
Life Insurance? Or Something Else?



Change Is in the Air

“Change has never been this fast. 
It will never be this slow again.”

— Calum Chace

Source: 2026 Insurance Barometer Study, LIMRA and Life Happens.



U.S. Retail Individual Life Sales Trends

• Source: LIMRA’s U.S. Retail Life Insurance Sales Survey and LIMRA estimates
• *Preliminary estimates
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Financial Professionals

29% of Gen Z and millennials 

prefer in-person conversations.*

Source: 2026 Insurance Barometer Study, LIMRA and Life Happens.

*Those who have or want an advisor.



How Influencers Shape Financial Engagement

47% of adults leverage … trust … 
use … view influencers.  

Source: 2026 Insurance Barometer Study, LIMRA and Life Happens.



Ideal Policy Features

>40% of consumers want

final expense, retirement 

income, self-directed policy 

changes, and customization.

Source: 2026 Insurance Barometer Study, LIMRA and Life Happens.



Limited Demand for Value-Add Policy Benefits

<40% of consumers want free 

planning/budgeting or estate 

planning services, rehab, house 

downpayment/improvements, 

and gym membership.

Source: 2026 Insurance Barometer Study, LIMRA and Life Happens.



“Embedded” Life Insurance

Source: 2026 Insurance Barometer Study, LIMRA and Life Happens.
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When opening a checking/savings account

At the hospital/pediatrician after the birth of a

child

As part of a credit card membership

With a gym or wellness program

With a new mortgage or student loan
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Components of a Policy

Source: 2026 Insurance Barometer Study, LIMRA and Life Happens.
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Provides for free mental health, drug and alcohol rehab,

and general wellness services

Includes general financial planning/budgeting services

Provides income in retirement

Directly pay for funeral, burial, cremation and related

expenses

Allows policyholders the ability to change, as needed,

riders such as LTC or critical illness

The ability to customize the policy multiple times, based

on personal life events and changes

Gen Z Millennials



Policy Add-Ons

Source: 2026 Insurance Barometer Study, LIMRA and Life Happens.
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Sharing fitness/wellness data with your insurer

to lower the cost of coverage

Taking health courses to lower the cost of

coverage

Having annual health screenings to lower the

cost of coverage

A policy that allows benefits to be used for long-

term care services if necessary

A policy that allows benefits to be used for

critical illnesses if necessary

Gen Z Millennials
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