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Methodology

This survey was conducted by Morning
Consult for Corebridge Financial between
June 18 — June 20, 2024, among a national
sample of 2,204 adults.

The interviews were conducted online and the
data were weighted to approximate a target
sample of Adults based on gender, educational
attainment, age, race, and region.

Results from the total sample have a margin of
error of +/-2 percentage points.

Respondent breakdown

Unweighted N

%

Adults 2204 100%
Gender: Male 1062 48%
Gender: Female 1139 52%
Gen Zers: 1997-2012 344 16%
Millennials: 1981-1996 622 28%
Gen Xers: 1965-1980 560 25%
Baby Boomers: 1946-1964 631 29%
Educ: < College 1577 72%
Educ: Bachelors degree 393 18%
Educ: Post-grad 234 11%
Income: Under 50k 1269 58%
Income: 50k-100k 662 30%
Income: 100k+ 273 12%
Ethnicity: White 1587 72%
Ethnicity: Hispanic 236 11%
Ethnicity: Black 416 19%
Ethnicity: Other 201 9%




Do Americans understand life insurance?

These statements are true, which most people got right:

The cheapest time to buy life insurance
is when you are young and healthy.

Debts you leave behind when you die
can eat up assets you hoped to leave
to your heirs.

Some term policies can be converted to
permanent life insurance before the
end of the policy.

Life insurance can provide benefits
while you're living.

You can use life insurance to leave a
donation to a charity.

. True . False

20%

24%

28%

28%

29%

With most term life insurance policies, your
premium increases every yeatr.

If | need to move into a nursing home
because | can no longer take care of
myself, Medicare will cover it.

Typically, when you leave your employer,
you can bring your workplace life insurance
policy with you.

For life insurance, the payment amount at
death is fixed at time of purchase and does
not change.

Term life insurance allows you to build a
cash value.

There is an opportunity to improve awareness about
how policies work and the value of living benefits.

. True

These statements are false, which many got wrong:

. False

51%




Half are uninsured, another 9% don't know if they have coverage —
this increases with women

o Do you currently have a life insurance policy?

50%

23%
9%
No | don't know Yes,
personal
policy

16%

Yes,
through
work

4%
]

Yes, personal
policy and
through work

Women

No coverage

Women

- Men

Don't know




Cost Is cited as the main barrier to coverage, followed by competing

financial priorities

e Why have you not yet purchased a life insurance policy? Select all that apply.

45%

22%
20% 20%
. . )
It costs too much More important No dependents | don't like to think | can do it later
financial obligations about death

Misperceptions about cost
could deter people from
getting needed coverage

Educating consumers
about the benefit of
obtaining coverage when
younger and healthier can
get them started on an
important path of protection



Most don't know or overestimate the cost of a term policy

41%

e Approximately how much
would the monthly cost be
for a healthy 30-year-old
to get a 20-year $250,000

Correct
16% 15% answer

term life insurance policy?

11%

. -

7%

Not sure



Many Americans may be underestimating the value and importance

of living benefits*

e Which of these benefits of life insurance would be valuable for your overall financial plan?

Leaving money to loved ones

Cash value benefit

Financial support during a critical
diagnosis

Cover cost of nursing home or at-
home care if disabled

Building a retirement income stream

E Selected m Not selected

58%

35%

35%

34%

30%

Only about 1-in-3
respondents say certain
specified living benefits
would be valuable to their
overall financial plan

™Y [ ]
o ¢ N *Terms and limitations apply to life insurance living benefits. Living benefit features and riders may vary from policy to policy and insurer to insurer.



24-hour underwriting can be a key incentive to get coverage

a If you could find out if you could get life insurance within 24 hours of submitting
your information online, would that be an incentive for you to purchase a policy?

39% 36% 15% of Americans are
currently in the market to
purchase a life insurance
policy — a quick underwriting
process could improve that
number, with nearly four-in-ten
saying a 24-hour turnaround is
an incentive to purchase a

policy.

25%

Unsure

Yes



24-hour turnaround is of the greatest interest to Millennials,
followed closely by Gen Z and Gen X

e If you could find out if you could get life insurance within 24 hours of submitting your information online,
would that be an incentive for you to purchase a policy?

