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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 honprofit is to
educate consumers about the
iImportance 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.

LIMA Life Happens.
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The
Insurance
Barometer

A Fourteen-Year Partnership

2024 Insuronce Borometer Study

Report 1: The Generational Shift Has Arrived —
The Path Forward for Life Insurers

LA Life Happens

Navigate With Confidence a nonprofit organization




The market environment
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2023 was a great year!

LIMRA

Navigate With Confidance’

A - Life & Health - US life insurance sales climb again

US life insurance sales climb again LIMRA: 2023 Marks Third

Which segment represents the largest market share? con SeCUtive Year Of Record
Sales for U.S. Individual Life

- 4 @
o1 LivitA s pisininnialy w.o. Loe | & Insurance
ot a record for each of the past three years.
2/21/2024
I the year, r
xpand Preliminary 2023 U.S. Life . .
th6in 10 Insurance Sales Results U.S. Life Insurance Premium Sets New Record In 2023
— « U.S. life premium set a new sales U.S. life premium set o new sales record in 2023, totaling $15.7 billion
record in 2023, totaling $15.6
ior vice billion. LIMRA projects sales growth will continue in 2024 and 2025,
1 LOMA ¢ All product lines recorded positive
. growth in the fourth quarter 2023. WINDSOR, Conn., March 14, 2024 — For the third

1her of ) ) . consecutive year, total U.S. life insurance new
19%. O * LlMR_A Istfor_ecasllng total IIfii annualized premium set a new sales record. In 2023,

0. Lur g;zr::lggzz g:dreza('}sgsas much as new annualized premium increased 1% to $15.7 billion,
people ’ according to LIMRA'S U.S. Life Insurance Sales Survey,
y and their which represents 85% of the market.

“The pandemic spurred carriers to accelerate their

prompted consumers to address their life
digitization efforts, transforming the process of buying life

insurance and improving the customer experience. This
investment, coupled with a strong economy and high
consumer interest, have certainly contributed to the sales growth in 2023 " said John Carroll senior vice

LIVRA Life Happens.
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2023 was a great year?

Total Individual Life Policy Growth Rates
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Source: LIMRA's U.S. Individual Life Insurance Sales Survey and LIMRA estimates

* Preliminary .liMM Life Happens‘
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2024 ... and beyond
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Financial concerns

54%
48%

Having enough money
for a comfortable
retirement

40%

34%

Paying for medical
expenses in case of
illness or injury

m Millennial Gen X

45%

39% 40% 279 39%
(0]
I I 31%

Being able to support Paying for long-term Paying my monthly

myself if | am unable to care services if | bills
work due to a disabling become unable to take
illness or injury care of myself

LIVRA Life Happens.
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Misconceptions

% who agree with these statements

| GenZ Millennial GenXx

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

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

Certain types of life insurance provide the
benefit of some guaranteed income in 46% 54% 51%
retirement

Life insurance companies prefer | live a long

(0) (o) o)
and healthy life 97 63% = ol%

LIVRA Life Happens.
Navigate With Confidence



People still recognize the need

Un-insured and under-insured need-gap:

30%
need life insurance @ 11%

need more life insurance

LIARA [ Life Happens.
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People still recognize the need

Un-insured and under-insured need-gap:

B e 27

million Americans



Need-gap over time

W% 400 41% 4% 42

e

201 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

LIARA [ Life Happens.
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s /AN of Amerlcans Ilve W|th a
£ Ilfe msurance need gap

million adult consumers

LIMRA Life Happens.
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Life insurance ownership

Male

57%

Female 46%

GenZ

36%

Millennials 50%

Gen X 55%

Asian 52%

Black American 58%

Hispanic

43%

White/Non-Hispanic 52%

Navigate With Confidence

Total life
insurance
ownership:
51%

IMA Life Happens.



Gender ownership gap

Fewer women than men
own life iInsurance:

WOMEN MEN

LIVIRA (@YY Life Happens
Naviga Confidence



Perceived security for middie
income households

60

of life insurance
owners say they @
feel financially
secure

| 7

of non-owhners

BRAP A
LIMRA [[eY:

Navigate With Confidence
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Barriers to purchase

te With Confiden



Primary reasons for not owning
(more) life insurance

C perceived ot (D 48%
( Other financial priorities _ 36%
( Not sure how much or what type to get - 25%

Procrastination

No one has approached me about it

LIARA [ Life Happens.
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Wild guesses

4 )

72% | (

overestimate
the cost of
life insurance

54

say they used
gutinstinct or a
wild guess when

estimating
. J y

LIVRA Life Happens.
onfidence
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They aren’t going to buy what
they don’t understand ... or
think they can't afford.

LIMA Life Happens.
Navigate With Confidence



LCBTQ+ conversation

@
)

of LGBTQ+ adults
say they need life
insurance—or more of it.

