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Life Markets Ready for Two-Way Relationships 
Built on Data and Incentives
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At one time the link between a life insurer and the insured was a contract and (occasionally) a claim.  
Today, we’re seeing signs of an unprecedented shift in the relationship, where insureds and insurers are likely  
to grow closer, communicate more often and work together toward their goals. What has changed?

Technology, data and mindsets are all in flux. A global focus on 
wellness, product relevance and digital customer journeys is 
gaining steam. Do any of these trends point to current opportunities? 
SE2 wanted a snapshot of current consumer sentiment. The goal 
was to find out how prevalent life insurance ownership is across 
generational segments and which possible factors would be 
perceived as valuable to insurance prospects. These value-added 
concepts covered a broad spectrum of possibilities, from lower 
premiums to gamification to incentives. In each case, there  

would be “something in it” for the insurance policyholder  
that went over and above simple policy ownership. 

An online survey was conducted within the United States by  
The Harris Poll, on behalf of  SE2 and Life.io, from December 16-18, 
2019 among 2,032 U.S. adults ages 18 and older. For complete 
survey methodology, including weighting variables and subgroup 
sample sizes, please contact SE2 here. 

Over 2 in 5 Americans (43%) would be  
more likely to purchase life insurance  
if a life insurance company offered an 
INTERACTIVE PROGRAM WITH  
ONGOING WELLNESS BENEFITS  
rather than just policy payout.

INTEGRATED WELLNESS 
PROGRAM

BETTER 
COMMUNICATION

GAMIFICATION
INCLUDED

IMPROVED HEALTH  
FOR LOWER PREMIUM

LOWER PREMIUM  
FOR SHARED DATA

If a life insurance provider offered a  
POLICY THAT HAD ELEMENTS OF 
GAMIFICATION involved to reward healthy 
lifestyle and wellness habits, roughly  
two thirds of Americans (68%) would be 
likely to engage in those elements.

Half of Americans (50%) say a  
LOWER INSURANCE PREMIUM  
would incentivize them to share their  
wellness information gathered from a 
wearable device or customer portal  
with a life insurance company.

Introduction & METHODOLOGY

Highlights — Which efforts motivate prospects?

43%

72%

68%

85%

50%

Nearly three quarters of Americans 
who have life insurance (72%) say 
they would like to HEAR FROM THEIR 
LIFE INSURANCE COMPANY MORE 
REGULARLY throughout the duration 
of their policy.

More  than 4 out of  5 Americans 
(85%) would be  likely to improve their 
health/fitness habits if a life insurance 
company OFFERED A LOWER 
MONTHLY PREMIUM based on  
their real-time health information.

mailto:info%40SE2.com?subject=
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Before Americans were quizzed about life insurance preferences and 
engagement choices, a baseline was established so that insurers could 
understand the demographics of those who are currently covered. 

Understanding THE TARGET

Fig 1. Percentage of adults who own life insurance.
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Interactive Wellness Benefits Increase Likelihood of Policy Purchase

Forty-three percent of Americans say they 
would be “much” or “somewhat” more likely to 
purchase a life insurance policy if the insurer 
offered an interactive program with ongoing 
wellness benefits (such as wellness coaching 
and education) rather than just policy payout.

Over half (53%) of millennials said they’d be “much” or “somewhat” more likely to purchase a life insurance 
policy if the insurer offered an interactive program with ongoing wellness benefits. This shouldn’t be surprising, 
since millennials are also seeking more wellbeing support from their employers.1 The net effect is a double-
bonus for life insurers. Not only do they represent the target group most interested in wellness benefits tied to 
life policies, but they may become the least risky generation of life policyholders.

Wellness benefits, however, are just the first rung on the ladder of interactive engagement and incentives.
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Interactive insurance appeals to prospects
As insurance wrestles with the uninsured gap and improving digital service, insurers need to consider adding new items to their menu 
of product offerings. Customers want engagement, interactivity and a relationship. Americans indicate that they might prefer their 
main insurance policy with a side of interactive wellness benefits. 

The Millennial Mission — Health, Wellness and Interactivity

Fig. 2. Likelihood of life policy purchase when insurer offers ongoing wellness benefit program.

FINDING 1.     “If you want to insure my life,  
HELP ME TO IMPROVE MY LIFE!”

