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RESEARCH & INSIGHTS

A s the COVID-19 pandemic continues to 

spread through the United States, LIMRA 

is providing members with a number of 

resources to measure its impact on the 

industry and on society. In a May 2020 

survey on life insurance buying reasons for households 

in diff erent life stages, consumers shared their thoughts 

about life insurance in the age of COVID-19.

According to the Life Insurance in Life Stages Survey, the 

pandemic has magnifi ed the demand for life insurance, as 

29 percent of the respondents say they are now more likely 

to buy coverage. The survey of 3,162 households sampled 

consumers who are wholly or partially responsible for 

their household’s fi nancial matters; i.e., the consumers 

who are personally responsible for their households’ 

fi nancial well-being.1

The observed increase in the likelihood to buy life insur-

ance is logical and predictable, given the death toll of over 

195,000 Americans to date.2 The survey confi rms what 

the industry expected to fi nd and enables the industry to 

measure the pandemic’s impact on consumer sentiment.

The survey sample is representative of the U.S. popu-

lation along demographic dimensions, which enables 

an estimate of the number of consumers who are more 

likely to buy life insurance due to the pandemic. Given a 

population of 256 million American adults, survey results 

indicate over 75 million consumers are more likely to buy 

life coverage now, than before the pandemic reached 

American shores.3

While the COVID-19 pandemic increased the likelihood 

to buy life insurance for consumers in all demographic 

segments, it did not have the same impact in each group 

(Figure 1).
The profi les by gender, race/ethnicity, and household 

income allow the industry to identify the market segments 

that are most concerned about the pandemic. Segments 

with higher-than-average increases in purchase intent 

include those who identify as:

• Male

• Non-white/Caucasian

• Middle-income 

Gender

The pandemic has magnified life insurance purchase 

intent among women and men. While both genders are 

aff ected, the increase in purchase intent is slightly higher 

among men.

Life insurance industry professionals can use this infor-

mation to support marketing initiatives that emphasize 

the need for men to have adequate levels of life insurance 

coverage at this moment, especially if they are husbands 

or fathers. A communication theme that associates life 

insurance with responsible and loving behavior may fi nd 

a receptive audience at this time.

Figure 1

3%Male
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$50K – $74.9K 2%

Other 3%

Asian 5%

Black/African American 7%

$75K – $99.9K 7%

$100K – $149.9K 0

Hispanic/Latin American 29%

Less than $25K -2%

$150K or more -2%

$25K – $49.9K -3%

White/Caucasian -4%

Source: Life Insurance in Life Stages, LIMRA, 2020.



  LIMRA MarketFacts® / Number 4, 2020   61

Race/Ethnicity

The pandemic also has magnified the likelihood to buy 

life insurance among all racial and ethnic segments. The 

White/Caucasian segment is the only group with a below-

average increase in their likelihood to buy coverage.

To date, COVID-19 has been especially dangerous 

for minority segments of the U.S. population, and most 

recently surged in Latin communities.4 Given these circum-

stances, it is understandable that life insurance purchase 

intent has spiked in minority segments. 

On a relative basis, respondents who identify as Latin/

Hispanic or Black/African American indicate significantly 

higher levels of life insurance purchase intent. This sug-

gests that these consumers are fully aware of the dispro-

portional impacts of COVID-19 in their communities, which 

has heightened demand for life insurance coverage. 

Senior leadership in the life insurance industry should 

take note of this information and respond accordingly in 

this time of need. The industry can, and should, expand 

marketing and communication programs within all 

minority communities. Demonstrating resilience in these 

markets during this time of great need will enhance the 

reputation of the industry and build upon the relationships 

that marketers have established in these communities. 

Income

While households in all income categories demonstrate 

higher levels of life insurance purchase intent, households 

with annual incomes of $50,000 to $149,999 exhibit the 

greatest increases in their likelihood to buy coverage.

