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Consumers under 40 are skipping life insurance as they delay traditional triggers 

such as marriage and parenthood 
 
 

• Under-40 consumers overlook traditional life insurance plans citing misalignment with their stage in life 

(32%), high costs of premiums (28%), and lack of immediate benefits (25%) 

• Majority seek living benefits instead, like emergency financial support, wellness rewards or coverage for 
fertility treatments 
 

 

Paris and Windsor, CT, September 15, 2025 – The World Life Insurance Report 2026, conducted 

jointly by the Capgemini Research Institute and LIMRA, shows that even though 68% of adults under 

the age of 40 see life insurance as essential for a healthy financial future, current offerings do not 

align with their financial priorities, hindering adoption. The report finds that young consumersi seek 

near-term gratification through easy-to-access benefits throughout their life, which are often not 

included in a traditional life insurance policy. While some carriers offer these benefits, 1-in-4 

consumers are still turning down life insurance due to confusing processes and complex jargon that 

make policies difficult to understand and use.  
  

An industry in transition: a need to demonstrate relevance to next-gen policyholders 

The life insurance industry is facing a critical challenge as its next generation of customers redefines their major 

life milestones. The Capgemini-LIMRA study reveals consumers under the age of 40 today are delaying or 

skipping the traditional triggers for purchasing life insurance: 63% have no immediate marriage plans and 84% 

of both single and married people have no immediate plans to have a child. 

 

The report, which polled over 6,100 individuals aged 18-39 across 18 markets, highlights a notable paradox as 

the great wealth transfer gets underway over the next 15-20 years. With millennials and Gen Z expecting an 

average inheritance of US$106,000 per person, life insurance remains an important destination for these funds. 

In fact, forty percent of under 40 adults rank life insurance and annuities as the third most important pillar for 

their inheritance investment plan, behind stocks and cash savings. 

 

“As the next generation accumulates wealth and pursues a less traditional life path, their expectations around 

financial protection are evolving. The life insurance industry cannot rely solely on traditional death protection to 

sustain its future. Life insurers need to demonstrate value to include near-term gratification — delivering tangible 

benefits that customers can access during their lifetime,” said Samantha Chow, Global Leader for Life Insurance, 

Annuities and Benefits Sector at Capgemini. “Fortunately, life insurers can bridge this gap by deploying 

innovative products and articulating their value in ways that resonate with tomorrow’s policyholders.” 

 

 
i This report polled over 6,100 individuals aged 18-39 across 18 markets 
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Revamping the life insurance value proposition for the Under-40s 

Life insurers are beginning to recognize how the needs and expectations for the under-40 market differ from 

older customers. Global life insurance executives identify factors such as aging populations and rising longevity 

(64%), delayed life milestones (53%), and continued economic uncertainty (51%) as key drivers of their long-

term strategies.  

 

However, perceptions about life insurance remain a hurdle for carriers. When asked about barriers to purchasing 

life insurance, younger consumers cite a misalignment with their current stage in life (32%), high premium 

costs (28%), and lack of immediate benefits (25%). Instead, these younger adults demand easy access to ‘living 

benefits’ that support their changing life journeys, seeking everything from wellness rewards for healthy 

behaviors to coverage for fertility treatments. 

 

“Carriers need a different playbook when marketing life insurance to the younger generations,” said Bryan 

Hodgens, Senior Vice President and Head of LIMRA Research. “Our joint research shows that the price 

misconceptions, coupled with competing financial priorities, positions life insurance at a disadvantage with 

younger adults. Carriers must not only demonstrate the accessibility and affordability of life insurance but also 

need to reimagine the product to address younger adults’ current financial priorities while adapting to meet their 

future financial goals as they age.” 

 

Consumers also want life insurance that isn’t contingent on their current employer. Despite 44% of employees 

with a group policy seeking coverage that moves with them when they change jobs, only 19% of life insurers 

currently offer it. A complex conversion process limits portability and prevents many benefit providers from 

keeping long-term customers. Therefore, many consumers have no choice but to change policies when they 

switch jobs, even if they are happy with their previous coverage. 

 

Technological capabilities are essential for under 40s 

Delivering the living benefits and seamless experiences that younger consumers demand requires a richer value 

proposition, channel innovation, and a technological transformation. According to the report, 59% of under-40s 

want direct digital engagement, but just 31% of insurers surveyed offer the platforms to enable it. This shortfall 

is even more pronounced when it comes to advanced technologies, as 77% of consumers expect comprehensive, 

data-driven recommendations, but only 16% of insurers that participated in the survey provide them at scale, 

largely due to outdated legacy systems.   

 

To close this divide and win the next generation, the report recommends life insurers focus on three core pillars 

of transformation: 

• Innovate the product: launch flexible solutions with living benefits at the core, simplifying 

underwriting and gamifying engagement to deliver tangible value across all life stages. 

• Empower the advisor: equip agents with AI tools and customer insights for personalized guidance 

and modernize compensation models to attract the next generation of agents. 

• Forge strategic ecosystem partnerships: embed life insurance into everyday experiences by 

seamlessly partnering with financial institutions, wellness companies, and HR platforms to deliver timely, 

contextual value. 

 

Read the full report: From Life Insurance to Insurance for Living  
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Report Methodology 
The World Life Insurance Report 2026 draws on three primary sources: the 2025 Global Voice of the Customer 
Survey, the 2025 Global Insurance Executive Interviews, and the 2025 Global Macroeconomic Forecasts, 

developed in collaboration with a leading macro forecaster. This primary research includes insights from 22 
markets: Australia, Belgium, Brazil, Canada, China, Colombia, Denmark, Finland, France, Germany, Hong Kong, 
India, Italy, Japan, Mexico, the Netherlands, Portugal, Singapore, Spain, Sweden, the United Kingdom, and the 
United States. 
 
The insight is based on: 

• Survey of 6,176 individuals aged 18-39 across 18 markets 

• 200 senior insurance executives across 18 markets 
• Macroeconomic forecasts developed in collaboration with Oxford Economics 

 
About Capgemini 
Capgemini is a global business and technology transformation partner, helping organizations to accelerate their 
dual transition to a digital and sustainable world, while creating tangible impact for enterprises and society. It 

is a responsible and diverse group of 350,000 team members in more than 50 countries. With its strong over 
55-year heritage, Capgemini is trusted by its clients to unlock the value of technology to address the entire 
breadth of their business needs. It delivers end-to-end services and solutions leveraging strengths from strategy 
and design to engineering, all fueled by its market leading capabilities in AI, cloud and data, combined with its 
deep industry expertise and partner ecosystem. The Group reported 2024 global revenues of €22.1 billion. 
 
Get The Future You Want | www.capgemini.com 
 
About the Capgemini Research Institute  
The Capgemini Research Institute is Capgemini’s in-house think-tank on all things digital and their impact across 
industries. It is the publisher of Capgemini’s flagship World Report Series, which has been running for over 28 
years, with dedicated thought leadership on Financial Services focussing on digitalization, innovation, technology 
and business trends that affect banks, wealth management firms, and insurers across the globe.  
 

To find out more or to subscribe to receive reports as they launch, visit https://worldreports.capgemini.com 
 
About LIMRA 
Serving the industry since 1916, LIMRA offers industry knowledge, insights, connections, and solutions to help 
more than 700 member organizations navigate change with confidence. Visit LIMRA at www.limra.com. 
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