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Figure 33: Insurance product ownership, April 2017
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Term assurance is the most popular form of life insurance
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Price comparison websites used as a benchmark for costs
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Figure 43: Interest in additional life insurance benefits, by age, April 2017
Choice of benefits is important
FINANCIAL PRIORITIES
Short-term benefits take financial priority
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Figure 47: Current financial priorities, by type of life insurance owned, April 2017
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