LIFE INSURANCE AS A PARTNERSHIP

1. Walker, Tracey, The Health Perks Millennials Want, Health Management News, August 14, 2019
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The population, overall, is getting used to digital games as a 

feature of adding enjoyment to tasks once before considered 

mundane. Only 32% of Americans indicated that they would 

not be likely to take advantage of gamification if a life insurer 

offered it as part of their policy. Apps, like Fortune City, add 

gamification to bookkeeping and saving tasks. FitBit issues 

challenges throughout the day to its wearers who might not 

have taken enough steps. 

Translate this into possibilities for life insurance, considered 

by many of the uninsured to be one of the most boring 

products one can purchase because, “it doesn’t do 

anything.” The insertion of games and gamification elements 

into the life insurance process has the potential to increase 

an understanding of life risks while dramatically improving 

the customer experience.  

Gamification injects fun and play while it educates and lowers risk.  

FINDING 2.    “Please, MAKE THIS FUN.” 
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Who wants to play?
How likely are Americans to use gamification?

Most Americans want policies with  
elements of gamification. 

Roughly 2/3 (68%) indicate that they are 
very or somewhat likely to take advan-
tage of elements of gamification to reward 
healthy lifestyle and wellness habits if a 
life insurer provider offered it as part of 
their policy. 

68%

Fig.3 Likelihood that Americans will use gamification as a part of life policy.

LIFE INSURANCE AS A PARTNERSHIP
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Data has been compared to fuel, oxygen and gold — and like all 

of these items, it is valuable. With personal health and wellness 

data, however, security and privacy are real issues that can 

create debates and regulation. Are U.S. consumers ready to share 

health and life data? Are health benefits and incentives now more 

appealing than individual wellness data privacy?  

SE2 wanted to assess the population’s comfort level with sharing 

data, which should lend insights into how ready they are to fully-

participate in the life insurance process. The survey asked about 

willingness to share data with a life insurance company across five 

common health data types. 

Which incentives and rewards could compel policyholders 
to share wellness and lifestyle data?

How willing would you be to share wellness information with a life 
insurance company in return for ongoing financial or health rewards?

of Americans say they would be 
very or somewhat willing to share 
data on their steps walked daily 
in return for ongoing financial or 
health rewards.

79%50%

48%

55%

36%

22%

Cash back 

Lower life insurance premium

Wellness education/coaching/rewards 

Additional coverage or benefits

Financial education/coaching 

79%
76%

74%
73%

71%Sleep pattern data 

Calories burned daily 

Heart rate data 

Blood pressure data

Steps walked daily

Fig. 5 Percentage of Americans incentivized to share their health data by each reward type.

Fig. 4. Willingness to share wellness data in exchange for rewards.

Assessing the Data-Sharing Mindset

FINDING 3. “Show me THE INCENTIVES!”

LIFE INSURANCE AS A PARTNERSHIP
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Gone are the days of static life policies that sit in a drawer. Today’s insured is 

ready to relate. They want engagement, interactivity, rewards, more-frequent 

communication and products tailored to individual lifestyles. Our survey findings 

indicate that people are ready for more touchpoints in the policy lifecycle.  

Engagement + Communication = Sales + Loyalty

FINDING 4. “Let’s TALK MORE.”

It’s not all fun and games…
There is a real concern among the majority  
of respondents that an insurance company 
having access to a person’s wellness  
information via a wearable device is a bit  
intrusive, even if data sharing is “opt-in.”

Engagement is even more vital to millennials’ relationship with life insurance. 

85% 82%
of millennials would be more likely to purchase 
life insurance if it included a rewards program 
element aimed at helping improve their wellness.

of millennials believe life insurance companies 
should engage their customers beyond sign-up 
and billing.

Life insurance 
companies  
should engage  
(i.e., reach out to) 
their customers 
beyond sign-up  
and billing. 

80% 77%
68%

78% 72%*
If a life insurance 
company has real-time 
access to a person’s 
wellness information 
via a wearable device, 
the company has a 
responsibility to notify 
the insured of potential 
health issues based on 
patterns from that data.

I would be more  
likely to purchase  
a life insurance  
policy if it included  
a rewards program 
element aimed at 
helping to improve  
my wellness. 

I would like to 
hear from my life 
insurance company 
more regularly 
throughout the 
duration of  
my policy. 

I would be  
interested in  
learning more  
about wearable  
device programs 
provided by  
life insurance  
companies. 

Fig. 6 Percentage of Americans who would agree with the above statements. 

LIFE INSURANCE AS A PARTNERSHIP

* Among those who already have life insurance.
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A life policy is a partnership built on trust, but it is increasingly 

also a team effort to keep the insured healthy. SE2 was 

interested to know if life insurers could motivate policyholders  

to improve their health, and what kinds of motivating  

factors would be strong enough to be compelling? 

