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The Opportunity to Buy

54% 
of shoppers, bought

Source: 2011 LIMRA Opportunity to Buy Study 



How Approached About Buying

Mail
50%

Face-to-Face 
Meeting

11%

Phone
9%

Email
8%

Work
11%

Internet
5%

Ad
3%

Other
3%

The Opportunity to Buy

Source: 2011 LIMRA Opportunity to Buy Study 

Specific company website 44%

General financial website 21

Online site with price quotes from 
multiple cos.

16

Social networking website 8

Other social media website 2

Blog site 2

Other Internet source 7



 

shop · per
SHäpər / Noun

1:  During the past 24 months, have you or has anyone in your 
household, seriously shopped for life insurance?  For 
example, sat down with a professional to discuss life 
insurance, or requested and filled out an application for life 
insurance.
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Why Shop for Life Insurance?

• Life event

• Financial advisor

• Work-related

• Media

• Family & Friends

• Planning
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Triggers 
To Shop

Source: 2011 LIMRA
Buyer /Nonbuyer Study 
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Most 
Successful 
Shopping 
Triggers

Source: 2011 LIMRA
Buyer /Nonbuyer Study 



Face-to-
Face
46%

Dealt 
Directly

21%

Internet
28%

Internet then Face-to-Face
5%

Source: 2011 LIMRA Buyer /Nonbuyer Study

How Shopped for Life Insurance



How Shopped for Life Insurance

Face-
to-

Face
46%

Face to Face Shoppers

 
Met with a sales rep… Shoppers

Percent 
Buying

At home or advisor’s office     28%    74%

At work – endorsed 11 77

At work – ER not involved 7 70

Source: 2011 LIMRA Buyer /Nonbuyer Study 



How Shopped for Life Insurance
Dealt 

Directly
21%

Internet
28%

Internet and Direct Shoppers

Shoppers
Percent 
Buying

Shopped on Internet, 
then met face-to-face

5 54

Shopped on Internet, 
did not meet with 
anyone

28
  
36

Dealt directly w/ sales 
rep or co w/o meeting 
face-to-face

21 67

Internet then 
Face-to-Face

5%

Source: 2011 LIMRA Buyer /Nonbuyer Study
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Some people may 
have trouble with one 

or more aspects of 
buying insurance



“A Lot” or “Some” Difficulty

Most Difficult Parts of the 
Buying Process

Source: 2011 LIMRA Buyer /Nonbuyer Study 
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Half of Shoppers Made Comparisons 
Across Companies



Why Comparison Shop?

Compare Costs

See what was a fair price 66%

First rate quote was too high 18

15

Educate Self

See what other types of policies are available 54%

Get second opinion on insurance needs 29

Learn more about life insurance 23

First policy did not seem right   6

Source: 2011 LIMRA Buyer /Nonbuyer Study



Things Sales Reps are doing 
well…

• Knowledge and ability 

to educate

• Trustworthiness

• Determining needs

16



Some Things Sales Reps 
Could Improve

35%
17

Should have followed-up 
as I was still deciding.

Source: 2011 LIMRA Buyer /Nonbuyer Study



Some Things Sales Reps 
Could Improve

18

• Determining affordability

• Analyzing all household 
members’ needs
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Needs Analysis Related to 
Sales Lift

Received Needs Analysis

Yes 41%

No, but had one in the 
past

23

No, and never had one 36

Percent 
Buying

73%

58

49

Amount 
Bought

$423,000

337,000

215,000

Source: 2011 LIMRA Buyer /Nonbuyer Study
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So Is Recommending an 
Amount to Buy…

Recommended Amount 
to Buy

Yes 49%

No 51

Percent 
Buying

70%

57

Amount 
Bought

$427,000

260,000

Source: 2011 LIMRA Buyer /Nonbuyer Study
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28%
were willing 
to provide a referral  
but were never asked

21% of buyers provided a referral 
to the sales rep they bought from

Source: 2011 LIMRA Buyer /Nonbuyer Study

The Dreaded Referral Request…



Top Reasons Why Life 
Insurance Was Bought

Percent

Income replacement 53

Cover burial and other final expenses 48

Guarantee mortgage would be paid 21

Transfer wealth to family 21

To replace another life insurance policy 14

To provide funds for a college education 11

22
Source: 2011 LIMRA Buyer /Nonbuyer Study



Base: Life insurance buyers

Distribution System Used When Buying

Face-
to-

Face
55%

Direct
25%

Workplace
10%

Internet
10%

Source: 2011 LIMRA Buyer /Nonbuyer Study 

Completed and submitted 
application online

 39% 

Started process online then 
completed with someone by phone

17

Completed online and printed 
application and sent in the mail

14

Started process online and was 
directed to complete with financial 
professional in person

