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No one cares how much you know –

Until they know how much you care!

Theodore Roosevelt 



• What is your target market?
• What is the most effective way to 

connect with it?
• How will you distinguish yourself in a 

blurring world? 
• Is your value-proposition sustainable? 
• Are you embracing customer centricity? 
• Are you client obsessed? 

On Solid Ground
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Market penetration 
peaked at 79% in 2006, 
then fell to 68% in 2013 
and remains there

The increase in 
ownership volume and 
the decline in market 
penetration indicate the 
industry is not growing as 
quickly as the population 

This suggests further 
opportunities for growth

Life Insurance Trends – Ownership Rate

56%
52%

60%

50% 49%

59%

54%

55%

43% 44%

78%
75%

79%

68% 68%

1982 1999 2006 2013 2019

Pe
rc

en
t O

w
ni

ng
 (h

ou
se

ho
ld

s)

Group Individual Any



6

Household
Income

Individual Group Any Income Replacement 
Ratio (IRR)

2013* 2019 2013* 2019 2013* 2019 2013 2019

Under 
$35,000 $  44,000 $  50,000 $  27,500 $  30,000 $  55,000 $  50,000 1.7 2.3

$35,000 –
$49,999 $110,000 $  62,000 $  55,000 $  50,000 $110,000 $  80,000 2.4 1.9

$50,000 –
$74,999 $137,500 $100,000 $  88,000 $  75,000 $139,700 $100,000 2.0 1.6

$75,000 –
$99,999 $220,000 $180,000 $110,000 $100,000 $220,000 $180,000 2.3 2.1

$100,000 
and over $330,000 $300,000 $220,000 $200,000 $396,000 $325,000 2.7 2.2

Insureds only. *2019 dollars. 

Average Coverage by Household Income
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Individual life insurance 
has the highest 
purchase intent; 1-in-3 
are likely to buy it in the 
next 12 months. This 
represents purchase 
intent from 6 million 
households.

Life insurance has much 
higher purchase intent 
than for any other 
financial product.

Financial Product Purchase Intent
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32%

Segregated funds

Creditor insurance

Group disability insurance

Individual disability insurance

Job loss insurance

Payout Annuity

Long-term care insurance

Critical illness insurance

Personal health insurance

Mutual funds

GICs

Travel insurance

Life Insurance - Individual
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3-in-4 purchase 
coverage in-person from 
an insurance advisor, 
agent, broker or other 
financial professional. 

A small proportion of 
owners purchased 
through other methods; 
thus, the industry must 
continue to invest in the 
field force. 

Distribution Preferences

75% 10% 7% 8%

0% 20% 40% 60% 80% 100%

In-person only Direct only
(mail, phone)

More than
one channel

Not sure



The Affluent – Pre-Retirees and Retirees
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• $3.50 million or more
• 1,100,000 households

Mega-
millionaires

• $1.0 million to $3.49 
million

• 2,600,000 households

High-net-
worth 
(HNW)

• $1.0 million or more
• 3,700,000 householdsAll affluent

Age 55 to 75
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The engagement gap

How the 
industry is 

prepared to 
engage 

consumers

How 
consumers 

want to 
engage

20th Century Today
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Creating Competitive Advantage

Forward thinking organizations that embrace the
global shift towards customer-centric models
that align product, service, and support will have
the edge.

2019 Predictions: More than a Crystal Ball

LIMRA, 2019
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Follow that Puck…

A good hockey player plays where the puck 
is. A great hockey player plays where the 
puck is going to be.