Lower ownership rate: 40%

Higher recognized need:. 46%
LIMRA Life Happens.
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LGBTQ+ financial concerns

40%

30%

28%

Job
security/maintaining a
steady income

mAll Gen Z and Millennials LGBTQ+

52%
50%

47%
46% 45% i

42% 44%
(0]

39%
36% 37%

Being able to save
money for an
emergency fund

33%

Paying for medical
expenses in case of
illness or injury

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

iliIness or injury

Having enough money
for a comfortable
retirement

Navigate With Confidence



A matter of trust?

mAll  ®mGen Zand Millennials Black Americans

13%

6% 6% 6% 6% 6%

5% 5% 5% 5%

Potential discrimination towards me | do not trust insurance agents, brokers,

and/or financial advisors

Hispanic Americans

LGBTQ+

15%

9%

8%

6%

| do not trust insurance companies

LIVRA Life Happens.
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Reaching new consumers
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Reaching people where they are

),
(1

use social media when
seeking information on
financial or insurance products.

LIARA [ Life Happens.
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lifehappens -

5 THINGS THAT CAN COST | LH. lifehappens Please add life insurance into your
THE SAME (OR MORE) PER insurance t more affordable than you probably
MONTH AS LIFE INSURANCE think. #Getlifelnsurance Average Reach Per Post: 16,381
- 3,146 Engagements
7.3% Engagement Rate

#lifeinsurance #financialservices
. #financialplanning #financialgoals
A bOttle Of wine #financialliteracy #financialindependence
#moneygoals #insurancetips #insuranceagent
#insuranceagentlife #lifeinsuranceagent

z . C #lifeinsuranceawareness #wine #dinner #music
A single subscription meal i
ow
A fit | Please add
Ithess Class nikkilahoda &8 W so true, plans for every H 2
- et © _ life insurance
ow ilkes Regly into your budget!
A music streaming plan We're here to tell you
QY that life insurance is
One meal from a @ Liked by jcbarnes__ and 844 others more aﬁordable Fhan
January 25 yOU pI’Obab|y th|nk.

sit-down restaurant
@ Add a comment...

LIARA [ Life Happens.
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Average Reach Per Post: 28,054
2,478 Engagements
3.5% Engagement Rate

@ LIVRA [[@YN Life Happens.

Navigate With Confidence




Insure
life

Insure Insure
car phone

Insure

house @

. lifehappens - Follow

. lifehappens This serves as a great reminder to
insure what matters most—with life insurance.
#GetLifelnsurance

#lifeinsurance #financialservices
#insurancetips #insuranceagent

2w

dolifewithbl This is great!! We insure our
homes, cars, and devices. So it's smart to
insure ourselves!!

I'm glad this page brings awareness to the
importance of life insurance! It's a
complicated topic but overall provides peace
of mind % A

2w 2likes Reply

Qv

658 likes
March 12

@ Add a comment...

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

_ 11

I thought because
we were young and

a waste to get life
insurance. Katie
was the smarter
one. She knew to
plan for our future
by getting it.

Stephen Miller

who lost his wife to cancer at 30
4
\3

I | i ®
LIMA @Y Life Happens
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Influencer data

A%

find it very or extremely important to
get recommendations from experts,
Influencers or spokespeople when
researching a financial or insurance
product on social media.

LIARA [ Life Happens.

Navigate With Confidence



Life Happens influencer program

Michael Allio Kim Williams Brandon Janous
408K followers 71.1K followers 77.1K followers
Bachelor in Paradise Single Black Widower & father
and The Bachelorette Motherhood

LIMA @W Life Happens.

Navigate With Confiden



Social media + influencer partnerships

59+ million Lbla K+

total impressions garnered from Life total supporters on
Happens’ social media posts social media

b.bt

total video views on
Instagram

i"vi‘QA ﬁ Life Happens.



Life Happens.

LOMA

MA e}
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Combination life + LTC products
and wellness

LIMRA Life Happens
Navigate With Confidence



Combination life + LTC products

70

say they are very or extremely
likely to buy a combination life
Insurance + long-term care policy.




Wearable, shareable, incentivized

2016 m2024
44% 45% 45% 45%
40%
38% 38% 0%
34%
31%
’ 28% I 30%
CJ® Q\O (\\ ’O\Q fb\e &®\
& ? g VA & & <8
N \@Q O ¢ @
&{@ \% \’Oal—
2 S

&
i.illv_’ﬁM Life Happens.



Coming soon:

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

e 2024 Insurance Barometer
Technical Supplement

AT =
A ’.&‘ o=

202'4 Insuronce Boromefer Study

Report 1: The Generational Shift Has Arrived —
The Path Forward for Life Insurers

LIVRA L|fe Happens
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Please Provide Your Feedback on the Conference App

OPTION 1 OPTION 2

4:37 w! 7 4:38 v Tm

Q2024 Life Insurance & Annuit.. < Detail

1.1 Growth of the RIA channel

Apr-15-2024 02:45 PM- B 01

Event Feed X
Hear from a panel of experts on growing

opportunities to sell annuities within
RIAs. What are the expectations from

Speakers

O (no ratings yet)

Matthew Drinkwater, Eugene

Attendees Golesh, Bryan Hodgens

Salon C/D

Sponsors Add -> Conference Bag

Session Chat
Anti-Trust Policy

o e

WL

Add To Calendar

Ratings & Reviews —| Exhibitors

& Reviews

astames, #ACLI Life Happens.

Navigate With Confidence Financial Security for Life a nonprofit organization
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