According to the research, 86% of 
Americans say they are more likely 
to improve their health habits if a 
life insurance company offered cash 
back as an incentive, based on their 
real-time wellness information.

Percentage of Americans who would respond positively to an incentive 
to live a healthier lifestyle based on their real-time wellness information, 
assessed by incentive type.

86%

86%
of Americans say 
cash back would 
incentivize them to 
live healthier lifestyles

85%
say a lower life 
insurance premium 
would incentivize them 
to live healthier lifestyles

82%
say additional 
coverage or benefits 
would incentivize them 
to live healthier lifestyles

77%
say wellness 
rewards would 
incentivize them to 
live healthier lifestyles

70%
say wellness 
education/coaching 
would incentivize them 
to live healthier lifestyles

66%
say financial 
education/coaching 
would incentivize them 
to live healthier lifestyles

Great 
work!

FINDING 5.  “Motivate me to PURSUE  
A HEALTHIER LIFESTYLE”



8© 2020 SE2, LLC. Proprietary and Confidential Information LIFE INSURANCE AS A PARTNERSHIP

Prospects have the potential to be more interested in life insurance if innovative new life products do more 
than meet financial contingency plans. This is a tremendous opportunity for life insurers who are stuck with 
low to moderate growth, especially those who are ready to innovate for the future using today’s available 
insurance-in-a-box and SaaS digital solutions. 

Increase engagement touchpoints

Consumers are ready for communication with purpose. Insurers 
must consider replacing the idea of “marketing” communications 
with value-added communications whose purpose is to lead, 
guide and assist in improving lives and lifestyles. Engagement 
points will provide real and lasting connections, giving the insurer/
insured relationship a level of authenticity and meaning. Like any 
true interpersonal relationship, consumers are looking for give 
and take. They are looking for an insurer that is interested in more 
than their premium.  

Improve incentives for data sharing

In general, the responses suggest that the most powerful 
insurance incentives are those that are immediate or more 

“tangible,” such as cash back, lower premiums and wellness 
coaching, as opposed to those items that have the promise of 
future gain, such as additional coverage or financial education.

Enhance overall knowledge

As insurers gain greater feedback from what works and what 
doesn’t in the realm of incentives and wellness efforts, they will 
also be gaining a much wider perspective of how lifestyles and life 
insurance purchases corollate. They will improve underwriting and 
risk selection. One of the strongest consumer incentives, lower 
premiums, is only truly possible with a clearer picture of risk. If 
there were no case for better consumer engagement, there would 
still be a case for better consumer understanding. Gathering 
health and wellness data can contribute to both.

The Emerging Shape  
OF NEW LIFE PRODUCTS

CONCLUSION

The convergence of technology capabilities and demographic trends makes it the 

right time to develop new business models that appeal to all consumers, not just the 

underserved. The responses from the SE2/Life.io/Harris Poll paint a vivid picture of a 

market that is yearning for release from status quo insurance products. Insurers can 

now play a greater role in impacting the lives of their customers and reap the rewards 

of a deeper relationship.

Using the survey results as an indicator, today’s life policy consumers are ready for a change.
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Find out how we can help you.  
Contact SE2 by email at info@SE2.com

SE2, an Eldridge Industries portfolio company, is a leading technology and third party administration company
focused on the North American life and annuity insurance industry. SE2 has an unmatched track record in
optimizing back-oce operations to future-proof insurance companies. SE2 combines peerless industry domain
knowledge with a leading-edge administration technology platform to help clients launch products rapidly,
improve efficiencies, shift to a variable cost model and maximize profits while dramatically improving the
customers’ experience. SE2 supports more than 20 direct clients, represents more than 35 carriers in North
America and services more than 1,000 life and annuity products. SE2 has approximately $100 billion in assets
under administration and has been recognized as an industry-leading innovator. In May 2017, SE2 was  
recognizedas one of the “20 Most Promising Insurance Technology Solution Providers” by CIOReview.  
Visit SE2 at www.SE2.com, LinkedIn or info@SE2.com to learn more. 

About Life.io
Life.io, a leading customer engagement technology firm that helps companies educate, engage and reward  
their customers at every stage of the customer journey through a state-of-the-art digital experience. Life.io’s  
team of experts and world-renowned advisory board, incorporate behavioral economics, gamification and  
psychology to create highly engaging solutions for its clients. Learn more at Life.io.