-Wayne Gretzky
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Disclaimer
14

It’s my opinion and 
you’re entitled to it
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76%

56%

22%
27%

43%

21%

9% 7%

Financial professional Internet Workplace Friend, coworker

A Source of Information Most Valued Source

Connecting With Our Industry

Source: Consumer Internet Use Survey: Canada, Preliminary Results, LIMRA, 2019. 
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U.S. vs. Canada

Source: 2016 U.S. and 2013 Canadian Life Insurance Ownership Studies, Insurance 
Barometer Study

Top Financial Concerns Retirement, Healthcare Healthcare, Retirement
Life Insurance Ownership

Individual
Group
Any

2016
44%
46
70

2019
44%
49
68

Need More Life Insurance 41% 45%
Likely to Buy 48% 33%
Immediate trouble meeting
everyday expenses if death 34% 33%

Future channel preference
Face-to-Face
Worksite
Internet
Direct (phone/mail)

57%
18
16
9

76%
7

11
6
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Financial 
Professionals Internet

Most Valued Sources

Source: Consumer Internet Use, 2019
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Financial 
Professionals

• Changing expectations
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The changing nature of how advisors interact
with clients may dramatically shift expectations
regarding capabilities and in turn, offer new
opportunities to carriers and distributors alike.

Harnessing Growth
The LIMRA-EY Experienced Financial Advisor Study

LIMRA and EY 2018

At an Inflection Point
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Consumers Look for a Streamlined Approach….

52%

A single financial
professional

37%

A single financial 
professional 
who can refer

Multiple
financial 

professionals

11%

LIMRA consumer research, unpublished, January 2019.
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22

Source: 2018 Insurance Barometer, LIMRA and Life Happens, 2018

…and a Digital Relationship

I would like to educate myself 
about insurance on an 
agent/advisor’s website

I would not do business with an 
insurance agent/advisor that has 
an out-of-date website
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63%
76% 74%

37% 24% 26%

Mega-millionaires
(assets $3.5 mill. or

more)

HNW (Assets $1
mill.-$3.49 mill.)

All

Working with
2 or more
advisors/a
team
Working with
single advisor

HNW Investors Working with Advisor(s)

23
Base: Affluent consumers age  55 to 75 with $1 million or more in household financial assets and who typically work with a paid 
professional to make at least some household investment decisions.
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Many affluent are self-directed investors

37%

28% 28%

8%

37%

23% 25%

14%

Prefer to look into investments
on my own and make my own

decisions

Want suggestions from a paid
professionals, but often make

my own decisions

Want suggestions from a paid
professionals, and will go

along with his/her
recommendations most of the

time

Want a paid professional to
manage my investments with

minimum input from me

Megamillionnaires: $3.5 mil or more HNW: $1.0 mil-$3.49 mil

Investment Decision 
Preferences

Self-directed Delegate

24
Base: Affluent consumers age  55 to 75 with $1 million or more in household financial assets.
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• Teaming and practice support is 
critical 

• Advisors offer a wider array of 
products and services

• The digital advisor has arrived

• A majority (63%) have a personal 
website

Advisors Respond

Source: Harnessing Growth: The LIMRA-EY Experienced Advisor Study, 2018.
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Relevancy

In an industry with generally homogenous 
products, elements of Cx can help 
companies and advisors differentiate 
themselves.

Customer Experience
The Financial Professional's View
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Use and Desire for Life Insurance Sales Tools

69%

69%

55%

45%

41%

25%

11%

8%

15%

14%

12%

12%

14%

17%

22%

28%

33%

41%

6%

6%

8%

14%

14%

21%

Online access to insurance carrier support

Tools to speed up the application process
(e.g. eApp, eSignature)

Client marketing and education tools

Modeling tools on life insurance strategies

Digital support tools to help identify
appropriate solutions for my clients

Analytical tools that help prioritize your
opportunities or leads

Already have & use Have now, but do not use Do not have but want Do not have and do not want

Source: LIMRA-EY Experienced Advisor Study, 2018

Independent Advisors
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Internet

• The online opportunity

• Robo-advisors
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Online Opportunity 

Direct-to-
Consumer Affinity Direct E-Brokerage

Online Options



30 Source: The New Age of Insurance Aggregators, Insurance Thought Leadership, March 2016

E-Brokerage Models

Digital Agency
A fully digital online 

agency. From quote to 
sale takes place online.

e.g., PolicyGenius

Call Center Agency
May have an online 

presence, but sales take 
place through call 

centers.

e.g., Select Quote

Lead Gen
Consumer gets quote 

online and is contacted by 
or contacts chosen 

company.

e.g., Insurance.com
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Online Options
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33

The Online Opportunity

When it comes to buying online, who the 
consumers are and how they feel about life 
insurance and the Internet are much more 
important than what we say to them.

