MetLife — Activities done — | have contacted/interacted with the brand online on social media to..., by demographics, June

2014

Figure 152: MetLife — Activities done — | have researched the brand on social media to..., by demographics, June 2014

Figure 153: New York Life — Activities done — | have looked up/talked about this brand online on social media, by demographics, June
2014

Figure 154: New York Life — Activities done — | have contacted/interacted with the brand online on social media to..., by demographics,
June 2014

Appendix — Trade Associations
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