10

Other 4

Don’t remember 16

Base: Life insurance buyers who bought through the 
Internet

Channel Used When Buying



Number of Policies Bought

Policies Bought

One
64%

Two
27%

Three
6%

Four or more
3%

Type of Life Insurance Bought

Term
54%

Perm
39%

Both
7%

Source: 2011 LIMRA Buyer /Nonbuyer Study 



Prefer to Buy Face-to-Face

Open ended statements

Can gauge or establish trust & 
honesty

27%

Can speak to someone, prefer 
personal interaction

25

Can ask questions 19

Can get additional information, 
explanations, advice, 
recommendations

18

Can get immediate feedback to 
questions

14

25

It is more personal and they can 
explain the policies.

Because trust is built and confirmed
 face-to-face.

Because I can talk to that person 
about different scenarios and decide 
the best option for my family.

Source: Trillion Dollar Baby – Growing Up, LIMRA 2011



Prefer to Buy at the Workplace

Open ended statements

Easy, convenient, can do at own 
pace/ time

33%

Cheaper, discounted, better 
value/deal

26

Trust (trust employer, employer 
screens/selects company)

20

Convenience of payroll 
deduction

13

Avoid pressure to buy 10

26

I feel that the provider and package 
would have been vetted by my 
employer as trustworthy and a good
 deal for the money

Convenient to come right out 
of paycheck

Source: Trillion Dollar Baby – Growing Up, LIMRA 2011



Prefer to Buy On the Internet

Open ended statements

Avoid pressure to buy 49%

Easy, convenient, can do at own 
pace/ time

46

Ability to research, compare, 
shop around

21

Faster 7

27

I can take my time, compare plans, and
 have no pressure from sales people.

Easier and can do it at 
my own convenience.

Source: Trillion Dollar Baby – Growing Up, LIMRA 2011



Prefer to Buy Direct (Mail/Phone)

Open ended statements

Avoid pressure to buy 47%

Easy, convenient, can do at own 
pace/ time

33

Comfort level/confidence with 
this method

14

Can ask questions   5

Trust   5

28

To avoid sales pitches and make decision
 without pressure and influence.

By mail so I can study the proposal and 
Make comparisons on my own and 
at my own pace...

Phone is personable enough and fine.

Source: Trillion Dollar Baby – Growing Up, LIMRA 2011





Percent

Have not finished shopping yet 27

Policy was too expensive, could not afford the 
premium

25

Decided do not need more (or any) life insurance 10

Could not decide on policy type or coverage amount 5

Already have life insurance through work 5

Decided it was not a good value; wanted to search for 
less costly coverage

4

Did not qualify for coverage 4

Did not trust company, sales rep or financial advisor 4

Afraid of making the wrong decision 4

Source: 2011 LIMRA Buyer /Nonbuyer Study

Most Important Reason for 
Not Buying Life Insurance



Changing Decision Not to Buy

Percent 

Provide a better price 38

Cost of coverage fit into 
consumer’s budget 

32

Change in financial situation 19

Source: 2011 LIMRA Buyer /Nonbuyer Study  

Cost



Percent 
Don’t require medical exam 15

Offer another type of policy that 
better meets needs 

9

Make application process less 
complex 

9

Policy also provided income if 
disabled

8

Policy had a savings feature 7

Have the policy endorsed by a 
trade or professional organization 3

Source: 2011 LIMRA Buyer /Nonbuyer Study 

Changing Decision Not to Buy

Policy



Percent 
Do a better job of explaining the 
coverage

8

Do a better job of showing the 
value of life insurance 

7

Source: 2011 LIMRA Buyer /Nonbuyer Study 

Knowledge

Changing Decision Not to Buy



Percent 
Sales representative was less pushy 4

Sales rep followed up after allowing 
time for consumer to consider options 

3

Dealing with different sales 
representative 

2

Sales representative or company was 
endorsed by employer 

1

Changing Decision Not to Buy

Source: 2011 LIMRA Buyer /Nonbuyer Study 

Sales Rep
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