Was It Something We Said?
Messaging About Buying Life Insurance Online

LIMRA 2017
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• Age 34

• Married 

• Has children

• Upper class

• Financially literate

• Works with financial professionals

• Already owns life insurance

Profile of the Online Enthusiast

Source: Prime for Life: The Search for Online Enthusiasts, LIMRA, 2016
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Robo-Advisors

The evolution of robo-advisor firms is happening 
quickly. Firms are providing more sophisticated 
investment strategies and expanding their 
offerings.

Rise of the Machines
LIMRA 2016
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Robo-Advisors

30%

20%

13%13%

4% 3%

Millenials Gen X Baby Boomers

Familiarity1 and Usage

Familiar Use

Why Not Robo?

• Lack of familiarity*

• Prefer working with a human*

• Not enough money to invest

• Concerns about data security

• Happy with what I have

• Skeptical of new technologies

1Familiarity=those extremely, moderately, or somewhat familiar

*Single greatest reasons

LIMRA consumer research, unpublished, January 2019.
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HNW Investors

Source: Consumer Internet Use, 2019

• What’s unique
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The Affluent – Not like you and me (?)

38

“Let me tell you 
about the very rich. 
They are different 
from you and me.”

- F. Scott Fitzgerald, “Rich Boy” 
1925
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HNW Top goals

Base: Affluent consumers age  55 to 75 with $1 million or more in household financial assets.

69%
59% 55% 51%

26%
17%

58%
64%

81%

39%

22%
13%

Building and
preserving wealth

Creating adequate
income from

investments &
savings

Maintaining lifestyle
in retirement

Minimizing taxes Creating or
increasing

retirement nest egg

Transferring estate
or business to heirs

Mega-millionaires (assets $3.5 mill. or more)
HNW (assets $1 mill. -$3.49 mill.)

Top Financial Goals 

39



8 in 10 receive moderate to considerable 
retirement planning help from their advisors

42%

50%

65%

28%

49%

27%

29%

28%

30%

29%

Mega-millionaires (Assets $3.5
mill. or more)

HNW (Assets $1 mill.-$3.49 mill.)

Have a formal plan

Don't have a formal plan

All

Considerable Consultation Moderate Consultation

Extent of Help from Advisors in Retirement Planning

40
Base: Affluent consumers age  55 to 75 with $1 million or more in household financial assets and who typically work with a paid 
professional to make at least some household investment decisions.
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Some clients not aware of full suite of advisor services offered  

90%
81%

44% 42%
33% 27% 23%

Asset
management

Retirement
planning

Estate
planning

Tax planning Trust
planning

Risk
management

Health/ LTC
/Medicare
planning

Financial Planning Services Offered

41
Base: Affluent consumers age  55 to 75 with $1 million or more in household financial assets and who typically work with a paid 
professional to make at least some household investment decisions.
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One third let their primary advisors manage 
the bulk of their portfolio assets

Percentage of Portfolio with the Primary Advisor

9% 14% 17%

35%
12% 15%

22%
32% 30%

33% 42% 38%

Mega-millionaires (assets
$3.5 million or more)

HNW (assets $1 mill. -
$3.49 mill)

All

81% to 100%

51% to 80%

31% to 50%

30% or less of the
portfolio

42
Base: Affluent consumers age  55 to 75 with $1 million or more in household financial assets and who typically work with a paid 
professional to make at least some household investment decisions.



43

Dissatisfaction with fees and portfolio performance 
are top reasons why they leave advisors

46%

37%
31%

23%

21%

19%

13%

11%

10%

Unhappy with portfolio performance

Fees/commissions were not worth it

Lack of communication

Advisor tried to sell me things I don't
need

Life situation changed and advisor was
no longer right

Advisor could not relate to/understand
me

Advisor switched firm

I moved and preferred to work
somebody nearby

Advisor no longer available
(retired/moved, died etc.)

