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Life

While

targeting singles for life 
insurance sales may seem 
counterintuitive, but they 

represent a largely untapped mar-
ket that can be a lucrative revenue 
stream. 

Only 26% of single people recall 
having the chance to purchase life 
insurance, as compared to 74% of 
married people, according to Lim-
ra’s 2011 Life Insurance Buyer/

Non-Buyer Study, released in Janu-
ary 2012. that’s a clear indicator 
that brokers and agents should 
devote more energy to working 
with singles to explain how life 
insurance can benefit them.

during the past several years of 
recession, Americans have learned 
the hard way that financial strain 
can happen to anyone. In fact, the 
difficult economy has changed the 
way many people manage their liv-
ing expenses and who’s contrib-
uting to the household budget. 
In more and more families, single 
working adults are important sourc-
es of revenue to keep households 
going. 

A pew research center analysis 
of U.S. census bureau data, Fight-
ing Poverty in a Bad Economy, 
Americans Move in With Relatives, 
recently concluded that the median 
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The untapped adult singles market is a potentially rich source for life insurance sales.

Key Points 

▼  The Situation: Young single adults 
are a vastly underserved source of life 
insurance sales.

▼  The Point: Life insurance’s  
tax-advantaged and cash-accrual 
features make it ideal for  
young adults. 

▼  The Future: With employer-backed 
group life benefits fading away, 
individual sales by agents offer a 
lucrative market.

Contributor John T. 
Harmeling is senior 
vice president of Work-
site Marketing for Aflac. 
He can be reached at 
addbenefits@aflac.com

We’re Young

BEST’S REVIEW

®

www.bestreview.com                   December 2012



2 Best’s Review • december 2012 reprint

Life

share of household income contrib-
uted by adults ages 25 to 34 was 
almost 25%. 

consequently, traditional think-
ing that children or a spouse are 
the only dependents who might 
need the financial protection 
offered by life insurance isn’t nec-
essarily true today. dependents 
who rely on a single adult’s finan-
cial support can include aging par-
ents, grandparents and siblings. Los-
ing that support as a result of a 
death could have significant finan-
cial implications for the family.

Americans Are Unprepared 
A recent Aflac study highlighted 

the fact that most workers aren’t 
ready to deal with unexpected 
expenses. the findings revealed 
that 58% of employees don’t have 
a financial plan for dealing with 
unforeseen life challenges or 
events; 28% have less than $500 in 
savings for emergency expenses; 
and 51% have less than $1,000. 

Workers are worried about 
their ability to meet their finan-
cial obligations, with 34% saying 
that having enough money to 
meet their current expenses is 
their biggest financial challenge. 
Almost one-third have no con-
fidence in their ability to cope 
with the fiscal impact of disabil-
ity, injury, death or another unex-
pected event. Given the level of 
worry about money, having to pay 
off an education or car loan or a 
mortgage cosigned with a relative 
could present serious financial 
difficulty, and even bankruptcy, 
for a surviving cosigner.

Funerals alone can be a financial 
hardship for families. According to 
the national Funeral directors Asso-
ciation’s General Price List Sur-
vey, in 2010 the average cost for an 
adult funeral totaled nearly $8,000. 
ensuring that there is enough mon-
ey to cover those expenses by con-
sidering the purchase of a life insur-
ance policy is a smart solution for 
singles.

Lifetime Financial Plan
Arguably, the best time for indi-

viduals to purchase life insurance 
is when they’re young. the U.s. 
census bureau found in 2010 that 
adults are waiting longer than ever 
to settle down, with the average 
age of those marrying for the first 
time rising to 28.2 for men and 
26.1 for women.

Life insurance can be an impor-
tant element of a lifetime finan-
cial plan. purchasing a plan early 
can give young singles with an 
eye to the future a financial edge 
over those who go through their 
early adult years without thinking 
about how they might take care 
of a family. Individuals often are 
at their healthiest in young adult-

hood, which can help them secure 
a policy with a lower premium. 
Whole life policies can be a good 
early investment because premiums 
typically remain fixed and a young 
policyholder is more likely to be 
able to lock in a low rate than one 
who’s middle-aged.

Other reasons for young singles 
to consider a whole life policy 
include the increase in cash val-
ue, which isn’t subject to income 
tax while the cash remains in the 
policy; and the ability to take out 
a loan on a whole life policy’s cash 
value to contribute to a down pay-
ment on a first home or to meet 
retirement or college tuition needs. 

If a policyholder gets married 
and wants to increase the amount 
of coverage, he or she can build 
on their current policy instead of 
buying that first policy later in life, 
when it can be more expensive.

Bridging Coverage Gaps
It’s also important for working 

singles to know that many employ-

ers have cut benefits offerings, 
including life insurance. these 
changes can leave workers with 
gaps in coverage—often without 
their even knowing they no longer 
have an employer-paid life insur-
ance plan. 

Limra’s 2011 consumer research 
shows that many adults who have 
life insurance rely solely on their 
employers’ group coverage. In fact, 
the age of adults owning group life 
insurance has now surpassed adults 
with individual life insurance, and 
people insured only through group 
life insurance have the lowest aver-
age amount of coverage. 

voluntary life insurance plans 
put the power back in the hands 
of employees, enabling them to 
make decisions that best fit their 
needs. 

It’s a benefits solution for 
employers as well, because there’s 
no direct cost to the company. Over 
the last few years, voluntary life 
insurance plans have become more 
attractive. 

Going beyond the typical pros-
pect profile is essential when bro-
kers and agents are looking to 
develop fresh revenue streams. 
Growing a client base involves 
thinking creatively and providing 
solutions—whether it’s to benefit 
decision-makers considering new 
coverage options for employees or 
individuals reviewing their compre-
hensive insurance needs.

When talking with employers, 
brokers and agents can convey the 
importance of offering life insur-
ance to help employees in many 
different life stages, not just those 
who are married or have children. 

educating singles about the long-
term benefits of investing early in 
a life insurance policy, before they 
are weighed down by other life 
decisions, can be advantageous for 
both buyers and sellers. 

making voluntary life insurance 
available to the often overlooked 
singles market can become a lucra-
tive part of an agency’s business.   BR

Life insurance can be an 
important element of a 
lifetime financial plan.
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