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How has:the needforLife:Insurance changed!in thi
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
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Insurance Needpolled 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 Pennsylvaiiased,
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:

A Individual life insurance A Mutual funds A Defined contribution plans
A Long term care insurance A Stocks or bonds A IRAs
A Traditional savings accounts A Annuities A Estate plan/ will

Current Life Insurance Ownership

None Group Only Individual Only Both Group and Individual



Currenteconomic conditions:call far.econsumers to
reexaminettheir Life dlnsurance coverage

Many Americans are under-insured and as a result, lack clear
confidence that their loved ones could maintain the same standard
of living in the event of their premature death.

Confidence in Maintaining Standard of Living for Loved Ones B
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Market downturn has reinforced the need for adequate coverage,
but few have taken action.
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Have vou re-examined vour life insurance coverage followin
the market downturn? What actions have vou taken?

Have not re- Re-evaluated
evaluated 24%
76%

No action

Decreased coverage
Increased coverage




Life iinsurance ¢emains a topiciwhere cansumers:nee
¢ and wantc educationito rmake informedidecisions

Consumer understanding of different types of life insurance is
moderate at best. While Term insurance is a more common
vocabulary, few have thought about longer -term implications.

How well do vou understand the features /benefits of each?
(% Very Well)

Term Life Insurance I 37
Whole Life Insurance I 23
Universal Life Insurance s 15
Variable Life Insurance [ 14
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when they advised people to buy lowcost Term life 67% Agree
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Knowledge of Permanent insurance is even more deficient, despite
75% of respondents expressing preference for lifelong death benefit.
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death benefit to be in effect certain life insurance products offer
for life, even if it means looks much more attractive than it
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75% Agree 68% Agree

Likelihood to Consider Permanent Life Insurance
By Product Understanding
(% Very Likely)
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Consumers who know exactly what they want when it comes to
buying life insurance are few and far between. Most desire help
from a professional.

Nonez | know what | want and do not
need any professional help.

) Gplretty sure of what | want, but would
still want a professional to show me —
different options.

| have aslight idea of what | want but
need a professional to help me = 790
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| haveno ideawhat | want and would rely
completely on a professional to guide me. —

An insurance professional can help consumers find the policy that
meets their individual needs today and in the future. Consumers look
for important qualities when selecting an agent as their partner.

Is knowledgeable about financial matters 87
Understands my personal needs 86

Works for a firm with good reputation 81
Supports recommendations w. facts/figures 83
Is willing/able to meet in person 73

Educates me about financial matters 70



