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LIMRA

For more than a century, we’ve served as 

the largest trade association supporting 

the insurance and related financial 

services industry. 

Our purpose is to advance the financial 

services industry by empowering our 

members with knowledge, insights, 

connections and solutions.

Life Happens

Life Happens’ mission as a nonprofit is to 

educate consumers about the 

importance of life insurance, disability 

insurance, long-term care insurance and 

annuities in a sound financial plan. 

We don’t sell anything, and we don’t 

endorse any particular insurance 

products or companies. 



The 
Insurance 
Barometer
A Fourteen-Year Partnership



The market environment



2023 was a great year!



Total Individual Life Policy Growth Rates
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2023 was a great year?



2024 … and beyond



Financial concerns
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Having enough money
for a comfortable

retirement

Paying for medical
expenses in case of

illness or injury

Being able to support
myself if I am unable to
work due to a disabling

illness or injury

Paying for long-term
care services if I

become unable to take
care of myself

Paying my monthly
bills

Millennial Gen X



Gen Z Millennial Gen X

Life insurance is only for final expenses 30% 28% 21%

I can't personally benefit from life insurance 27% 29% 28%

Certain types of life insurance provide the 
benefit of some guaranteed income in 
retirement 

46% 54% 51%

Life insurance companies prefer I live a long 
and healthy life 49% 63% 61%

% who agree with these statements

Misconceptions



People still recognize the need



People still recognize the need
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Need-gap over time



million adult consumers

of Americans live with a 
life insurance need-gap



Total life 
insurance 
ownership: 
51%
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Life insurance ownership



Gender ownership gap



Perceived security for middle 
income households



Barriers to purchase



Primary reasons for not owning 
(more) life insurance



Wild guesses



They aren’t going to buy what 
they don’t understand … or 

think they can’t afford.



LGBTQ+ conversation

Lower ownership rate:  40%

Higher recognized need:  46%
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security/maintaining a

steady income

Paying for medical
expenses in case of

illness or injury

Being able to support
myself if I am unable to
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illness or injury

Being able to save
money for an

emergency fund

Having enough money
for a comfortable
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All Gen Z and Millennials LGBTQ+

LGBTQ+ financial concerns
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Potential discrimination towards me I do not trust insurance agents, brokers,
and/or financial advisors

I do not trust insurance companies

All Gen Z and Millennials Black Americans Hispanic Americans LGBTQ+

A matter of trust?



Reaching new consumers



Reaching people where they are



Average Reach Per Post: 16,381
3,146 Engagements
7.3% Engagement Rate



Average Reach Per Post: 28,054
2,478 Engagements
3.5% Engagement Rate



Average Reach Per Post: 41,592
14,153 Engagements
4.5% Engagement Rate



Influencer data



Michael Allio
408K followers

Bachelor in Paradise 
and The Bachelorette

Kim Williams
71.1K followers
Single Black 
Motherhood

Brandon Janous
77.1K followers

Widower & father

Life Happens influencer program



Social media + influencer partnerships





Combination life + LTC products 
and wellness



Combination life + LTC products
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Wearable, shareable, incentivized



• Report 2: Reaching New Life 
Insurance Buyers: What Works? 

• 2024 Insurance Barometer 
Technical Supplement

Coming soon:



Please Provide Your Feedback on the Conference App

OPTION 1 OPTION 2



Thank You
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