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How has the need for Life Insurance changed in this 
weak economy?

Historically, life insurance has been considered a fundamental, basic financial 
product.  For many individuals, it was the first product purchased when starting a 
family and many advisors would insist on adequate coverage before helping clients 
invest.

In the last 20 years, consumer opinions about life insurance have changed.  
Longer life expectancies may have contributed to a lower sense of immediate need.  
Many consumers may have felt secure with their high home values and high stock 
values in their retirement plans or other investments.  

But in the last 12 months, the economy has taken a historical turn.  Jobs have 
been lost and employers have cut benefits while home values weakened and equity 
account values declined.  As a result, many consumers have cut back or reduced 
their exposure to a broad range of consumer goods and financial products.  

· Was life insurance perceived as important enough to hold on to?

· Is life insurance becoming once again a fundamental requirement?

· What are the implications for consumers?

About the Study

0ÒÕÄÅÎÔÉÁÌ &ÉÎÁÎÃÉÁÌȭÓ ÓÔÕÄÙ ÏÎ 4ÁËÉÎÇ Á 0ÕÌÓÅ ÏÆ !ÍÅÒÉÃÁÎȭÓ #ÈÁÎÇÉÎÇ ,ÉÆÅ 
Insurance Needs polled 1,000 Americans about the effects of the market downturn 
and their life insurance knowledge, attitudes, ownership and actions taken.  The 
survey was administered from June 24 to July 1, 2009.  The margin of error is +/-
3% at a 95% confidence level.

Respondents are online panelists invited by MRops, a Pennsylvania-based, 
independent, market research firm, to participate in this study.  Study participants 
are a national sample of male and female sole/joint heads of households between 
the ages of 30 to 59, with a 2008 household income of $50,000 or more and at least 
$25,000 in total savings and investments.  Additionally, they own at least three of 
the following financial products: 

Å Individual life insurance
ÅLong term care insurance
ÅTraditional savings accounts

ÅMutual funds
ÅStocks or bonds
ÅAnnuities

ÅDefined contribution plans
Å IRAs
ÅEstate plan/ will

None Group Only Individual Only Both Group and Individual



In this climate of financial insecurities, consumers 
look to solutions that help protect and preserve

7ÈÉÌÅ ÃÏÎÓÕÍÅÒÓ ÈÁÖÅ ÄÏÕÂÔÓ ÁÂÏÕÔ ȰÒÉÓËÉÅÒȱ ÐÒÏÄÕÃÔÓȟ ÔÈÅÙ ÁÌÓÏ 
question whether low yields of conservative products would be 
sufficient to achieve their goals.
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The recent market downturn has left consumers of all wealth levels 
feeling insecure about their investments and financial future. 

$1M+ $250K+ $100K+ $25-$99KTotal Household Assets



¢ƘŜ ǾŀƭǳŜ ƻŦ άƎǳŀǊŀƴǘŜŜǎέ ŀǊŜ ƳƻǊŜ ǇǊƻƴƻǳƴŎŜŘ ǘƘŀƴ 
ever given recent market experiences

Consumers seek product solutions that address the uncertainties in 
life ɀwilling to pay for guarantees even if it means higher cost.
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Most of all, responsible Americans are looking for a guarantee that 
their loved ones will be protected, should they die prematurely.

Ȱ) ×ÏÕÌÄ ×ÏÒÒÙ ÌÅÓÓ ÁÂÏÕÔ ÔÈÅ ÍÁÒËÅÔ 
downturn if a portion of my portfolio was 

in products with guarantees.

I am more inclined to believe products 
with guarantees are worth the cost than I 

was prior to the market downturn.

Prior to the market downturn, I did not 
fully appreciate all that could go wrong. 

By Change in Value of Investments/Savings in Past 18 months

) ÖÁÌÕÅ ÔÈÅ ȰÇÕÁÒÁÎÔÅÅȱ ÔÈÁÔ ÍÙ ÌÉÆÅ ÉÎÓÕÒÁÎÃÅ ÃÏÖÅÒÁÇÅ ÉÓ ÔÈÅÒÅȟ ÉÆ ÅÖÅÒ ÎÅÅÄÅÄȢ

94% Agree 
among Current Life Insurance Owners