Reasons Why Clients Pulled Out Assets from the 
Advisor

Yes
35%

Ever moved assets away 
from advisors who was 
managing majority of 

assets?

43
Base: Affluent consumers age  55 to 75 with $1 million or more in household financial assets and who typically work with a paid 
professional to make at least some household investment decisions.
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Confirming their loyalty, half are committed 
to working with advisors for the rest of their lives

39% 37%

52%
61%

Willing to work with my advisor for
the rest of my life

Comfortable referring my advisor

Mega-millionaires (assets $3.5 million or more)
HNW (assets $1 mill. -$3.49 mill)

Attitudes Toward Advisors

I ‘strongly agree’ 
that I am…

44
Base: Affluent consumers age  55 to 75 with $1 million or more in household financial assets and who typically work with a paid 
professional to make at least some household investment decisions.
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Looking 
Forward
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What predicts lifetime loyalty?

46

Tenure – Working with 
advisor for 10+ years

Accessibility –
“Strongly agree” that 

can reach advisor when 
needed

Consolidated assets –
50% or more of all 
assets managed by 

advisor

Extensiveness of 
retirement planning –
Consulted with advisor 

to a “considerable 
extent”

Want to 
work with 

advisor for 
the rest of 

my life

Note: Results based on logistic regression analysis. Positive odds ratios indicate that the driver is associated the intention to work with the 
advisor for the rest of the respondent’s life, controlling for other factors. All factors displayed in the table were significant (p < .001) predictors, 
based on Wald chi-squares, which denote the statistical significance of each logistic regression coefficient used to compute each odds ratio. The 
c statistic, which measures the discriminatory power of logistic models and ranges from 0.5 (no discriminatory power) to 1.0 (perfect 
discrimination), was .80.

8.1

3.5

2.3

2.1

Odds 
Ratios
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A New View of Distribution

As financial services organizations take a more consumer-centric 
view of marketing and distribution, the industry must view 
distribution models as other industries do.

Direct-to-Consumer in Perspective
LIMRA
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Practice Areas Where Digital Tools Would Be Most Valuable

Source: The LIMRA-EY Experienced Financial Advisor Study 

Nearly 8 in 10 advisors see digital solutions most impacting  
marketing, client acquisition and ongoing client engagement
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Plans for Future Client Engagement Strategies

25%

22%

25%

1%

7%

4%

5%

5%

3%

9%

4%

36%

16%

24%

21%

49%

56%

63%

48%

55%

50%

49%

47%

34%

33%

10%

Virtual meetings

Text/IM

Social networks

Email

In person

Phone

Mail

Will not use Less Same More

Source: LIMRA-EY Experienced Financial Advisor Study, LIMRA
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Structured approach to positioning your value proposition
52

Analyze 
business 

model

Identify 
unique 

strengths

Identify 
opportunities

Develop and 
sell value 

proposition

• What are your 
business 
objectives?

• What are the 
primary business 
measures?

• What is your 
core business 
strategy?

• How well are you 
performing?

• What are your 
unique assets 
and strengths?

• How can these 
be deployed to 
improve future 
performance?

• How can you better 
achieve your 
objectives?

• What is the 
competition doing?

• What gaps exist in 
the market?

• How can your 
position be 
improved?

• What are the core 
thrusts of your 
value proposition?

• What business 
measures does it 
impact?

• What are its unique 
advantages over 
the competition?

Source: Dent, Julian. Distribution Channels, 2011.



• What is your target market?
• What is the most effective way to 

connect with it?
• How will you distinguish yourself in a 

blurring world? 
• Is your value-proposition sustainable? 
• Are you embracing customer centricity? 
• Are you client obsessed? 

On Solid Ground
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If you don’t like change . . .

You’re really not going to like irrelevance. 
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