Adults

Gen Zers: 1997-2012

Millennials: 1981-1996

Gen Xers: 1965-1980

Baby Boomers: 1946-1964

EYes mNo = Unsure
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Life insurance coverage runs in the family

Those who report their spouse and/or parents have coverage are more likely to have coverage on themselves and
be in the market to purchase coverage.

. Spouse has . Spouse does not have . Parents have life . Parents do not have
coverage coverage insurance life insurance
40 * Akey determinant of having
0 .. )
coverage is if other family
members have life
Insurance
297 26U
2304 0 « What's more, individuals
19% who are listed as life
iInsurance beneficiaries are
0 )
10% 11% 9% nearly 3x as likely to have
. . their own life insurance
coverage (43%) compared
Has a personal life . In the market to Has a personal life | In the market to to those who are not
insurance policy purchase life insurance policy purchase life o
insurance insurance beneficiaries (15%).
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Younger Americans are most likely to be in the market for insurance,;

outreach could help those who are unsure

a Are you currently in the market to purchase a life insurance policy?

EYes ENo = Unsure

Adus
remale [EE s
neome: < ECEE e %
wocre HIECEE ek 2%
ncome’ . G 7%

15% of Americans are
currently in the market to
purchase a life insurance
policy. This jumps to 18%
of ages 18-44.

Education about
affordability and flexibility
of options could help
those who are unsure get
protection for themselves
and their families.
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Top motivators for those seeking life insurance include peace of mind
and to cover burial and final expenses

c Why are you purchasing this coverage?

B Selected m Not Selected

Peace of mind 51%
Cover burial and other final expenses 44%
Pay off debt 31%
To transfer wealth/leave inheritance 30%
Build cash value | can use in my lifetime 24%
Replace lost income for beneficiaries 21%
Cover children's college education 18%
Cover estate taxes 18%

Supplement retirement income 13%

Make a charitable gift Y

[
o° o Base: Currently in the market for life insurance, n=326
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Now Is the time for action

With so many Americans still uninsured or possibly
underinsured when it comes to life insurance coverage, the
time for greater education and action is now.

At Corebridge, we're committed to helping Americans better
protect their families with life insurance for a more secure and
worry-free financial future.

Learn more about life insurance solutions from Corebridge
Financial or talk to a life insurance professional today.

We believe that great things can happen when people take
action. Action is everything.


https://www.corebridgefinancial.com/what-we-offer/life-insurance

Policies issued by American General Life Insurance Company (AGL), Houston, TX except in New York, where issued by The
United States Life Insurance Company in the City of New York (US Life). AGL does not solicit, issue or deliver policies or
contracts in the state of New York. Guarantees are backed by the claims-paying ability of the issuing insurance company and
each company is responsible for the financial obligations of its products. Products may not be available in all states and features
may vary by state. Please refer to the policy for more information.

All companies above are wholly owned subsidiaries of Corebridge Financial, Inc. Corebridge Financial and Corebridge are
marketing names used by these companies

This material is general in nature, was developed for educational use only, and is not intended to provide financial, legal, fiduciary,
accounting or tax advice, nor is it intended to make any recommendations. Applicable laws and regulations are complex and subject

to change. Please consult with your financial professional regarding your situation. For legal, accounting or tax advice consult the
appropriate professional.

© 2024 Corebridge Financial, Inc. All rights reserved.

corebridgefinancial.com

AGLC-202441 (8/24)



http://www.corebridgefinancial.com

	Corebridge Financial Life Insurance Insights & Awareness Survey 
	Methodology 
	Respondent breakdown 

	Do Americans understand life insurance? 
	Half are uninsured, another 9% don't know if they have coverage – this increases with women 
	Cost is cited as the main barrier to coverage, followed by competing financial priorities 
	Most don't know or overestimate the cost of a term policy 
	Many Americans may be underestimating the value and importance of living benefits* 
	24 -hour underwriting can be a key incentive to get coverage 
	24 -hour turnaround is of the greatest interest to Millennials, followed closely by Gen Z and Gen X 
	Life insurance coverage runs in the family 
	Younger Americans are most likely to be in the market for insurance; outreach could help those who are unsure 
	Top motivators for those seeking life insurance include peace of mind and to cover burial and final expenses 
	Now is the time for action 