This is important information for life insurance profes-

sionals, as it identifies a top-of-mind concern among mid-

dle-class households that are a traditional market for the 

industry. These are households likely to have traditional 

needs for life insurance (e.g., income replacement) with 

the financial resources necessary to acquire the coverage.

The Life Insurance in Life Stages Survey also assessed 

consumer likelihood to buy life insurance in the next 

12 months. Overall, 36 percent are “likely” or “very likely” 

to buy life insurance in the next year. 

The survey data represent consumer sentiment at this 

time, not actual behavior. Nonetheless, if 36 percent of 

adults are in the market for life insurance, the data suggest 

overall demand from 90 million consumers.5 This illustrates 

a complete picture of the market opportunity over the 

next 12 months.

The following section profiles the demographics of 

respondents who say they are likely to buy life insurance in 

the next 12 months. These profiles illuminate the personal 

characteristics of consumers who are in the market for 

life insurance.

Gender

A higher percentage of male respondents indicate they 

are likely to buy life insurance (Figure 2). Among males, 

38 percent say they are likely to buy life insurance in the 

next 12 months, compared with 33 percent of female 

respondents. The difference is significant, suggesting nota-

bly higher demand among men, husbands, and fathers.

Figure 2

33%

38%Male

Female

Source: Life Insurance in Life Stages, LIMRA, 2020.
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Race/Ethnicity

There are notable diff erences in likelihood to buy life insur-

ance across race/ethnic segments (Figure 3). Two thirds 

(66 percent) of Hispanic/Latin respondents indicate they 

are likely, or very likely, to buy life insurance in the next 12 

months. 

The segment with the second highest likelihood to buy 

is Black/African American. Almost half (47 percent) of these 

respondents indicate they are likely to buy life insurance 

in the next year. This is a signifi cantly smaller percentage 

compared with the Hispanic segment, but also signifi cantly 

larger than the Asian or White/Caucasian segment.

About 2 in 5 (42 percent) Asian respondents indicate 

they are likely to buy life insurance in the next 12 months. 

While the level of market demand within the Asian com-

munity appears to be lower than among other minority 

segments, it is signifi cantly higher than among the White/

Caucasian segment.

The White/Caucasian segment represents the major-

ity (58 percent) of respondents in this survey, and has the 

lowest level of purchase intent (30 percent). The lower level 

of demand among this large group explains why the level 

of purchase intent measures just 39 percent overall.

This data should be instructive to life insurance profes-

sionals across the industry, as it clearly indicates a strong 

demand for life insurance at this time among minority 

market segments. The data support the fi ndings that the 

relative infl uence of the pandemic on purchase intent is 

higher in minority communities.

Income

The likelihood to buy life insurance changes gradually 

among income categories. Purchase intent generally 

increases with income, until the top two income groups, 

where it tapers off  (Figure 4). 

This result should be very encouraging for life insur-

ance professionals, as it depicts a strong level of market 

demand across all income classes. The data implies all 

types of life insurance products (e.g., term, permanent) 

and distribution systems (e.g., agents, direct-to-consumer) 

will fi nd signifi cant levels of market demand among their 

target segments.

Figure 3
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Source: Life Insurance in Life Stages, LIMRA, 2020.
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Figure 4

31%Less than $25,000

33%$150,000 or more

37%$100,000 – $149,999

39%$75,000 – $99,999

39%$50,000 – $74,999

34%$25,000 – $49,999

Source: Life Insurance in Life Stages, LIMRA, 2020.

The COVID-19 pandemic has increased the likelihood that 

consumers will buy life insurance:

• Over 90 million consumer say they are likely to buy 
life insurance in the next 12 months.

• The pandemic has magnifi ed interest in life insurance 
across all demographic segments.

• Market segments with relatively higher demand for 
life insurance at this time include: men, minorities 
(especially Latin American/Hispanic and Black/
African American), and middle-income households 
($50,000 to $149,999).

The industry should use this opportunity to build more 

marketing initiatives in diverse market segments, not only 

to meet near-term market demand, but also to pave the 

way for long-term growth in these communities. 
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